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Simply put, marketing is managing profitable relationships, by attracting new customers by superior value and keeping current customers by delivering satisfaction. Marketing must be understood in the sense of satisfying customer needs. Marketing can be defined as the process by which companies create value for customers and build strong
customer relationships to capture value from customers in return. A five-step model of the marketing process will provide the structure of this chapter.Understanding the marketplace and customer needsThere are five different core customer and marketplace concepts.Customer needs, wants and demands. Human needs are states of felt deprivation
and can include physical, social and individual needs. Wants are the form human needs take as they are shaped by culture and individual personality. Demands are human wants that are backed by buying power.Market offerings are a combinations of products, services and experiences offered to a market to satisfy a need or want. These can be
physical products, but also services - activities that are essentially intangible. The phenomenon of marketing myopia is paying more attention to company products, than to the underlying needs of consumers.Value and satisfaction are key building blocks for customer relationships.Exchanges are the acts of obtaining a desired object form someone by
offering something in return. Marketing consists of actions trying to build an exchange relationship with an audience.A market is the set of all actual and potential buyers of a product or service. Marketing involves serving a market of final consumers in the face of competitors.Designing a customer-driven marketing strategyMarketing management is
the art and science of choosing target markets and building profitable relationships with them. The aim is to find, attract, keep and grow the targeted customers by creating and delivering superior customer value. The target audience can be selected by dividing the market into customer segments (market segmentation) and selecting which segments
to go after (target marketing). A company must also decide how to serve the targeted audience, by offering a value proposition. A value proposition is the set of benefits or values a company promises to deliver.There are five alternative concepts that companies use to carry out their marketing strategy.The production concept: the idea that consumers
will favour products that are available and highly affordable and that the organisation should therefore focus on improving production and distribution efficiency.The product concept: the idea that consumers will favour products that offer the most quality, performance, and features and that the organisation should therefore devote its energy to
making continuous product improvements.The selling concept: the idea that consumers will not buy enough of the firm’s product, unless it undertakes a large-scale selling and promotion effort.The marketing concept: the idea that achieving organisational goals depends on knowing the needs and wants of target markets and delivering the desired
satisfactions better than competitors do. It can be regarded as an “outside-in view”.The societal marketing concept is the idea that a company’s marketing decisions should consider consumer wants, the company’s requirements, consumers’ long-term interests and society’s long-term interests. Companies should deliver value in a way that maintains
consumers and society’s well-being.Constructing an integrated marketing planA marketing strategy outlines which customers it will serve and how it will create value. The marketer develops an integrated marketing plan that will deliver value to customers. It contains the marketing mix: the tools used to implement the strategy, which are the four Ps:
product, price, place and promotion.Building customer relationshipsThe first three steps all lead to this one: building profitable customer relationships. Customer relationship management (CRM) is the overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction. The crucial part
here is to create superior customer-perceived-value, which is the customer’s evaluation of the difference between all the benefits and all the costs of a marketing offer, in relation to those of competing offers and superior customer satisfaction, which is the extent to which a product’s perceived performance matches a buyer’s expectations. Customer
delight can be achieved by delivering more than promised.Customer relationships exist at multiple levels. They can be basic relationships or full partnerships and everything in between. In current times, companies are choosing their customers more selectively. New technologies have paved the way for two-way customer relationships, where
consumers have more power and control. The marketing world is also embracing customer-managed relationships: marketing relationships in which customers, empowered by today’s new digital technologies, interact with companies and with each other to shape their relationships with brands. A growing part of this dialogue is consumer-generated
marketing: brand exchanges created by consumers themselves, by which consumers are playing an increasing role in shaping their own brand experiences and those of other consumers.Today’s marketers often work with a variety of partners to build consumer relationships. Partner relationship management means working closely with partners in
other company departments and outside the company to jointly bring greater value to customers. These partners can be inside the company, but also outside the firm. The supply chain is a channel, from raw material to final product, and the companies involved can be partners through supply chain management.Capturing customer valueThe final
step of the model involves capturing value. Customer lifetime value is the value of the entire stream of purchases that the customer would make over a lifetime of patronage. Companies must aim high in building customer relations, to make sure that customers are coming back. Good CRM can help increase the share of customer, the portion of the
customer’s purchasing that a company gets in its product categories. Customer equity is the total combined customer lifetime values of all of the company’s customers. It is the future value of the company’s customer base.When building relationships, it is important to build the right relationships with the right customers. Customers can be high- or
low-profitable and short-term or long-term oriented. When putting these on two axes, a matrix of four terms appears.Butterflies are profitable, but not loyal and have a high profit potential.True friends are both profitable and loyal and the firm should invest in a continuous relationship.Barnacles are loyal, but unprofitable. If they can’t be improved,
the company should try to get rid of them.Strangers are not loyal and unprofitable, the company should not invest in them.Today’s world is moving and changing fast. The economic crisis resulted in an uncertain economic environment, where consumers are more careful when spending their money. The technology boom of the digital age leads to an
increase in connectedness and information. It provides marketers with new ways to track customers and create products based on their needs. It brought a new way of communicating and advertising. The most dramatic change in technology is the Internet, a vast public web of computer networks that connects users of all types all around the world
to each other and an amazingly large information repository.Web 1.0 connects people with information, Web 2.0 connected people with people and the upcoming Web 3.0 puts information and people connections together into a more usable Internet experience. Because of globalisation, companies are now globally connected with their customers.
Current times also involve more sustainable marketing practices, involving corporate ethics and social responsibility.Strategic planning is the process of developing and maintaining a strategic fit between the organisation’s goals and capabilities and its changing marketing opportunities. It is the base for the long term planning of the firm. At a
corporate level, the firm starts defining the company’s mission. A mission statement is a statement of the organisation’s purpose. The mission leads to a hierarchy of goals.Based on this, the management must plan the business portfolio: the collection of businesses and products that make up the company. Portfolio analysis is the process by which
management evaluates the products and businesses that make up the company. The first step is identifying the strategic business units (SBU) that are vital to the company. The well-known model of the Boston Consulting Group (BCG) sorts the SBUs into a growth-share matrix, leading to four types of SBUs:Stars: high growth and high share units, in
need of investment.Cash cows: low-growth, high share units, producing cash.Question marks: low-share units, in high-growth markets. Require cash, but can turn out to be unprofitable.Dogs: low-growth, low-share units, which are not very profitable.After the units are classified, the company should determine in which units to build share, hold share,
harvest the profits or divest the SBU.Designing the business portfolio also means looking at future businesses. The product/market expansion grid is a portfolio-planning tool for identifying company growth opportunities through:Market penetration: company growth by increasing sales of current products to current market segments without changing
the product.Market development: company growth by identifying and developing new market segments for current company products.Product development: company growth by offering modified or new products to current market segments.Diversification: company growth through starting up or acquiring businesses outside the company’s current
products and markets.Companies also need strategies for downsizing, which means reducing the business portfolio by eliminating products or business units that are not profitable or that no longer fit the company’s overall strategy.Marketing provides a philosophy, input and strategies for the strategic business units. Besides customer relationship
management, marketers must also invest in partner relationship management to form an effective value chain: the series of internal departments that carry out value-creating activities to design, produce, market, deliver and support a firm’s products. When trying to create customer value, a firm must go beyond the internal value chain and partner
up with others in the value delivery network. The value delivery network is the network composed of the company, its suppliers, its distributors and ultimately its customers who partner with each other to improve the performance of the entire system.Marketing strategyMarketing strategy is the marketing logic by which the company hopes to create
customer value and achieve profitable customer relationships. The company must choose which customers to serve and how to serve them. This process involves four steps:Market segmentation: dividing a market into distinct groups of buyers who have different, needs, characteristics or behaviour and who might require separate products or
marketing programmes. A market segment is a group of consumers who respond in a similar way to a given set of marketing efforts.Market targeting is the process of evaluating each market segment’s attractiveness and selecting one or more segments to enter.Positioning is arranging for a product to occupy a clear, distinctive and desirable place
relative to competing products in the minds of consumers.Differentiation is actually differentiating the market offering to create superior -customer value.The marketing mix is the set of tactical marketing tools: product, price, place and promotion, that the firm blends to produce the response it wants in the target market. Product refers to the
combination of goods and service the firm offers. Price is the amount the customer pays to obtain the product. Place refers to the availability of the product. Promotion relates to the activities that communicate the benefits of the product.Managing the marketing process requires four marketing management functions. The first is marketing analysis,
starting with a SWOT analysis. A SWOT analysis is an overall evaluation of the company’s strengths (S - internal capabilities), weaknesses (W - internal limitations), opportunities (O - external factors that can be profitable) and threats (T - external factors that might challenge the company). Secondly, marketing planning involves choosing the right
marketing strategies. Third is marketing implementation: turning marketing strategies and plans into marketing actions to accomplish strategic marketing objectives. And finally, there is marketing control: measuring and evaluating the results of marketing strategies and plans and taking corrective action to ensure that the objectives are achieved.
Operating control refers to checking the performance against the annual plan, while strategic control involves looking at the match between strategies and opportunities.Nowadays, marketers need to back up their spending by measurable results. The return on marketing investment (marketing ROI) is the net return from a marketing investment
divided by the costs of the marketing investment. The marketing ROI measures the profits generated by investments in marketing activities and can be a helpful tool, but is also difficult to measure.The marketing environment consists of the actors and forces outside marketing that affect marketing management’s ability to build and maintain
successful relationships with target customers. It consists both of the micro and macro environment.The microenvironmentThe microenvironment consists of the actors close to the company that affect its ability to serve its customers, such as: the company itself and its subdivisions and suppliers that provide the resources the firm needs to produce its
products.But also of marketing intermediaries, which are firms that help the company to promote, sell and distribute its goods to final buyers. Resellers are distribution channel firms. Physical distribution firms help the company stock goods, while marketing service agencies are marketing research firms. Financial intermediaries include banks and
credit companies.Other factors are competitors that operate in the same markets as the firm and the public: any group that has an actual or potential interest in or impact on an organisation’s ability to achieve its objectives. These can be financial publics, media publics, government publics, local publics, general public and internal publics.Finally,
customers are the most important actors. Consumers markets consist of individuals that buy goods for personal consumption. Business markets buy goods for usage in production processes, while reseller markets buy to resell at a profit. Government markets consist of buyers who use the product for public service, and international markets consist of
all these types of markets across the border.The macroenvironmentThe macroenvironment consists of the larger societal forces that affect the microenvironment and consists of multiple factors. Demography: the study of human populations in terms of size, density, location, age, gender, face, occupational and other statistics. Changes in
demographics result in changes in markets. There are some important demographic trends in today’s world, such as the world population growth and the changing age structure of the world population, where some parts of the world are aging and others have younger populations.In the developed world, there are often generational differences to be
found. Baby boomers are the 78 million people born during the years following the Second World War and lasting until 1964. Generation X are the 45 million people born between 1965 and 1976 in the “birth death” following the baby boom. Generation Y or the Millennials are the 83 million children of the baby boomers born between 1977 and 2000.
They are characterized by a high comfort in technology.Changes can also be found in the family structure. The traditional western household (husband, wife and children) is no longer typical. People marry later and divorce more. There is an increased number of working women and youngsters tend to stay at home longer. The workforce is also aging,
because people need to work beyond the previous retirement age. There are also geographic shifts, such as migration. These movements in population lead to opportunities for marketing niche products and services. There are also migration movements within countries, namely from the rural to urban areas, also called urbanisation.The economic
environment consists of economic factors that affect consumer purchasing power and spending patterns. Countries vary in characteristics, some can be considered industrial economies, while others can be subsistence economies, consuming most of their own output. In between are developing economies that offer marketing opportunities. The BRIC
(Brazil, Russia, India, China) countries are a leading group of fast expanding nations.There are also changes in customer spending patterns, such as the recent recessions, which can lead to lifestyle changes. Marketers should also pay attention to income distribution and income levels.The natural environment involves natural resources that are
needed as inputs by marketers or that are affected by marketing activities. Changes in this environment involve an increase in shortage of raw materials, increased pollution and increased governmental intervention. Environmental sustainability involves developing strategies and practices that create a world economy that the planet can support
indefinitely.The technological environment consists of forces that create new technologies, creating new product and market opportunities. It can provide great opportunities, but also comes with certain dangers.The political environment consists of laws, government agencies and pressure groups that influence and limit various organisation and
individuals in a given society. Current trends in our world today are increasing legislation affecting businesses globally and thus an increase in governmental influence over businesses. There is also an increase in emphasis on ethics and operating socially responsible. Cause-related marketing refers to companies linking themselves to meaningful
causes, to improve company image.The cultural environment involves instructions and other forces that affect society’s basic values, perceptions, preference and behaviour. Cultural factors influence how people think and consume. Core beliefs are fundamental and passed on by parents and reinforced by the environment. Secondary beliefs are more
open to change. People can vary in their views of themselves, of others, of organisation, but also in their views of society, nature and the universe.In conclusion, firms should be pro-active rather than observing in respect to the marketing environment.Marketing relies on good customer information. Customer insights are fresh understanding of
customers and the marketplace derived from marketing information that become the basis for creating customer value and relationships. To gain this information, companies must design marketing information systems (MIS), which are people and procedures for assessing information needs, developing the needed information and helping decision
makers to use the information to generate and validate actionable customer and market insights. A MIS helps to assess information needs, develop needed information and analyse the right information to form customer insights.Internal databases are electronic collections of consumer and market information obtained from data sources within the
company network. Internal data can be a strong base for a competitive advantage, because of the potential of this information. Competitive marketing intelligence is the systematic collection and analysis of publicly available information about consumers, competitors and developments in the marketing environment. Good marketing intelligence helps
gain insights in how consumers think of and connect with the brand.Marketing researchMarketing research is the systematic design, collection, analysis and reporting of data relevant to a specific marketing situation facing an organisation. The process of marketing research has four steps:Defining the problem and research objectives. The objective
of exploratory research is to gather preliminary information that will help define problems and suggest hypotheses. The objective of descriptive research is to better describe marketing problems, situations or markets. Causal research aims to test hypotheses about cause-and-effect relationships.Developing the research plan on how the information
will be gathered.Secondary data is information that already exists somewhere, having been collected for another purpose. Secondary data can be accessed by using commercial online databases, which are collections of information available from online commercial sources or accessible via the Internet. Internet search engines can be used to locate
secondary data, but the research must verify that the found information is relevant, accurate, current and impartial.Primary data is information collected for the specific purpose at hand. It can be collected via observational research, which gathers primary data by observing relevant people, actions and situations. Ethnographic research is a form of
observational research that involves sending trained observers to watch and interact with consumers in their “natural environments”.Primary data can also be collected via survey research, which gathers information by asking people questions about their knowledge, attitudes, preferences and buying behaviour. Experimental research gathers
primary data by selecting matched groups of subjects, giving them different treatments, controlling related factors and checking for differences in group responses.Information can be collected via mail, telephone, personal interviews or online. Mail questionnaires can be quite massive, while telephone information is also quickly gathered. Personal
interviewing can be individual or group interviews. Online marketing research collects primary data online through Internet surveys, online focus groups, web-based experiments or tracking consumer’s behaviour online. Online focus groups gather a small group of people online with a trained moderator to chat about a product, service or organisation
and gain qualitative insights about consumer attitudes and behaviour.It is often impossible to collect information from the entire population, so marketers often base conclusions on samples. A sample is a segment of the population selected for marketing research to represent the population as a whole. Three decisions regarding the sample need to be
made: the sampling unit (who), sampling size (how many) and sampling procedure (how should they be chosen). There are probability samples, in which each member of the population has an equal chance of being included, such as simple random samples, stratified random samples and cluster samples. But there are also non-probability samples,
such as convenience samples, judgment samples and quota sample categories.When collecting primary data, there are two research instruments: the questionnaire and mechanical devices. The questionnaire can be via email, phone or online and are flexible. Mechanical instruments can help monitor consumer behaviour. Implementing the research
plan means putting it into action. This means collecting, processing and analysing the information.Interpreting and reporting the findings. The interpretation should not only be done by the researchers, but also by the marketing managers who know about the problem and the decisions that need to be made.Customer relationship management (CRM)
is managing detailed information about individual customers and carefully managing customer touch points to maximise loyalty. It means capturing and using consumer data to manage customer interactions and build customer relationships. Data mining techniques can be used to access customer data. By using CRM to understand customers,
relationships with them can be deeper.When collecting marketing information, some things must be kept in mind. When executing international marketing research, cultural differences and struggles in accessibility must be kept in mind. There are also concerns regarding public policy and ethics in marketing research, such as intrusions on privacy
and the misuse of the findings of the research.Consumer buyer behaviour is the buying behaviour of final consumers: individuals and households that buy goods and services for personal consumption. All these consumers add up to the consumer market: all the households and individual that buy or acquire goods and services for personal
consumption. Consumers make buying decisions every day, but it can be difficult to determine why they make certain decisions. Consumer purchases are influenced by different characteristics.Cultural factorsCultural factors have an influence on consumer behaviour. Culture is the set of basic values, perceptions, wants and behaviours learned by a
member of society from family and other important institutions. A subculture is a group of people with shared value systems based on common life experiences and situations. They are distinct, but not necessarily mutually exclusive. Social classes are relatively permanent and ordered divisions in a society whose members share similar values,
interests and behaviours.Social factorsAnother influence is social factors. Groups are two or more people who interact to accomplish individual or mutual goals. Many small groups influence a person’s behaviour. Membership groups are groups in which a person belongs, while reference groups serve as direct points of comparison.Word-of-mouth
influence of friends and other consumers can have a strong influence on buying behaviour. An opinion leader is a person within a reference group who, because of skills, knowledge, personality or other characteristics, exerts social influence on others. Marketers try to identify the opinion leader and aim their marketing efforts towards this person.
