PREFACE

Welcome to the exciting, dynamic, and challenging field of marketing! If you’ve been on
the Web, in a store, working in a company, or a consumer of any of the thousands of
products and services available in our marketplace, you are already involved with mar-
keting, and you have probably already noticed many of the extraordinary changes taking
place. Personalized advertising, multichannel retailing, cashless vending, customized
products, online coupons, web-based surveys, and interactive media are just a few of the
many indications that marketing is racing into a new era. At the same time, many tradi-
tional elements of the discipline such as segmentation, new product development, and
pricing are growing in importance and use. The combination of the current and the tra-
ditional elements of marketing create a truly exceptional topic to study and understand.
We are all marketed to, and we find marketing all around us, every day of our lives.

Marketing: The Core draws upon the content and highly successful approach we’ve
used in seven editions of our other, longer, text entitled Marketing. Our goal with this
new text is to present the concepts essential to an introductory marketing course, yet retain
the pedagogy that has made Marketing a best-selling text.

What is our pedagogical framework? First, we use an active-learning approach that
involves students in the text by combining facts, figures, information, cases, questions,
exercises, and photos in an engaging, experiential fashion. Second, we incorporate many
current examples using firms, products, and services that students recognize and may have
purchased as consumers. Third, our in-chapter study aids and design elements—such as
concept checks, discussion forums, and easy-to-read figures—are developed to match the
learning styles of today’s students.

We are gratified by the growing interest in our approach to the study of marketing. Feed-
back from students and instructors from around the world continues to reinforce our peda-
gogical style. Marketing and its translations and adaptations are now used extensively
throughout the United States and Canada, and in Poland, Russia, China, and many Spanish-
and Portuguese-speaking countries. We hope that you will find Marketing: The Core a key
factor in your exploration of the knowledge, skills, and tools of the marketing discipline.

DISTINCTIVE FEATURES OF THE CORE FOR MARKETING
STUDENTS

We have developed many important, student-focused features that are prominent in every
chapter:

e Engaging writing style. Our easy-to-read writing style engages students through active-
learning techniques, timely and interesting examples, and challenging applications.

e Personal look at marketing professionals. Our text provides vivid and accurate
descriptions of contemporary marketing professionals in action—through cases,
extended examples, and testimonials—that allow students to personalize marketing and
identify possible career interests and role models.

e Contemporary and classic real-world examples. We use up-to-date examples that
students are likely to recognize from their own experiences in the marketplace, plus
classic examples that students of business and marketing can easily relate to text con-
cepts and typical marketing decisions.

e Built-in learning aids. Learning objectives, concept checks, key terms, chapter
summaries, Internet exercises, discussion forums, and application questions are used
to reinforce learning and to allow students to assess their progress.
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e Qutstanding support resources. Each chapter also has a video segment that supple-
ments the written case and adds an exciting visual perspective to the company, products,
and marketing decision makers discussed in the case.

e Marketing model. We introduce a visual model that shows, simply and clearly, the world
of marketing at a glance—the functions and interactions in marketing. We then use the
model in each chapter to show the students what aspect of marketing the chapter
covers, and how the contents of the chapter relate to the overall marketing process.

ORGANIZATION AND CONTENT OF THE CORE

Marketing: The Core is divided into four parts. Part 1, “Initiating the Marketing Process,”
looks first at what marketing is and how it creates customer value and customer rela-
tionships (Chapter 1). Then Chapter 2 provides an overview of the strategic marketing
process that occurs in an organization, and provides a framework for the rest of the text.
Appendix A provides a guide to preparing a marketing plan. Chapter 3 analyzes the major
environmental factors in our changing marketing environment, and Chapter 4 provides a
framework for including ethical and social responsibility considerations in marketing
decisions.

Part 2, “Understanding Buyers and Markets,” first describes, in Chapter 5, how indi-
vidual consumers reach buying decisions. Next, Chapter 6 looks at industrial and organi-
zational buyers and how they make purchase decisions. And finally, in Chapter 7, the
nature and scope of world trade and the influence of cultural differences on global mar-
keting practices are explored.

In Part 3, “Targeting Marketing Opportunities,” the marketing research function and
how information about prospective consumers is linked to marketing strategy and deci-
sions are discussed in Chapter 8. The process of segmenting and targeting markets and
positioning products appears in Chapter 9.

