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A MESSAGE FROM THE AUTHORS

Welcome to the next step in your journey to learn about the exciting world of marketing! You 

could not have chosen a more dynamic time to become involved in the discipline. Changes 

in consumers’ values, efforts at an economic recovery, new technologies related to social 

media and data analytics, global competition, and increasing regulation related to privacy 

and e-commerce are all contributing to a marketing environment that changes every day. In 

addition, the relationships between capitalism and democracy and other market and gover-

nance perspectives are evolving rapidly. We are thrilled to provide a textbook that helps you 

navigate the challenges of studying marketing during the next several months, and possibly 

your entire career!
Our efforts to provide you with exceptional learning resources have focused on three impor-

tant elements of the text and its supplements: Engagement, Leadership, and Innovation. We 

believe that each of these elements is essential to students and instructors and can contribute 

to the development of marketing expertise while facilitating the integration of the many com-

plexities of marketing.

Engagement. Our experiences with thousands of students, managers, and instructors have 

given us many insights into important aspects of education in colleges and universities around 

the globe. For example, active, high-involvement, real-life, and current materials are essential to 

effective teaching and learning. In addition, we believe that higher education must embrace a 

new “age of engagement” in which interactions hold your attention and integrate all elements 

of study. Our text and supplements encourage interaction between students and four learning 

partners—the instructor, other students, businesses, and the publisher. In-class activities, an in-

teractive web page and blog, “building-your-marketing-plan” guides, and an online learning 

center are just a few examples of our efforts to encourage engagement in the learning 

process.

Leadership. Through 6 U.S. editions and 18 international editions in 10 languages, we have 

been committed to taking a leadership role in the development and presentation of new ideas, 

principles, theories, and practices in marketing. We are at the forefront of coverage of ethics, 

social responsibility, technology, social media, marketing dashboards and metrics, and new re-

search in the marketing discipline. Perspectives from an extraordinary variety of companies, in-

dustries, trading blocs, and countries are integrated in our package to create learning resources 

that help students become leaders in marketing.

Innovation. We have been diligent in our efforts to use innovation in our text and its supple-

ments to serve the many learning styles of today’s students. For example, we added new videos 

about Chobani Greek Yogurt, X-1 audio equipment, Secret Deodorant, Carmex lip balm, 

Amazon, Taco Bell, and StuffDOT social loyalty service, and made them available through stream-

ing links; and we increased the visual impact of text, PowerPoint, and testing materials to facili-

tate visual learning styles.

We believe these and many other aspects of Marketing: The Core and its supplements 

create a unique learning package, and we are very excited to have this opportunity to share 

our interests, insights, and experiences with you. We hope you enjoy your marketing studies. 

Welcome to the 6th edition of Marketing: The Core!
Roger A. Kerin

Steven W. Hartley
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Marketing: The Core utilizes a unique, innovative, and effective pedagogical ap-
proach developed by the authors through the integration of their combined 
classroom, college, and university experiences. The elements of this approach 
have been the foundation for each edition of Marketing: The Core and serve as 
the core of the text and its supplements as they evolve and adapt to changes in 
student learning styles, the growth of the marketing discipline, and the develop-
ment of new instructional technologies. The distinctive features of the approach 
are illustrated below:

The goal of the 6th edition of Marketing: The Core is to create an exceptional 
experience for today’s students and instructors of marketing. The development 
of Marketing: The Core was based on a rigorous process of assessment, and the 
outcome of the process is a text and package of learning tools that are based on 
engagement, leadership, and innovation in marketing education.

Personalized Marketing
A vivid and accurate 

description of businesses, 
marketing professionals, and 

entrepreneurs—through 
cases, exercises, and 

testimonials—that allows 
students to personalize 
marketing and identify 

possible career interests.

Marketing: 
The Core 

6/e
Pedagogical 

Approach

High-Engagement Style
Easy-to-read, high-

involvement, interactive 
writing style that engages 
students through active 

learning techniques.
Rigorous Framework

A pedagogy based on the 
use of learning objectives, 
learning reviews, learning 
objectives reviews, and 

supportive student 
supplements.

