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start of Chapter 1 in a

a ‘ five-ste marketin

‘FIGURE | 1.1 A Simple Model of the Marketing Process ‘ processpmodel which‘ I

    

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.

xiii 



Credits

ies Ltd. 240 GLAD® PRESS'N SEAIJID are registered trademarks of
rd Products Company. Used with permission. 243 NESTLE and

.‘I‘ are registered trademarks of Société des I’mduiis Nestlé S.A.,

land and are reproduced with the consent of the trademark owner.

'ER 10 247 Courtesy of Atlas Honda Ltd. 250 AP Wide World

251 © 2008 Ryanair Holdings Pic. All rights reserved. Used with

ion. 252 Raghu Rai. 250 Courtesy of 'Iitan Industries. 260 ® 2008

Co. All rights reserved. Used with permission. 261 © 2004

Guitar Corp. All rights reserved. 262 Courtesy of Interwood

Pvt.) Ltd.

ER 11 267 Courtesy of Nirma Limited. 268 Courtesy of Bank

Limited. 270 Courtesy of A.A. Joyland (Pvt.) Ltd. 273 Courtesy

ri Hotel, Lahore. 274 D. Young-Wolff/ I’hotoEdiI Inc.

irtesy of Easel Infral’rojects Ltd. 276 Courtesy of Dipayan

277 (0 Noah Berger/AP Wide World. 278 © 2008 Dell Inc. All

served. 279 C) Louis DeLuca/Dallas Morning News/CORBIS

ts Reserved. 280 © Ric I‘rancis/AP Wide World. 202 Courtesy

iroup of Newspapers. 283 Stan Honda/APP/Ceuy Images. Inc.

’aul Shambroom/Photo Researchers, Inc.

ER 12 289 Courtesy of TCS (Private) Ltd. 290 4) Paul

'AP Wide World. 295 Courtesy of lnditex. Reprinted with per-

296 STR/APP/Getty Images, Inc. APP. 297 Courtesy of

)use Group. 299 © 2008 Black & Decker, Inc. All rights reserved.

h permission. 301 © Ami VIIilIc/Gt‘tty Images. 302 @ CHINA

~IO'I'()/Reuters/Corbis. 303 Copyright (9 2008 Samsung

rs America, Inc. All rights reserved. Reprinted with permission.

.- I'Ielvig/ Fine Image Photography. 307 Chris Crisman/Chris

Photography. Used with permission. 308 (Ct 2008 Roadway

Inc. All rights reserved. Used with permission. 309 © 2008

inc. All rights reserved. Used with permission. 310 © 2008

items, Inc. All rights resen'cd. Used with permission.

R 13 315 Courtesy of Pantaloon Retail (India) Limited.

'av Jain. 320 Gary Armstrong. 322 Courtesy of Syngenla

Limited. 324 Courtesy of ODEL (Pvt) Ltd. 325 Getty images,

Dunesy ofThe House of Biian. Used with permission. 327® 2008

ctronics Inc. All rights reserved. Used with permission.

iur Bhatia. 330 <0 2003 Macys.com Inc. All rights reserved.

I pemtission. 332 © 2003 Food Lion, LLC. All rights reserved.

I permission. 333 Courtesy of Bilal Ali/Photographic Society.

38 McKcsson Corlmration. All rights reserved. Used with

n. 338 Courtesy of Metro Cash ti: Carry Pakistan (Pvt.) Ltd.

t 14 341 Courtesy of Procter & Gamble Pakistan (Pvt) Ltd.

Jodboard/Corbis. 345 Courtesy of Unilever Pakistan Ltd.

ight ©2008 [ntemational Business Machines Corporation. All

rvccl. Reprinted with permission. Photographer: John Clang.

:ourtesy of Cadila Healthcare Ltd. 350 (bottom) Courtesy of

\dard Life. 351 (top) Courtesy of Bacardi Limited. 351 (bottom)

)1 West Bengal State AIDS Control and Prevention Socier

D 2008 National Aquarium in Baltimore. All rights reserved.

permission. 352 (bottom) (0 Glow Images/Getty Images.

ray of the Royal Bank of Scotland Group plc. 354 @2008 Verizon

ill rights reserved. Used with permission. 356 (D Thomas

Jetty Images. 358 Tim Boyle/Getty Images, Inc. - Getty News.

I IIDIP, Inc. All rights reserved. Used with permission. The

zitle brand is a registered trademark.

15 363 Courtesy of GCMMF Ltd. 366 Courtesy of Ford India

tIIEd. 369 Courtesy of Unilever Pakistan Ltd. 370 Courtesy of

:phot‘o.com. 37I Courtesy of Titan Industries. 372 © 2008

dewell Rubbermaid Company. All rights reserved. Used with

373 Advertisement provided courtesy of Frito-Lay, Inc.

gilt © 2008 The Procter 8r Gamble Company. All rights

reserved. Reprinted with permission. 377 Jupiter Images - Food!" .
Creams - Brand X ~ Banana Stock — PictureQuest. 379 Copyright (C) 2008
The Procter 6: Gamble Company. All rights reserved. Reprinted wjlh
permission. 38] 4") Lucas Jackson/ Reuters. 383 Courtesy of Johnson it:
Johnson. Used with permission.

CHAPTER 16 387 Courtesy of Eureka Forbes Limited. 389 (top) if) Wong
Maye-IZ/Al‘ Wide World. 389 (bottom) 4’) Rob Melnychuk/Photodisc/
Gellylmages. 392 Getty Images, Inc. 393 (6) Paul Sakuma /AP Wide World, .
395 Courtesy of Jennifer Hansen. Photographer: Linda Ford. Used with ;
permission. 397 43 2008 International Rectifier. All rights reviewed“l
Used with permission. 399 Jupiter Images - Poodl’ix - Creams W
Brand X - Banana Stock — PictureQuest. 402 (I?) 2008 Weyerhtieuxer "
Company. All rights reserved. Reprinted with permission. 403 jon
Feingersh/CORBIS/Jon Feingersh. 406 (top) Lon C. DiehI/Phototidn
Inc. 406 (bottom) Courtesy of Pakistan International Airlines
Corporation. 409 Courtesy of Defence Export Promotion Organization.

