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PREFACE

Marketing: Concepts and Strategies has become the most widely adopted introductory
marketing textbook in the world. We appreciate the confidence that adopters have
placed in our textbook and continue to work hard to make sure that, as in previous
editions, this edition keeps pace with changes. This edition provides new marketing
knowledge, and a complete balanced approach to teaching this important course. We
feel that our book has been successful because it focuses on a comprehensive frame-
work and provides complete coverage of marketing’s best practices validated by the
latest research. In fact, nearly three-quarters of all of the references used in this edi-
tion are from 2000 and 2001. This indicates our desire to reflect the latest changes
reshaping the development and implementation of marketing strategies.

While we provide cutting-edge marketing knowledge, there are many marketing
issues that all students should learn. Therefore, we provide many new real-world
examples, cases, and boxed features that make the traditional content come alive. Our
reviewers tell us that we have done an excellent job in presenting marketing in an
engaging, readable way that connects students to the realities of marketing. We
emphasize emerging developments in the field of marketing such as information tech-
nology, customer relationship management, marketing on the Internet, and social
issues. But we also provide balance in our coverage, avoiding overemphasis of trendy
topics. For example, the role of the Internet in marketing is still evolving. We provide
a completely revised chapter on this topic as well as an online chapter on e-market-
ing to stay current. Most of the issues related to customer relationship management
are integrated throughout our textbook, making it clear to students that although this
term is now more widely used, marketers have been doing most of these activities for
many years. Our book and the online Pride/Ferrell Marketing Learning Center provide
all of the resources instructors and students need to maximize learning in introduc-
tory marketing courses.

We have also been careful to retain the strengths that have made this the most
successful introductory marketing text in the United States and throughout the world.
Primary among those strengths is a dedication to customer value and customer rela-
tionships—two crucial aspects of today’s competitive environment. We listen closely
to the feedback of both students and instructors, in order to continue to provide
exceptional student value and the most complete, usable, and relevant teaching pack-
age available today.

Building on Established Strengths

Features of the Book

As with previous editions, we are providing a comprehensive and practical introduc-
tion to marketing that is both easy to teach and to learn. The entire text is structured
to excite students about the subject and to help them learn completely and efficiently.

® An organizational model at the beginning of each part provides a “roadmap” of
the text and a visual tool for understanding the connection between concepts.

XVii
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® Learning objectives at the start of each chapter present concrete expectations
about what students are to learn as they read the chapter.

® An opening vignette about a particular organization or current market trend
introduces the topic for each chapter. Vignettes in this edition include inter-
esting anecdotes about the marketing issues surrounding a variety of prod-
ucts and services from diverse organizations such as FedEx, Nokia,
McDonald’s, and eBay. Through these vignettes, students are exposed to con-
temporary marketing realities and are better prepared to understand and
apply the concepts they will explore in the text.

® Key term definitions appear in the margin to help students build their market-
ing vocabulary.

® Numerous figures, tables, photographs, advertisements, and Snapshot and Net
Sights features increase comprehension and stimulate interest.

® Four types of boxed features reinforce students’ awareness of the particular
issues affecting marketing and the types of choices and decisions marketers
must make.

Tech*know boxes include discussions about the impact of technological

‘J% advances on products and how they are marketed. Examples of topics
are online co-branding, traditional versus online retailing, and using
software to set prices.

Marking Citizenship boxes raise students’ awareness of social responsi-

QJ& bility and ethical issues and the types of ethical choices that marketers
face every day. Some of the organizations on which we focus are
Wal-Mart, Royal Caribbean, and TRUSTe.

Global Marketing boxed features examine the challenges of marketing in

widely diverse cultures for companies such as Universal Studios, Heinz,
and De Beers.

Building Customer Relationships boxes look at how organizations try to
build long-term relationships with their customers. Examples include
Home Depot, NASCAR, and Great Harvest Bread Company.

® A complete chapter summary reviews the major topics discussed, and the list
of important terms provides another end-of-chapter study aid to expand stu-
dents’ marketing vocabulary.

