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@ What Is Marketing Management All About?

Welcome to the fifth edition of Marketing Management: An Asian Perspective. Since our
fourth edition was published in 2006, we have witnessed economic boom and turbulence,
and escalating oil prices. This new edition highlights some of these recent environmental
factors impacting on marketing, making it the leading marketing text because its content
and organization consistently reflect changes in marketing theory and practice.

Asian businesses must acknowledge and respond to the new elements in today’s mar-
ketplace. The Internet has multiplied the number of ways consumers buy and companies
sell and how companies conduct their businesses. With increased liberalization and dereg-
ulation of regional markets, Asian businesses face competitors from a growing number of
countries. They must exploit the explosion of communication channels to reach their more
media-savvy customers. Margins have thinned considerably, and power is shifting to Asian
consumers, who are telling companies what product features they want, what communica-
tions they will tolerate, what incentives they expect, and what prices they will pay. While
the U.S. is reeling from the sub-prime crisis and the increased oil price is affecting the cost
of businesses worldwide, attention continues to be diverted to Asia as its consumers expe-
rience, in some cases, new-found purchasing power.

In response, forward-thinking Asian companies are shifting gears from managing
product portfolios to managing customer portfolios. They are compiling databases on indi-
vidual customers to better understand them and to construct individualized offerings and
messages. They are doing less product and service standardization and more niching and
customization. They are improving their methods of measuring customer profitability
and customer lifetime value. They are measuring the return on their marketing investment
and its impact on shareholder value.

As companies change, so does their marketing organization. Marketing is no longer
a company department charged with a limited number of tasks—it is a company-wide
undertaking. It drives the company’s vision, mission, and strategic planning. Marketing
includes decisions like who the company wants as its customers; which of their needs to
satisfy; what products and services to offer; what prices to set; what communications to
send and receive; what channels of distribution to use; and what partnerships to develop.
Marketing succeeds only when all departments work together to achieve goals: when engi-
neering designs the right products, finance furnishes the required funds, purchasing buys
high-quality materials, production makes high-quality products on time, and accounting
measures the profitability of different customers, products, and areas.

To address all these different shifts, good marketers are practicing holistic market-
ing. Holistic marketing is the development, design, and implementation of marketing
programs, processes, and activities that recognize the breadth and interdependencies of
today’s marketing environment. Four key dimensions of holistic marketing are:

1. Internal marketing—ensuring everyone in the organization embraces appropriate
marketing principles, especially senior management.

2. Integrated marketing—ensuring that multiple means of creating, delivering, and
communicating value are employed and combined in the best way.

3. Relationship marketing—having rich, multifaceted relationships with customers,
channel members, and other marketing partners.

4. Performance marketing—understanding returns to the business from marketing
activities and programs, as well as addressing broader concerns and their legal, ethi-
cal, social, and environmental effects.

These four dimensions are woven throughout the book and at times spelled out explic-
itly. The text specifically addresses the following tasks that constitute modern marketing
management in the 21st century:

1. Developing marketing strategies and plans
2. Capturing marketing insights and performance



88 Revision Strategy for the Fifth Edition

As marketing techniques and organization have changed, so has this text. The fifth edition
is designed not only to preserve the strengths of previous editions, but also to introduce
new material and organization to further enhance learning. We retained the key theme of
holistic marketing, and the recognition that “everything matters” with marketing and that
a broad, integrated perspective is often necessary. This theme is not developed so deeply,
however, that it would restrict or inhibit an instructor’s flexibility and teaching approach.
To provide flexibility in the classroom, we also retained the new modular structure and
eight parts corresponding to the eight key marketing management tasks. The fifth edition
was changed to include the following:

e All chapters have brief commentary and new introductory vignettes that set the
stage for the chapter material to follow. By covering topical brands or companies, the
vignettes serve as great discussion starters.

¢ Breakthrough Marketing boxes replace the Marketing Spotlight boxes from the fourth
edition. Each chapter has one box appearing in an appropriate spot to highlight inno-
vative, insightful marketing accomplishments by leading organizations that busi-
nesses, including those in Asia, can learn from.

e Approximately four Marketing Insight and Marketing Memo boxes are included in
each chapter; at least half, on average, are new. Marketing Insight boxes delve into
important marketing topics such as “Guanxi and Its Applications to Marketing in
Greater China,” often highlighting current research findings. Marketing Memo boxes
offer practical advice and direction in dealing with various decisions at all stages of
the marketing management process. Topics covered include “Guidelines for Managing
Joint Ventures in Asia” and “A Checklist for Developing Global Asian Brands.”

* About ten in-text boxes are included in each chapter. These in-text boxes provide vivid
illustrations of chapter concepts using actual companies and situations. The boxes
cover a variety of products, services, and markets, and many have accompanying illus-
trations in the form of ads or product shots. These in-text boxes not only cover exam-
ples in Asia, but also those in the world that Asian businesses can learn from.

e Chapters are updated throughout, especially in terms of academic references.

