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Introduction to the
focus themes

Throughout this book there are focus boxes that relate the chapter’s subject matter
to certain key marketing themes. The boxes are:

e-focus

global focus

B2B (business-to-business) focus

ethical focus

CRM (customer relationship management) focus
expand your knowledge.

The themes have been chosen to reflect marketing’s current major preoccupations.
Marketing is a broad subject that overlaps with many other business functions:
corporate strategy, human resource management, operations management, research
and development, design and corporate communications. It also draws on many other
academic disciplines, for example: psychology, economics, management strategy,
intercultural relationships, media studies and sociology.

e-focus

The Internet has changed the way many businesses operate. It has far-reaching effects
throughout the business world, affecting the ways that businesses communicate with
their customers, their suppliers, their own staff. The Internet has shortened sup-
ply chains by cutting out trade intermediaries such as wholesalers and retailers, and
allowing manufacturers to deal directly with their end customers. It has broadened
the geographic reach of companies by providing a fast, cheap way to communicate
with customers in other countries. It has increased the levels of competition in many
industries, and the ways in which firms compete, by making it easier for companies to
get into new markets and for smaller companies to compete with larger ones for busi-
ness. For example, Amazon did not exist pre-Internet but it is now a serious global
competitor in book selling. It has taken enormous amounts of trade away from the
more established bookshops, and is rapidly branching out into other areas too.

Web pages provide a shop front to the world. Many companies now do very well
without a high-street presence. Online, everyone looks the same size so there is no
immediately obvious disadvantage for a smaller firm like there is for a smaller shop.
It still has to deliver the goods of course, as only a few businesses manage to do that
online (e.g. software and music downloads, and some services such as banking).

The influence of the Internet has been so great that many have declared it a new
economy or a new market. Few marketers now take that position, referring to it
instead as new media or a new marketing channel (i.e. way to sell to customers).
The confusion arises because of the differing definitions of ‘market’. Traditionally,
a market is a place where buyers and sellers meet — in which case the Internet is a
new place. However, increasingly, the term ‘market’ is used to refer to customers en
masse. In this case, the Internet is not a new market; Internet buyers just buy online
rather than offline, they are not necessarily new customers. If a firm finds new cus-
tomers in another country via the Internet, then that is a new market — but the old
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way of describing them as a new geographic territory is still valid, indeed necessary,
if their needs and wants are to be met effectively.

E-marketing does not stop at the Internet. Further new communications tech-
nologies are being developed all the time. Mobile phones are becoming a marketing
tool — and are particularly useful for reaching the young. Digital television is in its
infancy but interactive TV (iTV) may radically change the way we watch TV — and
do TV advertising.

Throughout this book we will take the opportunity to reflect on the impact of new
technologies and how they can be used to market goods and services.

global focus

There seems to be a general consensus that all marketing today is international. If
this is not quite universally true now, it is certainly the way the trend is going. Almost
all large firms have to deal with foreign competitors either in their home markets or
abroad or both. Foreign rivals may not be much in evidence in the local shop, but
foreign products are, and it may be foreign-owned supermarkets that are taking away
its customers.

However, there are a large number of small to medium-sized businesses that have
little or no dealings outside their own country. Many services businesses (e.g. clean-
ing, consultancy, law, accountancy, hairdressing and plumbing) have no significant
international dimension. Will they all be crushed by the march of the multinationals?
It seems unlikely that everyone will desert their regular hairdresser (especially those
that make home visits and therefore have very low costs and, consequently, low
prices), or that individuals and small business people will prefer to hand over their
tax returns to an anonymous corporation or Internet service rather than the account-
ant round the corner.

All businesses, however small, need to be aware of the forces of globalisation
though. They need to look out for new competition, new products and services and
new opportunities. (See Chapter 2 for more about monitoring changes in the organi-
sation’s environment.)