Traditional and 
Contemporary Coverage

Comprehensive and 
integrated coverage of 

traditional and contemporary 
marketing concepts.

Integrated Technology
The use of powerful technical 

resources and learning 
solutions, such as Connect, 

LearnSmart, SmartBook, 
www.kerinmarketing.com, 

and Video links.

Marketing Decision Making
The use of extended 

examples, cases, and videos 
involving people making 

marketing decisions.

PREFACE



The members of this author team have benefited from extraordinary experiences as instructors, researchers, 
and consultants, as well as the feedback of users of previous editions of Marketing: The Core—now more than 
one million students! The authors believe that success in marketing education in the future will require the 
highest levels of engagement. They ensure engagement by facilitating interaction between students and four 
learning partners—the instructor, other students, businesses, and the publisher. Some examples of high-
engagement elements of Marketing: The Core include:

In-Class Activities. These activities are designed to engage students 
in discussions with the instructor and among themselves. They involve 
surveys, online resources, out-of-class assignments, and personal ob-
servations. Each activity illustrates a concept from the textbook and 
can be done individually or as a team. Examples include: Designing a 
Candy Bar, Marketing Yourself, Pepsi vs. Coke Taste Test, and What 
Makes a Memorable TV Commercial?

vii

ENGAGEMENT

Interactive Web Page and Blog (www.kerinmarketing
.com). Students can access recent articles about market-
ing and post comments for other students. The site also 
provides access to the videos and a Marketing: The Core 
Twitter feed!

1 Read Appendix A, “Building an Effective Marketing 
Plan.” Then write a 600-word executive summary for the 
Paradise Kitchens marketing plan using the numbered 
headings shown in the plan. When you have completed the 
draft of your own marketing plan, write a 600-word execu-
tive summary to go in the front of your own marketing plan.

2 Using Chapter 2 and Appendix A as guides, focus your 
marketing plan by (a) writing your mission statement in 
25 words or less, (b) listing three nonfinancial goals and 
three financial goals, (c) writing your competitive advantage 
in 35 words or less, and (d) creating a SWOT analysis table.
3 Draw a simple organization chart for your organization.

1 R d A di A “B ildi Eff ti M k ti

BUILDING YOUR MARKETING PLAN

ker2903x_ch02_022-047.indd Page 44  01/11/14  9:25 AM f-479 /203/MH02304/ker2903x_disk1of1/007772903x/ker2903x_pagefiles

Building Your Marketing 
Plan. The Building Your 
Marketing Plan guides at 
the end of each chapter are 
based on the format of the 
Marketing Plan presented 
in Appendix A. On the basis 
of self-study or as part of a 

course assignment, students can use the activities to organize interactions with businesses to build a marketing 
plan. Students and employers often suggest that a well-written plan in a student’s portfolio is an asset in to-
day’s competitive job market.



The popularity of Marketing: The Core in the United States and around the globe is the result, in part, of the lead-
ership role of the authors in developing and presenting new marketing content and pedagogies. For example, 
they were the first authors to integrate ethics, technology, and interactive marketing. In addition, they were the 
first to develop custom-made videos to help illustrate marketing principles and practices and bring them to life for 
students as they read the text. The authors have also been leaders in developing new learning tools such as a 
three-step learning process that includes learning objectives, learning reviews, and learning objectives reviews; 
and new testing materials that are based on Bloom’s learning taxonomy and include questions with figures and 
images from the text. Other elements that show how Marketing: The Core is a leader in the discipline include:

Chapter 16: Using Social Media to Connect with 
Consumers. Marketing: The Core features a dedicated 
chapter for social media marketing. This new environ-
ment is rapidly changing and constantly growing. The 
authors cover the building blocks of social media market-
ing and provide thorough, relevant content and exam-
ples. The authors discuss major social media platforms 
like Twitter, Facebook, LinkedIn, and YouTube. They ex-
plain how managers and companies can use those out-
lets for marketing purposes. Also discussed in Chapter 
16 are methods of measuring a company’s success with 
social media marketing. This chapter is one of many ways 
Marketing: The Core is on the cutting edge of the field.

