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Marketing is a vibrant, challenging activity that requires an understanding of both principles 
and how they can be applied in practice. Th e sixth edition of my book attempts to capture 
both aspects of the multidiscipline. Marketing concepts and principles are supported by 
examples of international practice to crystallize those ideas in the minds of students who may 
have little personal experience of real-life marketing.

My objective, then, was to produce a tightly written textbook supported by a range of 
international examples and case studies. In my experience, all types of students enjoy applying 
principles to real-life marketing problems. Th is is natural, as marketing does not exist in a 
vacuum; it is through application that students gain a richer understanding of marketing.

Becoming a successful marketing practitioner requires an understanding of the principles 
of marketing together with practical experience of implementing marketing ideas, processes 
and techniques in the marketplace. Th is book provides a framework for understanding 
important marketing issues such as understanding the consumer, marketing segmentation 
and positioning, brand building, pricing, innovation and marketing implementation, which 
form the backbone of marketing practice.

Marketing, as I have said, does not exist in a vacuum: it is a vibrant, sometimes energy-
sapping profession that is full of exciting examples of success and failure. Moreover, marketing 
practitioners need to understand the changes that are taking place in the environment. 
Marketing-orientated companies are undergoing fundamental readjustments to their structure 
to cope with the accelerating rate of change. If you wish to enter the marketing profession 
then an acceptance of change and a willingness to work long hours are essential prerequisites.

Marketing in Europe has never looked stronger. International conferences organized by 
the European Marketing Academy and national organizations such as the Academy of 
Marketing in the UK make being a marketing academic challenging, rewarding and 
enjoyable. We should always value the companionship and pleasure that meeting fellow 
marketing academics brings. Th e growth in the number of students wishing to study 
marketing has brought with it a rise in the number of marketing academics in Europe. Th eir 
youth and enthusiasm bode well for the future of marketing as a major social science.

Most students enjoy marketing: they find it relevant and interesting. I hope that this book 
enhances your enjoyment, understanding and skills.

How to study
Th is book has been designed to help you to learn and to understand the important principles 
behind successful marketing and how these are applied in practice. We hope that you find 
the book easy-to-use and that you are able to follow the ideas and concepts explained in each 
chapter. As soon as you don’t grasp something, go back and read it again. Try to think of other 
examples to which the theory could be applied. To check you really understand the new 
concepts you are reading about, try completing the exercises and questions at the end of each 
chapter. You can also test your understanding and expand your knowledge by exploring the 
Online Learning Centre.

To assist you in working through this text, we have developed a number of distinctive 
study and design features. To familiarize yourself with these features, please turn to the 
Guided Tour on pages xxi–xxiii.

Preface to the 6th edition
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New to the 6th edition
As always, recent events are reflected throughout this book. Here is a brief summary of the 
key content changes for this edition:

Brand new coverage of marketing metrics: • marketing managers are increasingly being 
asked to justify their marketing investments. In Chapter 21 Marketing Implementation, 
Organization and Control, the topic of marketing metrics is covered in detail. Even more 
information on this hot topic is provided on the website.
Fully revised coverage of Marketing Ethics and Corporate Social Responsibility: • 
ethical issues have become increasingly prevalent across all elements of marketing. In 
accordance with this, companies are expected to demonstrate corporate social 
responsibility in all of their business functions. Chapter 6 Understanding Marketing 
Ethics and Corporate Social Responsibility provides a thorough grounding to these key 
issues, which are also addressed in specific marketing contexts through dedicated sections 
found at the end of many chapters in the book and a suite of brand new Marketing Ethics 
and Corporate Social Responsibility in Action boxes throughout the book. 
A fully revised and restructured Digital Marketing chapter: • since the previous edition, 
marketing applications of digital technology have continued to progress. Chapter 19 
Digital Marketing has been revised to include all forms of digital marketing, including 
search engine optimization and affiliate marketing, and an expanded discussion on 
planning, implementing and evaluating digital marketing strategies. In every chapter there 
are brand new Digital Marketing vignettes showing how marketers are making use of new 
opportunities, such as social networking sites, widgets and the enhanced capacities of 
mobile phones.
Brand new vignettes, case studies and advertisements throughout the book: • Th e 
principles of marketing cannot be fully grasped without solid examples of how these apply 
in practice. Th at is why in every chapter you will find a wealth of examples to support the 
concepts presented. Th ese include current advertisements, and vignettes spanning 
Marketing in Action, Digital Marketing and Marketing Ethics and Corporate Social 
Responsibility in Action, as well as Pause for Th ought boxes that ask you to apply the 
principles learnt for yourself. Two case studies at the end of each chapter provide more 
in-depth examples. Th ese features will not only help you to absorb the key principles of 
marketing, but will also allow you to make links between the various topics and 
demonstrate the marketing mix at work in real-life situations.
An exciting new package of supporting online resources• , including new video resources 
and cases, as well as a rich choice of activities designed to help students develop and apply 
their understanding of marketing concepts. See pages xxiv–xxvi for further details.