Buzz marketing involves creating opinion leaders to serve as brand ambassadors. Online social networks are online communities, such as blogs, social networking sites or even virtual worlds, where people socialize or exchange information and opinions.Family can have a strong influence on buying behaviour as well. Buying role patterns in families
change with evolving consumer lifestyles. A person belongs to many groups beside the family, also clubs, organisation and online communities. The position of a person in a group is defined in terms of role and status. A role consists of the expected actions of a person. People usually choose products appropriate to their role and status.Personal
factorsPersonal characteristics also have an influence on consumer buyer behaviour. These characteristics can be the person’s age and life-cycle stage, the person’s occupation and economic situation, but also lifestyle and personality. Lifestyle is a person’s pattern of living as expressed in his or her activities, interests and opinions. Personality is the
unique psychological characteristics that distinguish a person or group.It can be said that brands also have personalities. A brand personality is the mix of human traits that may be used to describe the brand. There are five general brand personality traits: sincerity, excitement, competence, sophistication and ruggedness.Psychological factorsBuying
behaviour is influenced by four major psychological factors: motivation, perception, learning and beliefs and attitudes. Motive (drive) is a need that is sufficiently pressing to direct the person to seek satisfaction of the need. Motivation research refers to qualitative research designed to find consumer’s hidden motivations. Maslow’s hierarchy of needs
categorizes needs into a pyramid, consisting of psychological needs, safety needs, social needs, esteem needs and self-actualisation needs.Perception is the process by which people select, organise and interpret information to form a meaningful picture of the world. People form different perceptions of the same stimulus because of three perceptual
processes: selective attention, selective distortion and selective retention. Learning describes changes in an individual’s behaviour arising from experience. A drive is a strong stimulus that calls for action. Cues are minor stimuli that determine how a person responds.A belief is a descriptive thought that a person holds about something. An attitude is
a person’s consistently favourable or unfavourable evaluations, feelings and tendencies toward an object or idea. Attitudes can be difficult to change, because they are usually part of bigger pattern.There are different types of buying decision behaviour. Complex buying behaviour is characterized by high consumer involvement in a purchase and
significant perceived differences among brands. The buyer will pass through a learning process, developing beliefs and attitudes and then a purchase choice will follow. Dissonance-reducing buying behaviour is consumer buying behaviour characterised by high involvement, but few perceived differences among brands.Habitual buying behaviour is
consumer buying behaviour characterized by low consumer involvement and few significantly perceived differences. Repetition of advertisements can create brand familiarity (but not conviction), which can lead to habitual purchases. Variety-seeking buying behaviour is consumer buying behaviour characterised by low consumer involvement, but
significant perceived brand differences.The buyer decision process has five stages.Need recognition is the first stage, in which the consumer recognises a problem or need.Information search is the stage in which the consumer is aroused to search for more information, the consumer may simply have heightened attention or may go into active
information search. Information can be obtained from personal sources, commercial sources, public sources and experiential sources.Evaluation of alternatives. Alternative evaluation is the process in which the consumer uses information to evaluate alternative brands in the choice set.Purchase decision is the buyer’s decision about which brand to
purchase. Both the attitude of others and unexpected situational factors can influence the ultimate decision.Post-purchase behaviour is the stage of the buyer decision process in which consumers take further action after purchase based on their satisfaction or dissatisfaction with a purchase. Cognitive dissonance is buyer discomfort caused by post-
purchase conflict.The buyer decision process can be different for new products. A new product is a good, service or idea that is perceived by some potential customers as new. The consumer must decide to adopt them or not. The adoption process is the mental process through which an individual passes from first hearing about an innovation to final
adoption. There are five stages in the adoption process: awareness, interest, evaluation, trial and adoption.Business buy behaviour of organisations that buy goods and services for use in the production of other products and services that are sold, rented or supplied to others. The business buying process is the decision process by which business
buyers determine which products and services their organisations need to purchase and then find, evaluate and choose among alternative suppliers and brands. The business market is bigger than the consumer markets, and differs in many ways.The business markets consist normally with less, but larger buyers than consumer markets. Business
demand is derived demand: business demand ultimately derives from the demand for consumer goods. Business markets’ demand is more inelastic and is less affected by short-term price changes, while demand also fluctuates more quickly.The nature of the buying unit involves more decision participants and a more professional purchasing effort.
The business buyers’ decisions are often more complex and formalized. Finally, buyer and seller often work on long-term relationships. Supplier development is the systematic development of networks of supplier-partners to ensure an appropriate and dependable supply of products and materials for use in making products or reselling them to
others.There are three types of business buying situations. A straight rebuy is a business buying situation in which the buyer routinely reorders something without any modifications. A modified rebuy is when the buyer wants to modify the product specifications, prices, terms or suppliers. A new task is a business buying situation in which the buyer
purchases a product or service for the first time. Systems selling (or solutions selling) is buying a packaged solution to a problem from a single seller, thus avoiding all the separate decisions involved in a complex buying situation.There are multiple participants in the business buying process. The buying centre are all the individuals and units that
play a role in the purchase decision-making process.- Users are members of the buying organisation who will actually use the purchased product or service.- Influencers are people in an organisation’s buying centre who affect the buying decision, they often help define specifications and also provide information for evaluating

alternatives.- Buyers are the people in an organisation’s buying centre who make an actual purchase.- Deciders are people who have formal or informal power to select or approve the final suppliers.- Gatekeepers are people in an organisation’s buyer centre who control the flow of information to others.The buying centre is a set of buying
roles assumed by different people.There are a lot of things that can influence the business buyer, such as environmental factors. These can include the economic environment, the supply of key materials and culture and customs. Organisational factors such as objectives, systems and policies can also have an influence. Also interpersonal factors, such
as authority, status and persuasiveness can exercise their influence. Lastly individual factors, such as age, income, education and risk attitudes can play a role in the decision of the business buyer.The business buying processThe business buying process has eight stages.Problem recognition: someone in the company recognises a problem or need that
can be met by acquiring a good or a service.General need description is the stage in the business buying process in which a buyer describes the general characteristics and quantity of a needed item.Product specification is the stage in the business buying process in which the buying organisation decides on and specifies the best technical product
characteristics for a needed item.Supplier search is the stage in which the buyer tries to find the best vendors.Proposal solicitation is the stage in which the buyer invites qualified suppliers to submit proposals.Supplier selection is the stage in which the buyer reviews proposals and select a supplier or suppliers.Order-routine specification is the stage
in which the buyer writes the final order with the chosen supplier(s), listing the technical specifications, quantity needed, expected time of delivery, return policies and warranties.Performance review is the stage in which the buyer assesses the performance of the supplier and decided to continue, modify or drop the arrangement.E-procurement
involves purchasing through electronic connections between buyers and sellers, usually online. This can be via reverse auctions, trading exchanges, company buying sites and extranet links. Benefits of e-procurement are lower transaction costs and efficient purchasing.The institutional market consists of schools, hospitals, nursing homes, prisons and
other institutions that provide goods and services to people in their care. These markets can be extensive and are often characterized by low budgets. Government markets consist of governmental units (federal, state and local) that purchase or rent goods and services for carrying out the main functions of government.Today, most companies moved
from mass marketing to target marketing: identifying market segments and selecting a few to produce for. There are four major steps in designing a customer-driven marketing strategy.Market segmentationMarket segmentation means dividing a market into smaller segments with the distinct needs, characteristics or behaviour that might require
separate marketing strategies or mixes. There are different ways to segment a market:Geographic segmentation: dividing a market into different geographical units, such as nations, states, regions, counties, cities or even neighbourhoods.Demographic segmentation: dividing the market into different segments based on variables such as age, gender,
family size, family life cycle, income, occupation education, religion, race, generation and nationality. Age and life-cycle segmentation is dividing a market into different age and life-cycle groups. Gender segmentation means dividing a market based on gender, while income segmentation divides a market based on income levels.Psychographic
segmentation: dividing a market into different segments based on social class, lifestyle or personality characteristics.Behavioural segmentation: dividing a market into segments based on consumer knowledge, attitudes, uses or responses to a product. This can be done via occasion segmentation: dividing the market according to occasions when
buyers get the idea to buy, actually making their purchase or use the purchased items. Benefit segmentation: dividing the market according to the benefits that customers seek from the product. Markets can also be segmented based on user states, usage rate and loyalty status.Marketers often use multiple segmentation bases to identify a well-
defined target group. For segmentation to be effective, market segments must be measurable, accessible, substantial, differentiable and actionable. Business markets can be segmented with the same variables, but also with additional ones, such as customer operating characteristics, purchasing approaches and situational factors. International
markets can be segmented using a combination of variables. Intermarket segmentation (cross-market segmentation): forming segments of consumers who have similar needs and buying behaviour even though they are located in different countries.Market targetingMarket targeting is the process of evaluating each market segment’s attractiveness
and selecting one or more segments to enter. When evaluating segments, a marketer must look at segment size and growth, segment structural attractiveness and company objectives and resources. A target market consists of a set of buyers sharing common needs or characteristics that the company decides to serve. There are several forms of
market targeting.- Undifferentiated (mass) marketing: a marketing coverage strategy in which a firm decides to ignore market segment differences and go after the whole market with one offer.- Differentiated marketing or segmented marketing: a market-coverage strategy in which a firm decides to target several market segments and
designs separate offers for each.- Concentrated marketing (niche): a market-coverage strategy in which a firm goes after a large share of one or a few segments or niches.Micromarketing is tailoring products and marketing programmes to the needs and wants of specific individuals and local customer segments. It includes local marketing:
tailoring brands and promotions to the need and wants of local customer segments; cities, neighbourhoods and even specific stores. It also includes individual marketing: tailoring products and marketing programmes to the needs and preferences of individual customers, also called one-to-one marketing, customized marketing and markets-of-one
marketing.Companies need to consider a lot of factors when deciding upon a targeting strategy, such as available resources, market variability and competitors’ marketing strategies.Differentiation and positioningDifferentiation means differentiating the market offering to create superior customer value. Positioning is arranging for a market offering
to occupy a clear, distinctive and desirable place relative to competing products in the mind of target consumers. A product position is the way the product is defined by consumers on important attributes: the place the product occupies in the consumers’ minds relative to competing products. Perceptual positioning maps show consumer perceptions
of brands versus competing products.To build profitable relationships, marketers must understand customer needs. When a company is differentiated by superior customer value, this can create a competitive advantage: an advantage over competitors gained by offering greater customer value, either by having lower prices or providing more benefits
that justify high prices. The company can differentiate itself via product differentiation, service differentiation, channel differentiation, people differentiation or image differentiation.When a company has multiple difference to promote, many marketers think the company should focus on one unique selling point (USP), while some others think they can
promote more. Differences worthy to promote need to be important, distinctive, superior, communicable, not easily copied, affordable and profitable.The value proposition is the full positioning of a brand: the full mix of benefits on which it is positioned. There are multiple possible value propositions, of which five can be “winning”:More for more:
upscale products and higher prices.More for the same: used to attack competitors by offering quality at a low price.The same for less: a good deal.Less for much less: a less optimal performance for a low price.More for less: ultimately winning, but difficult to actually achieve.A positioning statement is a statement that summarises company or brand
positioning. It takes this form: To (target segment and needs) our (brand) is (concept) that (point of difference). Once a position is chosen, a company must take action to deliver and communicate the position to its target customers.A product is anything that can be offered to a market for attention, acquisition, use or consumption that might satisfy a
want or need. A service is an activity, benefit or satisfaction offered for sale that is essentially intangible and does not result in the ownership of anything. Products are key in the overall market offering. The market offer might exist of only pure tangible goods, pure services and everything in between. Product planners need to consider three levels
when deciding on services and products. The first one is the core customer value level. Secondly, the core benefit must be turned into an actual product. Finally, an augmented product must be built around the actual product by offering services.Consumer and industrial productsProducts and services fall into two broad classes: consumer products
and industrial products. Consumer products are products bought by final consumers for personal consumption.- Convenience products are a type of consumer product that consumers usually buy frequently, immediately and with minimal comparison and buyer effort.- Shopping products are consumer products that the customer, in the
process of selecting and purchasing, usually compares on such attributes as suitability, quality, price and style.- Speciality products are a type of consumer product with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort.- Unsought products are consumer products
that the consumer either doesn’t know about, or knows about but does not normally consider buying.Industrial products are products bought by individuals and organisations for further processing or for use in conducting a business. Materials and parts include raw materials (farm products, natural products) and manufactured parts (component
materials and parts).Organisation marketing consists of activities to create, maintain or change the attitudes and the behaviour of target customers. Corporate image advertising campaigns can be used to improve the image of a firm. Person marketing consists of activities to change attitudes of specific people. Place marketing involves activities to
create, maintain or change attitudes towards particular places. Social marketing is the use of commercial marketing concepts and tools in programmes designed to influence individuals’ behaviour to improve their well-being and that of society.Decisions regarding products and services are made at three levels:Individual product and service
decisionsDeveloping a product or service involves defining the benefits. Product quality are the characteristics of a product or service that bear on its ability to satisfy stated or implied customer needs. Total quality management (TQM) is an approach where the whole company is involved in constantly improving the overall quality. Product quality is
based on the quality level and consistency. Other product and service attributes are product features and the product style (appearance) and the design (heart of the product).A brand is a name, term, sign, symbol, design or a combination of these that identifies the products or services of one sell or group of sellers and differentiates them from those
of competitors. Packaging involves the activities of designing and producing the container or wrapper for a product. Innovative packaging can give a competitive advantage. The final product and service decisions include labels that help identifying a product or brand and supporting services of the product.A product line is a group of products that are
closely related because they function in a similar manner, are sold to the same customer groups, are marketed through the same types of outlets or fall within given price ranges. Major decisions include the product line length, which can be adjusted by product line filling (adding more items within present range) and line stretching (lengthen beyond
current range).A product mix (product portfolio) is the set of all product lines and items that a particular seller offers for sale. Product mix width is the number of different product lines, while length refers to the total number of items within the product lines. The product mix depth refers to the number of versions offered for each product in the
line.Services marketingFirms must decide upon four service characteristics when designing marketing programmes. Service intangibility: services cannot be seen, tasted, felt, heard or smelled before they are bought. Service inseparability: service are produced and consumed at the same time and cannot be separated from their providers. Service
variability: the quality of services may greatly vary depending on who provides them and when, where and how. Service perishability: services cannot be stored for later sale or use.The service profit chain is the chain that links service firm profits with employee and customer satisfaction. This chain consists of five links: internal service quality,
satisfied and productive service employees, greater service value, satisfied and loyal customers and ultimately healthy service profits and growth. Service marketing is more than traditional external marketing, it also consists of internal and interactive marketing. Internal marketing involves orienting and motivating customer contact employees and
supporting service people to work as a team to provide customer satisfaction. Interactive marketing involves training services employees in the fine art of interacting with customers to satisfy their needs.Service marketers need to manage service differentiation, making sure that they stand out amongst competitors. They also need to manage service
quality, which can be harder to define than product quality. Lastly, they need to manage service productivity by ensuring employees are skilful and implementing the powers of technology.BrandingBrand equity is the differential effect that knowing the brand name has on customer response to the product or its marketing. Brand equity can be a
powerful asset. Brand valuation is the process of estimating the total financial value of a brand. In order to build a strong brand, there are some major brand strategy decisions to be made. Brand positioning involves positioning the brand in the mind of the consumer. Brand name selection is important in order to select a good name. The brand name
should say something about the service benefits and should be easy to pronounce and remember. It needs to be distinctive and extendable, easily translated and should be capable of legal protection.Brand sponsorship can be done via four ways. A product can be launched as a national (manufacturer) brand or as a private brand or store brand.
Another way is via licensed brands or a co-brand with another company. A store brand is a brand created and owned by a reseller of a product or service. Licensing involves lending the brand name to other manufacturers. Co-branding is the practice of using the established brand names of two different companies on the same product.When
developing brands, companies have four choices. Line extensions occur when extending an existing brand name to new forms, colours, sizes, ingredients or flavours of an existing product category. A brand extension extends a current brand name to new product categories. Multibrands means offering more than one brand in the same category. New
brands can be created when believed that the power of existing brands is fading.New product development is the development of original products, product improvements, product modifications and new brands through the firm’s own product development efforts. New products are essential for the continuation of the company. New products aren’t
easy to find. There are eight major steps in the product development process.Ildea generation: the systematic search for new-product ideas. Ideas can be found via internal sources, but also external idea sources. These can be distributors, suppliers, but also competitors. Crowdsourcing means inviting broad communities of people - customers,
employees, independent scientists and researchers and even the public at large - into the new-product innovation process.Ildea screening: screening new-product ideas to spot good ideas and drop poor ones as soon as possible.Concept development and testing. Product concept is a detailed version of the new product idea stated in meaningful
consumer terms. Concept testing means testing new product concepts with a group of target consumers to find out if the concepts have strong consumer appeal.Marketing strategy development: designing an initial marketing strategy for a new product based on the product concept. It consists of three parts: describing the target market and value
proposition, outlining the budgets and lastly describing the long-term marketing mix strategy.Business analysis is a review of the sales, cost and profit projections for a new product to find out whether these factors satisfy the company’s objectives.Product development: developing the product concept into a physical product to ensure that the product
idea can be turned into a workable market offering.Test marketing: the stage of new product development in which the product and its proposed marketing programme are tested in realistic market settings. This can be done in both controlled test markets and simulated test markets.Commercialisation: introducing a new product into the
market.Customer-centred new product development: new product development that focuses on finding new ways to solve customer problems and create more customer satisfying experiences. Team-based new product development is an approach to developing new products in which various company departments work closely together, overlapping
the steps in the product development process to save time and increase effectiveness. Systematic new product development is preferred over haphazard and compartmentalised development. Innovation can be messy and difficult to manage, especially in turbulent times.The product life cycle (PLC) is the course of product’s sales and profits over its
lifetime. It involves five distinct stages:Product development: development of the idea without any sales.Introduction: slow sales growth when the product is introduced.Growth: period of rapid acceptance.Maturity: period of sale slowdown because of acceptance by most potential buyers.Decline: the period when sales fall and the profit drops.The PLC
concept can also be applied to styles, fashions and fads. A style is a basic and distinctive mode of expression. Fashion is a currently accepted or popular style in a given field. Fad is temporary period of unusually high sales driven by consumer enthusiasm and immediate product or brand popularity. Companies must continually innovate to keep up with
the cycle. There are different strategies for each stage.The introduction stage is the PLC stage in which a new product is first distributed and made available for purchase. Profits are generally low and the initial strategy must be consistent with product positioning.The growth stage is the stage in which a product’s sales start climbing quickly. Profits
increase and the firm faces a trade-off between high market share and high current profit.In the maturity stage, products sales are growing slowly or level off. The company tries to increase consumption by finding new consumers, also known as modifying the market. The company might also try to modify the product by changing characteristics.In
the decline stage, the product’s sales are declining or dropping to zero. Management might decide to maintain the brand, reposition it or drop a product from the line.When introducing product in international markets, it must be decided which products to offer in which countries and how these product should be adapted. Packaging issues can be
subtle, from translating issues to different meanings of logos.A price is the amount of money charged for a product or a service, the sum of the values that customers exchange for the benefits of having or using the product or service. Price is the only element in the marketing mix that produces revenue, all others are costs. Setting the right price is
one of the most complex tasks. Good pricing starts with customers and their perception of the value of the product.Customer value-based pricing: setting price based on buyer’s perceptions of value rather than on the seller’s cost. The value customers attach to a product might be difficult to measure, so the company must work hard to establish
estimates. There are two other types of value-based pricing: good-value pricing and value-added pricing. Good-value pricing means offering the right combination of quality and good service at a fair price. Value-added pricing means attaching value-added features and services to differentiate a company’s offers and charging higher prices.Cost-based
pricing means setting prices based on the cost for producing, distributing and selling the product plus a fair rate of return for effort and risk. There are two forms of costs: fixed costs (overhead) are costs that do not vary with production or sales level. Variable costs are costs that vary directly with the level of production. Total costs are the sum of the
fixed and variable costs for any given level of production.The experience curve (learning curve) is the drop in the average per-unit production costs that comes with accumulated production experience. Put more simply: as workers become more experienced, they become more efficient and costs drop.The simplest pricing method is cost-plus pricing or
mark-up pricing: it means adding a standard mark-up to the cost of the product. However, this method ignores demand and competitors prices and is therefore unlikely to lead to the best price. Break-even pricing (target return pricing) means setting the price to break even on the costs of making and marketing a product or setting price to make a
target return. The break-even volume is the amount of units that need to be sold to break even. Competition-based pricing means setting prices based on competitor’s strategies, prices, costs and market offerings.Beyond customer value perceptions, costs and competitor prices, the firm must also think of other factors. Price is only one element of the
marketing mix and the overall marketing strategy must be determined first. Target costing is pricing that starts with an ideal selling price and then targets costs that ensure the price is met. Good pricing is based on an understanding of the relationship between price and demand for the product.Pricing can differ in different types of markets. In pure
competition markets, there are numerous buyers and sellers that all have little effect on the price. In monopolistic competition, there are many buyers and sellers who trade over multiple prices. In an oligopolistic competition market, there are few sellers who are highly sensitive to each other’s pricing strategies. In a pure monopoly, the company is
the only seller and can set any price it desires.The demand curve is a curve that shows the number of units the market will buy in a given time period, at different prices that might be charged. The price elasticity is a measure of sensitivity of demand to changes in price. It is given by the following formula: price elasticity of demand = .Pricing
strategies can be challenging. There are two broad strategies. Market-skimming pricing (price skimming) means setting a high price for a new product to skim maximum revenues layer by layer from the segments willing to pay the high price, the company makes fewer but more profitable sales. Market-penetration pricing means setting a low price for
a new product to attract a large number of buyers and a large market share.There are five product mix pricing situations.1.  Product line pricing: setting the price steps between various products in a product line based on cost differences between the products, customer evaluations of different features and competitor’s prices.2.  Optional product
pricing: the pricing of optional or accessory products along with a main product.3. Captive product pricing: setting a price for products that must be used along with a main product.4. By-product pricing: setting a price for by-products to make the main product’s price more competitive.5. Product bundle pricing: combining several products
and offering the bundle at a reduced price.There are also seven price adjustment strategies that can be used.1. Discount: a straight reduction in price on purchases during a stated period of time or of larger quantities. Allowance is promotional money paid by manufacturers to retailers in return for an agreement to feature the manufacturer’s
products in some way.2. Segmented pricing: selling a product or service at two or more prices, where the difference in prices is not based on costs. Customer-segment pricing involves different types of customers paying different pricing. Product-form pricing involves different prices for different versions of the same product. Location-based pricing
involves different prices for different locations, while time-based pricing involves different prices for different moments in time.3. Psychological pricing: pricing that considers the psychology of prices, not simply the economics, the price says something about the product. Reference prices are prices that buyers carry in their minds and refer to
when they look at a given product.4. Promotional pricing: temporarily pricing products below the list price, and sometimes even below cost, to increase short-run sales.5.  Geographical pricing: setting prices for customers located in different parts of the country or world. This can be FOB-origin pricing: a geographical pricing strategy in which
goods are placed free on board a carrier, the customer pays the freight from the factory to the destination. Uniform-delivered pricing: a geographical pricing strategy in which the company charges the same price plus freight to all customers, regardless of their location. Zone pricing: the company sets up two or more zones. All customers within a
zone pay the same total price, the more distant the zone, the higher the price. Base-point pricing: a pricing strategy in which the seller designates some city as a base point and charges all customers the freight cost from that city to the customer. Freight-absorption pricing is a strategy in which the seller absorbs all or part of the freight charges to get
the desired business.6. Dynamic pricing means adjusting pricing continually to meet the characteristics and needs of individual customers and situations.7. International pricing: charging different pricing for customers in different countries.After setting prices, there are often situations in which companies need to change their prices.
