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Pretace

The Thirteenth Edition of Principles of Marketing!
Creating More Value for You!

The goal of every marketer is to create more value for customers. 50 it makes sense that our goal
for the thirteenth edition is to continue creating more value for you—our customer. Our goal is to
introduce you to the fascinating world of modern marketing in an innovative yet practical and
enjoyable way. We've redesigned the book to make it easier to learn and study from, and we’ve
added mymarketinglab, our online personalized study and assessment tool.

Marketing: Creating Customer Value and
Relationships

A recent survey of top marketers showed that they all share a common goal: putting the consumer at
the heart of marketing. Today’s marketing is all about creating customer value and building prof-
itable customer relationships. It starts with understanding consumer needs and wants, deciding
which target markets the organization can serve best, and developing a compelling value proposi-
tion by which the organization can attract, keep, and grow targeted consumers. If the organization
does these things well, it will reap the rewards in terms of market share, profits, and customer equity.

Five Major Value Themes

From beginning to end, the thirteenth edition of Principles of Marketing develops an innovative
customer-value and customer-relationships framework that captures the essence of today’s mar-
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keting. It builds on five major value themes:

1. Creating value for customers in order to capture value from customers in return. Today’'s mar-

Marketing: Creating and Capturing Customer Value

Croate value for customers and
bulld customer relationships

Index |1 keters must be good at creating customer value and managing customer relationships. Outstanding

marketing companies understand the marketplace and customer needs, design value-creating

marketing strategies, develop integrated marketing programs that deliver customer value and
delight, and build strong

customer relationships.
In return, they capture
value from customers in
the form of sales, profits,
and customer loyalty.

Capture value from
customers In return

W FIGURE | 1.1 A Simple Model of the Marketing Process

Understand the | Design a ﬁﬁr:gt;:fetda : Build profitable Capture value This  innovative

marketplace and cuslomer-driven marketing program | relallonships and from customers to customer-value framework
customer needs markeling thal delivers * create customer create profits and : . d t th

and wanis stratggy supariur value dE"Qh[ customer ECIUitY 1S INntroauce d | C

' start of Chapter 1 1n a

five-step  marketing
process model, which
details how marketing

creates customer value and captures value in return. The framework is carefully explained
in the first two chapters and then fully integrated throughout the remainder of the text.

2. Building and managing strong, value-creating brands. Well-positioned brands with strong
brand equity provide the basis upon which to build customer value and profitable customer
relationships. Today’s marketers must position their brands powerfully and manage them
well. They must build close brand relationships and experiences with customers.

3. Measuring and managing return on marketing. Marketing managers must ensure that their mar-
keting dollars are being well spent. In the past, many marketers spent freely on big, expensive mar-
keting programs, often without thinking carefully about the financial returns on their spending.
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process, 34748
Community shopping center, 328
Company buying sites, 153
Company departments, partnering with
other, 4243
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Conformance quality, 197
Congestion tolls, 499
Consumer behavior
buyer decision process, 131-33s
characteristics affecting, 117-29

model of, 116, 116—17

Index |/

Consumer buyer behavior, 115
Consumer expectations, 332
Consumer-generated marketing, 18
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Controlled test markets, 230
Convenience products, 193
Convenience stores, 318
Conventional distribution channels, 34344
Conventions, 294
Core values, 76
Corporate image advertising, 194
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Data
business, 93
government, 93
internal, 88
Internet, 93
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Databases, customer, 418-19
Data mining, 105
Data warehouses, 105
Dealers, 301
Deceptive practices, 495
Deceptive pricing, 495
Deceptive promotion, 495
Deciders, 146

