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PREFACE

More and more high-level executives of companies
around the world have as their major, near-term objective
making their organizations more market-oriented, more
focused on consumer needs and competitive threats, and
quicker to respond to changing market conditions.
Clearly, to accomplish this objective requires that all
employees, not just those in marketing, must be trained
and motivated to direct their efforts toward satisfying
customer needs and desires. Thus, marketing is not a
stand-alone function; rather, in the sense of doing what
is necessary to serve and satisfy customers, marketing is
every employee’s business; otherwise, the organization
is unlikely to prosper in an increasingly competitive and
highly dynamic environment.

But even when the day-to-day responsibility for mar-
keting activities is delegated to all employees, someone
still has to plan, coordinate, and control those activities
for each of the firm’s product-market entries. A mar-
keting strategy must be formulated that brings value to
the consumer and attains an enduring competitive advan-
tage. Also, the various functional activities necessary to
successfully implement this strategy must be effectively
and efficiently carried out. Such activities are, typically,
the responsibility of such marketing personnel as a prod-
uct or market manager, a vice president of marketing,
or even a team of managers drawn from a variety of
functional areas. Regardless of who has responsibility,
the process by which the marketing strategy for a given
product-market entry is formulated and implemented is
the primary concern of this book.

Of course, marketing strategies are not developed in
a vacuum because most organizations have corporate and
business-level strategies concerned with objectives,
future growth, and how the organization will compete

and gain a sustainable .advantage in the marketplace.
These guidelines serve to constrain the range of possible
marketing strategies. But we must recognize that mar-
keting managers are increasingly asked to provide infor-
mation and insights for the development of corporate and
business strategies because they are uniquely positioned
between the external environment and the firm.

Similarly, while marketing managers play a crucial
role in translating the firm’s broad objectives into strate-
gic marketing programs designed to win customer accep-
tance and competitive advantage in Specific markets,
they do not implement those programs by themselves.
Effective execution requires cooperative and coordinated
efforts across many functional areas. Thus, the range of
viable marketing strategies available to a manager is con-
strained by the resources and functional competencies
available within his or her organization. And the suc-
cessful implementation of a chosen strategy depends on
the marketer’s ability to win the cooperation and support
of people in other functional areas.

WHAT’S UNIQUE
ABOUT THIS BOOK?

As with our earlier edition, we continue to believe that one
of the most challenging and interesting endeavors a man-
ager can undertake is the development and management
of strategic marketing programs. Unfortunately, most mar-
keting management textbooks still do not provide a very
clear picture of the complexities involved in managing
marketing strategies. Thus, our major concern continues
to be the need to provide a broader, more complete, and
realistic view of marketing’s strategic and operational roles
as well as its relationships within today’s organizations.
vil
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A UNIQUE FOCUS ON STRATEGIC
AND INTERFUNCTIONAL
RELATIONSHIPS WITH A

GLOBAL ORIENTATION

This edition is structured around the steps involved in the
analytical and decision-making processes involved in
formulating, implementing, and controlling a strategic
marketing program for a given product-market entry. It
includes chapters on all the topics one expects to find in
a marketing management text: chapters on customer,
competitor, and environmental analysis; market seg-
mentation; market targeting; competitive positioning; the
4 Ps of product, price, promotion, and place (distribu-
tion); implementation; and control. Like most existing
texts, this book includes separate chapters or sections on
the tools of marketing research, demand estimation, and
industry anatysis. But we have also made a concerted
effort to discuss specific applications of those tools in
substantive chapters where each is most relevant (e.g.,
copy testing methods are discussed in detail in the chap-
ter on advertising). Each of these “traditional” chapters
presents a thorough discussion of the major issues, con-
cepts, and techniques relevant to the marketing of both
goods and services and does so within the context of the
international scene. We avoid, where possible, encyclo-
pedic lists and arcane models of limited practical use.
This edition should, therefore, provide the student with
a solid foundation of knowledge about what is involved
in developing and implementing strategic marketing pro-
grams at both the domestic and international levels.

More specifically, our book includes an examination
of three sets of relationships that receive little or no atten-
tion in other texts.

