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Preface

Each of us continues to be gratified that both students and teachers of market-
ing find our book a useful and valuable resource. They have found both the con-
tent and the structure of the book to be “student-and instructor-friendly” for sev-
eral editions. Our goal in the first edition was to develop a complete student
resource for marketing management education. This goal has not changed in
this, the fifth edition; we continue to focus our efforts on enhancing student
knowledge of marketing management and on developing their skifls in using this
knowledge to develop and maintain successful marketing strategies. However,
we have done more than just tinker with this edition. The basic structure has
been kept much as it was originally, but several major changes have been made
in our efforts to continuously improve our book:
¢ This edition includes 41 cases, 25 of which are new. Most cases concern well-
known companies, including both domestic and global companies, consumer
and industrial products, small and large businesses, products and services,
and manufacturers and channel members. It is truly an outstanding collection
of cases.
¢ Nine of the cases include in-class exercises that provide the instructor with ad-
ditional material to enhance student learning, participation, analysis, and
team-building.
* A number of the cases include video introductions and discussion questions
to enhance student thinking and analysis.
* The text material has been completely updated and revised to provide a current
overview of marketing management and marketing problem and case analysis.
The structure of this edition of our book developed over many years as we ex-
perimented successfully and unsuccessfully with various teaching philosophies.
Our five-stage learning approach includes (1) learning basic marketing princi-
ples; (2) learning approaches and tools for marketing problem analysis; (3) ana-
lyzing marketing management cases; (4) analyzing strategic marketing cases; and
{5) developing original marketing plans. These five stages are the focus of the
seven sections in this book and have as their objective both knowledge enhancement
and skill development. The framework for our book is presented in the following
diagram, which will be used throughout the text to integrate the various sections.

STAGE 1: LEARNING OF BASIC MARKETING PRINCIPLES

Itis clearly necessary for students to learn and understand basic definitions, con-
cepts, and logic before they can apply them in the analysis of marketing prob-
lems or attempts to develop marketing plans. Section 1 of the book contains
14 chapters which we believe present the essentials of marketing management.

Xl
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Marketing Management: Knowledge and Skills

One problem we continually face in more advanced case-oriented marketing
management courses is that most students have long ago discarded or sold their
basic texts. Gonsequently, when they are faced with case problems to analyze
they have nothing to rely on but their memories, We believe this seriously de-
tracts from the usefulness of case analysis. Thus, we include this section as a ref-
erence source for key marketing concepts. Our objective in this section is to fo-
cus on material that is more relevant for analyzing marketing problems. Several
of the chapters in this section have been completely revised and updated.

STAGE 2: LEARNING APPROACHES AND TOOLS FOR PROBLEM ANALYSIS

The second stage in our approach involves offering students basic tools and ap-
proaches for solving marketing problems. Sections II and III present these tools in
addition to a framework which students can adapt when analyzing marketing prob-
lems. Section VII of the book, an annotated bibliography of important secondary
sources of marketing information, will aid students in researching a particular in-
dustry or firm and can greatly improve their depth of analysis. A new section “On-
Line Marketing Information Services” has been added to this edition. We believe
it adds significant value to our book as a resource. Nine classifications of secondary
sources are presented: (1) selected periodicals; (2) general marketing information
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sources; (3) selected marketing information services; (4) selected retail trade pub-
lications; (5) financial information sources; (6) basic U.S. statistical sources;
(7) general business and industry sources; (8) indexes and abstracts; and (9) on-
line marketing information services.

STAGE 3: ANALYZING MARKETING MANAGEMENT CASES

It has been our experience that few students have the confidence and experi-
ence necessary to analyze complex strategic marketing cases in their first ex-
posure to this type of learning. We believe it is far better for them to apply their
skills at analyzing cases for which traditional marketing principles can be ap-
plied somewhat directly before they attempt more challenging problems.
Accordingly, Section IV of the book has been expanded to include 31 market-
ing management cases, organized into six groups; market opportunity analy-
sis, product strategy, promotion strategy, distribution strategy, pricing strategy,
and sclected issues in marketing management. Within each group, cases are
sequenced so that later cases contain more information and typically require
higher levels of marketing management skills than earlier ones.

STAGE 4: ANALYZING STRATEGIC MARKETING CASES

Once students have developed sufficient skills to provide thoughtful analyses of
marketing management cases, we believe they are prepared to tackle strategic
marketing cases. These cases go beyond traditional marketing principles and fo-
cus on the role of marketing in cross-functional business or organization strate-
gies. Section V of our book contains 10 such cases. They are sequenced so that
the later cases contain more information and require higher levels of manage-
ment skills to analyze them properly.

STAGE 5: DEVELOPING MARKETING PLANS

The final stage in our approach involves the development of an original mar-
keting plan. We believe that after a two-course sequence in marketing manage-
ment, students should be able to do one thing very well and should know that
they can do it well: Students should be able to construct a quality marketing plan
for any product or service. Section VI provides a framework for developing such
a plan. Instructors can consult the Instructor’s Manual which accompanies this
book for alternative ways to incorporate this stage into their course.

We have found that this five-stage process is very flexible and can easily be
adapted to the needs of the students and the objectives of the instructor. For ex-
ample, if the course is the first formal learning experience in marketing, then
emphasis could be placed on the first three stages. If students progress well
through these stages, then marketing management cases can be assigned on an
individual or a group basis.

If the course is for students with one or more previous courses in marketing
or is the capstone marketing management course, then major attention should



XV Preface

shift to stages two through five. In this instance, Section I becomes a resource
for review and reference, and the course can focus on skill development.
Finally, the text can be used for a two-course sequence in marketing manage-
ment. The first course can emphasize stages one through three and the second
concentrate on stages four and five.
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