Decision process, for business buyers,

131-33
Decline stage, of product life cycle,
241, 242
Decoding, 348
Deficient products, 509
Demand
derived, 143
fluctuating, 143
inelastic, 143
price elasticity of, 261
Demand chain, 290
Demand curves, 260
Demand management, 9
Demarketing, 9
Demographic environment, 62—66
Demographic segmentation, 16465
Demographic variables, 164
Demography, 62
Demons, 17
Demonstration, 402-3
Department stores, 318
Derived demand, 143
Descriptive information, 95
Descriptive research, 91
Design firms, 224
Design for environment (DFE), 503
Desirable products, 509
Differentiated marketing, 171-72
Differentiation
channel, 182
choosing strategy for, 179-85
defined, 46, 161
image, 182
people, 182
positioning and, 178-85
product, 181
service, 323
services, 182
value proposition and, 9
for wholesalers, 334
Digital age, 24-25
Digital media, 373-74
Digital products, 308
Digital rights management (DRM)
technology, 449
Digital technology, 24, 56, 369
Direct exporting, 477
Direct investment, 479
Direct-mail marketing, 419420

Direct marketing, 356

customer databases and, 418-19

defined, 414

digital, 423-26

forms of, 419-26

growth and benefits of, 415-18

new model, 414-15

public policy issues on, 437-39
Direct marketing channel, 292

Direct-response television advertising
(DRTV), 422-23

Direct-response television marketing, 422-23

Disadvantaged consumers, 497-98
Discounts, 271-72, 319
Discount stores, 319
Disintermediation, 299
Display media, 353
Dissatisfied customers, 7, 133
Dissonance-reducing buying behavior, 130
Distant competitors, 44748
Distribution

costs of, 494

exclusive, 301

intensive, 301

physical, 60, 305

public policy and, 304

selective, 301
Distribution centers, 306—7
Distribution channels, 290-91. See also

Marketing channels

Distribution firms, 59-60
Distributors, 224, 298, 301
Diversification, 41
Diversity, 6566
Divisibility, 137
Dogs, 37, 38
Do-it-yourselfers, 77
Dot-com meltdown, 25, 330
Downsizing, 39, 41
Downtown shopping areas, 328
Drop shippers, 335
Drugs and Cosmetics Act, 1940; 242
Dumping, 485
Dynamic pricing, 277-78

Early adopters, 136
Early majority, 136
Economic communities, 469
Economic conditions, pricing and, 263
Economic environment, 6668, 469-70
Economic factors, 169
Economic situation, 125
Education, 65
Electronic data interchange (EDI), 309
E-mail marketing, 436-37 |
Employees, 140, 213
as idea sources, 260
interactive marketing to, 214
internal marketing to, 213
at packages, 14041
Encoding, 348
Engel’s laws, 67
Entrepreneurial marketing, 451
Environmental factors, affecting business
buyers, 148

Environmentalism, 502-6
Environmental sustainability, 70, 5024
E-procurement, 180-81
Esteem needs, 127
E-tailers, 426
Ethics, 73
customer relationships and, 27-28
marketing, 509-13
in marketing research, 110-11
political environment and, 72-73
public policy and, 110-11
social responsibility and, 2627, 73
Ethnographic research, 95
European Union (EU), 469
Event marketing, 408
Everyday low pricing (EDLP), 250-51, 326
Exchange, 7
Exclusive dealing, 303
Exclusive distribution, 301
Exclusive territorial agreements, 304
Execution style, 371
Executives, 63, 73, 125
Executive summary, 50
Expectations, 7, 133
Expense reports, 399, 400
Experience curve, 254
Experiential sources, of information, 131
Experimental research, 96
Exploratory research, 91, 96
Export department, 477, 487
Exporting, 477
External idea sources, 224-25
Extranet links, 153
Extranets, 106
Eye cameras, 101
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Factory outlet malls, 319