Part 4, “Satisfying Marketing Opportunities,” covers the four Ps—the marketing mix
elements. The product element is divided into the natural chronological sequence of first
developing new products and services (Chapter 10) and then managing the existing prod-
ucts, services, and brands (Chapter 11). Pricing is discussed, focusing on the way organ-
izations set prices (Chapter 12). Two chapters address the place (distribution) aspects of
marketing: “Marketing Channels and Channel Logistics” (Chapter 13) and “Retailing and
Wholesaling” (Chapter 14). Chapter 15 discusses integrated marketing communications
and interactive marketing, topics that have grown in importance in the marketing disci-
pline recently. The primary forms of mass market communication—advertising, sales pro-
motion, and public relations—are covered in Chapter 16. Personal selling and direct
marketing are covered in Chapter 17. The text concludes with a Postscript: a summary of
the marketing voyage we have taken throughout the 17 chapters; a perspective on how
the topics, tools, and techniques we have studied fit together for solid marketing; and a
glimpse at the future of marketing as we foresee it today.

Chapter Highlights

e The role of the Internet and technology in marketing today. We recognize that the
Internet and other digital technologies provide us with powerful new tools that can greatly
enhance communication and commerce. From cover to cover, all chapters integrate cov-
erage of e-commerce topics such as e-marketplaces, dynamic pricing, buzz marketing,
viral marketing, personalization, multichannel retailing, eCRM, collaborative commerce,
file sharing and peer-to-peer communication, cyberservices, Internet appliances, interac-
tive television, online secondary data sources, and virtual advertising.
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Emphasis on customer value. Chapter 1 presents an enhanced emphasis on cus-
tomer value, the role of brands and how they make firms accountable to consumers,
new products, and the breadth of marketing and how it is used by many types of
organizations.

Creating a successful marketing plan. Following the discussion of marketing strate-
gies in Chapter 2, we introduce how to actually craft an effective plan, with guidelines,
checklists, contents, and organizational ideas.

Overview of the marketing environment. Chapter 3 includes a discussion of the dra-
matic impact of file-sharing on the music industry; the shifting age distribution of the
population; and the changing attitudes and roles of men and women. It also provides an
introduction to current electronic business technologies, including the Internet, the World
Wide Web, e-commerce, and the growth of collaborative commerce.

Ethics in marketing. Chapter 4 is devoted to the topic of ethics and social responsi-
bility in marketing. In addition, most chapters also integrate ethics coverage in the
Ethics and Social Responsibility Alert boxes.

Consumer behaviour. Chapter 5 includes current examples related to the stages of the
consumer-decision process; it provides discussions of customer satisfaction and retention
and looks at marketing strategies for high- and low-involvement products.
Organizational buying. Chapter 6 features sections on online buying in organizational
markets, e-marketplaces, and online auctions.

Global coverage. Chapter 7 includes discussions of the emergence of a networked
global marketspace and the influence of trade organizations on the global rules of trade
between nations.

Market research technology. Chapter 8 includes discussions of creative research tech-
niques, such as hiring “cool hunters” to identify important cultural trends, and coverage
of Internet and fax survey techniques, data mining, and the impact of research on
marketing actions.

Brand equity. Chapter 11 includes the customer-based brand equity pyramid, which
helps explain the relationship between brand awareness and how consumers think and
feel about a brand. This helps students understand how the added value of a brand
name gives a product competitive and price advantage.

Channels coverage. Chapter 13 includes examples related to multiple channels of dis-
tribution, strategic alliances, vertical marketing, exclusive distribution, slotting
allowances, and satisfying buyer requirements. Current examples, such as Dell Computer
Corporation and Wal-Mart are used to explain the role of supply chains and logistics
management in marketing and how a firm balances distribution costs against the need
for effective customer service.

Retailing and wholesaling coverage. Chapter 14 chronicles the success of, and
Canadians’ love affair with, one of their favourite retailers; it also covers the global
expansion of many retailers and e-tailers and popular retail formats such as fran-
chising. This chapter also provides coverage of important new technologies, such as
cashless vending systems, as well as new concepts such as everyday fair pricing and
multichannel retailing.

Advertising coverage. Chapters 15 and 16 discuss virtual advertising, interactive
television, radio, and Internet advertising. Up-to-date examples of the latest forms of
promotion, including sweepstakes, product placement, and online coupons, are also
provided.