® Discussion and review questions at the end of each chapter encourage further
study and exploration of chapter content, and application questions enhance
students’ comprehension of important topics.

@ An Internet exercise at the end of each chapter asks students to examine a
website and assess one or more strategic issues associated with the site.
E-Center Resources points students to the various learning tools that are avail-
able on the text's website, the Marketing Learning Center.

® Two in-depth cases at the end of each chapter help students understand the
application of chapter concepts. One of the end-of-chapter cases is related to
a video segment. Some examples of companies highlighted in the cases are
New Belgium Brewing Company, Build-A-Bear, JetBlue, VIPdesk.com, and
PETsMART.

® A strategic case at the end of each part helps students integrate the diverse
concepts that have been discussed within the related chapters. Some of the
organizations highlighted in these cases include USA Today, The American
Dairy Industry, and DoubleClick.

Copyright © Houghton Mifflin Company. All rights reserved.
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Preface Xix

® Appendixes discuss marketing career opportunities, explore financial analysis
in marketing, and present a sample marketing plan.

® A comprehensive glossary defines more than 625 important marketing terms.

Text Organization

We have organized the seven parts of Marketing: Concepts and Strategies to give stu-
dents a theoretical and practical understanding of marketing decision making. Part 1
presents an overview of marketing and examines strategic market planning, market-
ing environment forces, social responsibility and ethics, and international marketing.
Part 2 considers information systems and marketing research, target market analysis,
and consumer and business buying behavior. Part 3 focuses on the conceptualization,
development, management, and branding and packaging, of goods and services. Part
4 deals with marketing channels and supply chain management, wholesaling and
physical distribution, and retailing. Part 5 covers integrated marketing communica-
tions and promotion methods including advertising, personal selling, sales promo-
tion, and public relations. Part 6 is devoted to pricing decisions. Part 7 discusses
implementation and control, e-commerce, and marketing and the Internet.

What"s New to This Edition?

To stay on top of the fast-paced changes in the practice of marketing—and new devel-
opments in teaching and learning about it—we have added a number of new features
to this edition of Marketing.

® All the videos are new! A brand new video package accompanies this new edi-
tion. Each video (one per chapter) provides the student with an opportunity
to put to use the information learned within the context of issues discussed
in the chapter.

® A new boxed feature in each chapter, Net Sights, highlights websites that stu-
dents can visit to learn more about the concepts, companies, and issues that
are relevant to the topics discussed in the chapter.

® A brand new text design for this edition makes this book even more reader
friendly. A stronger pedagogical use of colors, additional photos, and exam-
ples all come together to help students make the connection between con-
cepts discussed in the book and examples taken from a variety of real-world
businesses.

® All the boxed features are new or updated. Over half the cases are new and
the others have been revised.

@ Throughout the text the authors evaluated recent research and best practices
to update key concepts presented in the text. Nearly three-quarters of the
citations used in this edition of Marketing are taken from 2000 and 2001 aca-
demic and trade sources. These revisions represent a ground-up rebuilding of
cutting-edge concepts and examples.

® Customer relationship management (CRM) is introduced in Chapter 1 and
integrated throughout the text at appropriate discussion points. CRM exam-
ines how companies acquire customer-related information and how they use
it to develop long-term relationships with customers. CRM examines how
companies use various sources, including the Internet, to better understand
their customers.
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® The text presents the latest understanding and role of information technolo-

gy. Information technology managers rank customer relationship management
as their most important issue. New innovations such as streaming video, wire-
less communication, and the expansion of broadband continue to provide
new marketing opportunities. This coverage is integrated into the text at
appropriate discussion points in Chapters 1, 3, 6, and 23.

Coverage of e-marketing (Chapter 24) has been significantly revised and
rewritten to reflect current trends including the latest perspectives on the
future of e-marketing and the demise of the dot-coms. This chapter continues
to appear online on the Pride/Ferrell Marketing Learning Center.