Sometimes, the company finds it desirable to initiate price cuts, for instance when demand is falling, or price increases to improve profits. Consumers can react differently to changes in prices, as well as competitors. When competitors change prices first, the firm has to respond. There are as many as four responses, namely: the firm can reduce its
price, maintain its price but raise the perceived value of the product, improve the quality and increase the price or launch a low-price fighter brand to compete with the price change.There is legislation surrounding price fixing (talking to competitors to set prices), which is illegal. Predatory pricing (selling below costs to punish competitor) is also
prohibited. Many countries also try to prevent unfair price discrimination and deceptive pricing.In order to produce a product, relationships with others in the supply chain are necessary. The term demand chain might be better, because it suggests a sense-and-respond view of the market. A value delivery network is composed of the company,
suppliers, distributors and ultimately the customers, who partner with each other to improve the performance of the entire system in delivering customer value. The marketing channel (distribution channel) is a set of interdependent organisations that help make a product or service available for use or consumption by the consumer or business user.
Channel members can add value by providing more efficiency and specialization in making goods. Some of the key function channel members do are: information gathering, promotion, contacting buyers, matching products and needs and negotiating agreements. But also physical distribution, financing and taking over risks of carrying out the work.A
channel level is a layer of intermediaries that performs some work in bringing the product and its ownership closer to the final buyer. Channel 1 is a direct marketing channel: a marketing channel that has no intermediary levels. Indirect marketing channels are channels containing one or more intermediary levels. Channels are behavioural systems
composed of real companies and people, who interact to accomplish goals. Each channel member depends on others and they behave differently, which can lead to channel conflict: disagreement among marketing channel members on goals, roles and rewards, who should do what and for what rewards. Horizontal conflict occurs among firms at the
same channel level. Vertical conflict is between different levels of the same channel.For channels to work well, the role of the channel members must be specified. A conventional distribution channel is a channel consisting of one or more independent producers, wholesalers and retailers, each is a separate business seeking to maximise its own
profits, even at the expense of profits for the system as a whole. In contrast with this is the vertical marketing system (VMS), a distribution channel in which producers, wholesalers and retailers act as a unified system. One channel member owns the others, has contracts with them or wields so much power that they all cooperate. There are three
major types of VMSs:1.  Corporate VMS is a vertical marketing system that combines successive stages of production and distribution under single ownership. Channel leadership is accomplished through common ownership.2.  Contractual VMS is a vertical marketing system in which independent firms at different levels of production and
distribution join together through contracts. The most common example of a contractual VMS is the franchise organisation: a contractual marketing system in which a channel member (franchisor) links several stages in the production-distribution process. There are also three types of franchises: manufacturer-sponsored retailer franchise systems,
manufacturer-sponsored wholesaler franchise systems and service-firm-sponsored retailer franchise systems.3. Administered VMS: a vertical marketing system that coordinates successive stages of production and distribution through the size and power of one of the parties.Another development regarding channels is the horizontal marketing
system: a channel arrangement in which two or more companies at one level join together to follow a new marketing opportunity. This can be with competitors, but also with non-competitors. A multi-channel distribution system is a distribution system in which a single firm sets up two or more marketing channels to reach one or more customer
segments. This occurs when a company sets up multiple marketing channels to reach multiple customer segments and is most beneficial in complex markets, but also brings additional risks.Current changes in the channel organisation include disintermediation, which is the cutting out of marketing channel intermediaries by product or service



producers or the displacement of traditional resellers by radical new types of intermediaries.Channel designMarketing channel design means designing effective marketing channels by analysing customer needs, setting channel objectives, identifying major channel alternatives and evaluating those alternatives. The base is analysing consumer needs,
since marketing channels are actually customer value delivery networks. Next comes setting the channel objectives. When identifying major channel alternatives, the company should look at three things:1. Types of intermediaries. The company should identify the different types of channel members that can be involved in the channel.2. The
number of marketing intermediaries. Intensive distribution means stocking the product in as many outlets as possible. Exclusive distribution means giving a limited number of dealers the exclusive right to distribute the company’s products in their territories. Selective distribution involves the use of more than one, but fewer than all, intermediaries
who are willing to carry the company’s products.3. The responsibilities of the intermediaries.Finally, the firm should evaluate all of the alternatives using economic criteria, control issues and adaptability criteriaMarketing channel management means selecting, managing and motivating individual channel members and evaluating their performance
over time. Managing and motivating other channel members means practicing partner relationship management to build long-term partnerships with other channel members.Marketing logistics, or physical distribution, is the planning, implementing and controlling the physical flow of materials, final goods and related information from points of
origin to points of consumption to meet customer requirements at a profit. It basically means getting the right product to the right customer at the right place and time. It includes both outbound (from company to customer) and inbound distribution (within the channel) and reverse distribution (moving returned products).It involves the entire supply
chain management: managing upstream and downstream value-added flows of materials, final goods and related information among suppliers, the company, resellers and final consumers. Logistics can be a source of competitive advantage and efficient ones can cut cost drastically. There is however a trade-off between minimal distribution costs and
maximum customer service. Logistics include some major functions:1.  Warehousing. Distribution centres are large, highly automated warehouses designed to receive goods from various plants and suppliers, take orders, fill them efficiently and deliver goods to customers as quickly as possible.2.  Stock management involves deciding on the
balance between too little and too much stock. Just-in-time logistic systems involve small stocks, while new stock arrives exactly when needed.3. Transportation affects the pricing of products, delivery times and the condition of the goods. It can be via road, but also via railways, waterways and air carriers. Intermodal transportation means
combining two or more modes of transportation.Integrated logistics management is the logistics concept that emphasises teamwork, both inside the company and among all the marketing channel organisations, to maximise the performance of the entire distribution system. Cross-functional teamwork inside the company means an integrated and
harmonized system. Companies should not only improve their logistics, but also their logistic partnerships. Third-party logistics (3PL) provider is an independent logistics provider that performs any or all of the functions required to get a client’s product to the market. They often do this at a lower cost and more efficiently, while the company can
focus on its core business.Retailing includes all the activities involved in selling goods or services directly to final consumer for their personal, non-business use. Retailers are businesses whose sales come primarily from retailing. Retailing connects brands to consumers in the final steps (“last mile” of buying process). Shopper marketing means using
in-store promotions and advertising to extend brand equity to the “last mile” and encourage favourable hi-store purchase decisions. There are different types of retailers. Self-service retailers serve customers who are willing to perform part of the service. Limited-service retailers provide some assistance in the service process, while full-service
retailers assist customers in every step of the buying process.Retailers can also be classified by the length and breadth of their product line.1.  Speciality store: a retail store that carries a narrow product line with a deep assortment within that line.2. = Department store: a retail organisation that carries a wide variety of product lines. Each line is
operated as a separate department managed by specialist buyers or merchandisers.3. Supermarkets are large, low-cost, low-margin, high-volume and self-service stores that carry a wide variety of grocery and household products.4. Convenience stores are mall stores, located near residential areas and that carry a limited line of high-turnover
convenience goods.5. Superstore: a store much larger than a regular supermarket that offers a large assortment of routinely purchased food products, non-food items and services.6.  Category killer: a giant speciality store that carries a very deep assortment of a particular line and is staffed by knowledgeable employees.7.  Service retailers: a
retailer whose product line is actually a service.Retailers can also be classified according to the price they charge for their goods and services.- Discount store: a retail operation that sells standard merchandise at lower prices by accepting lower margins and selling at higher volume.- Off-price retailers are retailers that buy at less-than-
regular wholesale price and sell at less than retail.- Independent off-price retailers are off-price retailers who are either independently owned or is a division of a larger retail corporation.- Factory outlet: an off-price retailing operation that is owned and operated by a manufacturer and normally carries the manufacturer’s surplus discontinued
or irregular goods.- Warehouse clubs: an off-price retailer that sells a limited selection of brand name grocery items, appliances, clothing and a hodgepodge of other goods at deep discounts to members who pay annual membership fees.Chain stores are two or more outlets that are commonly owned and controlled. Their size allows for buying in
large quantities at lower prices. A franchise is a contractual association between a manufacturer, wholesaler or service organisation and independent businesspeople, who buy the right to own and operate one or more units in the franchise system. Retailers must first segment and define their target market, before deciding upon how to differentiate
and position themselves in these target markets. Retailers must decide upon three major product variables: product assortment, services mix and store atmosphere. The product assortment should differentiate the retailer from competitors. The services mix can help differentiate, while the store’s atmosphere is another unique element to distinguish
the retailer.The price a retailer asks for its product must fit the target market and position of the retailer. Retailers can use all of the five promotion tools to reach their customers, namely: advertising, personal selling, sales promotion, public relations and direct marketing. The place of the products, or location, is vital in retailing success. A shopping
centre is a group of retail businesses built on a site that is planned, developed, owned and managed as a unit. A regional shopping centre is large, containing more than 50 to 100 stores. A community shopping centre contains between 15 and 50 retailers. A neighbourhood shopping centre or strip mall generally holds 5 to 15 stores. Power centres are
huge unenclosed shopping centres consisting of long strips of retail stores. A lifestyle centre is a smaller open-air mall with upmarket stores.Trends in retailingIn current times, retailers are dealing with changing lifestyles and fierce competition for customer expenditure. The economic downturn provides a challenge for a lot of retailers. The wheel-of-
retailing concept states that new types of retailers usually begin as low-margin, low-price, low-status operations but later evolve into higher priced, higher-service operations, eventually becoming like the conventional retailers they replaced. The rise of mega-retailers also has its influence on the environment, squeezing out small competitors. The
growth of non-store retailing via advanced technologies also provides new opportunities and challenges. Retailing technologies have become important as competitive tools. There is also a trend of green retailing, where retailers are adopting environmentally sustainable practices.WholesalingWholesaling includes all the activities involved in selling
goods and services to those buying for resale or business use. A wholesaler is a firm engaged primarily in wholesaling activities. Wholesalers add value by performing one or multiple of the following channel functions:- Selling and promoting and thereby reaching many small customers.- Buying and assortment building.- Bulk breaking by
buying in large quantities.- Warehousing and holding stock.- Transportation.- Financing of customers and suppliers.- Risk bearing.- Providing market information.- The management of services and giving advice.Wholesalers fall into three major groups.1.  Merchant wholesalers are independently owned wholesale businesses
that take title to the merchandise it handles. They include full-service wholesalers, who provide a full set of services and limited-service wholesalers who offer less services to their customers. Industrial distributors sell to manufacturers, while wholesale merchants sell primarily to retailers. Cash-and-carry wholesalers carry a limited line of fast moving
goods. Drop shippers never carry stock, but select manufacturers who ship the product upon order.2.  Brokers and agents. A broker is a wholesaler who does not take title to goods and whose function is to bring buyers and sellers together and assist in negotiation. An agent is a wholesaler who represents buyers or sellers on a relatively permanent
basis, performs only a few functions and does not take title to goods. Selling agents have contractual authority to sell a manufacturer’s entire output. Purchasing agents often have long-term relationships with buyers and make purchases for them.3. Manufacturers’ sales branches and offices: wholesaling by seller or buyers themselves rather than
through independent wholesalers.Like retailers, wholesalers must also decide upon the product, prices, promotion and place of their services. Today’s wholesalers are facing challenges in the need for greater efficiency and changing needs of customers.The promotion mix (marketing communication mix) is the specific blend of promotion tools that the
company uses to persuasively communicate customer value and build customer relationships. It consists of five major promotion tools:1.  Advertising: any paid form of non-personal presentation and promotion of ideas, goods or services by an identified sponsor.2.  Sales promotion: short-term incentives to encourage the purchase or sale of a
product or a service.3. Personal selling: personal representation by the firm’s sales force for the purpose of making sales and building customer relationships.4.  Public relations: building good relations with the company’s various public by obtaining favourable publicity: building up a good corporate image and handling or heading off
unfavourable rumours, stories and events.5. Direct marketing: direct connections with carefully targeted individual consumers to both obtain an immediate response and cultivate lasting customer relationships.Several factors are changing today’s marketing communication. First, consumers are changing: they are better informed and more
empowered. Also, marketing strategies are shifting away from traditional mass marketing. Finally, communications technology is changing the way companies and customers communicate with each other. These changes come together in a need for integrated marketing communications (IMC) which involves carefully integrating and coordinating the
company’s many communications channels to deliver a clear, consistent and compelling message about an organisation and its products. IMC recognizes all touchpoints where the company and customers meet and ties together all messages.In order to develop marketing communications, an understanding of the communication process is required. A
message is send from a sender to a receiver via media, but can be interrupted by noise or encoding/decoding differences.There are different steps necessary in developing effective marketing communication.1. Identifying the target audience.2. = Determining the communication objectives. The target audience can be in any stage of the buyer-
readiness stages. The buyer-readiness stages are the stages consumers normally pass through on their way to a purchase, including awareness, knowledge, liking, preference, conviction and finally the actual purchase. A goal of a marketer is to move target customers through the buying process.3. Designing the message. The message should get
attention, hold interest, arouse desire and obtain action. Attention, interest, desire and action come together as the AIDA model. The marketer determines the content of the message. Rational appeals relate to the audience self-interest and their benefits. Emotional appeals attempt to stir up emotions that can motivate purchase. Marketers must also
decide the message structure and the format.4. Choosing the channels of communication. There are two broad categories. Personal communication channels are channels through which two or more people communicate directly with each other, including face to face, on the phone, via e-mail or even through Internet chat. Personal communication
channels include word-of-mouth influence: personal communications about a product between target buyers and neighbours, friends, family members and associates. Buzz marketing is cultivating opinion leaders and getting them to spread information about a product or a service to others in their communities.Non-personal communication channels
are media that carry messages without personal contact or feedback, including major media, atmospheres and events. Atmospheres are designed environments that create the buyer’s leanings toward buying a product.5.  Selecting the message source. Highly credible sources are more persuasive.6. Collecting feedback. The marketer must
research the effect on the target audience.When setting the total promotion budget, there are four common methods that can be used.1. Affordable method: setting the promotion budget at the level management thinks the company can afford.2. = Percentage-of-sales method: setting the promotion budget at a certain percentage of current or
forecasted sales or as a percentage of the unit sales prices.3. Competitive-parity method: setting the promotion budget to match competitor’s outlays.4. Objective-and-task method: developing the promotion budget by (1) defining specific promotion objectives, (2) determining the tasks needed to achieve these objectives and (3) estimating the
cost of performing these tasks. The sum of these costs is the proposed promotion budget.The promotion mixThe promotion mix consists of five tools. Advertising can reach masses of geographically dispersed buyers at a low cost, but it cannot be as persuasive as people. Personal selling is the most effective in certain stages of the buying process, but
is quite costly. Sales promotion attracts the customer’s attention, but the effect is often short lived. Public relations (PR) is believable but is often underused. Direct marketing is less public and delivered to a certain person.Marketers can choose from two basic promotion mix strategies. A push strategy calls for using the sales force and trade
promotion to push a product through channels. A producer promotes a particular product to channel members, who in turn promote it to final consumers. A pull strategy calls for spending a lot on consumer advertising and promotion to induce final consumers to buy a particular product, creating a demand vacuum that “pulls” a product through the
channel.Having set the promotion budget and mix, the next task is to integrate into a promotion mix. There are legal and ethical issues to consider when thinking about marketing communications. Marketers must avoid false or deceptive advertising and must follow the rules of fair competition.Advertising is any paid form of non-personal presentation
and promotion of ideas, goods or services by an identified sponsor. The first step to advertising is setting advertising objectives based on past decisions on the target market, positioning and the marketing mix. An advertising objective is a specific communication task to be accomplished with a specific target audience during a specific period of time.