Interactive and multichannel marketing. Chapter 15 presents ideas on marketing strat-
egy in an Internet/Web-enabled marketspace. Emphasis is placed on interactive marketing
practice and the growing application of multichannel marketing. Students will also find
this chapter of interest because they will see how important it is for companies to forge
collaborative channel relationships to improve their global market competitiveness.
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Marketing: The Core offers an array of features to help
you learn and apply the concepts.

Marketing Model

This unique feature is introduced at the beginning of each
chapter; it is designed to guide you through your study of
introductory marketing. We created this model to show the
marketing process in a graphic way. It is used in
Marketing: The Core to show the progression of topics as
you move through the book. All of the topics covered in
the text can be related to the model, and it demonstrates
the dynamic interaction of all of the components of
marketing.
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Developing Customer
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Chapter-Opening Vignettes \
Chapter-opening vignettes introduce you to the chapter concepts ahead, using a recognizable and
interesting company example. For instance, in Chapter 1, the authors use Rollerblade, a popular
in-line skate, to grab your interest while introducing the concepts of marketing. The chapter
opening story is then integrated into parts of the narrative and exhibits throughout the chapter.
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Dynamic Graphics

Tables, figures, and charts throughout the book
have a fresh, new look with the addition of
creative frames and drawings designed to present
important information in an interesting and

easy-to understand layout.
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Concept Checks
Found at the end of each major chapter section, these
checkpoints offer critical thinking and memory recall
questions, helping you reflect on the text and test your
comprehension of the material before reading on.
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Helpful Margin
Definitions

Brief definitions of the
key terms contained in
the text are placed in

the margin for quick /
reference and review.
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Ethics and Social
Responsibility Alert
These boxes increase
your awareness and
assessment of current
topics of ethical and
social concern.

ALLUE THeULUGMN FALKAGING
MIHE THAN CANIY

Marketing NewsNet
This boxed feature pro-
vides exciting, current
examples of marketing
applications in action,
organized around the
following themes:
technology &
e-commerce, customer
value, global, and cross
functional.
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Internet Exercises

These end-of-chapter exercises ask you to go online and think critically about a specific company’s use of the
Internet—helping you apply your knowledge of key chapter concepts, terms, and topics, as well as evaluate the
success or failure of the company’s efforts.

Video Case Studies
This end-of-chapter
feature provides an up- | VIDED CASE 3

close look at a company FLYTE TYME PRODUCTIONS. INC
example—reinforcing the THE BEST IDEA WINS
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Creating a Successfu
Marketing Plan
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Appendix A: Creating a
Successful Marketing Plan
At the end of Chapter 2, this guide
to planning, researching, and
writing a winning marketing plan
is a resource that you can use in a
number of ways, throughout your
use of this text and beyond. It
incorporates marketing plan
rationale, detailed plan contents,
effective design and execution of
the plan, as well as checklists for
implementing and evaluating the
marketing plan.

.......

BUSINESS VERSUS MARKETING PLANS




An Instructor’s Guide

to Supplements

With this support package, you and your students receive everything from the basic sup-
plements to the latest in educational technologies. Check it out for yourself.

LECTURE PREPARATION, ASSESSMENT, AND
PRESENTATION TOOLS

Instructor’s CD-ROM. The CD-ROM includes the print and electronic supplements,
so you have access to all of the supplements on one CD-ROM.

Instructor’s Manual. The thoroughly revised Instructor’s Manual includes lecture
notes; discussions of the Marketing NewsNet boxes, Ethics and Social Responsibility
Alerts, and Internet Exercises; answers to the Applying Marketing Concepts and
Perspectives and Discussion Forum questions; case teaching notes; in-class activities; sup-
plemental lecture notes; teaching suggestions; and detailed information about integrating
other supplements into the course and classroom.

PowerPoint presentation and digital assets. These incorporate a high-quality
photo and art program, including figure slides, commercials, product shots, advertise-
ments, marketing-in-practice shots, and video segments from the video package.

Computest program. This Brownstone Test Bank contains 3,000 questions categorized
by topic and level of learning (definitional, conceptual, or application). The instructor-
friendly format allows easy selection of questions from any part of the text, boxed materi-
als and cases. The Brownstone program allows you to select any of the questions, make
changes if desired, or add new questions—and quickly print out a finished set customized
to your course.