Marketing Dashboards and Marketing Metrics. The Using Marketing Dash-
boards feature in the text delivers two of the newest elements of the business 
and marketing environment today—performance metrics and dashboards to 
visualize them. Some of the metrics included in the text are: Category Develop-
ment Index (CDI), Brand Development Index (BDI), Price Premium, Sales per 
Square Foot, Same-Store Sales Growth, Promotion-to-Sales Ratio, and Cost per 
Thousand (CPM) impressions. The Dashboard feature is designed to allow read-
ers to learn, practice, and apply the concepts.

Color-Coded Graphs and Tables. The use of color in the graphs and tables enhances 
their readability and adds a visual level of learning to the textbook for readers. In addi-
tion, these color highlights increase student comprehension by linking the text discus-
sion to colored elements in the graphs and tables.

New Video Cases. Each 
chapter ends with a case that 

is supported by a video to illustrate the issues in the chap-
ter. New cases such as Chobani Greek Yogurt, X-1 Audio, 
Secret Deodorant, Carmex lip balm, Amazon, Taco Bell, 
and StuffDOT, and recent cases such as IBM, Groupon, 
Trek Bicycles, Google, and Mountain Dew provide current 
and relevant examples that are familiar to students.

viii

LEADERSHIP

HOW TO CONNECT WITH TODAY’S COLLEGE 
STUDENT? TRY FACEBOOK AND TWITTER!
Like Kimmy Summers at the University of  North Carolina (wearing cap 

in the photo), thousands of  “brand ambassadors” at U.S. colleges 

and universities face a special challenge right before freshman week.1

Finding Volunteers for Freshman Move-In Day

The challenge: How can she recruit student volunteers to help incoming 

freshmen during campus move-in day? Use the campus newspaper?

The answer is a no-brainer for most upperclassmen working as 

brand ambassadors for firms like American Eagle Outfitters (AE), Target, 

and Apple: Use Facebook and Twitter! Here’s a somewhat generic 

marketing plan they use for freshman week, with AE as an example:

• Use the college Facebook Page and Twitter messages to recruit 

about 40 volunteers to assist freshmen on move-in day.

• Tell incoming freshmen about the volunteers on the college Face-

book Page with teasers like: “Need help moving in? No worries. 

AE will be there.”

• Have these volunteers help freshmen move into their college dorms.

• Give each freshman who was helped a coupon for a free pair of  

AE flip-flops.

The volunteers often get a free American Eagle T-shirt (photo).

College Students and Social Media

“College students are wary of  old-school marketing,” says Paul 

 Himmelfarb, managing director of  Youth Marketing Connection, which 

links marketers with college students. “You have to take a brand and 

incorporate it into the college lifestyle by peer-to-peer marketing.”2

In the past decade, college students have more than doubled their 

use of  the Internet and social media to collect information and buy 

products. College marketers increasingly use social media to reach 

students because they work better than traditional print and TV ads.3 

More than 10,000 student brand ambassadors on the 4,000 U.S. col-

lege campuses use social media to connect with other students.

This chapter defines social media, describes four widely used social 

networks, explains how organizations use them in developing marketing 

strategies, and considers where social media are headed in the future.

Using Social Media 
to Connect with 
Consumers16

LE A R N I N G 
OB J E C T I V E S

After reading this chapter 

you should be able to:

Define social media 

and describe how they 

differ from traditional 

advertising media.

Identify the four major 

social networks and 

how brand managers 

integrate them into 

marketing actions.

Describe the differing 

roles of  those 

receiving messages 

through traditional 

versus social media 

and how brand 

managers select a 

social network.

Compare the 

performance measures 

of social media linked 

to costs (inputs) versus 

revenues (outputs).

Identify the cause of  

the convergence of  

the real and digital 

worlds and how this 

will affect the future of  

social media.