Factory outlets, 319

Fads, 237

Fair competition, 72, 360

Family, influence on consumer behavior, 123-24
Fashions, 237

Fast-food industry, 493, 496
Feedback, 348, 353-54

Field sales force, 394-95

Financial intermediaries, 60
Financial publics, 61

Financtal scams, 438

Financing, 33, 292, 334

Fishyback transportation, 308
Fixed costs (overhead), 253

Fixed fee, 270

Flow of ownership, 293

Fluctuating demand, 143
FOB-origin pricing, 276

Focus group interviewing, 97
Focus groups, online, 98-99
Follow-up, 403

Food Safety and Standards Act, 2006; 242
Formulated marketing, 451

Four Ps of marketing, 12, 28, 47, 117
Franchises, 296, 323

Franchisor, 295, 321

Fraud, 437-38

Free goods, 408

Free maintenance, 275

Free trade zones, 469
Freight-absorption pricing, 276-77
Frequency, defined, 373

Frequency marketing programs, 16, 406
Full partnerships, 14

Full-service retailers, 318

Full-service wholesalers, 334, 335
Functional organization, 51

G

Gatekeepers, 146
Gender segmentation, 165, 166
General Agreement on Tariffs and Trade
(GATT), 468—69
General need description, 150
General public, 61
General sales managers, 391
Generic brands, 208
Geographical markets, 39
Geographical organizations, 487
Geographical pricing, 275-76
Geographic organization, 51
Geographic segmentation, 162, 164
Global advertising strategies, 379
Global brands, 2627, 379, 480
Global competition, 467
Global firms, 467
Globalization, 2526, 473-75
Global marketing, 467-87
adapted, 480
deciding on, 475-76
decision on program, 480-86
distribution channels, 486
price, 485
product, 482-83
promotion, 483-84
deciding on organization, 487
direct investment, 479
environment of, 468-75
cultural environment, 472—75
economic environment, 470-71
international trade system, 468-70
political-legal environment, 471-72
exporting, 477
joint venturing, 478-79
standardized, 480
today, 466-67
Global service companies, 244
Global value delivery network, 486
Goals, setting company, 35-37
Good competitors, 449
Good-value pricing, 250
Government agencies, 28, 72-73, 493-94, 502
Government markets, 61, 155-57
Government publics, 61
Government regulations
environmental, 70
on pricing, 327-30
purpose of, 72
Greening activities, 502
Green movement, 70
Group interviewing, 97
Groups, 119-23
Growth-share matrix, 37
Growth stage, 239
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Habitual buying behavior, 130
Heat merchants, 437

Hierarchy of needs, 127
High-low pricing, 250, 326
High-pressure selling, 495-96
High prices, 257, 494

Home shopping channels, 423
Horizontal conflict, 294
Horizontal marketing system, 296
HOT (high-occupancy toll) lanes, 499
Hybrid marketing channels, 296
Hybrid vehicles, 503

Hypnosis, 98

Idea generation, 223-25
Idea screening, 225-26
Idea sources, 223-25

external, 224-25

internal, 22324
[dentity theft, 110, 150, 438
Image differentiation, 182
Immersion groups, 97
Inbound distribution, 305
Income distribution, 6768, 470
Income levels, 67
Income segmentation, 16566
Independent off-price retailers, 319
India, economic environment, 66
Indirect exporting, 477
Indirect marketing channel, 292
Individual factors, affecting business

buyers, 148
Individual interviewing, 97
Individual marketing, 175-76
Industrial distributors, 335
Industrial economies, 66, 470
Industrializing economies, 470
Industrial products, 194
Industrial structures, 470
Inelastic demand, 143
Intfluencers, 146
Infomercials, 422
Information flow, 293
Information search, 131-32
Information technology, 152, 306, 331
Informative advertising, 365
Innovation management system, 23334
[Innovative marketing, 507-8
Innovativeness, individual differences
in, 136

Innovators, 136
Inside sales force, 394-95

Institutional markets, 155
Integrated logistics management, 30912

Integrated marketing communications
(IMC), 34347
need for, 34647
new marketing communications
landscape, 343
shifting marketing communications
model, 34344
view of communication process, 347—48
Integrated marketing plan, 12
Intensive distribution, 301
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Permission-based e-mail marketing, 436-37
Personal communication channels, 352-53