Preface to the 6th editionxx
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Guided Tour
Real marketing 
Th roughout the text, marketing principles are illustrated with examples of real marketing practice. Th e following 
features encourage you to pause to consider the decisions taken by a rich variety of companies. 

Digital Marketing vignettes demonstrate 
how organizations have used new 
technologies in their marketing strategies.

Marketing Ethics and CSR in Action 
vignettes examine ethical dilemmas and 
examples of how companies can engage in 
corporate social responsibility.

Pause for thought boxes ask you to stop 
and think how you would act if faced with 
a real decision, typical real-life marketing 
practices.

Marketing in Action vignettes provide 
additional practical examples to highlight 
the application of concepts, and encourage 
you to critically analyse and discuss real-
world issues.

Twittering Around the World
Twitter is a free-to-join social networking group, created in 2006. It has rapidly grown in popularity worldwide 
and currently has roughly 4–5 million users. Twitter enables members of the network community to connect 
through quick and frequent online exchanges called ‘tweets’. Tweets are text-based posts (no longer than 
140 characters), which are displayed on the user’s profile page and sent to other users who have signed up 
as ‘followers’. A typical tweet might explain what I am doing right now (e.g. ‘Sitting in my home office writing 
a mini case study for Principles and Practice of Marketing’). Users of Twitter can control who can access their 
messages (e.g. close circle of friends, work colleagues or anybody) and tweets can be sent and received 
via the Twitter website, short message service (SMS) or external applications. Increasingly, individuals and 
companies are providing links to Twitter trails from their websites. 

In countries all around the world, people follow Twitter trails, which are relevant and of interest, to access 
information and stay informed about world events or news updates from friends. 

World leaders, celebrities and pop icons have been quick to recognize Twitter as a powerful communication 
network. President of the United States, Barack Obama, used Twitter to gain support during the presidential 
election campaign. Indeed, he was reportedly the most followed person on Twitter at the time, with over 
144,000 followers. Many other world leaders are now holding press conferences via Twitter. High-profile 
celebrities also use Twitter. Virgin’s Richard Branson has an account to recruit prospective employees; pop 
star Britney Spears gives fans updates of her whereabouts. British tennis player Andy Murray is also a regular 
tweeter; he informed his fans not long after his loss in the Australian Open Tennis Championship: ‘Just bak 
from dinner. Bumpd in2 the guys from The Prodigy in hotel lobby. Tuf 2day. Fernando playd gr8 5th.’

The potential influence of Twitter and similar online social networking groups is constantly growing. For 
example, Twitter users came together online in a ‘Twestival’, a global online meeting involving Twitterers 
from over 170 cities around the world. Marketers should be aware of the potential significance of Twitter 
in influencing consumer behaviour. 