LO 16-1

LO 16-2

LO 16-3

LO 16-4

LO 16-5
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UNDERSTANDING SOCIAL MEDIA

Defining social media is challenging, but it’s necessary to help a brand or marketing 
manager select the right one. This section defines social media, positions a number of 
social networks, and compares social and traditional media. As you read this, consider 
how you might choose a social network if you—like college students around the 
globe—were using one to launch a start-up business or expand a small business.

What Are Social Media?

This section describes how social media came about, defines social media, and pro-
vides a means of classifying the countless social media networks available to assist 
marketing managers in choosing among them.

Defining Social Media Social media represent a unique blending of technology 
and social interaction to create personal value for users. Social media are online me-
dia where users submit comments, photos, and videos—often accompanied by a feed-
back process to identify “popular” topics.4 Most social media involve a genuine online 
conversation among people about a subject of mutual interest, one built on their per-
sonal thoughts and experiences. However, other social media sites involve games and 
virtual worlds, in which the online interaction includes playing a game, completing a 
quest, controlling an avatar, and so on. Business firms also refer to social media as 
“consumer-generated media.” A single social media site with millions of users inter-
acting with each other, like Facebook, Twitter, LinkedIn, and YouTube, is referred to as 
a social network.

Define social media 

and describe how 

they differ from 

traditional 

advertising media.

LO 16-1

social media

Online media where 

users submit comments, 

photos, and videos—often 

accompanied by a feedback 

process to identify 

“popular” topics.

ker2903x_ch16_402-427.indd Page 403  30/10/14  7:44 PM f-512 /203/MH02304/ker2903x_disk1of1/007772903x/ker2903x_pagefiles

Chobani®: Making Greek Yogurt a Household VIDEO CASE 1  

“Everybody should be able to enjoy 
a pure, simple cup of yogurt. And 
that’s what Chobani is,” says Hamdi 
Ulukaya, founder and chief execu-
tive officer of Chobani, Inc., in 

summarizing his vision for the company. As the winner of 
the 2013 Ernst & Young World Entrepreneur of the Year 

d hi d d

yogurt of his homela
too thin, too sweet, 

So he decided to
yogurt”—an authen
child that has a thick
little or no fat. With 
18 months to perfect

Ch b i’

Video 1-5

Chobani 

Video Case

kerin.tv/cr6e/v1-5

ker2903x_ch01_002-021.indd Page 18  01/11/14  8:57 AM f-479 /203/MH02304/ker2903x_disk1of1/007772903x/ker2903x_pagefiles



In today’s fast-paced and demanding educational environment, innovation is essential to effective learning. To 
maintain Marketing: The Core’s leadership position in the marketplace, the author team consistently creates 
innovative pedagogical tools that match contemporary students’ learning styles and interests. The authors 
keep their fingers on the pulse of technology to bring real innovation to their text and package. Innovations 
such as a Twitter feed, hyperlinked PowerPoint slides, and an online blog augment the McGraw-Hill Education 
online innovations such as Connect, LearnSmart, and SmartBook.

Uniform Resource Locators (URLs). You can see URLs in magazine ads; on television 
programming; as part of catalogs, in-store displays, and product packaging; and through-
out Marketing: The Core 6/e! These links bring the text to life with ads and videos about 
products and companies that are discussed in the text. These videos also keep the text 
even more current. While each link in the text has a caption (as shown to the right), the 
links are updated to reflect new campaigns and market changes. In addition, the URLs 
provide links to stream the video cases at the end of each chapter. You can use your smartphone or computer 
to use the links found throughout the book.

Twitter Feed and Online Blog. Visit www.kerinmarketing.com to participate 
in Marketing’s online blog discussion and to see Twitter feed updates. You can 
also subscribe to the Twitter feed to receive the Marketing Question of the Day 
and respond with the #QotD hashtag.

Connect, LearnSmart, and SmartBook Integration. These 
McGraw-Hill Education products provide a comprehensive 
package of online resources to enable students to learn faster, 
study more efficiently, and increase knowledge retention. The 
products represent the gold standard in online, interactive, and 
adaptive learning tools and have received accolades from 
 industry experts for their Library and Study Center elements, 
filtering and reporting functions, and immediate student feed-
back capabilities. In addition, the authors have developed 
book-specific interactive assignments, including (a) auto-
graded applications based on the marketing plan exercises, 
and (b) activities based on the Marketing Dashboards and mar-
keting metrics presented in the text.

