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Preface

Basic Marketing Is Designed
to Satisfy Your Needs

This book is about marketing and marketing strategy
planning. And, at its essence, marketing strategy plan-
ning is about figuring out how to do a superior job of sat-
isfying customers. We take that point of view seriously
and believe in practicing what we preach. So you can
trust that this new edition of Basic Marketing—and all of
the other teaching and learning materials that accom-
pany it—will satisfy your needs. We're excited about
this 15th edition of Basic Marketing, and we hope that
you will be as well.

In developing this edition we've made hundreds of
big and small additions, changes, and improvements in
the text and all of the supporting materials that accom-
pany it. We'll highlight some of those changes in this
preface, but first it’s useful to put this newest edition in a
longer-term perspective.

Building on Pioneering Strengths

Basic Marketing pioneered an innovative structure—
using the “four Ps” with a managerial approach—for the
introductory marketing course. It quickly became one of
the most widely used business textbooks ever published
because it organized the best ideas about marketing so
that readers could both understand and apply them. The
unifying focus of these ideas was on how to make the
marketing decisions that a manager must make in decid-
ing what customers to focus on and how best to meet
their needs.

Over many editions of Basic Marketing there has been
constant change in marketing management and the mar-
keting environment. Some of the changes have been dra-
matic, and others have been subtle. As a result, we have
made ongoing changes to the text to reflect marketing’s
best practices and ideas. Throughout all of these changes,
Basic Marketing and the supporting materials that accom-
pany it have been more widely used than any other teach-
ing materials for introductory marketing. It is gratifying
that the four Ps has proved to be an organizing structure
that has worked well for millions of students and teachers.

Continuous Innovation and Improvement

The success of Basic Marketing is not the result of a
single strength—or one long-lasting innovation. Rather,

the text’s four Ps framework, managerial orienta

tion pillars that are remarkably robust for suppo
new developments in the field and innovations in
text and package. Thus, with each new edition of B
Marketing we have continued to innovate to better
the needs of students and faculty. In fact, we have
ongoing changes in how we develop the logic of the four
Ps and the marketing strategy planning process.
always, though, our objective is to provide a flexib
high-quality text and choices from comprehensive and
reliable support materials—so that instructors and stu-
dents can accomplish their learning objectives. For
example, included with the other innovations a
improvements for this new edition are

* Our Motivated Learner Package, a completely new
concept for student learning—whether in dis-
tance learning or traditional environments—
which includes a four-DVD set with an interesting
video lecture on each chapter of the text as well
as all of the Basic Marketing videos.

* Extensive revisions to the first three chapters, to
introduce marketing orientation and customer
value earlier and to introduce the marketing
egy planning process in the context of an integ
tive model that sets the stage for the rest of the
text.

e Leaner, crisper, coverage throughout the whole
text—resulting in 10 percent less text material
students to read while maintaining interesting
thorough coverage of all of the basics of mad:e
strategy planning.

* A new integrated treatment of macro-marketin
topics and social issues with relevant marketi
management topics throughout the text.

e A complete revision of the Student CD to A
pany Basic Marketing that comes with the
with a new interface that integrates the ric
ety of multimedia learning resources it inc

* An updated and expanded archive of
electronic lecture-support slides, wit
motion videos, ads, and photos, to
structors with flexible support for I
presentations.

* The Instructor CD to Accompany Ba:
that offers all of the text’s teaching



materials in easy-to-use and electronic form and
that teatures o refined new user interface to make
it even faster to access materials.

* A sharper focus, throughout the text, on how the
strategy planning process should lead to decisions
about a target market and marketing mix that rep-
resents the best opportunity and competitive ad-
vantage for the firm and superior value for
consumers.

* Interesting new video cases and teaching videos
focused on current marketing issues.

* High-involvement Internet exercises integrated
throughout each chapter of the text.

We Believe in Continuous
Quality Improvement

As authors, we're committed to ongoing improvements
—and we're both proud that we were implementing
continuous quality improvements in preparing Basic
Marketing long before the idea became popular in the
world of business. We work to be creative in our cover-
age and approaches—because creativity is at the heart
of the marketing spirit. The most creative teaching in-
novations are ones that meet students’ needs and in-
structors’ objectives. That's also why our first priority has
always been, and always will be, producing quality mate-
rials that really work well for students and teachers. Stu-
dents take the first marketing course only once. It is an
investment and opportunity from which there should be
a solid return. So we take it as a serious personal respon-
sibility to support that investment with materials that
are interesting and motivating—and that really build
the skills and ideas that students need in their lives and
careers.

Our belief that attention to continuous quality im-
provement in every aspect of the text and support mate-
rials does make a difference is consistently reaffirmed by
the enthusiastic response of students and teachers alike
to each new edition.