Based on: Mzimba (2009)49

3.2 Digital Marketing

Offsetting the Offsets
In an attempt to maintain positive brand associations, and to cope with new and stricter environmental regulations, 
corporations are currently trying to reduce their environmental footprint through the implementation of initiatives 
such as carbon offsetting, energy efficiency and ‘take-back’ schemes. For example, Tesco has recently introduced 
a system, on a trial basis, that asks consumers to dispose of excessive packaging near the till. The regional trial 
aims to help consumers reduce household waste as well as examine what types of packaging consumers 
are ready to give up. If implemented permanently, this will mean that Tesco, rather than consumers, will take 
responsibility for part of the recyclable and non-recyclable waste they generate. Likewise, most airline companies 
now give their passengers the option to offset their air miles when booking a ticket, for an additional fee. The 
money collected is then invested in carbon-offsetting projects such as those concerned with forest regeneration. 

However, other schemes are less laudable and very contradictory. Tesco itself has recently introduced a ‘flights 
for lights’ promotion, which offers air miles to consumers who purchase energy-efficient light bulbs! In this way, 
all the energy a consumer economizes by using such light bulbs is then offset by the carbon emitted by air 
travel. Also, although automotive technology has improved dramatically over the years, bigger, faster and 
increased numbers of cars have offset the gains in energy efficiency. Similarly, after being accused of using 
far too much water in India and other parts of the world where potable water is scarce, Coca-Cola decided 
to improve the efficiency of its operations. The company has reduced the amount of water used to make a litre 
of its drinks by 20 per cent in five years. However, such improvements are offset by the fact that Coca-Cola 
manufactures more products year on year, so its overall water usage is almost the same. The company is 
aspiring to be ‘water neutral’. Of course, Coca-Cola will never achieve this, as water is the main ingredient in 
its drinks. These are the types of rhetorical measures that generate much scepticism against prominent brands. 

Based on: Pearce (2008);18 Gillespie (2009);19 Smithers (2009)20

9.1 Marketing Ethics and Corporate Social Responsibility in Action 

Think of a product that you consider is successful in the marketplace. Is its marketing mix well blended in the 
sense that product, price, promotion and distribution send a consistent, well-thought-out and appealing 
message to consumers?

1.2 Pause for Thought

Money-Off Promotional Blunders
Some of the world’s best-known retail names have been caught up in promotional blunders, including Apple, 
whose UK website advertised an Olympus digital camera for £98.70 rather than the usual £600; Amazon, 
where a £287 iPaq handheld computer was mistakenly priced at £7.32; and Kodak, whose ‘special offer’ 
on its DX3700 digital cameras advertised on its website was mispriced at £100 instead of £329.

Perhaps the most renowned promotional blunder was Argos’s £2.99 television. The UK catalogue retailer’s 
website inadvertently offered Sony Nicam TVs for a rock-bottom £2.99 each instead of £299. As word 
spread, orders flooded in—including one for 1700 sets! Argos refused to honour the sales. Surprisingly, the 
retailer repeated the blunder when a £349.99 television appeared on its website for 49p. Again, Argos 
cancelled the orders, blaming ‘an accidental error’.

Based on: Jones (2008)8

16.1 Marketing in Action
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xxii

Each chapter concludes with two case studies. 
Th ese up-to-date examples encourage you to 
apply what you have learned in each chapter 
to a real-life marketing problem.

You can test yourself by trying out the questions 
at the end of each case study section.

Guided Tour

Background: design is everything
Apple is a company that is good at creating markets. Th e 
iPod revolutionized popular youth culture and turned 
out to be the biggest trend in music markets since the 
launch of the Sony Walkman. In addition to changing 
the way we listen to music, the iPod rescued Apple’s 
fortunes. Steve Jobs, chief executive of Apple, is the 
visionary leader who is responsible for identifying 
and developing products like the iPod and the iMac. 
Reportedly, his guiding mantra for success is being able 
to focus and say ‘no’ to a product unless he feels it has 
world-beating qualities. 