¢ Atthe end of each chapter, the Marketing Applications section has two practical exercises
to challenge students: Marketing Debate suggests opposing points of view on an impor-

tant marketing topic from the chapter and asks students to take a side. Marketing Discus-
sion identifies provocative marketing issues and allows for a personal point of view.

e8 Chapter-by-Chapter Changes

Once again, this edition has been both streamlined and expanded to bring essentials and
classic examples into sharper focus, while covering new concepts and ideas in depth. Fol-
lowing is an overview of some of the new or expanded material in each chapter:

Chapter 1 Chapter 3
* Role of Chief Marketing Officer (CMO) e Database marketing
e What makes a great marketer e Important new marketplace trends
¢ Internal marketing and effective marketing depa- e Generations and cohorts
rtments

e Green marketing

Chapter 2 Chapter 4

e Market sensing and becoming more market-driven e Ethnographic research
e Assigning resources to SBUs ¢ Brain science

e Corporate culture and innovative marketing e Marketing dashboards

e Marketing-mix modeling

Preface



Chapter 5

e Measuring customer satisfaction
* Methods to calculate customer lifetime value
e The new customer empowerment

Chapter 6

* New consumer trends
¢ Consumer decision-making

Chapter 7

e Customer references
* Lead generation
e Customer value proposition

Chapter 8

e Niche marketing and the “long tail”
e Consumers trading up and down
e Brand funnel

Chapter 9

¢ Brand equity models
¢ Internal branding

e Brand valuation

e Customer equity

Chapter 10

e Creating new markets and categories
e Building a breakaway brand

Chapter 11

e Value innovation (“blue ocean thinking”)
e Selecting customers
e Competing with value-based rivals

Chapter 12

e Product returns
* Product and product line simplification

Chapter 13

e Customer empowerment

e Coproduction

e Customer interface systems

* Service strategies for product companies

iv Preface

Chapter 14

¢ The changing pricing environment
e “Freemium” pricing strategies

e Price optimization

e Strategies to fight low-cost rivals

Chapter 15

e Channel stewardship
e E-marketing
e M-marketing

Chapter 16

¢ The new retail environment
e “Fast forward” retailers

e RFIDs

e Private-label competition

Chapter 17

e The changing marketing communication environment
e Interactive marketing
¢ Word-of-mouth marketing

Chapter 18
¢ New developments in place advertising

¢ New developments in marketing events and
experiences

Chapter 19

e Consumer-generated ads
* Types of interactive marketing

e  Word of mouth, buzz and viral marketing, blogs,
and podcasts

Chapter 20

¢ Innovation imperative

¢ “Connect and develop” innovation approaches
* Generating ideas from customers

* Designing brainstorming sessions

Chapter 21

¢ Emerging markets
e Regionalization
e Gray markets and counterfeit products

Chapter 22

e New developments in social responsibility
e Cause marketing guidelines

e Marketing metrics

¢ Marketing creativity and discipline
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3. Connecting with customers

4. Building strong brands

5. Shaping the market offerings

6. Delivering and communicating value
7. Creating successful long-term growth

o8 What Makes Marketing Management the Marketing Leader?

Marketing is of interest to everyone, whether they are marketing goods, services, prop-
erties, persons, places, events, information, ideas, or organizations. As it has maintained
its respected position among students, educators, and businesspeople, Marketing Man-
agement: An Asian Perspective has kept up-to-date and remains contemporary. Students
(and instructors) feel that the book is talking directly to them in terms of both content and
delivery.

Marketing Management: An Asian Perspective owes its marketplace success to its ability to
maximize three dimensions that characterize the best marketing texts—depth, breadth,
and relevance—as measured by the following criteria:

¢ Depth. Does the book have solid academic grounding? Does it contain important the-
oretical concepts, models, and frameworks? Does it provide conceptual guidance to
solve practical problems?

¢ Breadth. Does the book cover all the right topics? Does it provide the proper amount
of emphasis on those topics?

e Relevance. Does the book engage the reader? Is it interesting to read? Does it have lots
of compelling examples?

This fifth edition builds on the fundamental strengths of past editions that collectively
distinguish it from all other marketing management texts:

e Managerial Orientation. The book focuses on the major decisions that marketing
managers and top management face in their efforts to harmonize the organization’s
objectives, capabilities, and resources with marketplace needs and opportunities.

e Analytical Approach. Marketing Management: An Asian Perspective presents concep-
tual tools and frameworks for analyzing recurring problems in marketing manage-
ment. Cases and examples illustrate effective marketing principles, strategies, and
practices.

e Multidisciplinary Perspective. The book draws on the rich findings of various scientific
disciplines—economics, behavioral science, management theory, and mathematics—
for fundamental concepts and tools directly applicable to marketing challenges.

e Universal Applications. The book applies strategic thinking to the complete spectrum
of marketing: products, services, persons, places, information, ideas and causes;
consumer and business markets; profit and nonprofit organizations; domestic and
foreign companies; small and large firms; manufacturing and intermediary businesses;
and low and high-tech industries.

e Asian Insights. This book provides insights with an Asian flavor, drawing from regional
thinkers and business leaders (from Confucius and Sun Tzu to Jong-Yong Yun and
Carlos Ghosn, among others), institutions (chaebol, keiretsu, and so on), Asian trends
and events (China's WTO entry, Beijing Olympic Games, demographic changes, etc.),
and practices which impact Asian marketing (guanxi, mianzi, feng shui, counterfeit-
ing, etc.)

e Comprehensive and Balanced Coverage. Marketing Management: An Asian Perspec-
tive covers all the topics an informed marketing manager needs to understand to
execute strategic, tactical, and administrative marketing.

Other features include new concepts, examples, guidelines, and developments as
detailed below.
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