Personal factors, affecting consumer
behavior, 124-26

Personal interviewing, 97

Personality, 125-26

Personality symbol, 371

Personal selling, 342, 356-57, 360, 387—90

nature of, 388-89

role of sales force, 389-90
Person marketing, 194
Persuasive advertising, 365
Pharmaceutical industry, 445, 495
Philosophy, 42
Phishing, 438
Physical distribution, 305
Physical distribution firms, 60
Physical flow, of products, 305
Place decision, 328-29
Place marketing, 195-96
Planned obsolescence, 497
Pleasing products, 509
Podcasts, 425

Point-of-purchase (POP) promotions, 407-8

Political environment, 72-75
Pollution, 68
Pollution prevention, 502-3
Poor service, 497-98
Pop-under ads, 437
Portals, 426
Portfolio analysis, 37-39
Positioning, 45-46, 178-85
defined, 45
differentiation and, 178-85
choosing strategy for, 179-85
maps, 178-79
market differentiation and, 45-46
Positioning statement, 185
Postpurchase behavior, 133
Postpurchase dissonance, 133
Power centers, 328-29
Preapproach, 401
Predatory competition, 500
Predatory pricing, 282, 285
Premiums, 407
Presentation, 342
Preservers, 124
Press relations, 380
Price-adjustment strategies, 271-79
Price changes, 279-82
initiating, 279-81
buyer reactions to, 325
competitor reactions to, 325-27
responding to, 281-82
Price cuts, 279
Price elasticity, 261
Price-fixing, 284
Price-matching guarantee, 274
Price-off, 408
Price packs, 407
Price/pricing
across channel levels, 292-93
break-even/target profit, 255-56
by-product, 270-71

captive product, 270
competitors’ strategies and, 261-63
cost-based, 249, 253
cost-plus, 254-55
demand and, 248, 255-56
in different types of markets, 259-56
discount and allowance, 271-72
dynamic, 277-78
geographical, 275-76
good-value, 250-52
internal and external factors affecting,
25663
international, 278-79
market-penetration, 268—69
market-skimming, 268
new-product strategies, 267—69
optional-product, 270
product bundle, 271
product line, 269-70
promotional, 275
psychological, 27275
segmented, 272
value-added, 252-53
Price skimming, 268
Pricing departments, 258
Pricing signals, 274-75
Pricing structure, 267
Primary data, 92
collection of, 94-104
defined, 92
Print ads, 381
Print media, 413
Private brands, 207-8
Private goods, 499
Proactive stance, toward marketing
environment, 79-80
Probability samples, 100, 101
Problem recognition, 150
Product adaptation, 482
Product assortment, 325-26
Product attributes, 196-97, 206
Product bundle pricing, 271
Product concept, 10, 226
Product decisions, social responsibility
and, 24142
Product differentiation, 181
Product features, 197
Product-form pricing, 272
Product invention, 482-83
Product leadership, 452
Product life cycle (PLC), 23641
decline stage, 241
growth stage, 239
introduction stage, 238
maturity stage of, 240-41
Product line, 201-2
Product line pricing, 269-70
Product management organization, 51
Product/market expansion grid, 39, 39
Product mix, 202-3, 269-70
Product portfolio, 202-3
Product publicity, 380
Product quality, 10, 196
Product safety, 199, 496
Product sales force structure, 391
Product specification, 150-51