Arguably, design is fundamental to the success of 
Apple products, and the iPod’s phenomenal success was 
no exception (it is, for example, sleek and has been said 
to be the antidote to our overly complicated modern 
lifestyle). Th e design enabled the iPod to become highly 
diff erentiated from other high-tech consumer products 
that have a tendency to be overloaded with buttons, 
switches and a multitude of functions that only a few 
dedicated users ever manage to understand and, 
ultimately, use. Steve Jobs has been quoted as saying 
‘most people make the mistake of thinking design is just 
a veneer’, but at Apple designers are interested in how a 
design works for the user as well as what a product looks 
and feels like. In his quest for the next world-beating 
product, Steve turned to another mobile high-tech 
product: the cell phone. 

The launch of the iPhone
In 2007, at the Macworld Expo, Steve Jobs launched the 
iPhone, which is a similar size to the iPod, runs the 
Apple operating system OS X, and at the time of its 
launch was unlike any other smartphone on the market. 
In terms of design, the iPhone is diff erent to mp3 
players and traditional mobile phones as there are no 
buttons for dialling phone numbers, or scroll wheels to 
select music, videos or pictures. Th e iPhone is operated 
solely through its 3.5-inch 480 × 320 touchscreen, and 
supports wireless technology. It can be synchronized 
with the Apple Mac address book, includes Apple’s 
Safari browser and has all the functionality of a video 
iPod. Additional innovations include a soft  keyboard 
and the ability to change the screen content. At its launch, the 

phone was sold at a premium price: US$499 for the 4-gigabit (GB) version and 

US$599 for the 8GB. By July 2007, the iPhone had 
captured 1.8 per cent of the US mobile phone market, 
which was nearly double the sales goal set for the 
period, and was reported to 
be the best-selling mobile model on the market. 

World-beating qualities?
Like its predecessor, the iPod, the iPhone has some 
unique features, which give it world-beating potential. 
Th e touchscreen is a breakthrough in the mobile phone 
industry as it is ‘virtually a blank slate, and the ability to 
write mobile soft ware free from constraints’ has created 
excitement in the world of mobile phone soft ware 
development. Indeed, the iPhone is being heralded as 
the next platform for soft ware development aft er the 
personal computer and the World Wide Web. Th e 
iPhone enables its users to be connected to the Internet 
wherever they are: ‘Peer over the shoulder of that person 
fiddling with an iPhone. Chances are they’re doing 
something other than making a phone call; they may 

Is the Apple Smartphone a World-Beater?

iPhone CASE 17

Questions
1  Make a list of the range of features off ered by 

a smartphone and then consider how many 
diff erent devices you might use to achieve the 
same level of functionality in your daily life. 

2  How do the new features of the 3G S iPhone 
provide superior customer benefits compared 
to the earlier model?

3  Explain how smartphones are changing our 
daily lives and business activities. 

4  Discuss how convergence might influence 
the development of future models of the iPhone.

Th is case was written by Fiona Ellis-Chadwick, Senior 
Lecturer in Retail Management, Open University.

Real advertisements demonstrate 
how marketers have presented their 
products in real promotions and 
campaigns.

Ad 
insight
Go to the 

website to see 
Honda’s TV ad 

promoting its 
environmentally-friendly 

credentials

Full colour advertisements are included in every chapter and videoclips 
from television and online campaigns are available on the Online Learning 
Centre. Look out for the Ad Insight boxes.

 Green & Black’s defends its position in the organic chocolate market by supplying 
Milk, Dark 70%, White and Creamy Milk brand varieties.

9780077123301_001_fm01.indd   22 11/12/09   1:52:27 PM



xxiiiGuided Tour

1. Berkowitz, E. N., R. A. Kerin, S. W. Hartley and W. Rudelius 
(2004) Marketing, Boston, MA: McGraw-Hill.

2. Business for Social Responsibility Issue Briefs (2003) 
Overview of Business Ethics, www.bsr.org.

3. Anonymous (2008) Th e Good Consumer, Economist 
Special Report on Corporate Social Responsibility, 
19 January, 16.

4.  Bokaie, J. (2008) Behind the Ethical Rhetoric, Marketing, 
21 May, 14.

5.  Franklin, D. (2008) Just Good Business, Economist Special 
Report on Corporate Social Responsibility, 19 January, 1.

6. Naughton, J. (2006) Google’s Founding Principles Fall at 
Great Firewall of China, Observer, Business and Media, 
29 January, 10.