CHAPTER 17 412 Stuart Isett. 413 «‘3 Amazon.com. Inc. or its affiliates.
All right; reserved. 4I5 Courtesy of Galaxy Computers. 4i!) Courtesy
of [TC Limited. 418 (left) Courtesy of Southwest Airlines. Reprinted
with permission; (right) Courtesy of Southwest Airlines. Reprinted
with permission. 419 Courtesy of The U1! Group. 420 Courtesy of
Indus Pencil Industries Private Limited. 421 Amanda Kamen,
423 (top) Courtesy of QVC; 423 (bottom) Courtesy of Redbox.
424 Courtesy of The New York Times. 425 Julia Grossi/Corbis Zeta
Collection. 427 Courtesy of Pantaloon Retail (India) Limited.
429 General Motors Corp. Used with permission, GM Media Archives.
431 Courtesy of TCS Sentiments Express. 432 Courtesy of United
Parcel Service of America, Inc. and Andy Azula. 434 Courtesy of
OfficeMax Incorporated. Used with permission. 435 Courtesy of
imeem, Inc. Used with permission.

CI-[AI’I‘ER 18 442 © Adrian Dennis/APP/Getty Images. 443 6’) Adrian
Dennis/AFP/Getty Images. 446 Hitachi Home 6: Life Solutions (India)
Ltd. 448 Courtesy of Johnson & Johnson. Used with permission. 449 (1)
Anita Bugge/Wirelmage/Getty Images. 451 Courtesy of Reliance
Industries Limited. 452 Courtesy of FedEx Express. 453 61) 2008'1'hc Ritz-
Carlton Hotel Company, L.L.C. All rights reserved. Reprinted with the
permission of The Ritz-Carlton Hotel Company, L.L.C. 455 Courtesy of
Cadhury India Limited. 456 Amanda Kamen. 457 Courtesy of 'I'olenor
Pakistan. 459 © 2003 Logitech Inc. All rights reserved. Used with per-

mission. 460 Poodconsults (Pvt) Limited.

CHAPTER 19 464 ©Steven L. Raymer/National Geographic/Getty Images.

465 @ Reuters/CORBIS All Rights Reserved. 467 © Gun Shiqiang/

AP Wide World. 468 (top) Zhang Zhe/Chinalotopmi. 468 (bottom)

Corbis RF and Courter of the W10. 46‘) © European Community.

471 Richard Jones/Sinopix Photo Agency Limited. 472 Mike Clarke/Getty

Images, Inc. API’. 474 ((3 Shahpari Sohaie/Redux. 476 Richard Jones/SIMPIX

Photo Agency Limited. 478 Courtesy of Jalferjcen. 479 o Arko

Datta/Reuters. 430 Courtesy of Descon Engineering Limited. 48] Courtesy

of McDonald’s India. 484 (top) «9 Inter IKEA Systems 13v. 484 (bottom?
Courtesy of Nestle Pakistan Limited. 485 63 Tony Avelar/AP WIde world'

486 I'anos Pictures. 487 © Tim Boyle/Getty Images.

CHAPTER 20 490 Courtesy of The Bureau of Energy ~Bffitflf£f£z

491 Courtesy of Kamat Hotels (India) Limited. 493 Used With PG PH

sion from McDonald's Corporation. 494 Pearson Educatiog‘gw

C°ll°8e 495 linny Goodman/Alamy Images. 4% Getty Imflgffll‘C

Don Mason/CORBIS All Rights Reserved. 498 © Ramin mime/right“

BIS All Rights Reserved. 49‘) (left) The Image Works.

PA /Tt)Pham/'111e Image Works. 501 AP Wide World PhoI'Oti- )0 . _,

Courtesy of United Parcel Service of America, Inc. 503 (PQHOI; .

PedroncelIi/AP Wide World. 505 Jeff Mitchell/Reuters L131“ ' ~

Aaron Harris /AP Wide World.

   

   

  

  

  

   

   

  

   
   

  

  

  

 

    

  

 

   

  

 

  

  

Index

Name, Organization,

Brand, Company

Note: Italicized page numbers indicate

illustrations.

A

A&E, 39

A&P, 306

ABB, 194

Abby Awards, 204

ABC, 39

ABC World News Tonight, 434

Accenture, 195

ACNielsen Corporation, 93, 108

ACNielsen Pakistan, 120—121

Acura, 485

Acuvue, 448

Acxiom, 168

Adamy, Janet, 41

Adaptec, 154

Adcandycom, 373

Adidas, 74, 122, 443, 447

Advanced Micro Devices (AMD), 275

Aflac, 371

Airbus, 15

Ajram, Nancy, 170

Akbar, Mahmood, 460

Aladin Family Park, 270

Alaska Airlines, 277

Alba, Jessica, 381

Albertsons, 79

Alcoa, 504

Aldi, 332

Amazon.eom, 22, 36, 111, 132, 182, 207, 277,

299, 370, 315, 330—31, 352, 382, 412—416,

425, 433, 437, 439

Ambani, Dhirubhai, 451

AMD, 275

American Airlines, 487

American Dcmqqmphics, 93

American Eagle Outfitters, 122

Amarican Express, 111, 195, 236, 392

American Idol, I70, 474,

American Marketing Association, III,
490, 511—51 2

Ammar Belal, 13

AmuI, 362—363

Amway, 292, 293

Anderson, James C., 405

euser-Busch, 377, 378
Anjali Mukerjee Health Total, 195

A0L. 449

AOL Music, 449

“gm 4. 9. 18. 67, 34, 126, 167—68, :84, 203,
06: )8. 220—22, 225 290, 321, 325—26,

Arbitron, 93

Ariel, 231

Arizona Jeans, 207

Armani, 241, 293

ASmallWorld.net, 435

Assael, Henry, 129

Associated Grocers, 322

Association of National Advertisers, 376

AT&T, 54, 435, 439

Atkinson, Claire, 378

Atlas Honda Limited (AHL), 246

Ava ri Hotel, 273—274

Avaya, 394

Aveeno, 382—383

Avis, 365

Avon, 302

Axe, 174, 371

Bacardi Limited, 351

BAE Systems, 153

Baiter, David, 352

Bajaj, 165

Baker, Michael B., 454

Banana Republic, 201

BAND-AID, 207, 450, 467

Bank Alfalah, 268

Bank of America, 467

Barbaro, Michael, 321

Barbie, 165, 177, 207

Barnes 8: Noble, 317, 332

Barnum 8: Bailey, 450

BASF, 194

Baskin-Robbins, 164

Bausch & Lomb, 254, 448

BBDO Worldwide, 378

Beaconhouse Group, 297—298

Beckham, David, 381

Belda, Alain, 504

Bell, Alexander Graham, 71

Ben & Jerry’s, 505

Benetton, 295

Benjamin Hotel, 165

Bentley Continental GT, 249

Berra, Yogi, 24

Best Buy, 16, 17, 308, 317, 326, 331, 431

Beverage Partners Worldwide, 296

Bezos, Jeff, 412—413

Bianco, Anthony, 321

Big Bazaar, 314—315

Big Mac, 379

Bijan’s, 326

Bisleri, 188—89

Biyani, Kishore, 314—315

Bizrate, 111

 