Over half of the Internet Exercises are new and the others have been revised.

Global marketing (Chapter 5) material has been updated and rewritten to
include the latest coverage of global trade agreements, issues, and trends in
global marketing, and the latest research in the area.

Ethics and social responsibility (Chapter 4) coverage has been expanded to
include the latest information on how domestic and international companies con-
tributed support efforts in the aftermath of the September 11 terrorist attacks.

The pricing chapters (20 and 21) have been reorganized to provide a clearer
presentation of this topic. Discussion of demand, elasticity, and costs has
been moved to the first pricing chapter.

A Comprehensive Instructional Resource Package

For instructors, this edition of Marketing includes an exceptionally comprehensive
package of teaching materials.

® /nstructor’s website. This continually updated, password-protected site

includes valuable tools to help design and teach the course. Contents include
sample syllabi, downloadable text files from the Instructor’s Resource Manual,
role-play exercises, PowerPoint® slides, and suggested answers to questions
posed on the student website. New to this edition is a downloadable game,
Who Wants to Be an “A” Student?, by John Drea, Western Illinois University.
This easy-to-use game makes in-class review challenging and fun, and has
been proven to increase students’ test scores.

PowerPoint® slide presentations. For each chapter, over 25 slides related to
the learning objectives have been specially developed for this edition. The
slides are original representations of the concepts in the book, providing a
complete lecture for each chapter. These slides include key figures and tables
from the textbook as well as additional data and graphics. These slides, along
with a PowerPoint® reader, are available on the website.

® HMClassPrep™ CD. This new software package provides all the tools instruc-

tors need to create customized multimedia lecture presentations for display
on computer-based projection systems. The software makes available lecture
outlines from the Instructor’s Resource Manual, figures and tables from the text
and transparencies, the PowerPoint® slides, and a link to the Web.
Instructors can quickly and easily select from and integrate all of these com-
ponents, and prepare a seamless customized classroom presentation.

Online/distance learning support. Instructors can create and customize online
course materials to use in distance learning, distributed learning, or as a sup-
plement to traditional classes. The Blackboard Course Cartridge and WebCT
e-Pack include a variety of study aids for students as well as course-
management tools for instructors.

Copyright © Houghton Mifflin Company. All rights reserved.
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@ Test Bank. The Test Bank provides more than 3,000 test items including
true/false, multiple-choice, and essay questions. Each objective test item is
accompanied by the correct answer, a main text page reference, and a key to
whether the question tests knowledge, comprehension, or application. The
Test Bank also provides difficulty and discrimination ratings derived from
actual class testing for most of the multiple-choice questions. Lists of author-
selected questions that facilitate quick construction of tests or quizzes
appear in an appendix. These author-selected lists of multiple-choice ques-
tions are representative of chapter content. An outside consultant working
with the authors was used to review, improve, and test this edition of the Test
Bank.

® HMTesting. This computerized version of the Test Bank allows instructors to
select, edit, and add questions, or generate randomly selected questions to
produce a test master for easy duplication. An Online Testing System and
Gradebook function allows instructors to administer tests via a network sys-
tem, modem, or personal computer; and sets up a new class, records grades
from tests or assignments, analyzes grades, and produces class and individ-
ual statistics. This program is available for use on IBM, IBM-compatible, and
Macintosh computers.

® Marketing videos. This series contains all new videos for use with the end-of-
chapter video cases. The Instructor’s Resource Manual provides specific infor-
mation about each video segment.

® Color transparencies. A set of over 250 color transparencies offers the instruc-
tor visual teaching assistance. About half of these are illustrations from the
text. The rest are figures, tables, and diagrams that can be used as additional
instructional aids.

@ Call-in test service. This service lets instructors select items from the Test
Bank and call our toll-free number to order printed tests.