Informative advertising is often used when introducing a new product. Persuasive advertising is more used when competition is increasing. Reminder advertising is relevant for mature products and is used to maintain customer relationships.After setting the advertising objectives, the advertising budget is set. The advertising budget is the money and
other resources allocated to a product or a company advertising programme. The budget is often dependent of multiple factors, such as the stage in the product life cycle, market share and the number of competitors in the market.The next thing in the advertising process is developing an advertising strategy: the strategy by which the company
accomplishes its advertising objectives. It consists of two major elements: creative advertising messages and selecting advertising media.The advertising messageWhen creating the advertising message, it is important to gain the attention of the customer and to stand out from the clutter of all other advertisements. In order to stand out, many
marketers use “Madison & Vine”, a term that has come to represent the merging of advertising and entertainment in an effort to break through the clutter and create new avenues for reaching consumers with more engaging messages. The aim of “advertainment” is to make ads entertaining enough, so that people actually want to watch them.
Branded entertainment, or brand integrations, involves making the brand an inseparable part of some form of entertainment.The message strategy is the general message that will be communicated to consumers. The creative concept is the compelling “big idea” that will bring the advertising message strategy to life in a distinctive and memorable

way. Advertising appeals should have three characteristics. They should be meaningful, believable and distinctive. After that, the message needs to be executed. There are different execution styles: the approach style, tone, words and format used for executing an advertising message. Some styles are:- Slice of life: normal people using a product
in a normal setting.- Lifestyle: shows how a product fits within a certain lifestyle.- Fantasy.- Mood or image: builds a mood or certain image around the product.- Musical: singing advertisement.- Personality symbol: creates a character that represents the product.- Technical expertise.- Scientific evidence: proving the
brand is better.- Testimonial evidence or endorsement: featuring a highly believable or likable source.The marketer must also decide upon the tone and format of the advertisement. The illustration is the first thing noticed, while the headline must entice the right people to read to advertisement. The copy (main block of text in the ad) must be

simple, strong and convincing All of the elements must work together in order to persuade the customer.The other major part of developing an advertisement strategy is selecting advertising media. Advertising media are the vehicles through which advertising messages are delivered to their intended audiences. To select media, a marketer must
decide upon the reach and frequency of advertising that is desired. Reach is a measure of the percentage of people reached in the target market, while frequency is a measure to show how many times the average person is exposed to the message.An advertiser will want to reach the desired media impact: the qualitative value of the message
exposure. Media planners must also choose the best media vehicles: specific media within each general media type. Furthermore, they need to consider audience quality, audience engagement and editorial quality. Some media sources are more believable than others. Finally, the advertiser must decide upon the media timing. Continuity means
scheduling ads evenly within a given period, while pulsing means scheduling ads unevenly over a given time period.Measuring advertising effectiveness and the return on advertising are becoming important. Return on advertising investment is the net return on advertising investment divided by the costs of the advertising investment. There are two
types of advertising results: communication effects and sales and profit effects.Advertising is organised differently in different companies. It ranges from someone handling it in the sales department, to advertising departments and advertising agencies: a marketing services firm that assists companies in planning, preparing, implementing and
evaluating all or portions of their advertising programmes.Public relations (PR) means building good relations with the company’s various publics by obtaining favourable publicity, building up a good corporate image and heading off unfavourable rumours, stories and events. Activities involved in PR are press relations, product publicity, public
affairs, lobbying and managing investor relations. PR can have a strong impact on public awareness and results can be impressing. Some of the most important tools of PR are the news, speeches, written materials, audio-visual material and public services activities.Personal selling: are personal presentations by the firm’s sales force for the purpose of
making sales and building customer relationships. A salesperson is an individual representing a company to customers by performing one or more of the following activities: prospecting, communicating, selling, services, information gathering and relationship building. Personal selling is an interpersonal part of the promotion mix. The sales force is a
link between the company and its customers. Sales people represent the company to customers, but at the same time they represent customers to a particular company. The sales force should work closely with other marketing functions in order to create value for its customers, but often sales and marketing are approached as different
functions.Sales force management means analysing, planning, implementing and controlling sales force activities. There are six major steps in the sales force management process: 1. Designing the sales force strategy.The sales force structure can have different shapes. A territorial sales force structure is a sales force organisation that assigns each
salesperson to an exclusive geographic territory in which that salesperson sells the company’s full line. Territory sales representatives report to territory managers, who are under the supervision of regional managers, who in turn report to a director of sales.A product sales force structure is a sales force organisation in which salespersons specialise
in selling only a portion of the company’s products or lines. This might lead to trouble when customers buy multiple products of the same company and could lead to double work.A customer or market sales force structure is a sales force organisation in which salespeople specialise in selling only to certain customers or industries. This can help a
company build closer relationships with meaningful customers.Finally combinations of sales force structures are possible, leading to complex structures. Once the structure is set, the sales force size must be determined. This can be done by the workload approach, where the number or salespersons are based on the amount of effort desired for
different classes of work. Sales management must also determine who will be involved in the sales force. Outside sales force (field sales force) are salespeople who travel to call on customers in the field. Inside sales force are salespeople who conduct business from their offices via telephone, the Internet or visits from prospective buyers. Team selling
means using a team of people from sales, marketing, engineering, finance, technical support an even upper management to service large, complex accounts.2.  Recruiting salespeople.The success of a sales force operations depends on the skills of salespeople. Good sales people are motivated, disciplined, have skills and knowledge and a great
understanding of customer needs.3. Training salespeopleMost companies provide continuous sales training. Training programmes teach salespeople what they need to know about their customers and give them the necessary skills.4. Compensating salespeopleTo attract good salespeople, they need to be compensated. Compensation can consist
of four elements: a fixed amount, a variable amount, expenses and fringe benefits.5.  Supervising salespeopleThe goal of supervision is to help salespeople work smart, by doing the right things the right way. Motivation helps salespeople to work hard to reach the sales force goals. Supervising salespeople can be done by period call plans and time-
and-duty analysis. Sales 2.0 is the merging of innovative sales practices within Web 2.0 technologies to improve sales force effectiveness and efficiency. Beyond directing, sales managers must also motivate salespeople. Sales quota are standards that state the amount a salesperson should sell and how sales should be divided among the company’s
products. Organisational climate describes the feeling salespeople have about their opportunities and rewards. Sales meetings provide occasions to air feelings.6.  Evaluating salespeopleThe last step in the process is evaluating the salespeople. Information can be gathered in different ways: via sales reports call reports and expense reports.The
selling process are the steps that salespeople follow when selling, which include prospecting and qualifying, pre-approaching, presenting an demonstrating, handling objections, closing and following up.1. Prospecting: a salesperson or company identifies qualified potential customers.2.  Pre-approaching: a salesperson learns as much as possible
about a prospective customer before making a sales call.3.  Approaching: a salesperson meets the customer for the first time.4. Presenting: a salesperson tells the “value story” to the buyers, showing how the company’s offer solves the customer’s problems.5. Handling objections: a salesperson seeks out, clarifies and overcomes any customer
objections to buying.6. Closing: a salesperson asks the customer for an order.7.  Following up: a salesperson follows up after the sale to ensure customer satisfaction and repeat business.The steps in the selling process can be described as transaction oriented. But in most cases, the long-term goals are to develop a profitable relationship. Sales
promotion: short-term incentives to encourage the purchase or sale of product or service. Sales promotions tools are used by most companies and can be consumer promotions, trade promotions, business promotions and sales force promotions. Sales promotion objectives can vary widely and are used together with other promotion mix
tools.Consumer promotions are sales promotion tools used to boost short-term customer buying and involvement or enhance long-term customer relationships. These can be samples (trial products), coupons (saving certificates), cash refunds, price packs (money-off deals), or premiums (goods offered at low cost). But also promotional products, point-
of-sales (POS) promotions (displays and demonstrations) and contests and games are sales promotion tools. Event marketing (event sponsorship) means creating a brand-marketing event or serving as a sole or participating sponsor of events created by others.Trade promotions are sales promotion tools used to persuade resellers to carry a brand, give
it shelf space, promote it in advertising and push it to consumers. Business promotions are sales promotion tools used to generate business leads, stimulate purchases, reward customers and motivate salespeople.Direct marketing means connecting directly with carefully targeted segments of individual consumers, often on a one-to-one, interactive
basis. For most companies, direct marketing is a supplemental channel, but for others it is a complete way of doing business. Direct marketing is expanding, it is key to the trend towards building close and interactive customer relationships. Direct marketing has certain benefits for buyers: it is convenient, private, easy and gives a lot of comparative
information. It also has benefits for sellers: it is an important tool for building customer relationships and is a low-cost and efficient way of reaching target markets. Direct marketing begins with a good customer database.A customer database is an organised collection of comprehensive data about individual customers or prospects, including
geographic, demographic, psychographic and behavioural data. Companies can use this database to located potential customers, learn about their customers and build relationships with them. There are several major forms of direct marketing:- Direct-mail marketing: direct marketing by sending an offer, announcement, reminder or other item to
a person at a particular physical or virtual address. It can be used well for direct one-to-one communication, but can be resented as “junk mail”.- Catalogue marketing: direct marketing through print, video or digital catalogues that are mailed to select customers, made available in stores, or presented online. They eliminate mailing costs and allow
for real-time merchandising.- Telephone marketing: using the telephone to sell directly to customers. However, the recent do-not-call rules have been hurting the telemarketing industry.- Direct-response television (DRTV) marketing: direct marketing via television, including direct-response television advertising (or infomercials) and home
shopping channels. Home-shopping channels are television programmes or channels dedicated to selling goods and services.- Kiosk marketing is marketing via information and ordering machines.- New digital direct-marketing technologies such as mobile phone marketing, podcasts/vodcasts and interactive TV are upcoming tools.Online
marketing are efforts to market products and service and build customer relationships over the internet. The Internet is a vast public web of computer networks that connects users of all types around the world to each other and an amazingly large information repository. Click-only companies are the so-called dot-coms, which operate only online and
have no brick-and-mortar market presence. Click-and-mortar companies are traditional brick-and-mortar companies that have added online marketing to their operations. There are four major online marketing domains.1.  Business-to-consumer (B-to-C) online marketing: businesses selling goods and services online to final consumers.2.  Business-
to-business (B-to-B) online marketing: businesses using online marketing to reach new business customers serve current customers more effectively and obtain buying efficiencies and better prices.3. Consumer-to-consumer (C-to-C) online marketing: online exchanges of goods and information between final consumers. Blogs are online journal
where people post their thoughts, usually on a narrowly defined topic. Companies can also advertise on blogs and influence content there.4. Consumer-to-business (C-to-B) online marketing: online exchanges in which consumers search out sellers, learn about their offers and initiate purchases, sometimes even driving transaction terms.Either way,
most companies now exist online. Corporate (brand) websites are websites designed to build customer goodwill, collect customer feedback and supplement other sales channels rather than sell the company’s products directly. A marketing website is a website that engages consumers in interactions that will move them closer to a direct purchase or
other marketing outcome. However, creating a website is not enough, sites must be visited and therefor a website must be promoted. This can be done via online advertising: advertising that appears while consumers are browsing the Web, including display ads, search-related ads, online classifieds and other forms. Rich media allow animation,
sound, video and interactivity. The largest form of online advertising is search-related ads (or contextual advertising). Viral marketing is the Internet version of word-of-mouth marketing: websites, videos, email messages or other marketing events that are so infectious that customers will want to pass them along to friends.Online social networks:
online social communities, blogs, social networking websites or even virtual worlds, where people socialise or exchange information and opinions. Marketers can engage in online social networks by participating in existing Web communities or establishing their own. Social networking sites presents challenges, since companies do not really know how
to use them effectively. E-mail is an important and growing online marketing tool and it can be the ultimate marketing medium. However, the explosion of spam (unsolicited, unwanted commercial e-mail messages) can lead to customer irritation.The direct-marketing industry has been facing some privacy concerns and cases of unfair practices. Direct
marketing can sometimes annoy customers. Internet fraud has become a serious problem. Phishing, a type of online identity theft uses deceptive emails to fool users into divulging their personal data. Customers also worry about online security and their privacy. Many online marketers have become skilled at obtaining detailed consumer information.
Because of these challenges, various governments are putting up legislation to protect customers.A competitive advantage is an advantage over competitors gained by offering consumers greater value than competitors do. Competitive marketing strategies exist of competitor analysis and developing competitive marketing strategies. Competitive
marketing strategies are strategies that strongly position the company against competitors and give the company the strongest possible strategic advantage. Competitor analysis is the process of identifying key competitors, assessing their objectives, strategies, strengths and weaknesses and reaction patterns, and selecting which competitors to
attack or avoid. It consists of three steps.1. Identifying competitors. This might seem easy, but companies face a lot more competitors than can be identified at first sight. Competitors can be identified from an industry point or a market point of view.2.  Assessing competitors. When doing so, firms need to look at the competitor’s objectives and
identify competitor’s strategies. A strategic group is a group of firms in an industry following the same or a similar strategy. It is also important to assess the strengths and weakness of competitors. This way, the firm can benchmark. Benchmarking is the process of comparing one company’s products and processes to those of competitors or leading
firms in other industries to identify best practices and find ways to improve quality and performance. Finally, the firm can estimate how competitors will react to changes and anticipate their moves.3. Selecting which competitors to attack and avoid. A useful tool for assessing competitor’s strengths and weaknesses is the customer value analysis: an
analysis conducted to determine what benefits target customer’s value and how they rate the relative value of various competitors’ offers. The key to gaining competitive advantage is to take each segment and examine how the company’s offer compares to that of competitors. Most companies compete with close competitors, but they will also have
distant competitors. Firms also benefit from having competitors, they share the costs of market development and competitors may increase total demand.When the competitors are identified and evaluated, the firm must design a competitive strategy. Strategies differ for every company. Approaches to marketing strategy often pass through three
stages: entrepreneurial marketing, formulated marketing and intrepreneurial marketing.Entrepreneurial marketing: most companies are started by individuals who have no explicit strategy. Formulated marketing: as small companies are more successful, they move to more formulated strategies. Intrepreneurial marketing: many large companies get

stuck in formulated marketing and should re-establish their entrepreneurial spirit.Porter’s strategiesPorter is famous for his competitive positioning strategies: three winning ones and one losing one. The three winning strategies are:- Cost leadership: the firm has the lowest production costs and can therefore ask the lowest prices.-
Differentiation: the firm creates a highly differentiated product.- Focus strategy: the firm focuses on a small niche market segment.The losing strategy is the “middle of the roaders” and applies to firms with no clear strategy.Companies can pursue any of three value discipline for delivering superior customer value:- Operational excellence:
the firm has leads in the industry by price and convenience.- Customer intimacy: the firm provides superior value by precisely tailoring its products to match the needs of their customers.- Product leadership: the firm provides superior value by offering a continuous stream of superior products.There are multiple competitive positions in a

given market.1. Market leader: the firm in an industry with the largest market share. The leader has the largest market share and usually sets the pace in the market. Market leaders can encourage users to usage their products more. Leaders must be constantly prepared for other firms challenging its strengths. Sometimes attack is the best
defence, and market leaders should continuously innovate.2.  Market challenger: a runner-up firm that is fighting hard to increase market share in an industry. The runner-up can either challenge the market leader or play along with competitors and not “rock the boat”. Challengers often become leaders by imitating and improving the ideas of
previous leaders. It can attack the leader by a full frontal attack, by attacking the leader’s strengths but also by an indirect attack by attacking the leader’s weaknesses.3. Market follower: a runner-up firm that wants to hold its share in an industry without rocking the boat. Followers can learn from the leader (who pays for the cost of innovation). A
follower must know how to current customers and win new ones.4. Market nicher: a firm that serves small segments that the other firms in an industry overlook or ignore. By focusing on such a specific segment, the firms are often good in exactly matching the product to customer needs.However, a company can also focus too much on its
competitors. A competitor-centred company is a company whose moves are mainly based on competitor’s actions and reactions. A customer-centred company is a company that focuses on customer developments in designing its marketing strategies and delivering superior value to its target customers. A market-centred company is a company that
pays balanced attention to both customers and competitors in designing its marketing strategies.As global trade grows, global marketing also intensifies. A global firm is a firm that, by operating in more than one country, gains R&D, production, marketing and financial advantages in its costs and reputation that are not available to purely domestic
competitors. A company faces six major decisions in international marketing.1. Looking at the global marketing environment.Companies must start by understanding the international trade system. Countries may set quotas and limits on the amount of foreign import, which can lead to barriers. But there are also forces helping the trade between
nations. The GATT is a treaty to promote word trade by reducing trade barriers. The World Trade Organization was created to enforce the GATT rules.Certain countries have formed free-trade or economic communities: a group of nations organised to work toward common goals in the regulation of international trade, such as the EUThe international
marketer must pay attention to the economic environment. The industrial structure shapes its product and service needs. The four types of industrial structures are as follows:- Subsistence economies: the vast majority of people engage in simple agriculture, which they consume themselves.- Raw material exporting economies: economies are
rich in natural resources, but not all of them. Revenue comes from exporting these resources.- Emerging economies are industrialising economies with rapid growth.- Industrial economies are major exporters of manufactured goods.Besides the industrial structure, the income distribution is also of importance.Next to the economic
environment, international marketers must also look at the political/legal environment, such as political stability and monetary regulations, and the cultural environment. Culture can have a big impact on marketing strategy. When advertising, cultural differences must be taken into account.2.  Deciding whether to go global.Not all companies decide
to dive into international markets. Local businesses only need to be present in their local marketplace. However, companies that operate in global industries often are strongly affected by global positions.3.  Deciding which markets to enter.Before going abroad, the company should define their international marketing objectives and policies. Most
companies start small when they go abroad. Firms need to choose how many countries and the types of countries to enter.4. Deciding how to enter the market.Once a company has decided upon entering a country, there are different modes of entry. Exporting is entering a foreign market by selling goods produced in a company’s home country,
often with little modification.Joint venturing is entering foreign markets by joining with foreign companies to produce or market a product or services. Licensing is a method of entering a foreign market in which a company enters into an agreement with a licensee in a foreign market. Contract manufacturing is a joint venture in which a company
contracts with manufacturers in a foreign market to produce a product or provide a service. Management contracting: a joint venture in which a domestic firm supplies the management know-how to a foreign company that supplies the capital, the domestic firm exports management services rather than products. Joint ownership is a joint venture in
which a company joins investors in a foreign market to create local business in which a company shares joint ownership and control.Direct investment means entering a foreign market by developing foreign-based assembly or manufacturing facilities. The major global marketing decision is how much a firm should adapt is marketing strategy to local