Bloomingdale’s, 320, 325, 327, 421
Blue Ribbon Sports, 442

Blue’s Clues, 208

BIueEyes, 101

BMW, 9, 23, 83,122, 125, 178, 201, 372, 392
The Body Shop, 382

Boeing, 15, 153, 251, 278, 389, 466, 482, 487

Bose, 181, 257,

Boston Consulting Group (BCG), 3

Boudette, Neil E., 135

Bougas, Charlie, 425

Bournvi ta, 205

boutique tea, 161

Bowerman, Bill, 442

Branches Hockey, 176

Brandln tel, 89

British Airways, 180, 180

Broadway Marketplace, 424

Bud Light, 425

Buick, 195

Burberry, 435

Burger King, 167, 182, 425—27

BusinessWack, 375, 459

Butterball, 383

BuzzMetrics, 110

Bvlgari, 295

BzzAgent, 352, 352

C

Cadbury, 204—205, 204, 358, 371, 455

Cadbury Dairy Milk, 193, 204

Cadillac, 22—23, 178, 200, 201

Cadillac Escalade, 178

Café Coffee Day, 188

Calvin Klein, 208, 324

Calyx & Corolla, 427

Camay, 51

Camry, 18, 199, 209, 475

Canon, 262

Capell, Kerry, 252

Capessa, 123

Cardinal Health, 147, 147, 391

Carnival Cruise Lines, 165

Carrefour, 244, 317, 332

Cartoon Network, 124

Case, Jordan, 134—135

Caterpillar, 144, 303, 359—60, 467

Celestial Seasonings, 26

Champion, 351, 389

Chanel, 353

Chaney, Lillian H., 179

Chang, Julia, 135

Channel M2, 99, 99

Charles Schwab, 214, 436

Charmin, 2, 506

 

  

349

BJ’s Wholesale Club, 317
Chauhan, Ramesh J., 188.’ Aquaf‘iiu' 425. 434, 449 Black Label Vintage Collection, 269 Chevrolet, 123, 197’ 378‘ 3:

BIaCkBerr , 185, 191, 192
EAquaguflrd' 386

Y
Chevy Tahoe, 123

Blockbuster, 84, 295
Chicago Board of Trade, 433

II  



truction Bank Corp., 468

1e, 204

72

2

top Shopping, 498, 499

7

332, 432

aleil, 449—450, 449

as, 154, 428

4, 208, 591

7, 208

, 168

:lly, 381

481

—87

Z, 126, 434

66

ge, 464

183

178, 196, 358, 371, 476

d J., 448

om, 430

tworks, 93

i

Amalgamation, Inc., 149

oduct Safety Commission, 73

orts, 438, 453, 496

’nion, 496

y Brands, 172

25, 329

larketing and Opinion

10, 111

l, 428

485

etsy, 436

y, 395

rester, 362

7

ler, 472

5

he Stars, 474

mited, 222

Ier Seeds, 433

rino, 443

men (Miller), 388

24, 143, 153, 157, 176, 225, 253,

, 291, 301, 414, 428, 432

225, 423

ering, 156, 480—481

, 243

ng Company, 350

482

1e], 513

1g Association (DMA), 415,

425, 433

_

Disney Channel, 39

Disney. See Walt Disney Company

DKNY, 455

Do-It Best, 322

Dolce & Gabbana, 295

Dolce Gusto, 429

Dolliver, Mark, 284

Dora the Explorer, 208

Doritos, 372, 373, 375, 378

Dove, 174, 185, 377, 430, 508

Dow Plastics, 423

Dryel, 422

Dua, Aarti, 15

Dun 8: Bradstreet, 90, 93

Dunaway, Cammie, 96, 98

Dunkin’ Donuts, 25

DuPont, 260, 262

Duracell, 2

Dutta, Lara, 195

E

EA Sports, 195

Earthbound Farm, 79, 79

eBay, 35, 202, 277, 299, 330, 414, 421, 426, 428, 437

Ebrahim Currim 8: Sons, 252

Edison, Thomas, 71

Edwards, Cliff, 459

Electrolux, 485

Eli Lilly, 111

Elliott, Stuart, 378

Encarta, 445

Energizer Bunny, 65, 65

Engel, Ernst, 67

Engineering Research Centre (ERC), 234

Engro Chemicals, 37

Environmental Protection Agency (EPA), 68, 73

Epinions.com, 277

ESPN, 103, 433

ESPN.com, 433

EsselWorld, 275

Estée Lauder, 352

Ethos Water, 73

Eureka Forbes Limited (EFL), 386

Euroclean, 386

Exostar, 153

Expedia.com, 426

Experian Consumer Research, 92, 92, 93

F

Facebook, 122, 413, 434—35

Factiva, 93

Farris, James, 394

FBI, 438

Febreze, 3

Federal Energy Regulatory Commission, 73

FedEx, 451, 452

Fernando, Merrill J., 160

Ferrari, 45

Fetterman, Mindy, 328

Finlay, Steve, 135

Fisher-Price, 94

Fleshman, Lauren, 425

Flickr, 122

Flixster.c0m, 123

Food and Drug Administration (FDA), 72

Food Lion, 332

Foodconsults (Pvt) Limited, 460

Forbes Academy of Learning, 387

Ford Fiesta, 366

Fortune, 321

Fossil, 435

Four Seasons Hotel, 165, 213

Freud, Sigmund, 126

Friedman, Thomas, 473

Frito-Lay, 18, 210, 373 1'

Frost, Randall, 485
.7

Fuji, 423

Future Group, 314—315, 276 r

G

Galaxy Computers, 415

Gallup Management Consulting

Group, 394

Garnier, 118

Gati, 311

GE Power Systems, 398

GEICO, 182, 371, 414—15

Geo News, 207

Geo Super, 103

GetSatisfaction.com, 430

Gibson Guitar Corporation, 259

Gillette, 135, 228, 228, 236, 268, 270, 296,

350, 482

Giorgio Armani, 319

Glad Products Company, 240

GlaxoSmithKline, 283—84, 495

GMG Airlines, 180

Godrej Beverages, 479, 479

Gold Spot, 188

Good Milk, 207

Goodman, Myra, 79

Goodyear, 142, 157

Google, 5, 26, 35, 36, 90, 182, 203—04, 207,

234—36, 235, 330, 372, 375, 426, 433, 437

Google Maps, 235

Gorbachev, Mikhail, 464

Gordon, Mac, 135

Grannis, Kina, 372

Green, Heather, 436

Greenfield Online, 100

Gucci, 208, 278, 319, 471, 484

GUESS, 455

Gujarat Co-operative Milk Marketing

Federation (GCMMF), 363

Guy Laroche, 483

H

H&:M, 295, 353

Halliday, Jean, 359

Hallmark, 375

Halls, 204

Hamburger Helper, 506

Hamburger University, 302, 465

Hansen, Jennifer, 395

Happy Meals, 407

Harley'Davidson, 16, 16, 114—15' 203’ 450’