The patterns of trade are changing. The twentieth century was the era of free
trade, with richer countries pushing for the lowering, or abolition, of barriers to
trade between nations, such as import duties, quotas (specified maximum amounts
of imported goods), embargoes (bans on certain imported products) and subsidies
(grants to producers that make home-produced goods cheaper). The twenty-first cen-
tury may well prove, at least in its early part, to be a time of reconsolidation, but
along new lines. Countries are clamouring to join trading blocs such as the European
Union (EU), the North American Free Trade Association (NAFTA), the Association
of South East Asian Nations (ASEAN) and Mercosur (an alliance of South American
nations). Between them, the EU and NAFTA account for the bulk of world trade.
Within their borders, member countries conduct trade on preferential terms. For
example, within the EU, there are no import taxes and EU citizens can move to any
country to work without obtaining work permits.

B2B (business-to-business) focus

Marketing grew from a start in consumer goods — in particular, FMCG (fast moving
consumer goods). The term FMCG describes products that move off the shelves fast,
i.e. they are bought frequently and so shops need to restock them regularly. These are
everyday products such as soap, washing-up liquid, toothpaste, shampoo, breakfast
cereal and bread — low-cost, kept in the cupboard all the time, items. Because of this
heritage, modern marketing techniques favour the selling of these kinds of items to
individuals for their own use. It is also the type of shopping that most people are
more familiar with, so they usually relate to it better than B2B.
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ACTIVITY

ook around your room.

uses of the items differ? Where would they go to buy them?

MARKETING

What items can you see that both a business and an individual might buy? How might their

When you want to buy something, the decision is usually yours although you
may consult other people, particularly if you are not paying the whole cost yourself.
Within organisations, it is rarely just one person who makes the decision on any
significant purchase. There is a group of people who are referred to as the decision-
making unit (DMU).

Take the example of a new car. There may be the fleet manager (who will specify
which cars may be bought), the buyer (who will choose a supplier and negotiate
terms), the finance department (which will set the budget and pay the invoice) and,
of course, the person who is actually going to drive the car: the user. A potential
supplier may have to deal with all these people and more. (See Chapter 3 for more
on decision-making units.)

With all these people involved, purchasing decisions can become long and
complicated. There are often forms that must be filled in, committee meetings called,
procedures that must be followed. The organisation is likely to have rules about
how many suppliers must be invited to bid for a contract. All of them must get a fair
chance, and so there are more rules and procedures to ensure that this happens. It is
a lot more complex than when you decide to buy a new printer for your PC.

However, just consider how much more money businesses have to spend than indi-
viduals. Large companies spend millions every year. When they do buy the everyday
items that we do (pens, paper, sticky tape, etc.), they buy them by the crate. This is a
good market to be in.

ethical focus

Different businesses operate according to different ethical codes. There was a time
when it was considered perfectly acceptable for an employer to own his workers and
their children, yet now such a practice would cause outrage. Ethics change with the
times. There are a number of different ethical models under which an organisation
can operate.

There are different views on who should be the main beneficiaries of business
activities. Many companies are ostensibly run for the sole benefit of their owners or
shareholders, whose primary requirement is likely to be profit. In practice, though, a
business cannot run without workers, and so they must benefit too, usually through
wages or salaries. Then again, if the firm’s products and/or services do not benefit
anyone, why would customers buy them? So perhaps a firm is run primarily for the
benefit of customers?

The stakeholder view of business ethics takes all of these interests, and more, into
account. The argument is that the benefits to all of an organisation’s stakeholders
should be considered by the management team.

When an ethical position is generally accepted within a country, it is likely to be
formalised by the passing of a law. Regulations and codes of practice are watered-
down laws. They still reflect what is generally accepted as right or wrong. There are
many laws governing marketing, e.g. product liability, consumer protection, trades
descriptions, pricing, anti-competitive practices. There are regulations and codes of
conduct covering advertising, sponsorship, sales promotion, Internet trading, tel-
esales, data protection and many other marketing activities. For example, the UK
Sale of Goods Act requires goods that are delivered to be the same as the ones that
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Does his face ring a bell?