Innovative Test Bank. Containing almost 5,000 multiple-
choice and essay questions, the Marketing: The Core, 6/e 
Test Bank reflects more than two decades of innovations. 
The Test Bank includes two Test Item Tables for each 
chapter that organize all the chapter’s test items by Bloom’s 
three levels of learning against both (1) the main sections in 
the chapter, and (2) the chapter’s learning objectives. In ad-
dition, a number of “visual test questions” for each chapter 
reward students who have spent the effort to understand 
key graphs, tables, and images in the chapter.

ix

INNOVATION

Video 1-1

Chobani 2014 

Super Bowl Ad 

kerin.tv/cr6e/v1-1
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Chapter 1: New Chapter Opening 
Example and New Case on Cho-
bani Greek Yogurt. Chapter 1 be-
gins by describing Chobani’s 
development of its Greek Yogurt 
as a new food category and its use 

of word-of-mouth advertising, sponsorship of the 
Olympics, and Facebook as marketing activities to 
help it grow to a brand with more than $1 billion in 
sales. New examples from Domino’s, Target, and US 
Bank have been added, and the discussion of the 
customer relationship era has been expanded. The 
chapter ends with a new case and supporting video 
about Chobani.

Chapter 2: New Coverage of 
B-Corp Certification and Business 
Definition, and New Application 
of BCG Model to Apple Products. 
The Chapter 2 opening example 
now includes discussion of Ben & Jerry’s “B-Corp” 
certification, which reflects its efforts to solve social 
and environmental problems. The chapter also in-
cludes an in-depth application of the Boston Consult-
ing Group’s business portfolio analysis model to 
selected Apple products (including the iPod, iMac, 
iPhone, and iPad) and a planning gap analysis for 
Apple’s goals and results.

Chapter 3: Update of Environ-
mental Scan for Facebook and 
Discussion of New Trends in Mar-
keting. Facebook’s management 
mantra, “Move fast and break 
things,” is discussed in the context 
of a rapidly changing marketing 

environment. In addition, discussion of new trends 
such as consumers constantly switching media, 
computers developing predictive capabilities, and 
green technologies gaining widespread acceptance 
has been added. Other new examples include green 
marketing and cause marketing activities by Levi 
Strauss and Procter & Gamble.

Chapter 4: Update of Evaluative Cri-
teria Example and Addition of Brand 
Community Discussion. The discussion 
of alternative evaluation and evaluative 
criteria has been updated with recent 
smartphone ratings and Apple iPhone-
versus-Motorola Dröid comparisons. In 
addition, the Reference Group Influ-
ence section now includes a new dis-
cussion of associative, aspiration, and dissociative groups 
and the definition and description of a brand community.

Chapter 5: Updated Coverage of 
Buyer–Seller Relationships and 
Supply Partnerships. An updated 
discussion describes the supply part-
nership between Harley-Davidson 
and Milsco Manufacturing, a com-
pany that has designed and manu-
factured Harley-Davidson motorcycle seats for 80 years. 
The chapter also includes new examples related to 
Siemens and IBM.

Chapter 6: New Material on Dell’s 
Retail Stores in India and China’s 
Growth in World Trade. The chapter-
opening example has been updated 
to describe Dell’s retail growth 
strategy in India, which includes shop-in-a-shop 
stores and Dell-exclusive stores. In addition, the dis-
cussion of trends in global marketing now includes 
the growing prevalence of economic espionage.

Chapter 7: Updated Test Screen-
ing Examples, New In-Depth 
Example Using LEGO, and New 
Coverage of the Impact of Social 
Media and the Use of Cross Tabu-
lations. The discussion of movie 
studios using marketing research is 
updated with movies such as The 
Hobbit, Iron Man, and The Hunger 
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Games sequels (Catching Fire and Mockingjay). The 
discussions related to Step 1 and Step 2 of the 
Marketing Research Approach are completely up-
dated with LEGO’s research as an example. In addi-
tion, the discussion of the use of social media in 
marketing research has been expanded to include 
Frito-Lay’s use of Facebook as a substitute for 
focus groups.