References

Studying effectively
At the beginning of each chapter, the main learning objectives are listed to show you what topics are covered in the 
chapter. Keep these aims in mind to help focus your reading and then check your understanding in the review at the 
end of the chapter.

Use the Key Terms list at the end of each 
chapter to look up any unfamiliar words, 
and as a handy aid for quick revision and 
review. 

Use the study questions to review and 
apply the knowledge you have acquired 
from each chapter. Th ese questions can be 
undertaken either individually or as a 
focus for group discussion in seminars or 
tutorials.

Use the references at the end of the chapter 
to research an idea in greater depth.

LEARNING OBJECTIVES
After reading this chapter, you should be able to:

1  describe the nature of the marketing environment

2  explain the distinction between the microenvironment 
and the macroenvironment

3  discuss the impact of political and legal, economic, 
ecological/physical environmental, social/cultural 
and technological forces on marketing decisions

4  explain how to conduct environmental scanning

Review

1  Th e nature of the marketing environment
Th e marketing environment consists of the microenvironment (customers, competitors, distributors • 
and suppliers) and the macroenvironment (economic, social, political, legal, physical and 
technological forces). Th ese shape the character of the opportunities and threats facing a company and 
yet are largely uncontrollable.

2  Th e distinction between the microenvironment and the macroenvironment
As can be seen above, the microenvironment consists of those actors in the firm’s immediate • 
environment that aff ect its capabilities to operate eff ectively in its chosen markets.
Th e macroenvironment consists of a number of broader forces that aff ect not only the company but • 
also the other actors in the microenvironment.

3  Th e impact of political and legal, economic, ecological/physical environmental, social/cultural and 
technological forces on marketing decisions

Political and legal forces can influence marketing decisions by determining the rules by which business • 
can be conducted. In Europe, marketing decisions are aff ected by legislation at EU and national levels. 
EU laws seek to prevent collusion, prevent abuse of market dominance, control mergers and 
acquisitions, and restrict state aid to firms. National laws also aff ect marketing decisions by regulating 
anti-competitive practices. Marketers who apply ethics to their decision-making should have no 

Key Terms

consumerism organized action against business 
practices that are not in the interests of consumers

corporate social responsibility the ethical principle 
that an organization should be accountable for how its 
behaviour might aff ect society and the environment

culture the combination of traditions, taboos, values 
and attitudes of the society in which an individual lives

demography changes in the population in terms of its 
size and characteristics

ecology the study of living things within their environment

environmental scanning the process of monitoring and 
analysing the marketing environment of a company

marketing environment the actors and forces that aff ect 
a company’s capability to operate eff ectively in providing 
products and services to its customers

PEEST analysis the analysis of the political/legal, 
economic, ecological/physical, social/cultural, and 
technological environments

Study Questions
1  What are the advantages of market segmentation? Can you see any advantages of mass marketing, i.e. treating a 

market as homogeneous and marketing to the whole market with one marketing mix?

2  Choose a market you are familiar with and use benefit segmentation to identify market segments. What are the 
likely profiles of the resulting segments?

3  In what kind of markets is psychographic segmentation likely to prove useful? Why?

4  How might segmentation be of use when marketing in Europe?

5  One way of segmenting organizational markets is to begin with macrosegmentation variables and then develop 
sub-segments using microsegmentation criteria. Does this seem sensible to you? Are there any circumstances 
where the process should be reversed?

6  Why is buy class a potentially useful method of segmenting organizational markets? (Use both this chapter and 
Chapter 5 when answering this question.)