markets.5. Deciding on the global marketing programme.There are two extremes when deciding on adapting the marketing strategy. At one point is the standardised global marketing: an international marketing strategy that basically uses the same marketing strategy and mix in all of a company’s international markets. At the other end is adapted
global marketing: an international marketing strategy that adjusts the marketing strategy and mix elements to each international target market, bearing more costs but hoping for a larger market share and return.There are five strategies that allow for adapting product and marketing communication strategies to a global market. Three of them apply
to the product, namely straight product extension, product adaption and product invention. Straight product extension means marketing a product in a foreign market without any change. Product adaption means adapting a product to meet local conditions or wants in foreign markets. Product invention means creating new products or services for
foreign markets.The other two apply to the communication strategy. Communication adaption means a global communication strategy of fully adapting advertising messages to local markets. In dual adaption, both the product and the communication strategy are adapted. Companies may also consider adapting their prices.An international company
must take a whole-channel view of the problem of distributing products. A whole-channel view means designing international channels that take into account the entire global supply chain and marketing channel, forging an effective global value delivery network. It connects sellers with final buyers via channels between nations and channels within
nations.6. Deciding on the global marketing organisation.Most companies manage their international marketing activities in three ways. First they organise an export department, then create an international division and final become a global organisation. International divisions can be geographical organisations, world product groups or
international subsidiaries.Today, major companies must become more global if they hope to compete.Sustainable marketing is socially and environmentally responsible marketing that meets the present needs of consumers and business while also preserving or enhancing the ability of future generations to meet their needs. Only satisfying consumers’
immediate needs, does not always serve the future best interest of either customers or the business. The sustainable marketing concepts considers both strategic planning and societal marketing.Marketing receives much criticism. Many critics say that marketing causes prices to be higher, because of three reasons. The high costs of intermediaries in
the distribution channel lead to price increases, as well as high advertising and promotion costs and excessive mark-ups. There is also criticism of deceptive practices. These can be because of deceptive pricing, deceptive promotion and deceptive packaging. Deceptive practices have led to legislation and other consumer protection actions.Salespeople
are sometimes accused of high-pressure selling, because they persuade people to buy goods these consumers did not really wanted before. Another criticism concerns poor product quality or function. Some companies have been accused of planned obsolescence, causing their products to become obsolete on purpose, so that they need replacement. A
final piece of criticism is that of poor service to disadvantaged consumers.Marketing also has an impact on society as a whole. Critics state that marketing is the cause of creating false wants and materialism, of which the industry benefits but not so much the customers. Businesses have also been accused of overselling private goods at the expense of
public goods. Marketing also supposedly led to the creation of cultural pollution. Because of constant advertising, people’s minds are polluted with these messages.Marketing also has an impact on other businesses. There are three big problems involved: acquisition of competitors, marketing practices that create barriers to entry and unfair
competitive marketing practices.Consumerism is an organised movement of citizens and government agencies to improve the rights and power of buyers in relation to sellers. Traditional seller rights include:The right to introduce any product.The right to charge any price for a product, provided there is no discrimination.The right to send any amount
on promotion, if it is not unfair.The right to use any product message, provided it is not misleading.The right to use buying incentive programmes, if they are not misleading.Traditional buyers rights include:The right not buy a product that is offered for sale.The right to expect the product to be safe.The right to expect the product to perform as
claimed.Consumer advocates also call for additional consumer rights:The right to be well informed.The right to be protected against questionable products.The right to influence products and marketing practices in ways that improve quality of life.The right to consume in a way that will preserve the world for future generations.Environmentalism is
an organised movement of concerned citizens and government agencies to protect and improve people’s current and future living environment. Modern environmentalists are not against marketing, but just want people and organisations to operate with more care for the environment. Environmental sustainability is a management approach that
involves developing strategies that both sustain the environment and produce profits for the company. Environmental sustainability involves preserving the natural environment, while marketing sustainability involves both the natural and social environments. There are generally four forms of environmental sustainability.Pollution prevention:
eliminating or reducing waste before creation.Product stewardship: minimising environmental impact throughout the entire life cycle process.New clean technology: developing new sets of environmental skills and capabilities.Sustainability vision: creating a strategic framework for future sustainability.In today’s world, environmental issues are high
on the awareness list, but environmental policies still vary widely from country to country. Marketers must take responsibility for sustainable marketing.There are five sustainable marketing principles:Consumer-oriented marketing: a principle of sustainable marketing that holds a company should view and organise its marketing activities from the
consumer’s point of view.Customer value marketing: a principle of sustainable marketing that holds a company should put most of its resources into consumer value building marketing investments.Innovative marketing: a principle of sustainable marketing that requires a company to seek real product and marketing improvements.Sense-of-mission
marketing: a principle of sustainable that holds a company should define its mission in broad social terms rather than narrow products terms.Societal marketing: a principle of sustainable marketing that holds a company should make marketing decisions by considering consumers’ wants, the company’s requirements, consumer’s long-term interests
and society’s long term interests.Sustainable marketing calls for products that are not only pleasing, but also beneficial. Products can be classified according to their degree of satisfaction and long term benefit. Deficient products are products that have neither immediate appeal, nor long term benefits. Pleasing products are products that give high
immediate satisfaction, but may damage the consumer in the long term. Salutary products are products that have low appeal but may benefit the consumers in the long term. Desirable products are products that give both high immediate satisfaction and high long-term benefits.Good ethics are important in sustainable marketing. Increasingly,
companies are responding to need for guidelines of marketing ethics. Guidelines can’t resolve all the ethical decisions that firms must make, but there are some general principles that can be applied. Ethical norms for marketers include “do not harm”, “foster trust in the marketing system” and “embrace ethical values”. Ethical values include honesty,
responsibility, fairness, respect, transparency and citizenship.The core of marketing is that firms will fulfil the needs of their customers. Sustainability goes beyond the needs of today’s customers, but means having concern for tomorrow’s customers as well.For a summary of the 18th edition see: Summary with the 18th edition of Principles of
Marketing by Kotler & Armstrong Attribution-NonCommercial-ShareAlike CC BY-NC-SA Learn more about reviews. Reviewed by Elaheh Saffari, Marketing Instructor, PhD, Old Dominion University on 6/27/24 This Principles of Marketing textbook has 16 chapters, and most key topic areas are discussed relatively thoroughly. It also offers a nice
integration of some topics that might normally be neglected, e.g., satisfaction metrics, account planning, etc. read more Reviewed by Elaheh Saffari, Marketing Instructor, PhD, Old Dominion University on 6/27/24 Comprehensiveness rating: 5 see less This Principles of Marketing textbook has 16 chapters, and most key topic areas are discussed
relatively thoroughly. It also offers a nice integration of some topics that might normally be neglected, e.g., satisfaction metrics, account planning, etc. Content Accuracy rating: 5 The content is accurate and unbiased. I did not come across any areas that were not accurate. Most contents are explained adequately for concept delivery.
Relevance/Longevity rating: 4 The textbook provides a solid foundation in basic marketing principles. Also, It would benefit from addressing topics such as the growth of virtual retailing, the impact of broken supply chains, challenges in distribution channels, inflation, and advancements in digital marketing. Additionally, incorporating discussions on
content streaming, social media, and the innovative uses of VR, AR, and the Metaverse in marketing would make the textbook even more valuable. Clarity rating: 5 The textbook is easy to read and understand. Definitions & examples are clear. Consistency rating: 5 Overall, the textbook maintains a consistent framework, with a logical flow and
chapter sequence that aligns well with classroom instruction. Modularity rating: 5 The text consists of 16 chapters, each divided into multiple subsections for flexible reading. It is easy to read, with good spacing and helpful graphics. Video links provide breaks, aiding students in studying for exams. Organization/Structure/Flow rating: 5 The topics are
effectively presented and structured. The text begins with broad definitions and concepts before delving into detailed explanations of each subject. Interface rating: 5 The functionality of the text seemed to be working. Web links, images, and figures allow for easy direction-finding. Grammatical Errors rating: 5 No grammatical errors were found.
Cultural Relevance rating: 4 The textbook lacks cultural relevance, as it doesn't include many examples or photos that represent diverse races, ethnicities, or backgrounds. Comments Overall, this is a commendable textbook that effectively covers fundamental marketing principles. However, there are some areas that could benefit from further
attention. For instance, the inclusion of topics such as customer interaction with Al, and the impact of technology on customer purchase experiences and business operations would be valuable. Additionally, incorporating discussions on virtual reality, robotics, and augmented reality would enhance the text by addressing contemporary trends in
marketing and consumer behavior. Reviewed by Monisha Gupta, Assistant Professor, Marshall University on 1/2/23 The author of the book has shared that this is an adaptation of a work produced and distributed under a Creative Commons License (CC BY-NC-SA). The book has 16 clearly defined chapters, each chapter raises a specific aspect of
marketing and... read more Reviewed by Monisha Gupta, Assistant Professor, Marshall University on 1/2/23 Comprehensiveness rating: 4 see less The author of the book has shared that this is an adaptation of a work produced and distributed under a Creative Commons License (CC BY-NC-SA). The book has 16 clearly defined chapters, each chapter
raises a specific aspect of marketing and concludes by raising discussion questions and activities. The textbook covers most of the marketing topics that should be included in an introductory course. However, given that the book is dated it is missing some emerging and emergent topics in marketing such as global marketing, data analytics, digital
marketing, and the use of social media tools, to name a few. The author has at the outset clarified that the book does not follow the tenets of the 4 Ps of marketing. However, substituting terms such as products or services with terms like “offerings “requires a much deeper understanding of consumer needs, wants, or behavior. This might require a
higher level of understanding which might not be in line with the student profile who opts for this course. The author has restructured the traditional 4Ps of the marketing mix and introduces that marketing is composed of four activities centered on customer value: creating, communicating, delivering, and exchanging value. Also, the suggested
activities created for each chapter are outside the scope of the chapter’s content. For instance, page 24, after Chapter 1 suggests activities such as “ Explain how the marketing goals, strategies, and markets for the nonprofit differ from a for-profit organization” or “Evaluate personal value equation”. These concepts have not been discussed in chapter
1 and are tackled later in the book by the author. These activities might not need more discussion and clarification before students can actively contribute to the solutions. Overall, the book covers most foundation-level content, but the choice of the author’s distinctive terminology might be a concern for students. Moreso, when they progress from this
course to advanced levels of marketing and have trouble aligning the core concepts and keywords. Content Accuracy rating: 5 Not an issue, the content is accurate and provides reference sources. Relevance/Longevity rating: 4 The OTL textbook is well documented and breaks up the content into smaller and comprehensive blocks of information. If
relevance is measured based on the traditional acceptance and present outlook it might fall a little short. The book lacks this by disregarding some key changes in the marketplace such as the pandemic and its impact on consumption cycles, and the emergence of a large service industry. This has reshaped the consumer’s and marketers’ choices of
development processes, channel partners, pricing strategies, promotional methodologies, use of social media tools, etc. These aspects need to be addressed in more detail with recent examples for students to appreciate the relevance. Clarity rating: 5 The author has outlined the content in great detail, making it easy to read and understand the
textbook. Easy conversational language and links, for example, appeal to students who can find a great deal on the electronic medium. Consistency rating: 5 The chapters in the textbook are organized in the same consistent manner in the entire book. This is helpful for the readers and instructors to follow a format. Modularity rating: 4 The text is
easily and readily divided into smaller reading sections that can be assigned. This lends itself to assigning modules by chapters and units within the chapters. Organization/Structure/Flow rating: 4 I have been teaching this course for the past 4 years and have found that explaining what a marketing plan is and then studying the various stages helps
the students appreciate the various phases in this process. This textbook has taken a completely different approach by explaining the marketing plan at the end. While the topics are the same the structure impacts the flow and, in my opinion, the ability to hold the student’s interest. I suggest moving Chapter 16 to Chapter 3 followed by Chapter 5.
Interface rating: 3 The textbook was last updated in 2010, making all images, figures, tables, and video clips mildly outdated. The power of audio-visual aids is very powerful, and the quality is becoming better and better. To keep the students engaged the author might like to consider using technology for simulations, video assignments, etc., these
can be useful for the students. Grammatical Errors rating: 5 I found no grammatical errors, the content is well-written and easily understandable. The language used is conversational and something the students should find easy to navigate. Cultural Relevance rating: 4 Global and international marketing are the mainstays for today, these aspects
have not been addressed in the textbook. It warrants at least a chapter on world cultures, the emergence of MNCs, and geo-demographics relevance. It is important to acknowledge that demographic profiling needs to incorporate cultural diversity. The textbook has all US-based industry examples and consumer responses, ignoring the diverse
consumer profile even within the US. Comments Overall, it is a great attempt to provide such detailed material for the students. Given that it was uploaded in 2010 the book needs to be updated to include more current and global marketing aspects. The textbook was created for an entry-level course in marketing. I enjoy the way the author shares the
various career options available for marketing majors. However, the student profile who takes this course includes students who major in finance, and journalism. PR, management, etc. It would be relevant for them to see how these skills are transferable and useful in other work fields. The suggested activities need to be more application based and
limited to the content of the preceding chapter. More global and culturally applicable examples need to be included. Reviewed by Rich Metzger, Adjunct Professor, Massachusetts Bay Community College on 11/24/22 The OTL textbook covers the basic principles necessary to form a marketing foundation. The content should be updated to reflex the
Pandemic and Post-Pandemic marketing environment. I felt some topics needed more discussion, and explanation, such... read more Reviewed by Rich Metzger, Adjunct Professor, Massachusetts Bay Community College on 11/24/22 Comprehensiveness rating: 4 see less The OTL textbook covers the basic principles necessary to form a marketing
foundation. The content should be updated to reflex the Pandemic and Post-Pandemic marketing environment. I felt some topics needed more discussion, and explanation, such as a breakdown by age and characteristics of the population. Content Accuracy rating: 4 Not an issue, the content is accurate and provides reference sources.
Relevance/Longevity rating: 4 The OTL textbook is relevant and is a good guide to basic marketing principles but could be better. I prefer the OTL textbook to include recent marketing techniques and strategies used in today’s difficult business environment. This ranges from the advent of the non-store or virtual retailing, broken supply chains,
damaged distribution channels, inflation, digital marketing, content streaming, and social media, just to mention a few new topics. Clarity rating: 5 I found the OTL textbook easy to read and understand. Good comprehension level and in the use of examples, figures, and images to illustrate or compliment the text. Consistency rating: 5 The OTL
textbook’s material is laid out in a logical sequence, culminating with the last chapter dedicated to the Marketing Plan. Modularity rating: 5 Chapters progress in a logical manner, allowing the reader to digest the material and prepare for the next chapter. Organization/Structure/Flow rating: 3 The organization, structure, and flow of the material are
fine, but my concern is the lack of an index and a single depository for key terms and chapter highlights. Interface rating: 4 The images, figures, tables, and video clips need to be revisited for relevancy. The use of these visual aids helps the reader better understand the topics being discussed. Grammatical Errors rating: 5 The content is well written,
very limited if any grammatical issues. To make the textbook more relevant, consider using socially accepted pronouns, which in turn would elevate the textbook to today’s sociality expectations. Cultural Relevance rating: 3 A chapter on world cultures and the different business nuances and practices (ethics) would be beneficial to a student learning
about marketing. Comments As this is my first experience dealing with OER, I wanted to be fair and open to the possibilities presented by this new resource. For comparison purposes, I used my adopted textbook vs the OTL textbook. My goal is to decide if I could adopt the OTL textbook. Similarly, the adopted textbook and the OTL textbook are for a
100-level course. Both textbooks offer entry-level content, relevant material, easy to read and comprehend, more than enough chapters to fill a semester, Contents, Chapter titles, Learning Objectives, topics, images, figures, examples, video clips, Discussion/Review Questions, Activities, and both textbooks offer a test bank. The OTL textbook has Key
Takeaways for each topic presented in a chapter, and the adopted textbook has a section in the back of the textbook titled Chapter Review, which contains Learning Objectives and Key Terms. Differences, the adopted textbook has a price point, an OTL textbook lacks an Index, and the adopted textbook offers PowerPoint Slides, Instructor’s manual,
Rubrics, and Case Studies. I was unable to find an Instructor’s Resources section for the OTL textbook, but the OTL textbook provides students with financial relief. I believe I could adopt this textbook with a minimal number of self-adjustments. Reviewed by Victoria Shaw, Assistant Professor of Marketing, Anderson University on 3/11/22 The book
does a good job of highlighting basic marketing principles. However, I do find it lacks the basics of e-commerce (just basic industry terms like SEO), global marketing principles (especially B2C), and using tools like PEST analysis for... read more Reviewed by Victoria Shaw, Assistant Professor of Marketing, Anderson University on 3/11/22
Comprehensiveness rating: 3 see less The book does a good job of highlighting basic marketing principles. However, I do find it lacks the basics of e-commerce (just basic industry terms like SEQO), global marketing principles (especially B2C), and using tools like PEST analysis for external assessment. I think the chapters on B2B behavior and Sales
while good, may not be the most value-add for the students in class. Content Accuracy rating: 5 No glaring errors at first glance. Relevance/Longevity rating: 3 Imagery is very dated. The chapters use the four basic P's, though the latest books tend to introduce up to eight. Clarity rating: 5 Overall, seemed clear and comprehensive. I think the book
would have benefitted from multiple, additional visuals to clarify complex topics. Consistency rating: 4 Seemed consistent across chapters Modularity rating: 5 I liked the way the topics were broken into micro concepts - makes it easy to assign the portions I find most relevant and supplement when needed. Organization/Structure/Flow rating: 5
Structure was logical and sequential. Interface rating: 4 A bit text heavy at times but errors. Grammatical Errors rating: 5 No grammatical errors on first read. Cultural Relevance rating: 3 I think the author missed the opportunity to bring marketing to a more global context. Comments This is a great principles textbook overall. My only complaint is
because of some omitted or abbreviated topics, an instructor may have to supplement a bit more in order to ensure the curriculum is up to industry standards. But in a larger class where schedules only allow for selected topics to be covered, this would be a very good start. Reviewed by Amy Strunk, Lecturer, James Madison University on 11/29/21
Basic marketing concepts are covered with sufficient depth, but newer concepts are missing (like digital marketing). read more Reviewed by Amy Strunk, Lecturer, James Madison University on 11/29/21 Comprehensiveness rating: 4 see less Basic marketing concepts are covered with sufficient depth, but newer concepts are missing (like digital
marketing). Content Accuracy rating: 4 Some of the information is dated: for example, most would agree that we are not in the relationship era of marketing, but the textbook states that we are in an undefined era (which would have been true 10 years ago). The book uses “creating, communicating, delivering, and exchanging value” as elements of
the marketing mix/strategy rather than the 4 P’s, and actively argues against the 4 P terminology, which is controversial. The book also uses "offerings" instead of "product". The authors argue for it effectively, but I don't know anyone in the marketing world who uses that term in the real world. Relevance/Longevity rating: 2 References are dated: -
Foursquare (college-age students in 2021 will have no idea what this is) - Some images are out of date (retrieved in 2008) - Mission statements on p. 27 are outdated and reference links are broken. - References to iPod in the time of iPhones These references will continue to grow stale. Clarity rating: 5 The content is pretty straight forward.
Definitions are clear. Consistency rating: 5 The book is consistent in its own frameworks/terminology (stubbornly so). Modularity rating: 3 Some of the longer sections could benefit from headings and subheadings. Organization/Structure/Flow rating: 4 I would recommend that market research come before the "Creating Offerings" section since that
process is so integral to product (or "offering") development. Interface rating: 4 Interface is sufficient. Grammatical Errors rating: 5 Some small issues, for example, using the term “Droid” smartphones on page 6—should be Android. Cultural Relevance rating: 3 I did not notice any concerted effort to include diverse backgrounds in this text.