Chapter 8: Updated Zappos, Wen-
dy’s, and Apple Examples. The 
chapter-opening example has been 
updated to reflect Zappos’s expan-
sion to products other than shoes. 
In addition, the Wendy’s example 
now includes discussion of Wendy’s 
new upscale menu, and the Apple 

examples include updated discussions of the Apple 
product-market grid.

Chapter 9: Expanded Discussions 
of Innovation, Idea Generation, 
Crowdfunding, and Develop-
ment; and New X-1 Audio Video 
Case. Chapter 9 has added new 

examples of innovation at Apple, a discussion 
about using internal training to generate new-
product ideas, a description of crowdsourcing sites 
where inventors can obtain early-stage funding, 
and a detailed discussion of Google’s driverless car 
in the development stage of the new-product pro-
cess. A new case, X-1 Audio, gives a detailed de-
scription of the development of new waterproof 
audio equipment for athletes of any kind!

Chapter 10: Updated Ex-
amples, New Counterfeit 
Product and Brand Name 
Discussions, and New 
Secret Deodorant Video.
Chapter 10 includes new 
examples about, Microsoft, 

LEGO, Unilever, ConAgra Foods, and Pepsi-Cola. In ad-
dition, an expanded discussion adds to the list of criteria 
to use when selecting a good brand name. The chapter 
ends with a new video case about Secret deodorant.

Chapter 11: Updated Discussions 
of Price Elasticity and Break-Even 
Analysis, and New Video Case on 
Carmex lip balm. New and ex-
panded discussions include the fac-
tors that determine price elasticity 
and a “color-coded” explanation of 
break-even analysis and a break-

even chart. A new case discusses pricing practices for 
Carmex lip balm.

Chapter 12: Updated Exam-
ples and Advertisements. 
The chapter-opening exam-
ple has been updated to 
reflect that Callaway Golf’s 
online store is now one of 

the largest Internet retailers, with $30 million in 
annual sales. New examples and ads include IBM, 
Eddie Bauer, Jiffy Lube, and PetSmart. The chapter 
ends with a new case and accompanying video about 
supply chain and logistics management at Amazon.

Chapter 13: New Chapter-Opening 
Example and Updated Material on 
Green Retailing. Google Glass(es) 
and its potential impact on retailing 
are now the topic of the chapter-
opening example. In addition, the 
discussion of green retailing now 
includes the Newsweek ranking of 
retailers with the best green practices.

Chapter 14: New Chapter-Opening 
Example, Updated Coverage of 
Mobile Marketing, and Updated 
Discussion of Privacy Issues in Mar-
keting. Taco Bell’s integrated mar-
keting campaign is discussed in the 
chapter-opening example. In addi-
tion, an updated discussion of the 

use of mobile marketing to reach today’s college stu-
dents is part of the Marketing Matters box, and 
expanded coverage of do-not-call, do-not-mail, and 
do-not-track legislation is provided. The chapter ends 
with a new case about Taco Bell.
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Chapter 15: New Coverage of 
Online Television, New Advertis-
ing Campaigns, and New Discus-
sion of Advertising Agency of the 
Year. Chapter 15 begins with a 

discussion of the dramatic changes in television, a 
medium that is now available through broadcast, 
cable, satellite, and the Internet. New examples of 
advertising include campaigns from Welch’s, 
 Fidelity, Dove, Under Armour, GoDaddy, and 
 Lagerfeld. In addition, the chapter includes a new 
discussion of Advertising Age’s Agency of the 
Year—72andSunny.

Chapter 16: New Material on 
Facebook, Twitter, LinkedIn, You-
Tube, and Other Social Media, 
and New StuffDOT Video Case.