Video case studies. A unique series of 17 contemporary marketing cases is available
on VHS and DVD and from the Online Learning Centre. Each video case corresponds
with chapter-specific topics and an end-of-chapter case in the text.



ONLINE TECHNOLOGY

Online Learning Centre

This robust book-specific website includes resources for both instructors and students. For
the instructor, we offer downloadable supplement materials and continuous updates.
Students have a 24—7 study centre to keep them up-to-date, to provide examples for appli-
cation, and to prepare for a tests.

Instructor Centre

o “Agk the Authors”

e Instructor’s Manual

o PowerPoint. Includes concept screens, art from the text, and notes on other digital
assets available in the PowerPoint Presentations.

Student Centre

Internet exercises

Key term flash cards

Self-quizzes with feedback

Online video cases. Includes video case text and several video clips.

PowerWeb (optional package)

o Daily news feed. Headlines with annota-
tions from the leading periodicals and
news sources—searchable by topic.

o Weekly case updates. Each week a new
short case dealing with a company in the
headlines is presented.

o Readings in Marketing. A collection of
important articles selected by a team of
marketing professors provides deeper
topical study.

e PowerSearch current journals and periodicals. Search engine powered by Northern
Lights.

o Career resources

o Web research

e Study tips
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i-Learning
ADVANTAGE

McGraw-Hill Ryerson

Online Course Options

The material in Marketing: The Core can be used with instructor-generated online learning
sites. Any online platform, including WebCT, Blackboard, and eCollege, is compatible with
the text’s material. There are two basic options here: a course companion website or an
online course where the course material is fully or partially delivered via a course website.

Companion website. McGraw-Hill’s PageOut course website tool enables you to
create a course website where you can post your syllabus, case solutions, course infor-
mation updates, test results, and other key material. You can include links to the
McGraw-Hill’s Online Learning Centre or e-Book content, add links to important
resources, and maintain student results in the online gradebook. A companion website
can also be set up using other platforms.

Online course. Offering courses fully or partially online is increasingly popular, and
definitely the way of the future for business learning. The content of Marketing: The Core
has been prepared for ease of use in an online environment. You can customize the mate-
rial, chapter by chapter, to your own teaching style and emphasis, or use it as the authors
have designed it.

SUPERIOR SERVICE

Service takes on a whole new meaning with McGraw-Hill Ryerson and Marketing: The
Core. More than just bringing you the textbook, we have consistently raised the bar in
terms of innovation and educational research—both in marketing and in education in
general. These investments in learning and the education community have helped us to
understand the needs of students and educators across the country, and allowed us to
foster the growth of truly innovative, integrated learning.

Integrated Learning

Your Integrated Learning Sales Specialist is a McGraw-Hill Ryerson representative who
has the experience, product knowledge, training, and support to help you assess and
integrate any of our products, technology, and services into your course for optimum
teaching and learning performance. Whether it’s using our test bank software, helping
your students improve their grades, or putting your entire course online, your i-Learning
Sales Specialist is there to help you do it. Contact your local i-Learning Sales Specialist
today to learn how to maximize all of McGraw-Hill Ryerson’s resources!



i-Learning Services Program

McGraw-Hill Ryerson offers a unique iServices package designed for Canadian
faculty. Our mission is to equip providers of higher education with superior tools and
resources required for excellence in teaching. For additional information, visit
www.mcgrawhill.ca/highereducation/eservices.

Teaching, Technology & Learning Conference Series

The educational environment has changed tremendously in recent years, and McGraw-Hill
Ryerson continues to be committed to helping you acquire the skills you need to succeed
in this new milieu. Our innovative Teaching, Technology & Learning Conference Series
brings faculty together from across Canada with 3M Teaching Excellence award winners to
share teaching and learning best practices in a collaborative and stimulating environment.
Pre-conference workshops on general topics, such as teaching large classes and technology
integration, will also be offered.

We will also work with you at your own institution to customize workshops that best
suit the needs of your faculty at your institution. These include our Teaching Excellence
and Marketing Innovation symposiums.

Research Reports into Mobhile Learning and Student Success

These landmark reports, undertaken in conjunction with academic and private-sector advi-
sory boards, are the result of research studies into the challenges professors face in helping
students succeed and the opportunities that new technology presents to impact teaching and
learning.
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