Harrah’s Entertainment, 104

Harry Potter, 208, 478

HCL, 479

HDFC Standard Life, 164, 350

Head & Shoulders, 75

Healthy Choice, 110

Heineken, 482 51

Heinz, 18, 122, 199, 199, 209, 3

   

      

  

  

  

      

  

  

                          

  

  

 

   

  

  

 

  

  

 

Hero Honda, 65, 165

Hershey, 41, 284, 479, 479

Hertz, 251, 296, 365

Heublein, 274

Hewlett-Packard (HP), 491

Highlander, 18

Hindustan Unilever Limited (HUL), 173—174

History Channel, 39

Hitachi Home & Life Solutions (India) Ltd, 446

Hollywood Pictures, 39

Home Depot, 59, 299, 30‘), 325, 327-28, 331—32

Home Shopping Network (HSN), 423

Honda American Classic, 11‘}

Honda, 27, 65, 78, 114, 127, 165, 181, 201,

246—47, 257-58, 437

Honda Motor Company Limited, 246

Honest Tea, 505

Hoover’s, Inc., 93

House of Blues, 424

Huggies, 94, 209, 375

Hughes Communication India Limited, 396

Hurd, Mark, 393

Hyundai, 365, 365, 371

l

Iams, 422

IBM, 56, 101, 111, 141, 169, 182, 204, 223, 349,

389, 395

ICICI Bank, 168

IKEA, 475

Imagewear, 172

IMS Health, 93

Independent Grocers Alliance (16A), 322

indian institute of Management (NM), 181

Indian Premier League (iPL), 32—33

Indigo Airlines, 184

Industrial Designers Society, 82

Infiniti, 179

Information Resources, Inc., 93,

lntema tional Consumer Electronics Show, 408

lntcnvood Mabel, 262

Intuit, 439

iPhone, 9, 66, 167, 184, 221, 267, 325—26,

349—50, 449,

IR University, 397

ITC, 416—417

ITC e-Choupal, 416—417

iTunes, 4, 167, 221,299, 375, 413, 449

J

Iang Group, 282

ID Power and Associates, 93

lack, Andrew, 284

Iafferjees, 477, 478

James, LeBron, 472, 472

Iango.com, 123,435

Japan Tobacco, Inc., 478

JCPenney, 151, 152—53, 317, 320, 327

leanswea r, 172

IELL-O, 207

JEt Airways, 208

Jitterbug, 178

tubs, Steve, 67, 167, 22mm, 232, 252

Johnson 3: Johnson, 10, 12, 12, 244, 332, 443,
450, 467,

Johnson's Baby Shampoo, 467

Iul’lter Research, 93

K

Kawasaki, 114

Kelleher, Herb, 10, 213

Keller, Kevin Lane, 242

Kellogg’s, 155, 207, 483

Kerala Tourism, 6, 195

KFC, 43, 229, 229, 323, 474, 485

Khaadi, 76

Kijiji.com, 428

Kiley, David, 321

Kimberly-Clark, 94, 209, 454

Kingfisher Airlines, 15, 182, 191, 419, 437, 444

Kin ley, 188

Kirin, 478

Kit Kat, 243

KitchenAid, 73, 83

Kleenex, 207

Kmart, 316, 320, 329

Knight, Phil, 442—43

Kodak, 157, 262, 423, 445

Kohl’s, 317, 320

Kohler, 260, 260

Kotler, Philip, 242

Kraft Foods, 80, 85

Kristal DTS—I, 165

Kroger, 295, 317, 320, 322

Kumar, V., 23

L

L.L.Bean, 20, 418, 421

L’Oréal, 118, 165

Lahore University of Management Sciences

(LUMS), 181

Land Cruiser, 179, 179

Land Rover, 9, 9, 421, 435, 487

Lane Bryant, 325

Larsen, Ralph, 12

Lear Corporation, 391

Lee, Louise, 395

LEGO, 225, 225

Lemon, Katherine N., 53

Lenovo, 9

LensCrafters, 295

Leo, Pamela, 175

Leonard, Stew, 20, 20

Levi Strauss, 65, 319

Levi’s, 152, 207, 278, 455

Levitt, Theodore, 495

LexisNexis, 90, 92, 93

Lexus, 18, 19, 59, 134—35, 168, 182, 184,

207, 303

LG Electronics, 473

Life Insurance Corporation (LIC), 387

Life Savers, 209

Limca, 188

Limited Brands, 322

Lincoln, Abraham, 71

LinkEXpats.com, 123, 435

Lipton, 173, 236

Liz Lange, 207

Lockheed Martin, 153

Logility, 309

Louis Vuitton, 228

Lowe’s, 298

Lufthansa, 487, 487

Lutz, Bob, 429, 429

Lux soap, 209

Index

The Lexus am] the Olive Tree (Friedman), 473

The Limited, 230

M

M&Ms, 171, 176

Madura Garments, 69—70

MacBooks, 325

Macintosh, 220

Macy’s, 40, 320, 330—31, 415, 499

Maier, Matthew, 252

Makro—Habib, 338

Mallya, Vijay, 15

Maplnfo, 168

Marks & Spencer, 413

Marlboro, 478

Marriott, 5, 201, 202, 206, 212

Mars, 284

Martin, Janette S., 150

Mary Kay Cosmetics, 300

Maslow, Abraham, 126—27

Masood Textile Mills (MTM), 152

MasterCard, 77, 78, 243, 495

Matrix, 37, 38, 130, 199

Maula Ja, 165

Mayo Clinic, 211—12

Maytag, 371

McAfee, 438

McCallion, Steve, 82, 83

McCann Worldgroup, 244

McCue, Mike, 394

McDonald's, 26, 43, 60, 96, 129, 177, 182, 203,

210, 215, 250, 278, 296, 302, 323, 348, 379, 380,

407, 455, 464, 465, 467, 481, 482, 483, 493, 504

McDowell, Edwin, 454

McGrady, Tracy, 381

McKesson Corporation, 16

MeadWestvaco, 270

Meda Watte, 160

Medialogic Pakistan, 102—103

Meijer, 317

Mentos, 372

Mercedes, 68, 178, 183, 184

MessageLabs, 438

Metro, 39, 52, 60, 207, 331, 332, 338

Michaels, 328

Michelin, 467

Microsoft, 111, 204, 221, 232, 234, 244, 439,

443, 445, 449, 454, 458—59

Mikasa, 317

Miller, Arthur, 388

Millman, Joel, 284

Millward Brown Optimor, 474

Mitsubishi, 481

Mizrahi, Isaac, 26

Mobilink, 21—22, 61

Mobilink Blackberry, 192

Mobilink Club Red, 21

Molty Foam, 167

Mont Blanc, 183

Morrow, Keith, 394

Morse, Samuel, 71

Moss, Kate, 353

Motorola, 434, 473

Mr. Clean, 371, 379, 422

MSN, 426

MTV, 26, 170, 381, 473

Mui, Ylan Q., 328, 506

 



 

ljali, 195

me, 57

i

n, 277

24, 73, 122, 231, 372, 381, 434, 438

, 425

449

A., 405

125

arium, 352

Jot Call (NDNC), 42

irer, 373

1 Milk Processors Education

[ilkPEP), 380—81

ls Limited, 39—41

ts Marketing Network, 377

,nancial, 378

243

Shahid, 152

, 506

Market, 164

Is, 165, 421

29

), 209, 243, 284, 296, 301, 358,

, 484

7

imas, 20, 434

tees, 24

375

77, 433

ny, 93, 108, 110

89

74, 182, 188, 190, 195, 201,

211, 319, 352, 366, 389, 424,

442—43, 447, 455, 472, 503

262, 347

I74, 508

7

204, 436, 452, 467, 475,

’2, 215, 325, 452

les, 216

9, 328

i, 244, 426, 427

l)

251

378

1-800-FLOWERS.COM, 434

OnLoq.c0m, 123, 435

Oracle, 105, 309

Orchid Hotel, 491

Oral—B, 75, 278

Oriental Land Company, 478

Oscar Mayer, 80

Otis Elevator, 467

Outdoor, 172

Overstockcom, 428

p

Packages Limited, 140—141

Pajero SUV, 483

Pakistan International Airlines, 406, 407

Pampers, 2, 62, 75, 206

Panag, Gul, 195

Panasonic, 18]