This chapter, new in the last edition, is completely 
updated to reflect the incredible impact of social 
media on marketing. New examples include Face-
book’s purchase of WhatsApp and Oculus, YouTube 
channels, the growth of apps such as Clash of 
Clans, Candy Crush Saga, and many others. The 
chapter ends with a new StuffDOT video case.

Chapter 17: Update about the 
Sales Organization at GE Health-
care and New Discussion on 
Genetic Predisposition to Create 
Value. The chapter-opening exam-

ple has been updated to describe the success of sales 
professional Lindsey Smith at GE Healthcare 
 Americas. In addition, the chapter now includes new 
material about genetic markers that may indicate a 
salesperson’s predisposition or willingness to interact 
with customers and learn about their problems in 
order to meet their needs.

Chapter 18: Updated Examples, 
Data, and Information about Interac-
tive Marketing. The chapter-opening 
example is updated to describe the 

interactive marketing process at custom bike builder, 
Seven Cycles. In addition, new data on the number of 
online shoppers and the level of online retail sales 
emphasize the growth and importance of interactive 
marketing and cross-channel shoppers. New data 
regarding what online consumers buy indicate that 
just five product categories account for two-thirds of 
all online sales.
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APPLE: THE WORLD-CLASS NEW-PRODUCT MACHINE

The stage in front of  an auditorium was empty except for a chair, a 

table, and a huge screen with a large white logo. Then, in walked a 

legend ready for his magic show in his black mock turtleneck, jeans, 

and gray New Balance sneakers.

Apple’s Innovation Machine

The legend, of  course, was Steve Jobs, co-founder and former chair-

man of  the board of  Apple Inc., who died in October 2011. Advertising 
Age anointed Steve Jobs as Marketer of  the Decade. Fortune rated 

Apple as the world’s most-admired company, while Bloomberg Busi-
nessweek has perennially identified Apple as the world’s most innova-

tive company. The magic shows Jobs orchestrated over the years 

introduced many to Apple’s market-changing innovations, such as the:

• Apple II—the first commercial personal computer (1977).

• Macintosh—the first personal computer (PC) with a mouse and a 

graphical user interface (1984).

• iPod—the first and most successful MP3 music player (2001).

• iPhone—the world’s best multitouch smartphone and media player 

with almost one million apps (2007).

• iPad (2010) and iPad mini (2012)—the thin tablet devices that 

 allow users to read books, newspapers, magazines, and even 

textbooks!

• CarPlay—using your iPhone while driving to make calls, listen to 

music, and access messages by voice or touch (2014).

Steve Jobs’s innovations revolutionized six industries: personal com-

puting, digitally animated movies (when he was CEO of  Pixar), music, 

smartphones, tablet computing, and digital publishing.1 Jobs even 

designed and holds the patent on the staircase seen in major Apple 

retail stores. He said, “You want that stairway so people believe they’re 

in someplace magical.”2

When Steve Jobs named Tim Cook to be Apple’s chief  executive 

officer, his charge to Cook was simple: “Just do what’s right.” How-

ever, as this chapter reveals, developing successful new products is 

difficult. Tim Cook’s challenge as the CEO of  Apple will be to continue 

to market new innovations to drive the company’s future growth.3

Developing New 
Products and Services

LE A R N I N G 
OB J E C T I V E S

After reading this chapter 

you should be able to:

Recognize the various 

terms that pertain to 

products and 

services.

Identify the ways in 

which consumer and 

business products 

and services can be 

classified.

Describe four unique 

elements of  services.

Explain the significance 

of  “newness” in new 

products and services 

as it relates to the 

degree of  consumer 

learning involved.

Describe the factors 

contributing to the 

success or failure of  

a new product or 

service.

Explain the purposes 

of  each step of  the 

new-product process.

LO 9-1

LO 9-2

LO 9-3

LO 9-4

LO 9-5

LO 9-6
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CarPlay: Improving How You Use Your iPhone® in Your Car

In March 2014, Apple announced that leading car manufacturers were “rolling 

out CarPlay, the smarter, safer, and more fun way to use iPhone® in the car.” 