Product’s position, 45, 178
Product stewardship, 5034
Product style and design, 197-98
Product support services, 200-1
Product variability, 177
Product warranties, 241
Professional workers, 65
Profitability, 23, 52, 456
Profitable customers, 16—17
Promotional pricing, 275
Promotional products, 407
Promotion budget, 354-55
Promotion clutter, 406
Promotion decisions, 257
Promotion flow, 293
Promotion mix, 342—43
defined, 34243
integrating, 357-58
shaping, 355-57
Promotion tools, 342
Proposal solicitation, 151
Prospecting, 401
Provider-customer interaction, 212
Psychographic segmentation, 166
Psychological factors, affecting consumer
behavior, 126-29
Psychological pricing, 272-75
Public goods, 499
Public policy
direct marketing and, 437-39
distribution decisions and, 304
on marketing research, 110-11
Public relations, 357, 363
Public service activities, 382
Public sources, 131
Puffery, 495
Pull strategy, 356-57
Purchase decision, 132-33
Purchase response, 349
Purchasing agents, 144, 335, 360
Purchasing officers, 336
Pure competition, 259
Pure services, 190
Push money, 408
Push strategy, 356-57

Q

Qualitative research, 127
Quality levels, 197
Cuantitative research, 98
Quantity discounts, 333
Question marks, 37-38
Questionnaires, 96, 101
Quotas, 468

R

Rack jobbers, 335

Radio-frequency identification (RFID)
transmitters, 71, 307

Railroads, 308

Raw material exporting economies, 470

Raw materials, shortage of, 68

Rebates, 275, 407

Receiver, 347

Redlining, 497

Reference groups, 119
Reference prices, 274
Regional free trade zones, 469-70
Regional sales managers, 391
Regional shopping center, 328
Relative advantage, 136
Relative market share, 37
Relative prices, 318-23
Reminder advertising, 365, 366
Renewable resources, 68
Research. See Marketing research
Research approaches, 94-96
Research instruments, 1014
Research objectives, 91
Reseller markets, 61
Resellers, 59, 263, 299, 301
Respondent panels, 100
Retail convergence, 331
Retailer cooperative, 321
Retailers, 208, 316-29
defined, 370
marketing decision, 323-29
types of, 316-23
Retailing, 315-33
defined, 316
future of, 329-33
Retail stores, 316
Retail technology, 331-32
Return on advertising investment, 376

Return on marketing investment (marketing

ROI), 52-54
Revenue management, 272
Reverse auctions, 153
Reverse distribution, 305
Rich media, 432-33
Risk bearing, by wholesalers, 334
Robots, 307
Rural Marketing, A27

S
SAARC. See South Asian Association for

Regional Cooperation (SAARC)
Safety needs, 127
Sales and profit effects, 376
Sales assistants, 394
Sales branches and offices, 334
Sales contests, 400, 408
Sales force, 88, 389-90
designing, 390-95
inside, 39495
managing, 390400
outside, 39495
role of, 389-90
structure, 390-92
Sales force automation systems, 399
Sales force management, 390-91
Sales force promotions, 406
Sales force structure, 391-92
Sales meetings, 400
Salespeople, 388-90
compensating, 397-98
evaluating, 400
recruiting and selecting, 395-96
supervising and motivating, 398400
training, 39697
Sales promotion, 342, 356, 4059

Index

advertising and, 359
defined, 342
growth of, 405-6
objectives, 406-7
tools, 407-8
Sales quotas, 400
Sales reports, 400
Sales representatives, 461
Salutary products, 509
Sampling plan, 100-1
Sampling procedure, 100
Sampling unit, 100
Satellite television, 374
Scanner fraud, 285
Scientific evidence style, 371
Search engines, 92, 426
Search-related ads, 432-33
Seasonal advertising, 377
Seasonal discounts, 271
Secondary data, 92-93
Segmented pricing, 272
Selective attention, 128
Selective distortion, 128
Selective distribution, 301
Selective relationship management, 16
Selective retention, 128
Self-actualization needs, 127
Self-concept, 125-26
Self-marketing, 176
Self-service retailers, 317
Selling agents, 335
Selling concept, 10, 10
Selling process, 400-5
Sender, 348
Sense-of-mission marketing, 508-9
Sequential product development, 233
Served market, 457
Service attributes, 19698
Service differentiation, 213-14
Service-firm-sponsored retailer franchise
system, 296
Service industries, 211
Service inseparability, 212
Service marketing, 213-14
Service perishability, 212
Service productivity, 215-16
Service-profit chain, 212-14
Service quality, 215
Service retailers, 317
Services differentiation, 182
Services mix, 325
Service variability, 212
Shopping centers, 328
Shopping products, 193
Shortages, 68
Short-run wants, 11
Signpost pricing, 274
Simulated test markets, 230-31
Small businesses, 107-9
marketing research in, 107-9
Smart tag technology, 307
Social class, 118
Social conscience, 510
Social costs, 499
Social criticisms of marketing, 494-501
Social environment, 72-75
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Team-based new-product
development, 233