Comments Marketing is changing rapidly thanks to technology, and this book is too outdated to address issues like data privacy and hyper-targeting. Reviewed by Matthew Lunde, Assistant Professor, Pittsburg State University on 6/4/21 the textbooks is very thorough in covering all the topis needed in a principles of marketing class. It even adds a
chapter that is not in many other textbooks: "The Marketing Plan." However, my only criticism is that it does not touch on a huge... read more Reviewed by Matthew Lunde, Assistant Professor, Pittsburg State University on 6/4/21 Comprehensiveness rating: 4 see less the textbooks is very thorough in covering all the topis needed in a principles of
marketing class. It even adds a chapter that is not in many other textbooks: "The Marketing Plan." However, my only criticism is that it does not touch on a huge topic area nowadays in marketing: sustainability (sustainable marketing and sustainable competitive advantage). Content Accuracy rating: 4 The content is objective, thorough, and accurate.
It uses statistics and example businesses and situations effectively to help teach younger college students the fundamentals of marketing. Relevance/Longevity rating: 5 The content is up-to-date as best as it can be. Whenever any textbook uses statistics, years, numbers, and other figures, it can date the textbook; however, the content is written in a
way that it will last for multiple years to come. Clarity rating: 4 There is some jargon, but the jargon used is needed to help teach the fundamentals of marketing to new students. Consistency rating: 5 It is great how all the terms in the chapters are easy to find and to read because each term is bold. Modularity rating: 5 Yes, the book is broken down
into manageable sections for a younger college student to read and interpret effectively and efficiently. Organization/Structure/Flow rating: 5 Yes. This textbook is laid out very well. However, one thing I would add in the chapter titles would be "retailing." Interface rating: 4 Good! Nothing to add here! Grammatical Errors rating: 4 The book is written
well, free of grammatical errors. However, I see "he or she" is used. Nowadays, for inclusivity, the right pronoun to use would be "they." Cultural Relevance rating: 3 However, I see "he or she" is used. Nowadays, for inclusivity, the right pronoun to use would be "they." Reviewed by Felix Flores, Assistant Professor of Marketing, Metropolitan State
University of Denver on 4/17/21, updated 5/26/21 The textbook sufficiently covers areas and ideas of subjects and is easy to navigate. I would find it useful to include and discussed an example of an actual marketing plan. read more Reviewed by Felix Flores, Assistant Professor of Marketing, Metropolitan State University of Denver on 4/17/21,
updated 5/26/21 Comprehensiveness rating: 4 see less The textbook sufficiently covers areas and ideas of subjects and is easy to navigate. I would find it useful to include and discussed an example of an actual marketing plan. Content Accuracy rating: 4 The textbook's content is mostly accurate, error-free, and unbiased. Relevance/Longevity rating: 4
Some of the links and examples may be dated but contribute to the chapter's main ideas. There are, however, some links that do not work or could be replaced with newer examples. I would recommend reviewing all of the provided links. Clarity rating: 5 The textbook is written in a clear manner. Consistency rating: 4 The textbook is mostly consistent
in terms of terminology and framework. Modularity rating: 4 The textbook is easily divisible into smaller reading sections that can be assigned at different points within the course. Organization/Structure/Flow rating: 5 The topics are presented in a logical, clear fashion. Interface rating: 5 The text is free of interface issues or navigation problems.
Grammatical Errors rating: 4 There may be a small room for improvement in terms of grammar. Cultural Relevance rating: 4 I believe the textbook is mostly culturally relevant. Comments I believe that you can effectively teach a Principles of Marketing class with this textbook, on its own, and especially in combination with other OER



textbooks/resources. It will require, however, checking all of the links and updating some examples. Reviewed by Diane Edmondson, Adjunct Professor, Trine University on 4/16/21 Overall, this textbook covers a majority of the marketing topics that should be covered in a Principles of Marketing class. Since the book is somewhat dated, there is limited
coverage on both digital marketing and social media as well as marketing... read more Reviewed by Diane Edmondson, Adjunct Professor, Trine University on 4/16/21 Comprehensiveness rating: 4 see less Overall, this textbook covers a majority of the marketing topics that should be covered in a Principles of Marketing class. Since the book is
somewhat dated, there is limited coverage on both digital marketing and social media as well as marketing analytics. These two topic areas have revolutionized the marketing field. However, this marketing textbook contains all of the other key marketing concepts such as the 4 P's of marketing, strategic marketing, target market strategies, consumer
and business buying behavior, and how to craft a marketing plan. Content Accuracy rating: 5 Overall, this textbook is accurate and error-free. It does not appear to be biased in any way. Relevance/Longevity rating: 4 Overall, this textbook is still highly relevant. It is missing some more detailed information related to digital marketing, social media,
and marketing analytics as these have drastically changed the marketing field over the past decade; however, the content covered is still relevant to both business-to-business and business-to-consumer markets. Clarity rating: 5 One of the best things about this book is that it is easy to read. The text is written in a way that students should not have a
difficult time understanding the concepts being covered. There are multiple examples given for each major topic to help students better understand the material. Terminology is defined to aid understanding. Consistency rating: 5 Overall, a consistent framework is used throughout this textbook. The flow and chapter ordering of the textbook makes
natural sense with how it would be taught in the classroom. Modularity rating: 5 The text is made up of 16 chapters; however, each of the chapters is then broken up into multiple subsections. This allows the text to be easily and readily divided into smaller reading sections, based on the desire of the instructor and/or reader.
Organization/Structure/Flow rating: 5 The chapter layout of this textbook is similar to many other Principles of Marketing textbooks. Topics are presented in a logical and clear manner, which aids readability and understanding. Interface rating: 4 Overall, the images, charts, tables, and figures were clearly displayed without any distortion. There are a
few navigation links that no longer function; however, these are minimal in number. Grammatical Errors rating: 5 The Principles of Marketing textbook appears to be free of grammatical errors. Cultural Relevance rating: 4 There are a variety of diverse examples throughout the text. None of these should be viewed as culturally insensitive or offensive
in any way. Comments Overall, this textbook is well written and covers most of the major marketing topics. The few topics not covered are primarily because these became dominant marketing elements after this textbook was published originally. Reviewed by Ricardo McCoy, Adjunct Professor, Trine University on 3/3/21 I have been facilitating
marketing, analytics, sales, and consumer behavior classes since 2009 and this textbook does a good job of covering all of the marketing mix. Most important, the content is updated and relevant. The layout is... read more Reviewed by Ricardo McCoy, Adjunct Professor, Trine University on 3/3/21 Comprehensiveness rating: 5 see less I have been
facilitating marketing, analytics, sales, and consumer behavior classes since 2009 and this textbook does a good job of covering all of the marketing mix. Most important, the content is updated and relevant. The layout is user-friendly and easy to read. Content Accuracy rating: 5 Based on similar marketing text books I have read, this textbook is
accurate and contains content that someone who is unfamiliar with marketing concepts will easily understand. The use of examples throughout the textbook is a good way to help a beginner to marketing understand the subject matter. Relevance/Longevity rating: 5 I like how this book understands how marketing has changed and explains variables in
the environment that is effecting this change. This can be seen in Chapter 1 concerning some of these changes: Ethic and Social Responsibility Sustainability Service-dominant logic Metrics A Global Environment It is good to see that the textbook is up-to-date and recognizes that marketing must adapt to these changes. Some of the marketing
textbooks I read in the past do not recognize these changes. Clarity rating: 5 Overall, the information throughout the chapters was easy to understand. I like how examples were used throughout each chapter. My only recommendation is to add more illustrations consistently throughout the textbook. Based on my experience, most students like to see
illustrations (visualize). I think this helps him or her to understand the subject matter. Consistency rating: 4 Overall, the content throughout the textbook is consistent. However, I notice that some of the chapters have more illustrations than other chapters. I think that using more illustrations (and examples) would make the chapters more user-
friendly. P.S. Links to additional resources would also be a good addition. Modularity rating: 5 The sequence throughout the textbook “flows” from section to section. I like the synergy from chapter to chapter. This helps the student to understand how various factors of marketing work together. Organization/Structure/Flow rating: 5 I like how Chapter
1 gives a brief description of marketing while summarizing what will be discussed in the preceding chapters. I also like the “key takeaways” at the end of each chapter. The "review questions" are brief, yet add to what was discussed throughout the chapter. This is good to see. Interface rating: 5 The overall functionality of the textbook is good. The
font size and white space makes the content easy to read. I like the use of color throughout the textbook. For example, the use of green for the “Key Takeaway” and blue for the “Review Questions”. Grammatical Errors rating: 5 Although it is difficult to check all the content, I did not see any typos or “wordy” sentences. I like how the content “talks to”
rather than “talks at” the student. Cultural Relevance rating: 5 This is a difficult question to answer because I did not see anything that was insensitive or offensive. Ideally, the content would continue to embrace diversity and inclusion. This is important because we live in a global economy. Comments I think that Chapter 5 (“Marketing Segmentation,
Targeting and Positioning”) should be followed by Chapter 10 (“Gathering and Using Information: Market Research and Market Intelligence”). Both of these chapters are closely related. To properly perform segmentation and targeting, you must understand analytics / gathering information. I was also looking to see slightly more insights on digital
analytics in Chapter 10. Reviewed by Markus Biegel, Adjunct Faculty, California State University, Dominguez Hills on 8/12/20 I compared it to the McGraw Hill book that I have been using for the past 4 years and the topics (Chapters Topics and Sub-Topics) are pretty identical just in a slightly different order. When looking into how in-depth the book
goes, it is not... read more Reviewed by Markus Biegel, Adjunct Faculty, California State University, Dominguez Hills on 8/12/20 Comprehensiveness rating: 5 see less I compared it to the McGraw Hill book that I have been using for the past 4 years and the topics (Chapters Topics and Sub-Topics) are pretty identical just in a slightly different order.
When looking into how in-depth the book goes, it is not quite as comprehensive as the McGraw Hill book. However, it is easy to read. Content Accuracy rating: 5 Marketing always is a bit subjective. I think the book does a great job covering all the important topics as unbiased as possible. Relevance/Longevity rating: 4 This is a basic marketing course
focused on teaching students the fundamentals, the book does a good job at that. Given the current COVID situation, a lot of things have changed in business but not the fundamental theories and practices of the profession. Because of that the relevance of the book is current in my opinion. Clarity rating: 4 The text has a logical flow. There is certainly
room for improvement from a formatting standpoint. I think it makes it easier for students to learn key terms and key concepts when they are highlighted on the sidebar (similar as in many mainstream textbooks). Consistency rating: 5 Certainly consistent and comprehensive in all the key terms that this book should cover for Principles of Marketing.
Modularity rating: 5 The text is very easy to read. There is good spacing in between the paragraphs and graphics/images help further give the mind a reading break. I also think it is great that links are included to videos, this helps students get a "reading break" which is essential when cramming in a few chapters to study for an exam.
Organization/Structure/Flow rating: 5 Very well organized text. I just wish the key terms and key concepts were featured separately in an almost duplicate fashion on the side of the main text. I think students are used to using these highlighted areas to study for exams. Interface rating: 5 Didn't notice any problems with the interface. Could have
perhaps used better images here and there but overall does the job. Grammatical Errors rating: 5 I am not an English professor and this is my second language but I did not notice any grammatical errors. I am sure there are some, including mistyped words but every book I have used had a few of those. Cultural Relevance rating: 5 One of the key
concepts in Principles of Marketing is target marketing which certainly can be interpreted as offensive to some people. However, I think the book does a great job at explaining the concept. Again, marketing leans into being somewhat controversial based on the subject matter and business practice. Comments Can't beat a free book. Seems like a
great resource to use for students. Reviewed by Kirti Celly, Professor, California State University, Dominguez Hills on 8/10/20 Principles begins with a question to spark curiosity for the novice student of marketing. Organized into 16 chapters, it takes a traditional strategic planning, consumer and buyer behavior, research and 4Ps approach that
addresses all major areas... read more Reviewed by Kirti Celly, Professor, California State University, Dominguez Hills on 8/10/20 Comprehensiveness rating: 4 see less Principles begins with a question to spark curiosity for the novice student of marketing. Organized into 16 chapters, it takes a traditional strategic planning, consumer and buyer
behavior, research and 4Ps approach that addresses all major areas and ideas in a core marketing class. Given the importance of ethical decision making, it needs to add/bolster content on ethics in marketing and add an index/glossary. Content Accuracy rating: 5 Accurate content with image sources and references. I have not tested all these links.
Relevance/Longevity rating: 5 Since the focus is core content, it is written in a nuts and bolts manner and will stay perennial. Consistent with the conditions of use, the text’s simplicity allows for it to be modified easily. Clarity rating: 5 Written professionally and in simple sentences, this makes for accessible, adequate and easy to understand content.
Marketing concepts are defined simply and succinctly throughout. Consistency rating: 5 The key take-aways and review questions after each section of a chapter are supplemented by end of chapter discussion questions and activities throughout. This fits nicely with Bloom’s learning taxonomy. Modularity rating: 5 This is a key feature of this book and
one most appreciated by my students. Organization/Structure/Flow rating: 5 Another key feature of this book, and one appreciated by my students. Interface rating: 4 Other than a few formatting and pagination issues, nothing to note. Any links I used worked. For the manner in which I use this book as basic material for my classes, not having an
excess of photos and images in the body actually works well. Having URLs for case examples also facilitates easy revision and adaptation for various local and regional teaching and learning contexts. Grammatical Errors rating: 5 Simple, easy to read, accessible. I did not notice any grammatical errors. Cultural Relevance rating: 3 This is less about
this book than about the way in which most business textbooks are written. It is in no way offensive; in fact, its style and variety of examples promotes inclusion and it is adaptable to alternate cultural contexts through a shift in frame to include broader contexts. Comments Our students appreciate having an accessible zero cost course materials
course with adds ons from me, the press, and other OER, and low cost or no cost AV materials and marketing math. Thank you. Reviewed by Sheryl Spann, Marketing Instructor, Oregon State University on 7/28/20 The textbook begins with the question “What is Marketing?” to assist students new to the field of marketing to understand the real
definition of marketing versus their perceived ideas of marketing. This is a great place to start as many students... read more Reviewed by Sheryl Spann, Marketing Instructor, Oregon State University on 7/28/20 Comprehensiveness rating: 4 see less The textbook begins with the question “What is Marketing?” to assist students new to the field of
marketing to understand the real definition of marketing versus their perceived ideas of marketing. This is a great place to start as many students either believe that marketing is strictly sales or do not have a full concept of the many aspects of what encompasses marketing. The text covers most of the key areas of marketing such as consumer
behavior, market segmentation and target marketing and the principals relating to product, pricing, placement and promotion. Marketing research, new product development and marketing communications is also covered at a basic level. However, based on my experience in the classroom, a few suggestions are in order. I would add three additional
chapters on international marketing, market expansion strategies and ethics and social responsibility. The chapter on professional selling could be removed or covered within chapter one as a portion of the explanation on the aspects of marketing. Lastly, I would add more current marketing articles, one-page cases and small group discussion
questions to each chapter. For marketing majors, I would add an appendix at the back of the book discussing the various career opportunities in marketing. Content Accuracy rating: 5 The book content is accurate with terminology and marketing concepts accessible for a university level student. The textbook also cites sources for most of the
provided information. Relevance/Longevity rating: 4 In addition to the textbook content for teaching marketing principals, there are many real-world examples offered to improve student understanding. Although most offer longevity, there is a need to augment current examples with more recent examples including company or product examples
representing cultural diversity. Clarity rating: 5 The text is easy to read with a combination of informal and professional language for appropriate student learning and understanding. Consistency rating: 5 The text is internally consistent and provides actual examples of the principals covered as well as review questions to ensure student
comprehension. This approach is inline with other “Principals of Marketing” textbooks. Modularity rating: 5 The course material is listed in modular fashion to easily transfer to canvas. However, since “Principals of Marketing” is usually the first marketing course for majors and the only course for this topic for non-majors, I would place the chapter
on “Strategic Planning” right before the last chapter on “The Marketing Plan”. As indicated in the “comprehensiveness” section of my comments, I also believe that a few topical chapters such as “International Marketing” should be added to the book to improve its overview of the topic. Organization/Structure/Flow rating: 4 In general, the topics are
presented and organized in an effective format. The text starts with overarching definitions and concepts and then moves toward providing more details on each topic. I believe that the “Strategic Planning” chapter should be moved to the end of the book before “The Marketing Plan” to ensure that students have the foundation needed to better
understand this topic plus use its strategic perspective in the development of a marketing plan. Interface rating: 5 There did not appear to be any interface issues for this book. All video and web page links also worked well. Grammatical Errors rating: 5 The text did not have any grammatical errors. Cultural Relevance rating: 4 Although cultural
examples were included and relevant, additional cultural diversity elements would improve the book. Also, it is important to include examples that are more current to provide better student discussions of this important marketing topic. Comments Overall, this textbook is a suitable option for an entry level college course on “Marketing Principals”.
Adding chapters on “International Marketing”, “Market Expansion Strategies” and “Ethics & Social Responsibility” as well as updating some of the chapter business examples, case studies and discussion questions would be very helpful plus keep this book “current”. Lastly, including a greater overview of the marketing aspects of cultural diversity
plus marketing career options would cause this book to stand out among textbook options for this topic. Reviewed by Zahra Tohidinia, Assistant Professor, Framingham State University on 6/12/20 The text offers a very good review of key marketing principles and provides a comprehensive introduction to the main concept. I would suggest combining
the textbook with relevant current marketing articles and cases. read more Reviewed by Zahra Tohidinia, Assistant Professor, Framingham State University on 6/12/20 Comprehensiveness rating: 5 see less The text offers a very good review of key marketing principles and provides a comprehensive introduction to the main concept. I would suggest
combining the textbook with relevant current marketing articles and cases. Content Accuracy rating: 5 The content is accurate and the textbook cites sources for most of the provided information. Relevance/Longevity rating: 5 The content is relevant to marketing. There are a solid number of examples throughout the book. The content related to
digital marketing/social media could be expanded, but overall the content is relevant and robust. Clarity rating: 5 The text is easy to read and provides a good balance of informal and professional language. Consistency rating: 5 The structure of the text is consistent and the book gives example-based explanations of the main concepts. There are
review questions at the end of each section as well as discussions and activities at the end of each chapter. Modularity rating: 5 The text is easy to navigate. The book is divided into smaller segments. A hyperlinked (clickable) table of contents makes it really easy to move between different chapters and their corresponding sub-segments.