Continued deregulation in the
UK telecommunications mar-
ket meant that, in 2003,
directory enquiry services
were opened up to competition. A
new operator, The Number, quickly gained an
impressive 50 per cent market share thanks to its unu-
sual advertising campaign featuring two athletes who
appeared to have run straight out of the 1970s.
However, former world record holder David Bed-
ford felt that they looked all too familiar and consulted
lawyers. The Number denied basing their charac-
ters on him, saying that the look was typical of 1970s
sportsmen.
He wasn't the only famous runner to appear in
adverts around that time. Prince Charles (or rather,
what appeared to be Prince Charles) made it on

surprisingly fit, to advertise tours to Britain. The Queen
also appeared in that campaign — skirt flying just like
Marilyn Monroe’s. Clearly the royal appearances were
the construct of modern imaging technology. Adver-
tisers can also place dead stars with products they
could never have seen (e.g. Steve McQueen driving
a modern Ford). They can change a photo’s back-
ground and a subject’'s appearance. Racing driver
Eddie Irvine successfully sued a radio station that had
used a digitally altered picture of him in promotional
material without his permission.

We are used to seeing famous faces in adverts and
assume that these people are paid for the use of their
image. If people are in the public eye, or even actively
seek out publicity, should it be OK to use their image
without their permission? If not, then how close must
the resemblance be for us to say that it really is that

xiii

8

to Belgian billboards, in lycra shorts and looking famous face?

were shown to the customer. This is particularly important for mail order where
the pictures and descriptions must be accurate. In many European countries, a code
of practice prevents overt product placement on television (although the practice is
considered acceptable in the USA).

Products can be unethical. There are a number of products that are banned in
most countries (e.g. recreational drugs). Many would argue that cigarettes should not
be on sale either. Sales of some products are severely restricted (e.g. guns, alcohol —
which is banned in some countries — and strong medicines).

Unethical pricing practices include fixing prices so that consumers are forced to
pay too much. This usually involves collusion between competitors (e.g. as a cartel)
or the existence of a monopoly or a severe shortage of goods. In wartime, there are
people who exploit other people’s misery by charging dearly for essential goods, and
so they become rich.

Too low a price may be considered unethical too. The outlawing of dumping is
called for at meetings of the WTO (World Trade Organisation) and there are now
severe restrictions on its legality. Dumping is an anti-competitive practice whereby
a company exports its products at a very low price and so undercuts competitors in
the target country. These competitors are then unable to compete and eventually go
out of business, and so jobs and wealth are lost in that country. The low price is, of
course, unsustainable. The company that has dumped the products will either raise
its prices or will stop exporting, so the residents of the dumped-on country end up
with either no products of that type or more expensive ones.

Professional marketers, and marketing associations such as the Chartered Institute
of Marketing, strive to behave ethically towards all their organisation’s stakeholders.
There are still those who doubt their motives, however, and consider their caring
stance to be enlightened self-interest or just good PR.

dumping

when a company exports
its products at a very low
price and so undercuts
competitors in the target
country
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CRM (customer relationship management) focus

One of the trickiest things about CRM is getting people to agree on what it is. In this
textbook, we have taken the acronym to stand for customer relationship manage-
ment, but you may see it used in other places as customer relationship marketing.
The two terms are used interchangeably by some, and to add further to the confu-
sion, the initials CRM are often used to refer to cause-related marketing, which is a
form of sponsorship and therefore a different thing altogether.

The term ‘management’ is preferred here because it has more scope. If you are
managing a relationship, then you are nurturing it, progressing it — perhaps in the
end terminating it. If you are using a relationship for marketing purposes only, then
you are using your knowledge of someone to further marketing aims: to woo them
into loyalty, persuade them that the brand’s image is right for them, sell them more
products and over a longer time period. Both sets of activities are valid and both go
on. However, the management of customer relationships is more likely to contribute
to the long-term health of the company. Some even claim that it is more important
to manage the life cycles of these customer relationships than it is to manage the life
cycles of products; that this is the route to strategic advantage (Wilson, 1996).

So there is some confusion over what CRM stands for, and further differences of
opinion surface over what it actually means in practice. There is a school of thought
that takes CRM as a set of technological tools that capture customer information and
enable an organisation to use it to market its products more effectively: ‘the applica-
tion of technology to learning more about each customer and being able to respond
to them one-to-one’ (Kotler, 2003). This is really just a sophisticated modern form

data:a§e of database marketing. It enables a company to cross-sell (i.e. sell existing customers
Gy 1100 additional, different products) and up-sell (i.e. sell customers a more expensive ver-
of computerised : s ;

clistomer tala o sion of the product) and it is not the way the term CRM will be used here. Customer
communicate with relationship management is more than just technologically enhanced customer serv-
customers and ice. It is the use of procedures and management techniques that enhance the cus-
prtl)mote further tomer’s experience of the organisation, build loyalty and contribute to long-term
e profitability.