Panera Bread Company, 247

Pantaloon Retail, 315

Pantene, 2, 75, 178

Papa John’s, 365

Parle Bisleri Ltd, 188

Parker, Mark, 17, 443

Passions Network, 123

Patagonia, 505

Peanuts, 208

PepsiCo, 41, 372, 377, 392

Pepsi-Cola, 174, 377

Peterbilt, 147

PetSmart, 31

Pfizer & Warner Lambert, 205

Philippines, 181

Pink, 177

Pizza Hut, 88, 296, 365

PlanetFeedback.com, 430

PlayStation, 201, 380, 507

Pokemon, 474

Polarvision, 183

Polo Ralph Lauren, 295, 319

Pop Tarts, 105

Porsche, 178, 221

Pottery Barn, 327

Powell, Asafa, 425

Power, Denise, 328

Power Rangers, 474

Powerpufi’ Girls, 208

Prada, 295

Press’n Seal, 240

Price Club, 329

PriceGrabber.c0m, 278

Priceline.com, 277, 429

PriceScan.c0m, 277

PricewaterhouseCoopers (PwC), 513

Pringles, 2

Prius, 18, 178, 199

PRIZM NE, 168

Procter 8: Gamble (P&G), 2, 4, 5, 19, 51, 62,

65, 89, 90, 108, 121, 123, 171, 209, 210, 231,

296, 303, 308, 309, 310, 364, 366, 372, 389,

395, 422, 425, 451, 454, 496

Procter & Gamble Pakistan, 75, 340—341

Progress Energy, 9

Progressive, 331, 337

ProQuest, 92

Publishers Clearing House, 437

Publix, 317

l

Puffs, 2

Purina, 425

Q

Quaker Oats, 203

Quality Value Channel (QVC), 423

Qureshi, Mustafa, 165

R

Radio Shack, 317

Ralph Lauren, 152, 295

Ramada Inn, 296

Ran Watte, 160

Range Rover, 179

Rao, Venki, 398

Ratan N. Tata, 197

Ray—ban, 295

Raymond, 13, 319

Raytheon, 153

RBC Royal Bank, 124

Reader’s Digest, 375, 437

Red Cross, 193

Red Sox, 83

Reebok, 35, 319

Reef, 172

Reeves, Rosser, 182

RBI, 317

Relnartz, Werner, 23

Renaissance Hotels & Resorts, 202

Revlon, 36, 191, 422

Revson, Charles, 191

Rexona, 369

Rhapsody, 449

Richards, Sanya, 425

Ricks, David A., 485

Ricoh, 56

Rin, 225

Ringling Bros, 450

RitzCamera.com, 331

Ritz-Carlton, 36, 162, 165, 178, 183, 444, 452,

453—54

Roadway, 308

Rolex, 125, 197, 301

Rolls-Royce, 153, 197, 484

Ronaq, 40

Roosevelt, Franklin D., 71

Rose, Lacey, 378

Royal Bank of Scotland (RBS) Group,

212, 353

Rugrats, 208

Rust, Roland T., 53

Ryanair, 251—52

Ryder, 310

S

Saatchi & Saatchi, 2

Sachse, Peter, 330

Safeguard, 75, 339, 341

Safeway, 295, 317, 395, 485

Saks Fifth Avenue, 244, 421

Salt [1’ Pepper, 460

Sam’s Club, 71, 317

Samsonite, 269

Samsung, 90, 178, 223, 224, 293, 303—4

SAP, 106, 309

Schendler, Brent, 221

Schreibman, Steven, 378

Schultz, Howard, 40

Scion, 18, 176, 198, 436

Scooby Doo, 208

Scope, 2

Scotch Tape, 207

Scott, Lee, 505

Scotts, 433

Sebenius, James K., 150

Second Life, 17, 18, 122, 434, 436

Secret, 177

Sega of America, 508

Serena Hotels, 14

Serlen, Bruce, 454

Sermo.com, 435

Sesame Street, 208

Seventh Generation, 79

7-Eleven, 317, 394

7Up, 445

Sharp, 56, 150

Sharpie, 371

Shaukat Khanum Memorial Canccr Hospital

and Research Centre (SKMCH & RC),

27—28, 216—217

Sheraton, 424

Shirazi, Saquib, 247

Shopbloom.com, 332

Shoppers Stop, 19, 20

ShopNBC, 423

Singapore Airlines, 182, 251

Sirius Satellite Radio, 82

Small Business Administration (SBA), 93

Smirnoff, 274

Smirnoff Raw Tea, 433

Smith, Anna Nicole, 353

Snapper, 306

Social Marketing Institute (SMI), 196

Sona Urea, 207

Sony Computer Entertainment, 202

Sony Electronics, 202

Sony Financial Services, 202

Sony, 32, 169, 182, 202, 207, 268, 327—38, 355,

365, 391, 405, 431, 466, 508

Southern Comfort, 561

Southwest Airlines, 6, 10, 213, 418

Speak, Barry, 135

Sportswear, 172

Stag, 252—53

Standard Oil, 207

Staples, 307, 393—94

Starbucks Entertainment, 41

Starbucks, 40—41, 80, 107, 175, 184, 333, 473

Stengel, James, 2, 3

Stevenson, Robert Louis, 387

Stewart, John, 203

Stonyfield Farm, 505

Stop—N-Go, 317

Stroller, Gary, 150

Subway, 60, 323

Sun Microsystems, 153—54, 428, 503

Sunglass Hut, 295

Sunkist, 200