® Instructor’s Resource Manual. Written by the text’s authors, the Instructor’s
Resource Manual includes a complete set of teaching tools. For each chapter
of the text, there is (1) a teaching resources quick reference guide, (2) a pur-
pose and perspective statement, (3) a guide for using the transparencies, (4)
a comprehensive lecture outline, (5) special class exercises, (6) a debate
issue, (7) a chapter quiz, (8) answers to discussion and review questions, (9)
comments on the end-of-chapter cases, and (10) video information. In addi-
tion, the Instructor’s Resource Manual includes comments on the end-of-part
strategic cases and answers to the questions posed at the end of Appendix B,
Financial Analysis in Marketing.

® Role-play exercises. Three role-play exercises that allow students to assume
various roles within an organization are available in the Instructor’s Resource
Manual and instructor’s website. The exercises are designed to help students
understand the real-world challenges of decision making in marketing.
Decisions require a strategic response from a class group or team. These
exercises simulate a real-world experience, and give students an opportunity
to apply the marketing concepts covered in the text. The Instructor’s Resource
Manual provides indepth information concerning the implementation and
evaluation of these exercises.

A Complete Package of Student Supplements

The complete package available with Marketing: Concepts and Strategies includes
numerous support materials that facilitate student learning.

® Pride/Ferrell Marketing Learning Center. Our student website at
http://www.prideferrell.com contains the following:
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B Chapter 24, e-Marketing. This chapter, which appears online at the Pride/
Ferrell Marketing Learning Center, explores the world of online marketing,
and will be updated as needed to incorporate the latest developments.

B [nternet Exercises. Including the text exercises with updates as necessary,
these reinforce chapter concepts by guiding students through specific
websites and asking them to assess the information from a marketing
perspective.

B ACE online selftests. Written by the text authors, these questions allow stu-
dents to practice taking tests and get immediate scoring results.

B General Resources. This comprehensive list, which will be continually
updated, provides links to numerous authoritative marketing information
resources, categorized in a way that makes them accessible and helpful to
both students and instructors.

B Company links. Hot links to companies featured in the text are provided so
that students can further their research and understanding of the market-
ing practices of these companies.

B Online glossary and chapter summary. These sections help students review
key concepts and definitions.

B Marketing plan worksheets. These worksheets take students step-by-step
through the process of creating their own marketing plan. Along with the
text discussion and sample marketing plan, this is a project that will help
students apply their knowledge of marketing theories.

B Career center. Downloadable “Personal Career Plan Worksheets” and links
to various marketing careers websites will help students explore their
options and plan their job search.

® Real Deal UpGrade CD. This self-study aid includes information and exercises
on time management, muscle reading, note taking, and testing to help stu-
dents improve their overall study skills. It also includes practice tests for
every chapter in the textbook.

® Study Guide. Written by the text’s authors, this printed supplement helps stu-
dents to review and integrate key marketing concepts. The Study Guide con-
tains questions different from those in the online study aids and Real Deal
UpGrade CD, and includes chapter outlines as well as matching, true/false,
multiple-choice, and minicase sample test items with answers.

Your Comments and Suggestions Are Ualued

Bill Pride and O.C. Ferrell have been coauthors of Marketing: Concepts and Strategies
for the past 25 years. Their major focus has been on teaching and preparing learning
material for introductory marketing students. They have both traveled extensively to
work with students and understand the needs of professors of introductory market-
ing courses. Both authors teach this marketing course on a regular basis and test the
materials included in the book, Test Bank, and other ancillary materials to make sure
they are effective in the classroom.

Through the years, professors and students have sent us many helpful sugges-
tions for improving the text and ancillary components. We invite your comments,
questions, and criticisms. We want to do our best to provide materials that enhance
the teaching and learning of marketing concepts and strategies. Your suggestions will
be sincerely appreciated. Please write us, or e-mail us at w-pride@tamu.edu or
oferrell@lamar.colostate.edu, or call 979-845-5857 (Pride) or 970-491-4398 (Ferrell). You
can also send a feedback message through the website at http://www.prideferrell.com.

Copyright © Houghton Mifflin Company. All rights reserved.
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