An expanded definition

@ retaining their business - in the most efficient and
effective way.

CRM is about: It is achieved by companies enabling their people,
processes, policies, suppliers and customer-facing
technologies to manage all customer interactions
proactively during each stage of the customer life
cycle in a way that enhances each customer’s experi-
ence of dealing with the company.

@ finding the right customers — i.e. those with an
acceptable current and future net value

@ getting to know them - as individuals or
groups

® growing their value as customers (if appropriate) SOURCE: Woodcock et al. (2000)
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1t is all about attracting and keeping the right customers. Technology is an ena-
bler and not a main driver, i.e. if you have a lousy value proposition you are
not going to gain or keep too many customers. (Woodcock et al., 2000)

It is as important to be skilled in ending relationships as it is to be able to maintain
them. A customer will end a relationship that no longer has value. The organisation
must be prepared to be similarly ruthless. Some customers, particularly long-standing
ones, can in fact cost the firm money.

EXPAND YOUR KNOWLEDGE

These boxes contain references to further reading to help you understand better the
points raised in the book. Many of the references are well accepted articles that have
shaped and often changed marketing thinking over the years; they are marketing clas-
sics that have been influential in developing marketing thought. These are informative
and insightful articles written by some of the leading and most prestigeous authors in
the fields of marketing and strategy. The considerations contained within them are still
relevant today and still shape our thoughts and understanding and are especially useful
for students first learning about marketing. Marketing has travelled a long way from its
early beginnings, but a far richer appreciation of marketing is gleaned by understanding
its roots and how it has branched into the discipline it is today. While significant changes
have occured in marketing over the years, such as the move away from transactional
to relationship marketing and greater emphasis placed on customer loyalty and life-
time value, internal marketing, marketing of services and marketing effectiveness and
metrics, we would contend that these are natural developments that refocus marketing
rather than deny its origins.

Other articles in the expand your knowledge boxes are of more recent publication.
Their inclusion allows readers to delve more deeply into specific areas and into some of
the latest thinking that has influenced or is influencing marketing thinking now.

REFERENCES
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THIS PART CONTAINS:
1 Marketing foday
2 Th

vided tour

on s strengths and limications. I¢ explains
why marketing is more importan today than
it was in carlier times. It looks at how market-
ing has evolved into such a sophisticated busi-

WHAT THIS PART IS ABOUT:

he term “markeding’ comes literally from

market: a place where traders go to sell and
customers come 10 buy. Sellers have always tricd
to show their products to advantage, and buyers
have always looked for good value. This has not
changed. However, marketing has come a long

and also briefly considers the key
aspects of modern marketing.

All business organisations, and most non-
commercial organisations 100, are buile around
four main business functions: marketing, finance,
operations (or manufacturing) and human
resources (HR). Marketers must work with
their colleagues from other disciplines in order
10 make the best use of the resources available.
However, no organisation exists in isolation. It
has 10 interact with other organisations and with

y
the market towns with their goods packed in a
wagon.

“The first part of this book looks hack at mar-
Keting history to show where the marketing
discipline has come from in order to shed light

thorough understanding of the context in which
the organisation is operating, Good marketers
will be prepared for changes in their world and
50 they arc constantly scanning their marketing
environment and making changes to their plans.

Part opening page each part opens with a
summary of the area of marketing under study and
with an outline of the chapters that make up the
part.