Super Bowl, 52, 102, 104, 350, 372, 373, 375, 377—78

SuperTarget, 317

SuperValu, 317

Surf Excel, 345—346

Swiffer, 2

SWiss Army, 424

Syngenta, 322

 

T

TABASCO, 236

Talen, Bill, 498

Tam, Pu i-Wing, 394

Tamagotchi, 474

Tan, Cheryl Lu-Lien, 321

Tapal Tea Private Limited, 91, 165, 166

Ta rnowski, Joseph, 506 I

Tata Consultancy Services (TCS), 487

Tata Indica, 225, 234

Tata Motors, 46, 48, 66, 68, 197, 198, 224, 225

TBZ, 193

TCS, 288—289

TCS Sentiments Express, 431

Telenor Pakistan, 457

Tesco, 332

Tesoriero, Heather Won, 284

Tetra Food, 451

Tezdum, 165

The Educators, 297—298

Thomson, Ross, 485

3M,11, 221, 234, 510

Thums Up, 188

Ticketmastercom, 277

Tide, 2—3, 178, 207, 237, 425, 430, 456

Tiffany, 280

TigerDirect.com, 433

Timberland, 505

Time Warner, 425

Timex, 125, 303

Titan Watches, 257, 258, 371

TJ Maxx, 317, 326

T—Mobile, 436

Tokyo Disneyland Resort, 478

Tomaselli, Rich, 284

Tomlinson, LaDanian, 425

Tommy Hilfiger, 152, 208, 455

Toon Disney, 124

Tom, 306, 407

Touchstone Pictures, 39

Tonighbook PCs, 181

Toyota, 5, 18, 43, 78, 176, 179, 184, 204, 424, 434

Treacy, Michael, 452

TrimSpa, 353

Trout, Jack, 359

Trump, Donald, 209

TRUSTe, 439

Tundra, 199

Turkish Airlines, 407

Tylenol, 12

U

US. Army, 37

US. Census Bureau, 108, 170

US. Commerce Department, 485

US. International Trade Commission, 485

US. military, 28, 80

US. Patent and Trademark Office, 93

US. Postal Service, 28

Uda Watte, 160

Unilever Pakistan Limited, 225, 345

Unilever ’s Dove soap, 185

UPS, 145—46, 215, 332, 503

USA Today, 372, 378

V

Van Heusen, 69~7O

Vans, 172

Vascellaro, Jessica E., 436

Verizon, 354, 432

Verizon Wireless, 354

Versace, 295, 321

VF Corporation, 172

Vick, Michael, 353

Victoria’s Secret, 27, 177, 434

Viking, 183, 197, 224

Visa, 46, 269, 495

Vista, 232, 483

Vistakon, 44

Vocalpoint, 121, 122

Vogue, 500

Volvo, 98, 178, 206, 425

W

The Wall Street Journal, 413

Index

Wat-Mart, 4, 8, M, 42, 45, 7], 84, l22, I44,

164, 175, 184, I99, 247, 252, 296, 303, 306,

309, 3|(I. 316, 3l7, 3204.1, 324, 326, 382,

395, 452, 465, 500, 504, 505~o

The Walt Disney Company, 38, 432, 478

Walt Disney Pictures, 39

Watte, 160

WeatherChannel.com, 433

Welch, Jack, 35, 43

West Bengal State AIDS Control and

Prevention Society, 351

Western Auto, 322

Weyerhaeuser, 402, 402

Whirlpool, 301, 310

White Linen, 198

Wiersema, Fred, 452

Wii, 381, 508

Wikipedia, 122, 203, 445

Williams—Sonoma, 317, 322, 452

Wilson, Woodrow, 71

Windows Vista, 232, 232

Winnie the Pooh, 208

Woods, Tiger, 182, 195

World Bank, 471

World Trade Organization (WTO), 73, 469

Woyke, Elizabeth, 321

Wright, Howard C., 80

X

Xbox 360, 381, 508

Y

Yahoo!, 97, 277, 299, 419, 437, 449

Yahoo! Music, 299, 449

Yahoo! Shopping, 277

Yamaha, 114, 246, 260

Yankelovich Monitor, 77

Yata Watte, 160

York, Emily Bryson, 41

YouTube, 17, 18, 25, 66, 122, 203, 349,

372, 383

Yub.com, 123

Z

Zappos, 174—75, 416

Zara, 295, 295

Zeithaml, Valerie A., 53

ZIBA, 82—83, 224

Zimmerman, Ann, 321

Ziploc, 207

Zune, 372

_,,

l5



l.

iprlge numbers indicate

a, 124

F00

fins, 50

:t, 192

al marketing,

130

VMS, 296

:ess,

l1

’7

39—60

litch, 359—60

-70

e, 365

433

64, 379—80

, 365

ll, 379—80

5

32—33

Or, 376, 378

365

.5—66

[28

377—78

73—75

)onse to, 104

ncy, 378

reals, 370

lget, 366

lia, 373—75

sage, 369—73

:ialties, 407

tegy, 367—75

13, 433

ad, 354

e segmentation, 164

125

72

a tion, 132

I, 374

474

)mic Cooperation

0

[theast Asian Nations

l70

, 325»26

375

'ials, 382

ct, 192

Bad competitors, 448—49

Bait-and-switch advertising, 359—60

“Barnacles,” 24

Barriers to entry, 500

"Barrys," 17

Basic relationships, 16
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types of decisions, 144

