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) Preface

Preface XVii

WHAT'S NEW IN THE 6TH EDITION?

To keep you on top of the world of marketing, we've updated and expanded our coverage of countless marketing top-
ics. Here's just a sample of what’s new (new concepts are in bold):

CHAPTER 1:
The triple bottom line
The accelerating importance of social networks in marketing
Open source business models
Microcelebrity
Instapreneurs
The power of crowds
Anew section to address some common criticisms of marketing

CHAPTER 2:
Integration of the crucial issue of sustainability into our over-
all discussion of the marketing planning process

CHAPTER 3:

We've refocused the entire chapter around global issues. As
many of our adopters requested, we've significantly beefed
up our coverage of ethical issues in every chapter rather
than focusing on these concerns in a stand-alone section.

CHAPTER 4:

We've linked the emerging practice of behavioral targeting to
database marketing.

We've added more examples specific to on-line research and
connections to on-line communities to gather consumer
intelligence.

Prediction markets

CHAPTER 5:
Tribal marketing
Shopmobbing
Metrosexuals
Greenwashing

CHAPTER 6:
Additional clarity on differences in B2B versus B2C and why
the differences matter
An enhanced treatment of stages in the organizational buyer
decision-making process
Customer reference programs

CHAPTER 7:
More focus on Gen Y than before, and on teens and children
Additional attention to psychographic and behavioral
segmentation
Overall enhancement of CRM section
Customer experience management (CEM)

CHAPTER 8:
More focus on gaming, technology, and telecom products

CHAPTER 9:
New discussion of the “dark side” of having too many brands
in a family

CHAPTER 10:
More focus on technology-related services
More coverage of gaps in service quality

CHAPTER 11:
Hybrid EDLP
Freenomics
Network externalities
Prestige pricing and the price-placebo effect

CHAPTER 12:
Expanded coverage of consumer-generated media
Experiential marketing
Share of customer

CHAPTER 13:
We've revised our section on media to include material on
indirect forms of advertising such as product placement
and advergaming.

CHAPTER 14:
Enhanced attention to technology issues in personal selling
Opt-in services for mail catalogs

CHAPTER 15:
We've added new material on electronic distribution issues.
On-line distribution piracy
We've added more emphasis on new technologies related to
the supply chain.

CHAPTER 16:

RFID in-store information

Video enabled expert advice through in-store kiosks

Updated e-commerce data

Merging on-line and in-store sales

Downloading movies

What'’s new in vending machines

Pop-up motels

High fashion e-commerce

Blue-light specials on-line

E-menus

Activity stores

Extended coverage of ethical issues in retailing: shrinkage due
to shoplifting, employee theft, retail borrowing, and ethical
treatment of customers



XViii Preface

Features of the 6th Edition of Real
People, Real Choices

Meet Real Marketers

Many of the “Real People, Real Choices” vignettes are new to this edition, featur-
ing a variety of decision makers, from CEOs to brand managers. Here is just a
sample who we feature:
¢ Julie Cordua, (RED)

¢ Thomas Connerty, NutriSystem

* Thomas J. Petters, Petters Group Worldwide/Polaroid
® Lara L. Price, The Philadelphia 76ers

e  Walter (Walt) F. Judas, Tourism Vancouver

¢ Joe Chernov, BzzAgent

NEW! Ethics in Marketing

Because the role of ethics in business and in marketing is so important, we focus

on ethics not just in a single chapter but in EVERY CHAPTER of the book, provid-

ing coverage in two distinct ways:

¢ Topical coverage of ethical issues integrated with relevant content within
every chapter.

* In every chapter, you have an opportunity to make a decision based on an
ethical dilemma that we have “pulled from the headlines.” Each “Ethical
Decisions in the Real World” feature is based on a recent news story about an
ethical or unethical decision.

Here's a sample of our chapter by chapter coverage of ethics:
* InChapter 1, we begin with a discussion of the Relationship Era of marketing,
the social marketing concept and sustainability.

* In Chapter 2, we discuss business ethics in general and how firms develop
codes of ethics.

* Chapter 3 covers differences in both the perception and practice of ethical
business behavior in different parts of the world and discusses how bribery
and extortion are special problems in global marketing.

e We discuss consumerism, the Consumer Bill of Rights, and environmental
stewardship in Chapter 5.

* Chapter 9 includes coverage of legal and ethical issues in packaging and label-
ing, gray goods, product knockoffs, and intellectual property rights.

® We discuss ethical issues in pricing in Chapter 11 including bait-and-switch
tactics, price-fixing, price discrimination, and predatory pricing.
e Chapter 12 discusses ethical issues in buzz marketing.

¢ In Chapter 13 we consider some of the criticisms of advertising (that advertis-
ing is manipulative, is deceptive, creates stereotypes, and causes people to buy
things they don’t need). We also discuss corrective advertising and puffery.