CHAPTER | MARKETING TODAY

Take a moment to think about what people really want from a pair of shoes.
Clearly, they need o fit and they need 10 be affordable, but what clse? They may
though whether chey
are high-fashion shoes or walking boors or something in between. It is unlikely that
customers will be prepared to travel 10 far 10 buy a pair of shocs; ¢ ©
casily purchased. Asa final cl ly walk up and down
in the shop, look in the mirror, see if the shoes suit them. Do they feel right? Do they
ook good? Do they make the wearer feel good? With today's plethora of choice, this
may be the most important consideration.
The second definition of marketing is

Marketing is the activity, set of institutions, and processes for creating, commun-
ting, del " it have value for i
rtners, and large. (The A arks 2007)

The American Marketing Association’s (AMA) definition was revised in 2007 and

looks for balance between the needs of the firm, the needs of the customer and the

needs of other staksholders, There are a number of ways in which marketing can  stakeholders
create value, most obviously through good products and prices, but also through  HOVdls o goups.
good service, convenience and any number of imaginative other ways. The AMA's  W0aré involved i,
previous definition (AMA, 2004) referred to ‘the organisation and its stakeholders’, e
However che new one makes more specific reference to ‘socity at large’ and there.  wygr s
fore embraces societal marketing for the first time.

EXPAND YOUR KNOWLEDGE

Kotler, P and Ly, S, (1969) ‘Broadening the scope of marketing’, Joumnal of Marketing,
33 (Jan): 1015,

Tris oarly arlle argued againt focusing marketing 100 narrowly and asserted that

| ormanisation can avoid marketing, The choioe is whather to do it wel o poorl.

MIXED TERMINOLOGY: CONCEPT, PHILOSOPHY OR FUNCTION?
Marketing can be viewed in many different ways, It is:

® 4 function

.
® aconcept

® a philosophy
® an orientation.

First, ev's distinguish between the marketing *function’ and the marketing ‘depart-
‘ment’. Function is a wider concepr. It embraces all marketing activity within the
organisation ~ whether or not it s carried out by members of the marketing depart-
men.

erswork, They

Margin notes to help you to spot the important terms you
will need for revision purposes, each new concept appears in
coloured text and defined in the margin where it first appears in

the text.

Glossary terms key terms highlighted in the text are defined in

the glossary at the end of the book.

Marketing
today

CHAPTER CONTENTS MARKETING CHALLENGES

iroducton 1 he star of each chapte i tis book, you wil 1 several chalenges.

What s marketng? They are there to help you 500 the sgnilcance of the chapte you are

What marketing fs ot 00wt 10 (00, You aren' oxpecied 10 know how 15 ceal it the

Bafore marketing

Marketiog beginings thet heips.

Demand and supply >

oty course. One says, Yoo studying achestising, wha . s he right? s

 another nama

s A maketing s for advertsing?

Focusing on customers & You e the markeing marager for  large Universiy. Funds e avays

Customers or consumers? short. A local bar owner has ofered the unversy Regity a subsianil

Masketing's changing emphasis amount of money for 5 s of student narmes and addvesses so tht he

Toonty-irst-contuy markating you advce

it 4 @ You are  saes assistant in an elecironics siore. The shop ' i a quta

OON oy poox You have a kot a0
s geting The

Seltroviw questions

engbion manages ols you

s vy recarder sod. Othes salespeogie aro slig mare tha you are bt

they are not teling cusiomers that the sets won'l wark as well when the
‘analogue signal s switched oft. What wil you do?
. ysterms for a ing,

i his foday 's st soen
Somecns eise adding to one of s systems. The customer was pleasad
‘wih the work Winston dic but coukdn't remember s name, 50 he got

have got that fob imself?

Chapter opening page each chapter opens with
a set of ‘Marketing Challenges’. These are real-life
challenges that you could face as a marketing
professional. As you read the chapter, think about
how you would tackle each challenge.

“ PARTONE  THIS IS MARKETING

insight Consumer choica

. wde
» for sensitive feeth (i various flsvoues, whitsning)
smokers'

ootnpsie was . : |
0t any more, A ano te, poopl used soda + bcarbonate of s0da E

10 clean ther tseth, now that's just a nostalgic option.  + peppenint E

Horo are st s0mo of the vareto offoohpasto that  + spesmint

can be ound i tho sheps today -+ Crecainto ;
o " seoory

+ whtaning ki

PR — 00 199 of tha, thern are vercus packaging and

 trtarconol size optons, and you can probably ade many more

* “ota, . ahfor st of the above varcties )

famous edict), cars could be many colours and have different features.