1. The relationships among corporate, business-level,
and marketing strategies. Managers responsible for
developing and implementing marketing strategies for
specific products and target markets are aiso uniguely
qualified to provide insights and information needed to
formulate competitive strategies at the business and cor-
poraie levels of the organization. And, as organizations
strive to become more customer-oriented, the marketing
manager’s role in strategic planning is likely to increase.

This book examines this complex set of relationships
among the different levels of strategy in several ways.
First, Chapter 2 presents a general discussion of the hier-
archy of strategies found in most multiproduct organiza-
tions, their interrelationships, and the marketer’s role in
helping to formulate strategies at different organizational
levels. Chapter 10 provides a more specific discussion of
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the linkages between business-level competitive strate-
gies and marketing strategies appropriate for individual
product-markets within the business unit. Finally, each
of the chapters discussing the individual elements of a
strategic marketing program (Chapters 11 to 16) exam-
ines how decisions about those program elements should
fit the business’s competitive strategy.

2. Relationships between marketing strategy and the
strategic environment. Most texts talk in general terms
about how the marketing strategy for a given product or
service should fit the characteristics of the market and
competitive environment, but usually do not contain
much detail concerning the specific kinds of strategic
marketing programs best suited to different strategic
contexts. Nor do they discuss the tactical decisions nec-
essary 10 carry out each program. In contrast, this book
provides two chapters on the marketing strategies and
tactics best suited to specific strategic situations. These
strategies/tactics are defined in terms of market charac-
teristics, identified by the stage in the product life cycle,
and the product’s relative competitive position. Thus,
Chapter 17 discusses marketing strategies for new
product-market entries as well as those for growth
markets. Strategies for mature and declining markets
are analyzed in Chapter 18. Global marketing strategies
are also discussed in these chapters.

3. Relationships between marketing and other func-
tional areas. A marketing manager’s ability to effec-
tively implement a strategic marketing program depends
largely on the cooperation and competence of other
functional areas within the organization. Consequently,
we devote substantial attention to the interfunctionai
implications of specific strategic marketing programs.
Each of the marketing strategies appropriate for the par-
ticular strategic circumstances described in Chapters 17
and 18 are also examined in terms of the requirements
they impose on ather functional departments such as
product and process R&D, production, quality control,
logistics, finance, and cost control. In addition, Chapter
19 provides an overview of the functional competencies
required to effectively implement different competitive
and marketing strategies. It also discusses organizational
mechanisms appropriate for coordinating efforts and
resolving conflicts across functional areas.

We have made considerable effort to stimulate the
interest of students in the above sets of relationships
through their involvement with real-world examples.
Thus, we incorporate hundreds of up-to-date examples
that demonstrate marketing practices applied to indus-
trial as well as consumer products, services as well as
physical goods, and not-for-profit organizations as well
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as business firms. To further enhance student interest and
involvement, every chapter begins with a minicase ex-
ample that serves to introduce and illustrate the major
concepts discussed in that chapter.

MAJOR CHANGES IN
THIS REVISION

This revision incorporates a number of new features and
changes in emphasis from the previous cdition. These
changes were based on information obtained from both
users and nonusers of the second edition, academic asso-
ciates and industry friends, and our own experiences,
both in the classroom and the business world. We
believe they reflect the more important developments in
the rapidly changing global marketplace.

In addition to increasing the number of examples and
using the latest reference materials available, this edition
emphasizes three major subject areas throughout the
book. All are concerned with the response of marketing
to the dynamics of the marketplace. The major changes
are concemed with technology, cross-functionalism,
and international marketing.

¢ Technology has had a major impact on marketing
practices; witness the development of massive data
banks that are the key to direct marketing and micro-
segmentation, the new marketing research services
designed to test new products using virtual reality mate-
rials, and the use of the Internet as a nontraditional
advertising vehicle. While we discuss technology
wherever appropriate throughout the book, we pay
particular attention to it in the chapters concerned with
marketing research, new-product development, channels
of distribution, promotion, and control.