Organization/Structure/Flow rating: 5 The topics are presented and organized in an effective format. The text starts with overarching definitions and concepts and then moves toward providing more details on each topic. Interface rating: 4 The links to the videos that I clicked on worked and each opened a new tab. As mentioned before, the hyperlinks
make it very easy to navigate between different sections. In some cases, the image headings were separated from the actual image because of page breaks which can be revised in later editions. Grammatical Errors rating: 5 The text did not have any grammatical errors. Cultural Relevance rating: 4 The consumer behavior chapter does a good job with
embedding cultural variables into the discussion. This could have been integrated more effectively in the other chapters; especially the chapters involving marketing research and intelligence, as well as market segmentation and positioning Comments This book covers the main concepts of marketing very effectively. This textbook combined with
current articles and relevant cases could serve as a comprehensive set of materials for introductory marketing courses at the undergraduate level. Reviewed by Christian Gilde, Business Faculty, University of Montana - Western on 1/31/20 The textbook has enough depth and addresses all the major parts of the marketing discourse, such as the
environment, marketing strategy, consumer behavior and segmentation, and marketing research, as well as the product, place, price, and... read more Reviewed by Christian Gilde, Business Faculty, University of Montana - Western on 1/31/20 Comprehensiveness rating: 5 see less The textbook has enough depth and addresses all the major parts of
the marketing discourse, such as the environment, marketing strategy, consumer behavior and segmentation, and marketing research, as well as the product, place, price, and promotion variables. Content Accuracy rating: 4 The explanations, terminology, and concepts in the text are accessible and accurate. Relevance/Longevity rating: 4 The
textbook contains applicable examples of marketing that will help the audience learn and appreciate the marketing realm. Most pieces and examples in the book have longevity. A few applications might need to be updated to make the text more timely. Clarity rating: 4 The text is accessible and will help guide the students through the different
dimensions of marketing. Consistency rating: 4 The given text follows a certain presentation canon in terms of marketing terminology, concepts, and applications that can be found in textbooks of similar nature. Modularity rating: 4 Many textbooks in marketing follow a certain modular pattern. This same pattern can be found in this text, with each
chapter being split into sections for which particular assignments and experiential learning activities are designed. Organization/Structure/Flow rating: 5 As far as the organization and structure of this work are concerned, the marketing text is in line with a good number of other principles texts. The structure, flow, and positioning of the different
marketing topics within the individual chapters is logical, with the objectives in the beginning and a re-visitation of the key points and review questions at the end. Interface rating: 4 The functionality of the text seemed to be working. Web links, images, and figures allow for easy direction-finding. Grammatical Errors rating: 4 A few minor
grammatical and structural errors can be found in the text. Cultural Relevance rating: 4 The cultural illustrations are relevant, to a certain extent. However, it might be useful to update some of these items. Comments The material in this text is suitable for a basic marketing course. Overall, I would recommend using this text for entry level marketing
students. Reviewed by Kelly Atkins, Associate Professor, East Tennessee State University on 10/21/19 The text contains the expected chapter topics related to Principles of Marketing. In my opinion, there is too much information about Professional Selling (Chapter 13) for the topic of the text. In my opinion, Chapter 11 should include a... read more
Reviewed by Kelly Atkins, Associate Professor, East Tennessee State University on 10/21/19 Comprehensiveness rating: 4 see less The text contains the expected chapter topics related to Principles of Marketing. In my opinion, there is too much information about Professional Selling (Chapter 13) for the topic of the text. In my opinion, Chapter 11
should include a discussion of the basic Communications Model as well as some more modern communications models. Content Accuracy rating: 5 The text content appears to be accurate, error-free and unbiased. In my thorough review, I found nothing to the contrary. Relevance/Longevity rating: 4 The text contains many relevant, current examples
of marketing concepts as well as some images of marketing examples and nice video clips of marketing examples. Some examples in Chapter 2 are from 2006, 2007, 2008 & 2009. These 10+ year old examples are too old to be relevant to students who are only 20 years old. I like the application of marketing concepts to the world of business and to
personal branding. Clarity rating: 5 The “voice” of the text is conversational yet professional. The terms used throughout the text seem to be in alignment with other Principles of Marketing textbooks I have used previously. Consistency rating: 5 The text seems to be internally consistent. I saw nothing to indicate otherwise. Modularity rating: 4 The
text is organized effectively in most ways, but I have a recommendation. Chapter 3 should be divided into more sections. There are too many learning objectives and key takeaways for section 3.1. Organization/Structure/Flow rating: 3 There are significant organization problems in Chapters 4,8 & 13. Each of these chapters is out of order. For
example, Chapter 4 is presented in the following sections: 4.4, 4.5, 4.6, 4.7, then 4.1, 4.2, 4.3. The same is true of Chapters 8 & 13. Interface rating: 3 The way the pages are presented with extra lines on many pages, with figure titles on different pages than the actual figure, or with figure numbers on a different page than the figure itself. See
Figures 1.3 and 1.4 in Chapter 1 as examples. Grammatical Errors rating: 5 I did not notice any grammar problems in the text (and I typically find lots of grammar problems when I am editing). Cultural Relevance rating: 5 In my opinion, he text is culturally sensitive. Comments ¢ I really like the “key takeaways” and “review questions” at the end of
the sections instead of a summary at the end of the chapter. * I would add key terms at the end of each section because the terms and definitions seem to get lost within the chapters. * The “activities” at the end of the chapter are unique and creative. I would use these ideas for my classes. Reviewed by Donald Chang, Professor, Metropolitan State
University of Denver on 4/29/19 The textbook provides basic coverage of main concepts found in most principles of marketing. Overall, the discussion throughout the book tends to be less comprehensive. In some areas, the author glossed over without providing sufficient details.... read more Reviewed by Donald Chang, Professor, Metropolitan State
University of Denver on 4/29/19 Comprehensiveness rating: 3 see less The textbook provides basic coverage of main concepts found in most principles of marketing. Overall, the discussion throughout the book tends to be less comprehensive. In some areas, the author glossed over without providing sufficient details. To introduce basic concepts, it
might be sufficient. For deeper understanding and analysis, it will require additional reading and research by readers. For example, in the very beginning, the author claimed "... about 1950 to 1990, businesses operated in the marketing era" without providing supporting materials to bolster the claim. The discussion also skipped a commonly known
period when emphasis on selling was prevalent, skipping from product concept to marketing concepts, while ignoring the discussion on social responsibility in the 80s. Content Accuracy rating: 4 Accuracy is not a major issue for this book. Most contents are explained adequately for concept delivery. Relevance/Longevity rating: 4 Most basic concepts
in marketing, e.g., product life cycle, buying process, pricing strategies, are mostly time free, thus, stay relevant regardless of changes in the marketplace. Examples used are apparently out of date, e.g., iPad. Many of the examples are prior to 2010 so that examples need to be updated to be relevant to today's students. Most basic content is
consistent with other textbooks, just on a shallow side. For marketing, the key strategic decisions are in segmentation, targeting, positioning, and differentiation. It would be probably more appropriate to place strategic planning close to the chapter on segmentation, targeting, and positioning. With so much content in marketing to cover, a standing-
alone chapter on professional selling is uncalled for. After all, personal selling is only one of the element of promotion and most companies prefer to train their own sales force, thus very company/product specific, not something could be covered effectively in a principles of marketing textbook. It also incorrectly over-inflates the role of sales in
marketing curriculum. Most students, business and non-business, do not see professional selling as their career aspiration either, if they have the choice. There is an obvious omission in international marketing. The author's claim that global coverage is built in throughout the textbook cannot be observed. Without having a devoted chapter in
international marketing, some basic concepts in international management are not presented. The same is for sustainability, ethics, and social responsibility. The author seemed to understand their importance, but not important enough to have their own sections. On the other hand, the author had no issue in having a chapter in professional selling
without clear justification for its inclusion. These are obviously the author's own selection bias and personal preferences, not necessarily what students ought to learn from the course. Clarity rating: 4 The writing is good for average college students. It is mostly easy to follow. Consistency rating: 4 The book used "offerings" when referring to products
and services consistently throughout the book. Each chapter is presented with discussion questions, activities, key takeaway, review questions with consistent structure and writing style. Modularity rating: 4 The book is organized in a module-like manner, with most materials being free-standing, allowing a section to be borrowed for another
marketing course as needed. As the writing is on the succinct side, there is rarely a long writing blocks without division. Organization/Structure/Flow rating: 4 While the book is structured well overall, the placement of strategic planning in the very beginning (Chapter 2) is probably off. Students need to know about the subject more before jumping
into strategic planning. Other than chapter placement, the overall organization is adequate. Interface rating: 4 There are no known serious interface issues that are present. Graphs, charts, pictures are clear and easy to see and follow. A few enhancements to market the headings and sub-headings could be added to better break up sections. As
examples, "Video Clip" on page 272, 273 could be better presented. The headings are easily overlooked as presented. At times, the reader might not be aware that the topic has shifted to a new one. Grammatical Errors rating: 5 The book is grammatical correct overall. Cultural Relevance rating: 4 There are no obvious concerns of being culturally
insensitive or offensive. Comments The book is a possible alternative for average high school and college students if the goal is to learn the very fundamental concepts in marketing. For students who look for deeper understanding, this is not the right book for them as much discussion is on the shallow side. The author's own opinions can be found
throughout the book without adequate supporting materials. Therefore, it is subject to the author's self selection bias. For marketing major students, I would expect students to learn more than what are presented in this book. Reviewed by Nicole Lytle, Faculty Lecturer, LaGuardia Community College on 4/24/19 This resources covers all the relevant
topics traditionally covered and necessary for an introduction-level course. The material is presented in comprehensive way. read more Reviewed by Nicole Lytle, Faculty Lecturer, LaGuardia Community College on 4/24/19 Comprehensiveness rating: 5 see less This resources covers all the relevant topics traditionally covered and necessary for an
introduction-level course. The material is presented in comprehensive way. Content Accuracy rating: 5 I found the text to be accurate, and in line with current marketing practices and pedagogical materials. Relevance/Longevity rating: 4 The resource is current, but some examples are a bit dated. The instructor using this resource should check all
links and examples before assigning. Clarity rating: 5 The resource is clear and easy to understand. Consistency rating: 5 The terminology and framework are consistent with current concepts and expectations of an introductory level course. Modularity rating: 4 The text is well organized; it also lends itself to skipping around and changing the order
of the material as the instructor sees fit. Organization/Structure/Flow rating: 4 Topics presented are in a logical manner - learning objectives, terms, examples/diagrams, key takeaways, and review questions. Interface rating: 5 The interface is clear and easy to navigate - clicking images isolates them, which is a good tool for some visual learners.
Grammatical Errors rating: 5 No grammatical errors were found. Cultural Relevance rating: 4 The resources is not culturally offensive, but it also misses the mark for cultural inclusion. Reviewed by Duane Bernard, Lecturer, Gettysburg College on 3/12/19 The text book covers all of the typical topics for this level of marketing. If there is any criticism
it is that some topics are covered very sparsely. For example, the topic of subliminal messaging is given a few sentences. While it is not... read more Reviewed by Duane Bernard, Lecturer, Gettysburg College on 3/12/19 Comprehensiveness rating: 4 see less The text book covers all of the typical topics for this level of marketing. If there is any
criticism it is that some topics are covered very sparsely. For example, the topic of subliminal messaging is given a few sentences. While it is not necessary to cover this in detail, the explanation provided may not be enough for students to understand what it is. I even had a student that commented on the lack of substance in some areas. Content
Accuracy rating: 5 I did not come across any areas that were not accurate. It is written well. Relevance/Longevity rating: 4 The examples are somewhat dated. While it is perfectly fine to present historical examples, the "new" examples need to be updated. In addition, some of the links are broken. Clarity rating: 5 I have not seen any issues with the
understandability of the text. I have also not had any negative comments from students. Consistency rating: 5 The text is consistent with its terminology. Modularity rating: 5 The text is easily separated into subunits. I do not use it as a standalone assignment for reading, as I also have many cases and simulations. I have only directly assigned certain
sections for homework. This works well. Organization/Structure/Flow rating: 5 The book follows the usual formatting and organization of most of these textbooks. Interface rating: 4 The only issue I have encountered is some broken links that refer to videos. I have not encountered any other issues. Grammatical Errors rating: 5 Grammatical errors
have not been found. Cultural Relevance rating: 4 I have not detect any offensive content. I have not seen a lot that would be inclusive of other backgrounds. Comments This book is great as a supplement to other course materials such as cases and lecture. I believe its limitation is that it could go into more depth in many sections. Reviewed by Lori
Rumreich, Assistant Professor of Marketing, Marian University on 3/5/19 This book provides comprehensive coverage of marketing principles equivalent to other textbooks. There is very nice coverage of supply chain and logistics beyond many other principles books. The marketing plan section at the end is very useful.... read more Reviewed by Lori
Rumreich, Assistant Professor of Marketing, Marian University on 3/5/19 Comprehensiveness rating: 5 see less This book provides comprehensive coverage of marketing principles equivalent to other textbooks. There is very nice coverage of supply chain and logistics beyond many other principles books. The marketing plan section at the end is very
useful. Overall there is a lot of content to choose from in this text that makes it easy to select what is needed. A searchable pdf in the downloaded format makes it easy to find content. Content Accuracy rating: 5 The content is accurate and unbiased. Some content may be out of date but with the rapid change happening in much of marketing,
especially digital/social, that is to be expected. Relevance/Longevity rating: 4 The rapid pace of change in marketing, especially digital marketing/social media and media in general make it difficult for textbooks to stay up to date. Updates to these sections should be easy to make. The majority of the text is up-to-date and relevant. The use of review
questions and key takeaways for sections are very helpful and reinforce learning of each concept. Clarity rating: 5 This text provides practical and real world examples that are interesting and relevant. Writing style is clear and accessible. The use of pictures and the use of color for highlighting tables, charts, special sections, etc. add to the clarity and
readability. Consistency rating: 5 There is a consistent style throughout the text. Clear objectives are at the start of each section, key takeaways and review questions are at the end of each section. This creates a very consistent style that is easy to follow and should help with learning. Modularity rating: 4 It would be nice to provide sub units or
groups of chapters within a theme or section of marketing but this is not a requirement. Chapters can be easily divided where needed. Organization/Structure/Flow rating: 4 I would prefer that market research to be closer to the front of book. Market research is a first step in understanding customer needs, product features, markets, segments,
promotion and ad concepts, etc. It seems out of place near the end of the text. Otherwise, the organization is logical and clear. Interface rating: 5 The searchable pdf version is very easy to navigate and use. The links to videos and other external content are accessible. All content appears clear and free from distortion. Having multiple formats, pdf,
kindle, etc., available is a plus for this text. Grammatical Errors rating: 5 The text contains no grammatical errors. Cultural Relevance rating: 5 The text appears to be culturally relevant. There is good diversity in the photos shown in the text. Reviewed by Rosemary Prince, Teaching Faculty III, Florida State University on 12/6/18 The concepts covered
in Principles of Marketing - 2015 are appropriate for an introductory level course. The discussion of the 4 Ps as creating, communicating, delivering and exchanging provides an interesting perspective. An index and glossary... read more Reviewed by Rosemary Prince, Teaching Faculty III, Florida State University on 12/6/18 Comprehensiveness
rating: 5 see less The concepts covered in Principles of Marketing - 2015 are appropriate for an introductory level course. The discussion of the 4 Ps as creating, communicating, delivering and exchanging provides an interesting perspective. An index and glossary are not included which would be beneficial. Content Accuracy rating: 5 The concepts,
definitions and strategies are accurate and unbiased. Relevance/Longevity rating: 4 The general principles addressed are relevant. Examples should be updated and some links are no longer available. As noted in the learning objectives Social Media keeps changing and the text needs to be updated. Additionally, e-marketing should be expanded given
the changes since 2010. The reference information provided with websites resources and examples and framework of the textbook allows for updating with more recent clips, research, templates, etc. Clarity rating: 4 The text is very clear and terminology is easy to understand. Consistency rating: 4 The framework is consistent with the concepts
presented in an introductory level marketing text. Modularity rating: 4 The text is presented in units within each chapter that can be separated and or combined with other units for specific learning assignments or extracted to supplement learning. Organization/Structure/Flow rating: 4 The topics in the text are presented in logical order for an
introductory marketing text. The layout of the textbook including learning objectives, sequencing, terminology, key takeaways, questions and activities is well organized. Interface rating: 4 Downloading the text as a PDF, the images and charts were clearly visible. The navigation was straightforward and easy. The links to videos were accessible;
however, some were no longer available. Grammatical Errors rating: 4 Minor grammar errors were noted. Cultural Relevance rating: 4 Updating the video examples would provide a more inclusive text. Reviewed by Melodi Guilbault, Senior University Lecturer, NJIT on 5/21/18 The book covers all content generally covered in a Principles of or
Introduction to Marketing course. The issue is that the content is old. The content is based on a text written in 2010. For example, there are only a few short paragraphs on... read more Reviewed by Melodi Guilbault, Senior University Lecturer, NJIT on 5/21/18 Comprehensiveness rating: 4 see less The book covers all content generally covered in a
Principles of or Introduction to Marketing course. The issue is that the content is old. The content is based on a text written in 2010. For example, there are only a few short paragraphs on social media. There is a clear Table of Contents but I did not see an index or glossary. Content Accuracy rating: 4 The content appears to be accurate. I did not note
any errors or any bias. But the content is dated. Relevance/Longevity rating: 1 The content is dated. The content is adapted from a text written in 2010. There have been significant changes since 2010. Although there are a few more recent links most of the links are from before 2010. Clarity rating: 5 The text is easy to read. Students should find the
writing easy to follow. Terminology has been clearly explained. Consistency rating: 5 The way the chapters are organized is consistent throughout the text. Modularity rating: 5 The text is easily and readily divisible into smaller reading sections that can be assigned. This is generally done by chapters and units within the chapters.
Organization/Structure/Flow rating: 5 The topics are presented in the same order as many Principles of or Introduction to Marketing texts. Interface rating: 3 I could not get any of the videos to open. Other than that I was able to easily navigate through the chapters. The hyperlinks took me to the appropriate text but it would be helpful to have a
return button. Grammatical Errors rating: 5 The text did not appear to contain any grammatical errors. Cultural Relevance rating: 2 I did not note any direct effort to be inclusive in the examples provided. Comments I like the use of the alternative to the 4Ps. I find the 4Ps to be a dated paradigm and it was refreshing to see a different approach.
Reviewed by David C Taylor, Assistant Pofessor, University of Houston on 3/27/18 A very good comprehensive introduction for marketing. Also would serve as a great refresher text for upper-level marketing courses. read more Reviewed by David C Taylor, Assistant Pofessor, University of Houston on 3/27/18 Comprehensiveness rating: 4 see less A
very good comprehensive introduction for marketing. Also would serve as a great refresher text for upper-level marketing courses. Content Accuracy rating: 5 The text is very general, but provides accurate descriptions and overviews of concepts and marketing theory. Relevance/Longevity rating: 5 We could see more on e-marketing or the evolution
of social media over traditional advertising. That said, as a primer on the subject of marketing, this is a great tool in lieu of students having to make a purchase. Clarity rating: 5 Clear, easy to read and understand. Consistency rating: 5 Consistency is strong and consistent across chapters. Modularity rating: 4 I don't think molecularity is practical with
an general overview text, unless you wanted to utilize some of the chapters as refreshers in broader topic on marketing. Organization/Structure/Flow rating: 5 organized consistently and flow is as with other marketing texts Interface rating: 5 I did not experience any difficulties Grammatical Errors rating: 5 No major grammar issues were identified.