Customers became more demanding. They had more choices and they exercised
them. It became desirable for companies to make products that were different from
the rest. Marketers recognised that customers were not all the same, that they had
different necds and preferences, and wanted different things from the products they
bought. Some people like plain burgers, some want cheese, some want blue cheese.
Some like mayonnaise, some do not. The same applies to pickle and salad. Today
there are almost endless variations on a hamburger  even curry burgers (in the UK
atleast) and burgers made of fish, beans, even lamb (in India).

ACTIVITY

- mik
+ househokd cleaning products
+ margarine.

s g site, soarch for ‘mak'
Why 6 you think al these dflerent products exist?

So end-user markets could no longer be treated as one undifferentiated mass;
they had to be split up. People with similar tastes could be sold to as groups. This is
called market sogmentation (sce Chapter 4). Companics can select (target) certain
segments with specific products from their range. The trend today is towards mass
] ividuals and tailor the

I

company’s prod:

made this possible, ©
h

do it does

insight boxes insight boxes encourage you to
pause from your reading and take time to think
about the topic in more detail.

Activity boxes each chapter contains a number
of marketing-related activities, that you can try
out on your own or in class.



0 PARTONE THIS IS MARKETING

The timeshare scam

reciients ihat they had dafintoly won & priza. Soon

unnmnwu‘umnumwt-

Your shore
ffctivly made you 1 gwnor o the propery for o

WO hours of 50 of hevd seling, during which people

Timwshare-sales. companies efmployed  attractive.
young people I holday resarts, cessed them in

it get ez o ), many cavec 1 and signed up.
‘O of e mai objecions that potertal purchasers

‘daymakors 1o sign up for anather holkday next ‘same place every year. Whie some peapie ke this.

0 fo afan @ pary (a1 which they woukd hear al the  others thought 1t might bacome cul and woulk! pro-
They oftered tera.

chasper ales for those who signed up before They  (who were wollvrsad n obcton handing), you can

‘weri home (s Got the feel back on the ground).  SWap wih someone efse and go duting their

They toid pecple that thare warw only a couple of  You can even 8 your o weks f you want 1o anc)

Bk v o i 5 A S SO L R o L
deais and promiges: s atend our presaniation Sl i fve o ton years at a ice fat prol

they said, wih absoktaly no obigation (0 buy, and  For many i hasn worked out ke thl, though.

free git They sent out inviations fuling the lucky  across Eutope standing emply and urwanted.

The move t a true customer orientation is not casy and e long time.
rable resistance from

ey e mafr conf. An
Organisational culture can loosely be described as ‘the way we do things around
The culture
may b formal (as in many banks) or informal (s in many software companics). It
s e et Harrods) or contemporary (lke, say, Virgin radio). The tone

four o all member f the i preags all successful members that is.

s be
Pl by but i it s o rgid, it an hold an organisaion back and
prevent it from moving with the times (as happened with IBM in the late 19805).
Changing an organisation’s culture is rarher like asking you to become another
naoeainy - b bkt opeety fosgmdon AR . pou g bl s
behavioural patterns. You would have to learn to like different food, support a dif-
fereat football team (possibly a whole new spor), maybe wear different clothes,
ok oo I, o3> v v s oo 1 Toagel o adopc e o
tomer oricaration that permeates their whole organisation. Do not underestimate
the obstacles in their way.

ethical focus a closer look at marketing and
social responsibility.

Consumers are important influencers on purchase decisions even if they do not
make the actual dedm on what 1o buy (s Chapss 3 for more on thi). For
example, children’s ustally
bought wmmammuwmmmﬁm«ym«mummm

from a man
03 woman. perfum-
fers’ customers are mainly men. A person may be a customer but not a consumer, or
a consumer but not a customier, or both consumer and customer,

Marketing’s changing emphasis
In its. lbn_n ‘history, marketing has mvvzf s Iﬂ(’fl from the lmm«ﬁl_!e uk 10 the

the one-off sale. It means longer-term planning and that makes it a more complex
process to manage.

EXPAND YOUR KNOWLEDGE

Kl P87} o
Aeview, Nov-Dec: 67-75,
mwmvmyusmmmn—mmum

minded
measring fmarketing effoctiveness.