* InChapter 16, we talk about shrinkage due to shoplifting, employee theft, and
retail borrowing, and about the ethical treatment of customers.



An Easy-to-Follow Marketing Plan Template

Chapter 2 includes a pullout template of a marketing plan you can use as you
make your way through the book. The template provides a framework that will
enable you to organize marketing concepts by chapter and create a solid market-
ing plan of your own. On the back of the template is a world map. We encourage
you to keep this pullout as a handy reference after the class.

NEW! Consumer-Generated Value: By the People,
for the People

One of the most significant (and still evolving) marketing stories today is the
avalanche of consumer-generated marketing activity. Largely because of
advances in technology, everyday people are involving themselves with com-
panies as they seek to become part of a dialogue with marketers rather than just
passive recipients of information. Consumers are voting on new product
designs, submitting their own amateur commercials, and writing reviews of
products and services on thousands of Web sites, blogs, and social networking
applications like Facebook. So that students understand all the ways that mar-
keting activities are changing and will continue to change as this trend contin-
ues, we’ve introduced a new chapter feature we call “By the People, for the
People.” Each box highlights a current example relevant of a marketing activity
that originates with material that customers, rather than company employees,
generate.

Measuring the Value of Marketing through
Marketing Metrics

Just how do marketers add value to a company and can that value be quantified?
More and more, businesses demand accountability and marketers respond as they
develop a variety of “scorecards” that show how specific marketing activities
directly affect their company’s ROl—return on investment. And on the job, the
decisions that marketers make increasingly come from data and calculations and
less from instinct. Throughout the book you’ll find numerous Metrics Moment
boxes that provide real-world examples of the measures marketers use to help
them make good decisions.

Learning How to Market Yourself: Brand You

You are a product. That may sound weird, but we often talk about ourselves and oth-
ers in marketing terms. It is common for us to speak of “positioning” ourselves for
job interviews, or to tell our friends not to “sell themselves short.” You'll learn more
about the most effective way to market yourself by following the advice provided in
a dynamic and helpful Brand You handbook. You'll find concrete advice you can use
today that will help you to thrive in a competitive marketplace tomorrow.

All New and Updated End-of-Chapter Cases in this Edition

Each chapter concludes with an exciting “Marketing in Action” mini-case about a
real firm facing real marketing challenges. Questions at the end let you make the
call to get the company on the right track.

Preface

Xix
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Student Resources
ffymarketinglab

mymarketinglab gives you the opportunity to test themselves on key concepts
and skills, track your own progress through the course and use the personalized
study plan activities—all to help you achieve success in the classroom.
Features Include:
* Personalized study plans—Pre and Post Tests with remediation activities
directed to help you understand and apply the concepts where you need the
most help.

* Self-assessments—Prebuilt self-assessments allow you to test yourself.

* Interactive Elements—A wealth of hands-on activities and exercises let you expe-
rience and learn firsthand. Whether it is with the on-line ebook where you can
search for specific keywords or page numbers, highlight specific sections, enter
notes right on the ebook page, and print reading assignments with notes for later
review or with other materials including Real People Real Choices Video Cases,
online End of Chapter activities, Active Flashcards and much more.

* iQuizzes—Study anytime, anywhere iQuizzes work on any color-screen iPod
and are comprised of a sequence of quiz questions, specifically created for the
iPod screen

www.mypearsonmarketinglab.com

Study Guide

The study guide is a one-of-a-kind companion for students. It includes detailed
chapter outlines and student exercises, as well as solutions. This guide serves as a
great review tool in preparing for exams.

VangoNotes

Study on-the-go with VangoNotes. Just download chapter reviews
from your text and listen to them on any MP3 player. Now wherev-
er you are—whatever you're doing—you can study by listening to
the following for each chapter of your textbook:

¢ Big Ideas: Your “need to know” for each chapter

vangg)

* Practice Test: A gut check for the Big Ideas—tells you if you need to keep studying
* Key Terms: Audio “flashcards” to help you review key concepts and terms
* Rapid Review: A quick drill session—use it right before your test

VangoNotes are flexible; download all the material directly to your player, or only
the chapters you need. And theyre efficient. Use them in your car, at the gym, walk-
ing to class, wherever. So get yours today and get studying. www.VangoNotes.com.

Brand You Handbook

Products aren’t alone in benefiting from branding—people can benefit, too.
Branding strategies help professionals get noticed and position them for exciting
new career opportunities. Prepared by Kim Richmond of Saint Joseph’s
University, the Brand You handbook gives you concrete advice on how to thrive in
a competitive marketplace and provides a hands-on approach to achieving career
success. Brand You boxes appear throughout this textbook to help you plot your
own branding strategies. This separate Brand You supplement can be purchased at
www.mypearsonstore.com.
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