Business data, 93

Business legislation, 72

Business markets, 61, 142—44, 168—69

Business norms, 472

Business organizations, services
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By-product pricing, 270—271

(2

Cable television, 374

Call objectives, 401

Call reports, 400

Can Spam legislation, 439

Capitalism, caring, 27

Capital items, 194

Captive-product pricing, 270

Caring capitalism, 27
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Click—only companies, 25, 426
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Closed-end questions, 101

Closing, 403
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Cognitive dissonance, 133
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Communications. See also Marketing
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process, 347—48
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Company objectives and goals, setting,_35—37
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oligopolistic, 260

pure, 259

reduced, 500
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Competitive advantage

choosing right, 182—83
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gaining, 447
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Competitive marketing strategies,

444, 450—61

approaches to, 450—51

basic, 451—52
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buyer decision process, 131—33s
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model of, 116, 116—17
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Consumer expectations, 332

Consumer-generated marketing, 18

Consumer-generated messages, 372—73

Consumer personalities, 165

Consumer Protection Act, 242

Consumer segmentation, 169

Consumerism, 501—2

Consumer loyalty, 167—68

Consumer markets, 61
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segmentation of, 162—68

Consumer needs, 300

analyzing of, 300

Consumer—oriented marketing, 507

Consumer products, 192

marketing considerations for, 192

Consumer promotions, 407—8

tools for, 407—8

Consumer rights, 502, 506—7

Consumer spending patterns, 67—68
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Consumer-to-consumer (C2C) online
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Content sponsorships, 433

Contest, 408

Contextual advertising, 433
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systems, 309
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Contract manufacturing, 478
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Controlled test markets, 230

Convenience products, 193

Convenience stores, 318
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Corporate social responsibility, 26—27,
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Crisis situations, 383
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Data

business, 93

government, 93

internal, 88

Internet, 93

primary, 94—104

secondary, 92—94

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, 164—65

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, 419—420

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, 447—48

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, 65—66

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, 66—68, 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, 140—41

Encoding, 348

Engel’s laws, 67

Entrepreneurial marketing, 451

Environmental factors, affecting business

buyers, 148

Environmentalism, 502—6

Environmental sustainability, 70, 502—4

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, 26—27, 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

F

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

Financial 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 P5 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, 26—27, 379, 480

Global competition, 467

Global firms, 467

Globalization, 25—26, 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

H

Habitual buying behavior, 130

Heat merchants, 437

Hierarchy of needs, 12 7

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, 223—24

Identity theft, 110, 150, 438

Image differentiation, 182

Immersion groups, 97

Inbound distribution, 305

Income distribution, 67—68, 470

Income levels, 67

Income segmentation, 165—66

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

Influencers, 146

Infomercials, 422

Information flow, 293

Information search, 131—32

Information technology, 152, 306, 331

Informative advertising, 365

Innovation management system, 233—34

Innovative marketing, 507—8

Innovativeness, individual differences

in, 136

Innovators, 136

Inside sales force, 394—95

Institutional markets, 155

Integrated logistics management, 309—12

Integrated marketing communications

(IMC), 343—47

need for, 346—47

new marketing communications

landscape, 343

shifting marketing communications

model, 343—44

view of communication process, 347—48

Integrated marketing plan, 12

Intensive distribution, 301
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Laggards, 136