A TRANSACTIONAL MARKETING
maheing
Thereis

sill
st marketing. Here there is no intention to continue r:llunnlhlp Both parties are

B2B focus business-to-business marketing
examples.

GUIDED TOUR

Watch me!

Western Europe is currently a relatively stable political environment. However,

pollnﬂlptmmnalhnﬂlwvmmv Juse the holding of an elecion affects
sales. The feel-good factor kicks in as election promises of tax cuts and other ben-
tﬁumiﬂlﬁlkd.ohtndmﬂﬂmﬁ“-dvumwmmdmn«
ys last the full term of the
e o extreme politcal risk afirm will encounter s the outbreak of war, and
there are usually clear signs chat this is a More common risks include

almmmmmaw-msmmm-wm-
i A ° bosceitirdag

of child labour in developing countries.

THE REGULATORY ENVIRONMENT

|lmd\7ythedununmmndnrmpnumm individuals. These rules and
duties may be formalised as laws (c.g. the Human Rights Act 1998) or as codes of
practice (e.g. those governing what is, and what is not, acceptable in advertsing)
or they may be merely accepted behaviour (e.g. an advertising agency not handling

Lavws and regultions vary from country to country. There are very few laws
el

global focus cases of international marketing in a
global economy.
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the sophistication of database programs and the communications abiltes of the
Internet are personalisation so much casier.

As consumer markets are fragmenting, many industries e reconsolidating. A
namdmdllunumemwhmhdnvnullunl?‘lmlr\'olvﬂmhve
any sizeable market

mo--nd I990l\ and the ill
a recnt ead (notably i il and amon ndvm'nnl agen-
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ugh

nnd:w‘hubxnlnnhdmymwslfulmfmmy(e.l,ﬂxbdy
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needs careful monitoring.

EXPAND YOUR KNOWLEDGE

eaumu: (1999) Porsonalised marketpiace: boyond the 4Ps', Marketing Infel-
andt Planning, 17 (4). 178185,

e for increased ‘personalisation’ o mass-customisation’

A computer with a personal touch

What's more, hey can use this information to address
customers on an indicual basis, This personaised,

Fnu.n-n-:md Where.
rom the technological environment. The itemet has  Aeader's Digest’s maders wouk) addiess you by name.
nacta huge afect on the way we markat goods and ser- v-mww tex, Amazon's webste knows who.

voes
s row meskotiocs o kst anoiher chard tomar. ke You gt porsona recommendations, your own
o past puchases onine, wih an

The powss of the computing technology behind  puter power belind you Before a vistor checks out of
the Intemet has alowed companies 1 colect enor.  Amazon's s, a it pops up: ‘Otfer cusiomers who
iso bought. .-

e-focus examples of how technology impacts
marketing.

expand your knowledge further reading to help
increase your understanding.
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w PARTONE THIS IS MARKETING

The right relationship

ek 10 the eares o bard seling o even i other counties . Think about
Trspoormases: SoE S
LSS ook 10 the stieat vendor of

tourtsts of o makn & quick saie? manth?.

are altnative terms for the same thing), and dhat marketing communicatons s
arketi in mare
\lq\xh in Chapter 8. s collctivetem for al the aciviesthat an orgaistion
undertakes to promote its products to its customers. Such activities may include
holding press conferences, designing appealing packaging, making promotional
offcrs such as prize draws and BOGOFs, supporting website, sponsaring sports
ich means that
munications, which in turn is part of marketing. Clearl, there st be more (0
‘marketing too than just advertising. So what is included in marketing besides pro-
motional activities?

Chapter ), Research
i vialin undersanding cstomer neod, buer behaviou (s Chapie 3)and how
w design and services o meet those necds. Widhout new product develop-
et (ce Chaper ) & company wil die, Misketig s s concemmed wich getting
the right products to the right place at the right time, and so distribution (place) is
key (sce Chapter 9). Those products also need 1o be at the right price (Chapeer 10)
o the will ok sl

though marketing definitions tend to be centred on customers, marketing is
oo understanding your competitors (competitve intelligence) and devising
strategies t0 beat them. Strong branding s a comperitive strategy that s often used
today. Think of the sportswear market; it has some of the strongest, most valuable
brands — Nike, Adidas, Recbok, Sergia Tachini, Umbro, Head. There are many of

compotive advartage. therm but some are suronger than others and therefore have a oavantage
et " o thl v Y how mich o ther o choow i s of quali, velae for
onanisaton o money,even style, between Nike shorts and those made by Adidas
iarntasoin aoin ORI IS a large number of bu o An examina-
il tion of Exhibic 1.1 will give you more detail on its scope.