* Cross-functionalism is concerned with how a firm
responds to a variety of opportunities and problems
using personnel from more than one functional area.
Marketing’s roll in such activities is especially important
in relationships both within and outside the firm. These
include channels of distribution, joint ventures and
alliances, and the servicing of major accounts. Other
important areas requiring a cross-functional approach
include customer service and the development of cus-
tomer loyalty, the use of cross-functional teams in the
development of new products, quality management, con-
tingency planning, and ethics.

¢+ [International marketing continues to be a major theme
throughout the book. We have expanded our coverage of
worldwide markets and marketing and continue to inte-
grate our coverage of this subject where a]‘)propriate in

every chapter. Our international discussions are espe-
cially important in those chapters concerned with prod-
ucts, price, channels, promotion, and personal selling.

OTHER CHANGES

We have also done a particularly substantial revision of
three chapters—those concerned with marketing research,
promotion decisions, and implementation. In the mar-
keting research chapter we place greater emphasis on the
use of research to help managers respond to such oppor-
tunities and problem areas as those relating to segmenta-
tion, targeting, customer satisfaction, and competitive
action. In addition, we added a discussion of the different
kinds of databases and their uses.

The chapter on promotion decisions has been thor-
oughly overhauled to reflect the growing importance of
developing an integrated marketing communications
program, the changing promotion environment and its
effect on the role of promotion in the marketing mix as
well as the weight given to the various promotion com-
ponents and the size of the promotion budget, the devel-
opment of creative strategy, and the growing importance
of nontraditional media such as the Internet.

Changes in the implementation chapter reflect the
growing use of hybrid organizational structures—espe-
cially those concerned with cross-functional teams. In
addition, there is much greater coverage of the process
by which the marketing plan for a given product-market
entry is developed. Here the reader is taken through the
process using a step-by-step approach based on an actual
real-world plan.

UNIQUE FEATURES FOR
DIFFERENT TEACHING
APPROACHES

This edition and its package of supporting materials are
designed to accommodate a variety of teaching
approaches. Instructors who prefer a lecture/discussion
approach will find ample material for either a quarter or
semester course. For those who prefer case-oriented
instruction, the book provides a solid foundation of con-
cepts, techniques, and examples to prepare students for
more effective case analysis and discussion.

A unique feature of this book is its inclusion of a new
computerized international case, CALGOLIA, plus the
GAMAR3 Simulation software to implement it, devel-
oped by Jean-Claude Larréché (who developed the highly



regarded MARKSTRAT, GAMAR, and INDUSTRAT
simulations). CALGOLIA is designed to provide students
with flexibility in deciding how best to allocate marketing
resources across a portfolio consisting of both countries
(five European countries) and product categories.

The CALGOLIA case provides an exciting and real-
istic way to expose students to the dynamics of develop-
ing a strategic approach to help solve resource allocation
problems in a global setting. Thus, students can manage
a firm over a period of time, analyze situations, develop
strategies, make decisions, receive rapid feedback, and
adjust their strategies and tactics. CALGOLIA is a highly
flexible teaching instrument. It can be used as a team proj-
ect with various degrees of complexity, or as an integrated
part of the course requiring a limited number of class ses-
sions. The teaching notes in the Instructor’s Manual sug-
gest a variety of ways it can be integrated with material
in various parts of the text and with different course struc-
tures, including those for executive programs.

We also note the following with respect to the book’s
adaptability to various teaching approaches:

o While no cases other than the CALGOLIA International
Case are included in the text, the Instructor’s Manual
includes both the GAMAR3 software and detailed infor-
mation about how to locate cases both domestic and
global relevant to a variety of marketing topics.

¢ Each chapter includes a set of discussion questions
geared to the material covered in that chapter. These
questions ate designed to provide a vehicle for meaning-
ful student exercises or class discussions. Rather than
being simple review questions that ask students to pro-
vide answers found in the chapter, these questions are
more application-oriented and often take the form of
minicases that reflect actual company problems.

¢ The Instructor’s Manual also includes a list of additional
readings from a variety of up-to-date sources that illus-
trate or expand upon major topics in each chapter of
the text.
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