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_ PREFACE

The third edition of Contemporary Marketing retains the same conceptual
framework of the first two editions. It is up-to-date, and it uses examples of
recent origin. The book may be the most illustrative in the marketing field,
with its hundreds of real-life examples, problem-solving questions, true
case histories, and cartoons that emphasize key concepts. Contemporary
Marketing relieves the student of the tedious, boring reading that tradition-
ally has characterized the study of marketing.

Worldwide acceptance of the earlier editions demonstrates the correct-
ness of its underlying philosophy: Both students and instructors want a
learning/teaching package that makes the study of marketing interesting,
realistic, and practical. Make no mistake—intellectual rigor has not been
sacrificed. The text is conceptually sound, stressing all the major facets of
marketing. But the authors believe that students who use Contemporary
Marketing as their introductory text will regard it as one of the most inter-
esting business administration textbooks they have ever encountered in a
college classroom.

This revision has been based on numerous reviews by both users and
nonusers of the earlier editions, as well as extensive marketing research by
the publisher. The reviews showed that professors wanted additional cover-
age of international marketing and the marketing of services, as well as an
integrating section that pulls together the various topics covered in the
book. As a result of these inputs, the following changes have been made in
this edition:



A separate chapter on international marketing has been included. This
added coverage is indicative of the growing importance of world mar-
keting and is a response to AACSB requirements.

Marketing of services is emphasized in Chapter 6. The added coverage
points up the tremendous importance of this aspect of marketing.
Chapter 19 is the integrating mechanism for pulling together the mar-
keting components into a strategy context. Instructors should find this
chapter a major improvement over the previous edition.

The book is packed with new examples, illustrations, and cases. Includ-
ed in the third edition are accounts of the marketing problems associat-
ed with Pop Rocks candy, Olde Frothingslosh beer, Perrier, Chelsea,
and many more products. Among the new subjects covered are airline
deregulation, the Foreign Corrupt Practices Act, teleshopping, and the
shrinking U.S. household.

The third edition also retains many of the features that made the previous
edition a unique book. Specifically:

1.

4.

Sexist language has been removed from the book. Women are por-
trayed in realistic contemporary circumstances rather than solely as
the traditional homemaker/consumer goods shoppers characterized in
most marketing textbooks. The authors are grateful to Barbara A.
Pletcher of California State University, Sacramento, for her assistance
in achieving this objective.

This volume is accompanied by the most comprehensive educational
package ever produced for a marketing textbook. An entirely new sup-
plement, The Marketing Experience, provides a hands-on, experiential
approach to learning marketing concepts. Our comprehensive Study
Guide for reinforcing text material has been carefully revised. The or-
ganizer includes a separate Film Guide, which offers a means of ex-
tending the learning situation. The instructor may also use the accom-
panying collection of cassette tapes featuring interviews with famous
marketers. Additional instructional materials are available to the in-
structor and college or university.

The career appendix has been updated for the third edition. This ma-
terial is designed to point out marketing career opportunities and to
assist students in their search for challenging careers.

About 90 percent of the cases in the third edition are new or have been
revised. They are all real cases featuring actual companies and the peo-
ple who are involved and dealing with real situations. They are, we
think, a marked improvement over the so-called armchair hypothetical
cases.



Preface

Finally, we would like to extend our appreciation for the many suggestions
from students and instructors that have been included in the third edition of
the text. We shall be forever grateful to these people; they are the reason for
our desire to develop a truly teachable textbook.

LOws E)Som—

Bt 1. e

Orlando, Florida
Ypsilanti, Michigan
January 1980
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