7  What is the majority fallacy? Why should it be taken into account when evaluating market segments?

8  What is the diff erence between positioning and repositioning? Choose three products and services and describe 
how they are positioned in the marketplace, i.e. what is their target market and diff erential advantage?
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23 extra cases•  and advice on how to approach assignments based on case studies and why this is a useful way to learn.
Internet marketing exercises•  show you how to use companies’ websites to gain insights into their digital 
marketing strategies and activities.
Ethical dilemma exercises•  that enable you to test your understanding of ethical issues in marketing.
Marketing accountability and metrics:•  provides an extended guide to this hot topic.
Marketing plan:•  a template and completed example. 
Weblinks•  to the organisations mentioned in each chapter to support further research.

Revision aids
Self test questions•  provide immediate feedback on your understanding 
Audio summaries•  of each chapter can be downloaded to help you revise key concepts.
Searchable glossary•  to help you learn essential marketing terminology.

For students: Online Learning Centre
Th e Online Learning Centre (OLC) is your gateway to 
a host of downloadable resources and activities designed to 
accompany the book. 

Help achieving top grades
Marketing skills personal development plan: • to help 
develop your marketing skills in four core areas: decision-
making, communication, analysing and team working.
Tools to improve your study skills:•  tips and book 
suggestions to help you write better essays, manage your 
time eff ectively and revise for exams.

Help for class assignments
Ad Insight video clips: • over 40 TV and cinema adverts, linked directly to topics in the book. Look out for the Ad 
Insight margin notes that refer you to the relevant clip, and answer the questions to develop your understanding of 
how these campaigns employ the concepts explained in the chapter.

Visit www.mcgraw-hill.co.uk/textbooks/jobber today

Technology to Enhance Learning and Teaching

Ad 
insight
Go to the 

website to see 
Honda’s TV ad 

promoting its 
environmentally-friendly 

credentials
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For Lecturers 
Online Learning Centre
Th is collection of resources has been put together to help lecturers adopting this text save 
time when preparing their teaching and to help them engage and challenge their students so 
that they get more out of their course.

Visit  www.mgraw-hill.co.uk/textbooks/jobber to access to a wealth of media to use in 
your lectures and tutorials, and ideas to use in assignments and assessments.  

Teaching notes for all 69 cases•  help guide discussion around the case questions
Video Ads:•  recent TV and cinema adverts highlight marketing practice. Questions and 
suggested answers are provided to help stimulate student discussion.
Tutorial activities•  designed to be completed and discussed within an hour – ideal for use 
in small groups and fully supported by teaching notes.
Exam questions and solutions• 
Example solutions•  to the study questions at the end of each chapter, case study questions 
and the Internet exercises.
Extra marketing examples•  illustrating the concepts covered in each chapter.
PowerPoint slides•  covering the main concepts in each chapter and supporting each of the 
end-of-chapter cases. 
Artwork from the book•  to illustrate lecture presentations or handouts.
Marketing skills personal development plan•  provides ideas to help students develop core 
marketing skills and improve their employability.
Market research project:•  can be used or adapted as an ongoing project over several 
tutorials.

McGraw-Hill EZ Test Online
Th is easy-to-use online testing tool accessible to busy academics virtually anywhere – in their 
office, at home or while travelling – and eliminates the need for soft ware installation. 
Lecturers can choose from question banks associated with their adopted textbook or easily 
create their own questions. Th ey also have access to hundreds of banks and thousands of 
questions created for other McGraw-Hill titles. 

A bank of hundreds of multiple choice questions and essay titles is available to lecturers 
adopting this book. Questions are provided for each chapter and graded by difficulty and 
tagged by topic to help you to select questions that best suit your needs.  

Multiple versions of tests can be saved for delivery on paper or online through WebCT, 
Blackboard and other course management systems. When created and delivered though EZ 
Test Online, students’ tests can be immediately marked, saving lecturers time and providing 
prompt results to students. 