Late majority, 136

Learning, 128—29

Learning curve, 254, 254

Legal environment, 471—72

Legislation regulating business, 72—73

Less-for-much-less positioning, 184

Licensing, 208, 478

Life-cycle stage, influence on consumer

behavior, 124

Lifestyle, 125, 371

Lifestyle centers, 329

Lifestyles of health and sustainability

(LOHAS) market, 78

Limited—service retailers, 317

Limited-service wholesalers, 334, 335

Line extensions, 209

Line filling, 201

Line stretching, 201

Lobbying, 380

Local marketing, 175—76

Local publics, 61

Location, 175

Location-based technology, 175

Location pricing, 272

Logistics. See Marketing logistics

Logistics information management, 309

Logistics partnerships, 310

Long-run welfare, 11

Loss-leader pricing, 274

Low-interest financing, 275

Low-involvement products, 130

an

Macroenvironment

cultural environment, 75—79

defined, 58

demographic environment, 62—66

economic environment, 66—68

natural environment, 68—70

political environment, 72—75

social environment, 72—75

technological environment, 71—72

Madison & Vine, 370

Mail-order wholesalers, 335

Mail questionnaires, 96

Malls, 319

Malware, 438

Management contracting, 478

Manufacturers’ agents, 334, 335

Manufacturers’ and retailers’ branches and

offices, 336

Manufacturer-sponsored retailer franchise

system, 296

Manufacturer—sponsored wholesaler

franchise system, 296

Manufacturers’ sales branches and

offices, 334

Market-centered company, 461

Market challengers, 454

Market challenger strategies, 457—58

Market development, 39

Market followers, 454

Market follower strategies, 458

Market growth rate, 37

Marketing

analyzing the environment, 56—80

changing landscape of, 24—28

channels and, 291—93

coordinating with sales, 390

creating and capturing customer

value, 2—31

customer-driven strategy, 160—62

defined, 4—5

defining role of, 34—42

designing a customer-driven marketing

strategy, 8—12

four P5 of, 12, 28, 47, 117

information and customer insights, 83—86

not-for-profit, 27—28

planning, 42—43, 49

process, 5—6

strategy and the marketing mix, 44—48

Marketing activities, 51

Marketing analysis, 48—49

Marketing budget, 50

Marketing channel design, 300

Marketing channel management, 303

Marketing channels, 338

changing channel organization, 299

channel behavior, 293-94

conventional, 294

evaluating alternatives, 302

horizontal marketing system, 296

hybrid, 296

identifying alternatives, 300—2

international, 302

multichannel distribution systems,

296, 298—99

nature and importance of, 291—93

vertical marketing systems, 294—96

Marketing communications

integrated, 343—47

shifting model for, 343—44

socially responsible, 358—60

steps in developing, 349—54

Marketing communications mix, 342

Marketing concept, 10, 10—11, 492—93

Marketing control, 52

Marketing dashboards, 53

Marketing department, organization of, 42-43

Marketing environment

cultural environment, 75—79

defined, 58

demographic environment, 62—66

economic environment, 66—68

macroenvironment, 61—62

microenvironment, 59—61

natural environment, 68—70

political and social environment, 72—75

responding to, 79—80

technological environment, 71—72

Marketing ethics, 509—13

Marketing implementation, 50—51

Marketing information

analyzing and using, 104—7

assessing needs, 86—87

customer insights and, 83—86

developing, 88—90

distributing and using, 106—7

marketing research, 90—104

other considerations, 107—11

Marketing information system (MIS), 86, 86

Marketing intelligence, 88—90

Marketing intermediaries, 59—60

Marketing investment, measuring and

managing return on, 52—54

Marketing logistics

defined, 305

functions, 306—9

goals of logistics system, 306

integrated logistics management, 309—12

nature and importance of, 305—6

supply chain management and, 305—12

Marketing management, 8—12, 48—49

Marketing mix, 49

decisions, 336—37

defined, 5, 12

developing integrated, 46—48

marketing strategy and, 44—48

modifying, 241

price in, 257

Marketing myopia, 7, 10

Marketing objectives, 36, 50

Marketing plan, contents of, 50

Marketing process, 5, 5—6, 28—29

Marketing research, 90—104

causal research, 91

defining the problem and research

objectives, 91

defined, 90

descriptive research, 91

developing research plan, 91—92

exploratory research, 91

gathering secondary data, 92—94

implementing research plan, 104

international, 108—9

interpreting and reporting findings, 104

primary data collection, 94—104

process, 90

public policy and ethics in, 110—11

in small businesses and nonprofit

organizations, 107—8

Marketing ROI, 52—53

Marketing-sales liaisons, 390

Marketing services agencies, 60

Marketing strategy, 8—12, 34

approaches to, 450—51

competitive, 450—61

customer-driven, 8—12, 44—46

defined, 44

development, 227

impact on cultures, 473—75

marketing mix and, 44—48

Marketing strategy development, 227

Marketing strategy statement, 227

Marketing system, 8

Marketing Web site, 431

Market leaders, 455

Market leader strategies, 454—57

Market management organization, 51

Market managers, 51

Market nichers, 454

Market nicher strategies, 458, 460—61

Market niches, 45, 45, 458

Market offerings, 6—7

 

Market-oriented mission, 35

Market penetration, 39, 268—69

Market pioneer, 238

Market rollout, 232

Market segmentation, 4445, 162—70

behavioral, 166—68

consumer markets, 162—68

defined, 45

demographic, 164—65

geographic, 162, 164

psychographic, 166

requirements for effective, 170

using multiple bases, 168

Market segments

defined, 45

evaluating, 170—71

selecting, 171—77

Market share, 454

Market-skimming pricing, 268

Market spaces, uncontested, 449—50

Market structure, 142—43

Market targeting, 45, 170—78

defined, 45

evaluating market segments, 170—71

selecting target market segments, 171—77

socially responsible, 177—78

Market variability, 177

Markup on cost, 255

Markups, 494

Maslow’s hierarchy of needs, 127

Mass customization, 176

Mass marketing, 16, 171

Mass media, 344

Materialism, 498—99

Materials and parts, 194

Maturity stage, 240—41

Mechanical instruments, 101

Media

advertising, 368—73

alternative, 374

choosing, 351—53

digital, 373—74

rich, 432—33

types of, 373—75

Media engagement, 373

Media impact, 373

Media timing, 375

Media vehicles, 375

Megabrand strategies, 210

Megamalls, 328

Megaretailers, 331

Membership groups, 119

Membership warehouses, 319—20

Merchandising conglomerates, 320, 323

Merchant wholesalers, 334, 335

Messages

consumer-generated, 372—73

content, 350—51

creating advertising, 368

designing, 350—52

execution of, 371—72

feedback on, 353—54

format, 351

strategy, 370

structure of, 351

Message strategy, 370

Index iii

Mexico, marketing research in, 109

Microenvironment, 58—61

Micromarketing, 175—76

Middle class, 63

Middle-of—the-roaders, 452

Mission statement, 35

Mobile phone marketing, 423—24

Mobile phones, 97, 424

Modified rebuy, 145

Monopolies and Restrictive Trade Practices

(MRTP) Act, 1969, 282

Monopolistic competition, 260

Monopoly, 260

Mood, 371

Morally difficult situations, 510

More-for-more positioning, 182

Motivation, 126—22

Motive (drive), 126

Multibrands, 209—10

Multichannel distribution systems, 297—99

Muslim countries, marketing research in, 109

NAFTA. See North American Free Trade

Agreement (NAFTA)

Narrowcasting, 344

National brands, 207—8

Natural environment, 68—70

Natural resource management, 68

Need recognition, 131

Neighborhood shopping center, 328

Network broadcasting, 374

Neuromarketing, 102

New brands, 210

New clean technology, 503

New-product development

customer—centered, 232—33

managing, 232—36

process, 222—32

strategy, 222—23

systematic, 233—34

team—based, 233

New products

buyer decision process for, 133—37

defined, 133

development strategy, 222—3

test marketing, 229—31

New task, 145

Niche marketing, 172, 186

Niche networks, 435—36

Nichers, 454—55, 458—59, 460,

Noise, 347

Nonpersonal communication channels, 353

Nonprice positions, 257, 264

Nonprobability samples, 101

Nonprofit organizations, 107—8

Nonstore retailing, 316, 330

Nontariff trade barriers, 468

North American Free Trade Agreement

(NAFTA), 469, 405

Not-for-profit marketing, 27—29

Nutritional labeling, 198, 502

()

Objective-and-task method, 354, 355

Observational research, 94—95, 97
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Performance quality, 197

Performance review, 151—52

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

Flamed 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,

256—63

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, 272—75

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, 241—42

Product differentiation, 181

Product features, 197

Product-form pricing, 272

Product invention, 482—83

Product leadership, 452

Product life cycle (PLC), 236—41

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, 503—4

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, 342—43

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

Quantitative 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, 101—4

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

8

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, 394—95

managing, 390—400

outside, 394—95

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, 398—400

training, 396—97

Sales promotion, 342, 356, 405—9

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, 196—98

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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1 marketing, 161, 177—78

rgot profit pricing, 255

Tariffs, 468—69

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, 306—7

Unit pricing, 200

Universe, views of, 79

Unsafe products, 496

Unsought products, 193

Usage rate, 167

US. government, 67, 363, 499—500

V

Value-added pricing, 252

Value-added resellers, 301, 303

Value-based pricing, 249—50

Value chain, 42—43

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, 76—77

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

W

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

2

Zone pricing, 276
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Numbers is a very useful addition and addresses the long-felt need to apply

marketing concepts in class.
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