Before marketing

In a subsistence economy, such as the poorest in the world today, there is very little
trade. Only when people have a surplus of goods do they swap them with other
people for different things. So if farmers have an abundance of apples, say, they may
0 to market and ty to trade them for something clsc. If they have only enough to

CRM focus illustrations that demonstrate customer
relationship management in practice.

CHAPTER 1| MARKETING TODAY n

READING AROUND

S A
Evan D, Ouncan Basstyns, Dobotah Msacn, Polor onws, Richard
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brandrepublic.co.uk
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W md.co.uk

SELF-REVIEW QUESTIONS

SN e e )
3

Reading around suggested titles for further
reading to enhance your background knowledge.
Self-review questions test your understanding
of the key marketing ideas in the chapter.

docisions

W makes. s hear, i
Those with a market odrtation put thei customers first, whde keeping a ciose eyo on he
compettion, L .

st do some masketing 1 i 1 survve.

o3 0o,
of products for money. bt rarsy o money akone. Cusiomers give up the time and the
. Th product

‘may not work, tmay ot

sk inherent i a prodct purchase.

ok ke v s,
mm—-—-mm
Aot

fssues and they, along wih the Insight baxes you wil see trvoughout the tex!, shoukd help
v i

Huturo marketing career

'CHALLENGES REVIEWED

the teginning.

Hints:
® 6 ‘dolintions’ and ‘what maketing & ot

Summary recaps the key topics for review at the
end of each chapter.

Challenges reviewed hints are given to help
provide further guidance to answer the challenges
posed at the beginning of the chapter.
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Liverpool relaunched

A gokden opportunity 10 put things right came in

. inchuding sireet theaire and music. The
Questions tojavenaiion of Liverpool was one of Europe’s bragest
1. What problems did Liverpool face i atracting  fegenerstion projects. The impressive watorkront and

foursts? (Use the information in the case sty 1he ci's fabuous archiecture were cleaned up and

but you may also want 10 look up Liverpool, and shown oft. New taciities were providod. New hotols

rvalcites, on the intemet) were buil. This was Liverpool's chance (o show the
2. How coud good marketing help 10 overcome  Workd what a greal place i really wes.

these problems?
3. Wite a short piece (approx. 200 words) on Liv-  Wel as weers such s Beryl Baintridge, Wily Rus-
Catering

oo for nchusion in a tousist guide. You shouk)  se, Alan Bloascak, ‘Cookan and Roger
MeGough, Lverpoo has

itorent types of vistor cons. More arists wih ramber-one his wem bom i

4 m«nnﬁmmmmlnnl.wmd Lverpool than in any oner Brssh oiy. s most lamoxs

10 stract more vistors?. sans e, of course, The Boates: These syrmbos of

10 ks heyday, s Englanc's busest por, Liverpoot 5w vloped as a Baates musecm. The Nl Tust row
1he launching of many fine shigs but, wih ose gy owns Jon Lennon's chidtood horme (5 git o his
days borg gom, wdow, 10 puthe vew

For yoars Liverpool had suffered rom jokes and Lok Foolal Cib has been oo of the courtty's
abuse and for bong mors famous for s sense of  premis s for dacerdos. Comexkans as dverso as Ken

Gl Bk st o cys (3 Pl Whis) 510 1

i, s woaith of architectural styles and the gran.

for & rumber of European s, inchiding Moscow,
Dubin, Parts and, most surprisingly, Vonica. The most
best

viewed Mersey t s, of cousa, the UNESCO
istoct watertront wih s Three graces’ ver
Bukding, Bikting and the Portof Liverpool

10 of image rebultng 10 do. A spokasperson for e
(Continvext)

Case study with questions apply your marketing
knowledge by reading a case example and working
through the case questions.
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