Cultural Relevance rating: 3 N/A Comments Again, a good primer, or refresh for an upper-level marketing course. Reviewed by Mary Tripp, Business Faculty, St. Paul College on 2/1/18 The textbook covers the material found in the majority of introductory marketing textbooks. The topics covered are appropriate and the scope meets the basic needs of
a principles of marketing course. A searchable index would add to the... read more Reviewed by Mary Tripp, Business Faculty, St. Paul College on 2/1/18 Comprehensiveness rating: 4 see less The textbook covers the material found in the majority of introductory marketing textbooks. The topics covered are appropriate and the scope meets the basic
needs of a principles of marketing course. A searchable index would add to the usefulness of this textbook. A table of content exists but unfortunately no subject index or glossary is provided. Content Accuracy rating: 3 Overall the accuracy of information, based on the publication date, is acceptable. The textbook is listed as published in 2015 on the
Open Textbook Library site. However, the internal publication date is 2010. The internal date seems accurate based on the examples and citations used throughout the textbook. The books examples are all about 10 years old. In the world of marketing, that is a problem. The textbook has some grammatical and spelling errors but nothing that would
prevent usage. Relevance/Longevity rating: 2 The textbook is listed as published in 2015 on the Open Textbook Library site. However, the internal publication date is 2010. The internal date seems accurate based on the examples and citations used throughout the textbook. The books examples are all about 10 years old. In the world of marketing, that
is a problem. The subjects of pricing, product, and distribution would be easy to update in the text and/or provide supplements in the classroom. However, the promotion related chapters are very out of date in today's tech driven e-marketing and social media marketing world. If this book had been available in 2009 as an open resource, I would have
used it. In 2018, it is unlikely that I would use this resource. Clarity rating: 4 The clarity of the book is great. It is written in a straight forward manner that students would easily understand. The minor grammatical and spelling issues do not hinder the reader. Consistency rating: 5 The consistency of the book meets expectations in regards to
terminology and framework. Modularity rating: 4 Each chapter has between 3-8 subsections that allows the material to be easily read by students. Organization/Structure/Flow rating: 5 The flow of the chapters is a positive element of the textbook. The organization of the book follows the same structure as many of the principles of marketing
textbooks. The table of contents could be restructured to group chapters into subunits for greater student comprehension but it is a small detail. Interface rating: 4 The interface of the book demonstrated no problems other than the links to videos did not work. Grammatical Errors rating: 4 The book contained minor grammatical errors but at a level
that the average student would not notice. Cultural Relevance rating: 1 The cultural relevance of the textbook needs attention. There are not many examples/photos that demonstrate a variety of races, ethnicity, or backgrounds. Comments 1. The cover page and the initial first pages are dull and uninspiring. 2. Overall the textbook is visually dull and
students would find the lack of visual interest to be a negative. 3. The examples and references are all at least 10 years old. 4. The text contains only three pages on social media. Not nearly sufficient in today's social media driven environment. 5. The textbook lacks examples of nonprofit organization. Reviewed by Kristin Hagan, Associate Professor,
Northern Virginia Community College on 6/20/17 This text includes all of the major learning objectives covered in an introduction to marketing class. The main topics include the definition of marketing, strategic planning, consumer behavior, the 4 Ps, offerings, marketing channels, selling,... read more Reviewed by Kristin Hagan, Associate Professor,
Northern Virginia Community College on 6/20/17 Comprehensiveness rating: 5 see less This text includes all of the major learning objectives covered in an introduction to marketing class. The main topics include the definition of marketing, strategic planning, consumer behavior, the 4 Ps, offerings, marketing channels, selling, and overview of a
marketing plan. The Table of Contents is easy to access; it serves as a helpful search function. The text is missing a glossary of terms; adding one could be beneficial to readers. Content Accuracy rating: 5 Definitions, principles, and concepts presented in the text are correct. In accordance with marketing principles, the facts presented in the text are
true to point. The material was presented in an unbiased way and was primarily free of any grammatical errors. Relevance/Longevity rating: 4 The examples used in the text are up-to-date and relevant. The large number of real world examples given help the reader understand the learning objectives being presented. Revising these examples and
other pertinent information in the text would not be an impossible task. Clarity rating: 4 The layout and formatting of the material is clear and concise. The content of the book uses a lot of extended sentences that could be shortened to help the reader better understand the material. The terms and jargon used is relevant and up-to-date. Consistency
rating: 5 The text is extremely consistent in its terminology and framework. Its layout is consistent which makes each new chapter and section easily recognizable. Each chapter has review questions and key summery section which reiterates key points and acts as checkpoint for student. Modularity rating: 5 The layout of the text is very modular.
Each chapter is broken down into a minimum of three sections which makes the information very learner-friendly. Each section has a defined learning objective and review material at the end of the section. Organization/Structure/Flow rating: 5 The text is organized in a logical way where concepts taught at the beginning of the book are built upon
later. The information presented flows well throughout the text. The Table of Contents is extremely beneficial and makes key topics easy to locate in the text. Interface rating: 5 I did not notice that the text featured any interface issues such as navigational problems, unclear images, or other distortions that would confuse the reader. The images and
figures presented in the text are clearly visible to the reader. All images and figures can be enlarged if the viewer clicks on the displayed image. Grammatical Errors rating: 4 There were few grammatical errors in the text. Cultural Relevance rating: 3 This text presents real life examples relevant to mainstream culture and business in America.
Depending on the audience, more culturally diverse examples may be more suiting. The text does a fairly good job of using conational business examples however, some of the images of people could be diversified. Comments The audio clips located throughout the online text are a nice edition that students reading a traditional textbook can not
experience. Reviewed by Oksana Grybovych, Associate professor, University of Northern Iowa on 12/5/16 The text would greatly benefit from a table of contents, glossary, and an index. Otherwise, most content areas are discussed rather thoroughly - even though, as the previous reviewer mentioned, the text is lacking in its application towards... read
more Reviewed by Oksana Grybovych, Associate professor, University of Northern Iowa on 12/5/16 Comprehensiveness rating: 4 see less The text would greatly benefit from a table of contents, glossary, and an index. Otherwise, most content areas are discussed rather thoroughly - even though, as the previous reviewer mentioned, the text is lacking
in its application towards services and experiences marketing. Speaking of the latter, there is no discussion of marketing experiences as offerings even though this approach is very common these days. Content Accuracy rating: 4 This text seems to target the North American audience, and readers from elsewhere might not readily relate to the
examples provided. The authors could also incorporate more examples from a nonprofit sector. Relevance/Longevity rating: 4 Most chapters are very relevant to the current marketing practices. However, the authors could consider including or expanding more on the subjects of sustainability (e.g. social corporate sustainability) as well as experience
marketing. Clarity rating: 4 Key concepts are well defined, but the structure and formatting of the text are somewhat confusing. Consistency rating: 4 The text is structured around the framework that is outlined by the authors in chapter 1. Modularity rating: 5 There are 16 chapters in the text, each of them is broken up into sections. Such structure
makes it very manageable for the instructor to use the text in a typical North American semester. Organization/Structure/Flow rating: 4 Some of the chapters could be moved around to allow for a better flow of the contents. Interface rating: 3 The authors could consider moving all references to the end, as well as including a table of contents that the
students could navigate (click on the headings), glossary, and an index. Grammatical Errors rating: 5 Very few spelling/grammar errors. Cultural Relevance rating: 2 It appears that this text is mainly designed for North American white audience, hence is lacking in its cultural relevance. Comments Overall this is a very good introductory text, I was
happy to see the authors incorporate many important topics that are frequently omitted in other texts. At the same time, a few more important topics could be added, the formatting/ structure of the text revised, and more culturally relevant content added. Reviewed by Chris Blocker, Assistant Professor, Colorado State University on 1/7/16 Principles
of Marketing by Tanner & Raymond is a very comprehensive text, which addresses the full gamut of topics that an instructor might want to cover. It also offers nice integration of some topics that might normally be neglected, e.g.,... read more Reviewed by Chris Blocker, Assistant Professor, Colorado State University on 1/7/16 Comprehensiveness
rating: 5 see less Principles of Marketing by Tanner & Raymond is a very comprehensive text, which addresses the full gamut of topics that an instructor might want to cover. It also offers nice integration of some topics that might normally be neglected, e.g., satisfaction metrics, account planning, and other topics. Content Accuracy rating: 5
Principles of Marketing by Tanner & Raymond articulates the core principles of marketing with accuracy and precision. There is a tight linkage (typically through use of web links) to established definitions (e.g., AMA) and conceptual frameworks (e.g., Product and Market Entry strategies) that have come to reflect the established body of marketing
knowledge. Relevance/Longevity rating: 5 Principles of Marketing by Tanner & Raymond contains relevant and up-to-date themes based upon emerging paradigms (e.g., Service Dominant Logic) that are synthesized across the chapters. Clarity rating: 5 One of the strengths of Principles of Marketing by Tanner & Raymond, which relates to its
comprehensiveness, is the clarity offered for all the concepts presented. Key concepts are well-defined and presented in a plain language that is readily accessible to a wide audience. Consistency rating: 4 Although, no unifying framework is offered to connect the chapters, there is an underlying common conceptual core offered within the Principles
of Marketing by Tanner & Raymond Modularity rating: 5 Another key strength of Principles of Marketing by Tanner & Raymond is the modularity. Chapters are broken up numerically and into "bite-size" chunks such that instructors would have an easy time assigning aspects of a chapter to modules. Organization/Structure/Flow rating: 5 Principles of
Marketing by Tanner & Raymond follows the common flow of the vast majority of Principles texts by beginning with the organization and high-level strategies, then digging into consumer/buyer behavior, and finally, unpacking the marketing mix. Interface rating: 3 Navigation is easy for Principles of Marketing by Tanner & Raymond; however, some
issues with fonts and size of text within images rendered some distractions Grammatical Errors rating: 5 Principles of Marketing by Tanner & Raymond is well written and in an accessible style. Cultural Relevance rating: 3 Principles of Marketing by Tanner & Raymond is not offensive in any way and does offer quite a few diverse examples. However,
there is a heavy reliance on North American company examples, such that individuals in other cultures might have difficulty with some. Comments Principles of Marketing by Tanner & Raymond does a really nice job of offering a comprehensive and relevant marketing text that can easily be modularized by instructors. The authors have effectively
integrated up-to-date examples that students will find interesting as well as integrated media (e.g., audio clips) and real life profiles (profiling an analytics manager at BNSF) to produce an engaging text. Reviewed by Marina Jaffey, Instructor & Program Leader Marketing, Camosun College on 10/9/13 This American Principles of Marketing text covers
all the key areas & ideas normally included in a first year College/University Introduction to Marketing course. There are 16 chapters in the text and most key topic areas are discussed... read more Reviewed by Marina Jaffey, Instructor & Program Leader Marketing, Camosun College on 10/9/13 Comprehensiveness rating: 4 see less This American
Principles of Marketing text covers all the key areas & ideas normally included in a first year College/University Introduction to Marketing course. There are 16 chapters in the text and most key topic areas are discussed relatively thoroughly, with the following exceptions: 1. Pricing 2. Retailing and Distribution as it relates to services Rather than
structuring the text around the 4Ps or traditional Marketing Mix, the authors follow the premise that marketing is composed of four activities centered on customer value: creating, communicating, delivering, and exchanging value. The text does not include a Table of Contents, Contents in Brief, or Glossary and/or Index. Content Accuracy rating: 4
Marketing concepts are defined/explained/discussed accurately. All the examples are American, so not as relevant for Canadian students. Similarly, the Environmental Scan and ethical/legal segments are all based on American trends and laws/business practices. In general, the examples tend to focus on large corporations. More examples from
medium/small businesses, as well as not-for-profits, would help to provide a broader perspective for students. Based on the scale below: content is accurate, but has a very American bias. Relevance/Longevity rating: 3 The content is up-to-date, with the exception of: 1. The three chapters on marketing communications. Marketing communications has
been and is continuing to change rapidly, and as a result, it is difficult for text books to remain current. Having said this, I believe that it would be relatively easy to make regular updates to the marketing communications chapters. 2. Although the Distribution chapter is up-to-date, it is lacking in its coverage of distribution as it relates to services, as
well as retailing. 3. Perhaps most importantly for Canadian students, is the fact that all the examples and all sections that relate to legislation/business practices in the current text are American. It would be more time consuming to up date the text to reflect the Canadian marketing environment. Clarity rating: 3 Concepts are explained clearly in the
body of the text. Ideas to increase retention are: 1. Include more visuals. The current charts/graphs are small and difficult to read. Many of the figures lack sufficient detail. Visuals serve to summarize concepts at-a-glance and help students to understand/recall a concept. 2. Provide a variety of examples to illustrate concepts. 3. Make better use of
formatting to ensure students can see quickly key concepts and definitions on a page, for instance, make better use of headings & subheadings and include key concept definitions in the margins of the page. 4. In addition to the summaries at the end of each section within a chapter, include a final end of chapter summary. Consistency rating: 4 Yes,
the text is internally consistent in terms of terminology and framework. The text presents the marketing mix in terms of four activities or components of marketing: creating, communicating, delivering, and exchanging value. Modularity rating: 5 There are 16 chapters in the text which corresponds nicely with a typically 14 week semester. The order
of the chapters in the text is as follows: Ch. 1 - What is Marketing? Ch. 2 - Strategic Planning Ch. 3 - Consumer Behaviour Ch. 4 - Business Buying Behaviour Ch. 5 - Market Segmenting, Targeting, & Positioning Ch. 6 - Creating Offerings Ch. 7 - Developing & Managing Offerings Ch. 8 - Using Marketing Channels to Create Value for Customers Ch. 9 -
Using Supply Chains to Create Value for Customers Ch. 10 - Gathering and Using Information: Marketing Research & Market Intelligence Ch. 11 - Advertising, IMC, and the Changing Media Landscape Ch. 12 - Public Relations & Sales Promotions Ch. 13 - Professional Selling Ch. 14 - Customer Satisfaction, Loyalty, and Empowerment Ch. 15 - Price
Ch. 16 - The Marketing Plan It would be easy and straight forward for an instructor to change the order that these topics are covered in a semester, should he/she wish to do that. Organization/Structure/Flow rating: 4 Two changes I recommend are: 1. Put ch. 15 - Price right after ch. 7 - Developing & Managing Offerings. Pricing is a very important
marketing concept, and it makes most sense to discuss how to price products/services/offerings right after they are covered in the text. 2. Move ch. 10 - Marketing Research to right after ch. 2 - Strategic Planning. Ch. 2 covers environmental scanning, so it is important for students to learn how to research trends and find information required for
planning. Otherwise, the order of the chapters is fine. Interface rating: 2 I have been working with a print version of the text. A suggestion to make navigation through the print version easier would be to include a Table of Contents, Contents in Brief, and Index/Glossary at the end. Images/charts are small and difficult to read in the print version.
Many subheadings sit alone at the bottom of a page. Need to format so that a subheading appears with some or all of the body copy. Also, some chapters begin on the same page that the previous chapter ends. It would be better to start a new chapter on a new page. In several instances, whole pages were simply lists of sources. It is important to cite
sources, however it would be better to include these lists of sources at the end of a chapter, rather than in the middle of a chapter. Grammatical Errors rating: 4 There are relatively few grammatical or spelling errors. Please see complete list of errors in attached document. Cultural Relevance rating: 2 Although the text is not culturally offensive in
any way, I believe there could be more examples that reflect a variety of races, ethnicities, and backgrounds. The text mentions that there is a profile of a marketing professional at the beginning of each chapter - this is not the case (no profiles are included). Including profiles of marketing professionals from a variety of races, ethnicities, and
backgrounds would be one way of addressing this weaknesses. It would also be appropriate to profile different types of organizations to illustrate marketing concepts/business practices amongst different cultural groups. As mentioned earlier, this is an American text so all examples are American. Comments Overall this text covers all the key topic
areas relevant to a first year college/university overview marketing course. Most topics are covered in an appropriate amount of depth, with a few exceptions including pricing and services marketing. Learning Objectives are included at the start of each segment within a chapter, but not at the start of a chapter. Learning Objectives are all at the
lowest two levels of Bloom's Taxonomy - Knowledge (i.e. Describe...) and Comprehension (i.e. Understand...) The Review Questions and Key Takeaways which appear at the end of each segment within a chapter and the Discussion Questions and Activities at the end of each chapter are generally good and provide students with ways to test
understanding and apply relevant concepts. This is an American text, so an instructor would need to provide his/her students with a variety of Canadian examples, as well as Canadian content related to environmental scanning and business practices. All Introduction to Marketing texts offered by publishers provide extensive support materials for
instructors and students. I'm not aware of any support materials that come with this text. There are formatting issues which have been mentioned earlier in this review, that would need to be addressed. This review originated in the BC Open Textbook Collection and is licensed under CC BY-ND. Chapter 1: What is Marketing? Chapter 2: Strategic
Planning Chapter 3: Consumer Behavior: How People Make Buying Decisions Chapter 4: Business Buying Behavior Chapter 5: Market Segmenting, Targeting, and Positioning Chapter 6: Creating Offerings Chapter 7: Developing and Managing Offerings Chapter 8: Using Marketing Channels to Create Value for Customers Chapter 9: Using Supply
Chains to Create Value for Customers Chapter 10: Gathering and Using Information: Marketing Research and Market Intelligence Chapter 11: Integrated Marketing Communications and the Changing Media Landscape Chapter 12: Public Relations, Social Media, and Sponsorships Chapter 13: Professional Selling Chapter 14: Customer Satisfaction,
Loyalty, and Empowerment Chapter 15: Price, the Only Revenue Generator Chapter 16: The Marketing Plan Submit ancillary resource Principles of Marketing teaches the experience and process of actually doing marketing - not just the vocabulary. It carries five dominant themes throughout in order to expose students to marketing in today's
environment: Service dominant logic — This textbook employs the term "offering" instead of the more traditional First "P" — product. That is because consumers don't sacrifice value when alternating between a product and a service. They are evaluating the entire experience, whether they interact with a product, a service, or a combination. So the
fundamental focus is providing value throughout the value chain, whether that value chain encompasses a product, service, or both. Sustainability — Increasingly, companies are interested in the impact they are having on their local community as well as the overall environment. This is often referred to as the "triple bottom line" of financial, social,
and environment performance. Ethics and social responsibility — Following on the sustainability notion is the broader importance of ethics and social responsibility in creating successful organizations. The authors make consistent references to ethical situations throughout chapter coverage, and end of chapter material in most chapters will
encompass ethical situations. Global coverage — the authors deliberately entitled Chapter 1 "What is Marketing?" Whether it is today's price of gasoline, the current U.S. presidential race, or Midwestern U.S. farming, almost every industry and company needs strong global awareness. And today's marketing professionals must understand the world
in which they and their companies operate. Metrics — Firms today have the potential to gather more information than ever before about their current and potential customers. That information gathering can be costly, but it can also be very revealing. With the potential to capture so much more detail about micro transactions, firms should now be
more able to answer "well, what this marketing strategy really worth it?" And "what is the marketing ROI?" And finally, "what is this customer or set of customers worth to us over their lifetime?" Suggest an edit to this book record