Leading Technology Innovations for Teaching
and Learning

We take seriously our opportunity and responsibility to
lead the marketing discipline in developing new, break-
through approaches for teaching and learning in the first
marketing course. Our thrust over the past two decades
has been to use technology to provide better and easier
options for teaching and richer and more interesting
approaches for learning, Along with other innovations,
we were the first 1o develop and offer spreadsheet-based
computer-aided problems, custom-produced videos, a
computerized test bank, a PC-based marketing simula-
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tion, a hypertext reference, CD-based interactive ver-
sions of the text, PowerPoint presentation slides with
linking by objectives, CD multimedia archives and
presentation software for instructors, multimedia case
support, and the multimedia CD for students. With this
edition we continue these traditions of innovation with
a redesigned Student CD to Accompany Basic Marketing,
myPowerWeb online readings, an even easierto-uwe and
more comprehensive Instructor CD w Accompany Basic
Marketing, the Motivated Learner Package (with lectures
and videos on DVDs), and a host of new and improved
teaching and learning materials available a2t the Basic
Marketing website at www.mhhe.com/fourps.

Critically Revised, Updated, and Rewritten

This new edition of Basic Marketing is the highest-
quality teaching and learning resource ever published for
the introductory marketing course. The whole text and
all of the supporting materials have been critically re-
vised, updated, and rewritten. As in past editions, clear
and interesting communication has been a priosicy. Basic
Marketing is designed to make it easy, interesting. and
fast for students to grasp the key concepts of marketing.
Careful explanations provide a crisp focus on the impor-
tant “basics” of marketing strategy planning. Ar the

same time, we have thoroughly

¢ Researched and incorporated new concepts.

¢ Integrated hundreds of new examples that bring
the concepts alive.

e [llustrated marketing ideas and “best practices™ in
a rich variety of contexts.

We have deliberately used marketing examples from a
host of different contexts. Examples span large and small
firms, profit and nonprofit organizations, orsanizations
that have moved to e-commerce and those that have
found other ways to innovate, domestic and interna-
tional settings, purchases by organizations as well as by
final consumers, services and ideas or “causes” as well as
physical goods, and established products as well as new
technologies—because this variety reinforces the point
that effective marketing is critical to all organizations.

Clear Focus on Changes in Today's
Dynamic Markets

This edition focuses special attention on changes tak-

ing place in today's dynamic markets. Throughout every
chapter of the text we have integrated discussion and

examples of

¢ Lifetime customer value and customer equity.
* Best practices in marketing, and how to avoid the
mistakes of death-wish marketing (including
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errors and omissions all too common among many
failed dot-com operators).

* Effective e-commerce innovations and changes in
marketing over the Internet.

¢ The costs and benefits of different approaches for
customer acquisition and retention.

* Relationship building in marketing.

e Social impacts of marketing and macro-marketing.

¢ The importance of providing superior customer
value as the means to achieve customer satisfac-
tion and competitive advantage.

* International perspectives.

¢ Ethical issues and social impacts of marketing.

Similarly, we've also integrated new material on
many important and fast-evolving topics. The following
are but a sampling:

e Multichannel marketing.

¢ Integrated marketing communications, direct-
response promotion, and customer-initiated inter-
active marketing communications.

¢ Promotional campaigns that build “buzz” among
consumers.

¢ Impact of economic fluctuations, changes in inter-
national exchange rates, and other topics central
to how the economy impacts marketing.

e The growth of business-to-business (B2B) ex-
changes on the Web and the expanding use of
reverse auctions and interactive bidding.

¢ The circumstances when using a website for direct
distribution or dual distribution makes sense and
when it doesn’t.

¢ The expanding role of sales technologies and self-
service technology.

¢ The increasing channel power of large retail chains.

¢ Competitor analysis and how to develop competi-
tive advantage.

e How to use flexible pricing and evaluate price
sensitivity.

e Marketing control, including marketing cost
analysis.

Driving Home Competitive Advantage

Throughout the 15th edition we've continued to put
more emphasis on the process of marketing strategy plan-
ning. In today’s dynamic markets it’s not enough to simply
figure out an attractive opportunity and an effective mar-
keting mix. The real challenge is to quickly but logically
zero in on the target market and marketing mix that is re-
ally best for the firm, while recognizing that strategies need
to be refined and improved as market conditions change.

This highlights the need for breakthrough opportuni
the problems with me-too imitation, and the crucial
of competitive advantage in providing customers
superior value. In other words, we sharpen the focus
how to figure out the best blend of the four Ps and ¢t
the mistaken view fostered by some texts that the mar
ing job is just coming up with some marketing mix.
Coupled with this, you'll learn how breakthroug]
information technology are driving changes in all
pects of marketing—whether it’s e-commerce orderi
getting marketing information, preparing salespeople ¢
interact with customers, or analyzing the “fire-hyd
flow of data on sales and costs. We'll also highlight ¢
many ways that relationships among marketing partne;
are changing—ranging from coordination of logistics to
alliances among firms focused on the same market
portunity. You'll see how intense competition, both
the United States and around the world, is affe
marketing strategy planning. You'll see what it tak
transform an effective new-product developme
process into a profitable business.
Some other marketing texts are attempting to d
scribe such changes. But that’s not adequate. What set
Basic Marketing apart is that the explanations and exa
ples equip students to see why these changes are t:
place and what changes to expect in the future.
an important distinction—because marketing ls
namic. Our objective is to prepare students to analy
marketing situations and develop exceptional marite in
strategies—not just recite endless sets of lists.