To register for this FREE resource, visit www.eztestonline.com

xxvTechnology to Enhance Learning and Teaching
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Marketing Showcase
We are excited to off er an exclusive set of new video cases to 
lecturers adopting this text. Each video illustrates a number of 
core marketing concepts linked to the book to help students 
see how marketing works in the real world. Th is fantastic video 
resource will add real value to lectures, providing attention-
grabbing content that helps students to make the connection 
between theory and practice.

What do the videos cover?
Th e videos off er students insights into how 
diff erent organizations have successfully 
harnessed the elements of the marketing 
mix, including discussions about new 
product development, pricing, promotion, 
packaging, market research, relationship 
and digital marketing. 

How can I use them?
To ensure maximum flexibility for teaching 
purposes, the videos have been edited to 
focus on key topics so that short extracts 
can be easily integrated into a lecture 
presentation or be delivered in a tutorial 
setting to spark class discussion. Each video 
is accompanied by teaching notes and 
discussion questions to ensure painless 
preparation for teaching.

Custom Publishing Solutions: Let us help make our content your solution
Our custom publishing solutions off er the ideal combination of content delivered in 
the way which best suits lecturer and students. Lecturers can select just the chapters or 
sections of material they wish to deliver to their students from a database called Primis at 
www.primisonline.com

Primis contains over two million pages of content, including US and European material, 
from:

McGraw-Hill Education textbooks• 
Open University Press academic and study skills books• 
Cases and articles from Harvard Business School, Insead, Ivey, and Darden • 
Taking Sides – debate materials.• 
Th ere is also the option to include additional material authored by lecturers in the custom 

product – this does not necessarily have to be in English.
We will take care of everything from start to finish in the process of developing and 

delivering a custom product to ensure that lecturers and students receive exactly the material 
needed in the most suitable way.  Please contact your local McGraw-Hill representative with 
any questions or alternatively contact Warren Eels at warren_eels@mcgraw-hill.com.

Technology to Enhance Learning and Teachingxxvi

9780077123301_001_fm01.indd   26 11/12/09   1:52:48 PM



David Jobber is an internationally recognized 
marketing academic. He is Professor of Marketing at 

the University of Bradford School of Management. He 
holds an honours degree in Economics from the University 
of Manchester, a master’s degree from the University of 
Warwick and a doctorate from the University of Bradford.

Before joining the faculty at the Bradford Management 
Centre, David worked for the TI Group in marketing and 
sales, and was Senior Lecturer in Marketing at the 
University of Huddersfield. He has wide experience of 
teaching core marketing courses at undergraduate, 
postgraduate and post-experience levels. His specialisms are 
industrial marketing, sales management and marketing research. He has a proven, ratings-based record of 
teaching achievements at all levels. His competence in teaching is reflected in visiting appointments at the 
universities of Aston, Lancaster, Loughborough and Warwick in the UK, and the University of Wellington, 
New Zealand. He has taught marketing to executives of such international companies as BP, Allied Domecq, 
the BBC, Bass, Croda International, Rolls-Royce, Royal & Sun Alliance and Rio Tinto.

Supporting his teaching is a record of achievement in academic research. David has over 150 publications 
in the marketing area in such journals as the International Journal of Research in Marketing, MIS Quarterly, 
Strategic Management Journal, Journal of International Business Studies, Journal of Management, Journal of 
Business Research, Journal of Product Innovation Management and the Journal of Personal Selling and Sales 
Management. David has served on the editorial boards of the International Journal of Research in Marketing, 
Journal of Personal Selling and Sales Management, European Journal of Marketing and the Journal of Marketing 
Management. He has also acted as Special Adviser to the Research Assessment Exercise panel that rated 
research output from business and management schools throughout the UK. In 2008, he received the 
Academy of Marketing’s Life Achievement award for distinguished and extraordinary services to marketing.

About the Author

9780077123301_001_fm01.indd   27 11/12/09   1:52:50 PM