Team selling, 395
Teamwork, 309-10
Technical sales support people, 394
Technological environment, 71-72
Telemarketers, 394, 422
Telephone interviewing, 97
Telephone marketing, 356, 421-22
Television, 130, 344, 353, 369, 373-74
Territorial agreements, 304
Territorial sales force structure, 391
Testimonial evidence style, 371
Test marketing, 229-31
Test markets, 229

controlled, 230

simulated, 230-31

standard, 229-30
Text messaging, 424
Third-party logistics (3PL) providers, 310
Threats and opportunities analysis, 50
Time-and-duty analysis, 398
Time pricing, 272
Total costs, 253
Total quality management (TQM), 196
Trade, international, 73, 466, 468-70
Trade barriers, 468—-69
Trade discounts, 271
Trade-in allowances, 271-72
Trade promotions, 406, 408
Trade shows, 408
Trading exchanges, 153
Trainship, 308
Transaction sites, 426
Transnational brands, 467
True friends, 24
Two-part pricing, 270
Tying agreements, 304

Undifferentiated brands, 366
Undifferentiated marketing, 171
Unhappy customers, 133
Uniform-delivered pricing, 276
Unique selling proposition (USP), 181
United States, 278-80, 3067

Unit pricing, 200

Universe, views of, 79

Unsafe products, 496

Unsought products, 193

Usage rate, 167

U.S. government, 67, 363, 499-500

Vv

Value-added pricing, 252
Value-added resellers, 301, 303
Value-based pricing, 249-50

Value chain, 4243

Value delivery network, 42, 43, 290-91
Value differences, 181

Value discipline, 452

Value merchants, 404
Value perceptions, 13, 249
Value proposition, 9, 178-79, 183-83
choosing, 9
Value-retail centers, 319
Values
cultural, 75-76
secondary, 7677
Value spendthrifts, 404
Variable costs, 253, 255
Variable usage rate, 270
Variety-seeking buying behavior, 130-31
Vendor-managed inventory (VMI)
systems, 309
Vertical conflict, 294
Vertical marketing systems (VMS),
294-96
administered, 296
contractual, 295-6
corporate, 295
Video-based blogs, 25
Video games, 24
Video-sharing sites, 122, 379
Viral marketing, 433-34
Viral videos, 430
Vlogs, 25
Vodcasts, 425
Voice mail, 420
Voluntary chain, 321-22
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Wants, 6

Warehouse clubs, 319-20

Warehousing, 306-7

Warranties, 241, 275

Water carriers, 308

Weak competitors, 447

Web-based catalogs, 421

Web-based surveys, 98

Web communities, 434

Weblogs, 25

Web search engines, 92

Web sellers, 277, 394

Web widgets, 24

Wheel-of-retailing concept, 329

Whole-channel view, 486

Wholesale merchants, 335

Wholesalers, 60, 207, 294, 333-38

Wholesaling, 333-38

Wireless devices, 424

Word-of-mouth influence, 119,
121-22

Workforce, 65

World product groups, 487

World Wide Web, 25

Written materials, 382

Y
Yankelovich Monitor, 77

Yield management, 272
Youth segment, 124
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Zone pricing, 276
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