A Fresh Design—to Make Important Conee )
Even Clearer

Along with the new content, we’ve given the
fresh design. The changes range from the new co

trations. We've created many new exhlblts—conce
organizers, charts, and tables—and updated pm '
pieces from past editions, all with a fresh new desig

The aim of all this revising, refining, editing,
lustrating is to make important concepts and p
even clearer to students. We want to make

directed system and how he or she canh .
some company—run better. We believe
important and interesting—and we wan

ik

who reads Basic Marketing to share our én

Twenty-Two Chapters—-wnh}&n
Marketing Strategy Planning’ ;

The emphasis of Basw \
strategy planning. Twenty-
important concepts in market



the student see marketing through the eyes of the mar-
keting manager. The organization of the chapters and
topics is carefully planned. But we took special care in
writing so that

e It is possible to rearrange and use the chapters in
many different sequences—to fit different needs.

o All of the topics and chapters fit together into a
clear, overall framework for the marketing strategy
planning process.

Broadly speaking, the chapters fall into two group-
ings. The first eight chapters introduce marketing and a
broad view of the marketing strategy planning process.
They cover topics such as segmentation, differentiation,
the marketing environment, and buyer behavior, as well
as how marketing information systems and research pro-
vide information about these forces to improve market-
ing decisions. The second half of the text goes into the
details of planning the four Ps, with specific attention to
the key strategy decisions in each area. Then we con-
clude with an integrative review and coverage of overar-
ching topics such as implementation and control, mar-
keting’s link with other functional areas, and an
assessment of marketing’s challenges and opportunities.

The first chapter deals with the important role of
marketing—focusing not only on how a marketing ori-
entation guides a business or nonprofit organization in
the process of providing superior value to customers but
also on the role of macro-marketing and how a market-
directed economy shapes choices and quality of life for
consumers. Chapter 2 builds on these ideas with a focus
on the marketing strategy planning process and why it
involves narrowing down to selection of a specific target
market and blending the four Ps into a marketing mix to
meet the needs of those customers. With that founda-
tion in place, the chapter introduces an integrative
model of the marketing strategy planning process that
serves as an organizing framework for the rest of the text.

Chapter 3 shows how analysis of the market and ex-
ternal market environment relate to segmentation and
differentiation decisions as well as the criteria for nar-
rowing down to a specific target market and marketing
mix. This strategic view alerts students to the impor-
tance of evaluating opportunities in the external envi-
ronments affecting marketing—and these are discussed
in Chapter 4. This chapter also highlights the critical
role of screening criteria for narrowing down from possi-
ble opportunities to those that the firm will pursue.

You have to understand customers to understand
marketing and segment markets and satisfy target market
needs. So the next three chapters take a closer look at
customers. Chapter 5 introduces the demographic dimen-
sions of the global consumer market and provides up-to-
date coverage on important geodemographic trends.
The next chapter studies the behavioral aspects of the
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final consumer market. Chapter 7 looks at how business
and organizational customers—like manufacturers,
channel members, and government purchasers—are
using e-commerce and how they are similar to and dif-
ferent from final consumers.

Chapter 8 is a contemporary view of getting
information—from marketing information systems
and marketing research—for marketing management
planning. This chapter includes discussion of how
information technology—ranging from intranets to
speedy collection of market research data—is trans-
forming the marketing manager’s job. This sets the
stage for discussions in later chapters about how
research and marketing information improve each area
of marketing strategy planning.

The next group of chapters—Chapters 9 to 18—is
concerned with developing a marketing mix out of the
four Ps: Product, Place (involving channels of distribu-
tion, logistics, and distribution customer service), Pro-
motion, and Price. These chapters are concerned with
developing the “right” Product and making it available
at the “right” Place with the “right” Promotion and the
“right” Price—to satisfy target customers and still meet
the objectives of the business. These chapters are pre-
sented in an integrated, analytical way—as part of the
overall framework for the marketing strategy planning
process—so students’ thinking about planning market-
ing strategies develops logically.

Chapters 9 and 10 focus on product planning for
goods and services as well as new-product development
and the different strategy decisions that are required at
different stages of the product life cycle. We emphasize
the value of an organized new-product development
process for developing really new products that propel a
firm to profitable growth.

Chapters 11 through 13 focus on Place. Chapter 11
introduces decisions a manager must make about using
direct distribution (for example, selling from the firm’s
own website) or working with other firms in a channel of
distribution. We put special emphasis on the need for
channel members to cooperate and coordinate to better
meet the needs of customers. Chapter 12 focuses on the
fast-changing arena of logistics and the strides that firms
are making in using e-commerce to reduce the costs of
storing, transporting, and handling products while im-
proving the distribution service they provide customers.
Chapter 13 provides a clear picture of retailers, whole-
salers, and their strategy planning, including exchanges
taking place via the Internet. This composite chapter
helps students see why the big changes taking place in
retailing are reshaping the channel systems for many
consumer products.

Chapters 14 to 16 deal with Promotion. These
chapters build on the concepts of integrated market-
ing communications, direct-response promotion, and