Drivers can link CarPlay (photo above) and their iPhone to make phone calls, 

listen to music, and receive messages. The drivers access CarPlay from the 

car’s interface or by punching the voice control button on the steering wheel. 

Once CarPlay and iPhone are interconnected, it activates Siri—a built-in “in-

telligent assistant” that lets Apple device users speak oral commands or ask 

questions to get answers. Then Siri lets the driver make calls and listen to 

voicemails.4

The life of  an organization depends on how it conceives, produces, and 

markets new products (goods, services, and ideas), the topic of  this chapter. 

Many examples involve small businesses facing the difficult task of  launching 

a successful start-up. Chapter 10 will discuss the process of  managing exist-
ing products, services, and brands.

WHAT ARE PRODUCTS AND SERVICES?

The essence of marketing is in developing products and services to meet buyer needs. 
A product is a good, service, or idea consisting of a bundle of tangible and intangible 
attributes that satisfies consumers’ needs and is received in exchange for money or 
something else of value. Let’s clarify the meanings of goods, services, and ideas.

Video 9-1

Apple CarPlay 

Ad 

kerin.tv/cr6e/v9-1

Recognize the 

various terms that 

pertain to products 

and services.

LO 9-1

product

A good, service, or idea 

consisting of a bundle of 

tangible and intangible 

attributes that satisfies 

consumers’ needs and is 

received in exchange for 

money or something else 

of value.
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Adding more features to a product to satisfy more  consumers 

seems like a no-brainer strategy for success. Right?

Feature Bloat

In fact, most marketing research with potential buyers 

of  a product shows that while they say they want more 

features, in actuality they are overwhelmed with the 

mind-boggling complexity—or 

“feature bloat”—of  some new 

products.

Computers pose a special prob-

lem for home users because there’s 

no in-house technical assistance like 

that existing in large organizations. 

Ever call the manufacturer’s toll-free 

“help” line? One survey showed that 

29 percent of  the callers swore at the 

customer service representative and 

21 percent just screamed.

Geek Squad to the Rescue

More than a decade ago he turned his geekiness into 

the Geek Squad—a group of  technically savvy people who 

can fix almost any computer problem.

“The biggest complaint about tech support people is 

rude, egotistical behavior,” says Stephens. So he launched 

the Geek Squad to show some friendly humility by having 

team members work their wizardry while:

1.  Showing genuine concern to 

customers.

2.  Dressing in geeky white shirts, 

black clip-on ties, and white 

socks, a “uniform” borrowed 

from NASA engineers.

3.  Driving to customer homes or 

 offices in black-and-white VW 

“geekmobiles.”

Do customers appreciate the 

20,000-person Geek Squad, now 

owned by Best Buy? Robert 

 Stephens answers by explaining, “People will say, ‘They 

Marketing Matters

Feature Bloat: Geek Squad to the Rescue!

customer value
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Chapter-opening vignettes introduce 
students to chapter concepts by using 
an exciting company as an example. Stu-
dents are immediately engaged while 
learning about real-world companies.

Marketing Matters boxes highlight real-world 
examples of customer value creation and deliv-
ery, entrepreneurship, and technology that 
give students further insight into the practical 
world of marketing.

For more than 30 years, Starkist put 

6.5 ounces of  tuna into its regular-sized 

can. Today, Starkist puts 6.125 ounces 

of  tuna into its can but charges the 

same price. Frito-Lay (Doritos and Lay’s 

snack chips), PepsiCo (Tropicana or-

ange juice), and Nestlé (Poland Spring 

and Calistoga bottled waters) have 

 whittled away at package contents 5 to 

10 percent while maintaining their prod-

ucts’ package size, dimensions, and 

prices.

Procter & Gamble recently kept its 

retail price on its jumbo pack of  Pam-

pers and Luvs diapers, but reduced the 

number of  diapers per pack from 140 to 

132. Similarly, Unilever reduced the 

number of  Popsicles in each package 

from 24 to 20 without changing the 

package price. Georgia-Pacific reduced 

the content of  its Brawny paper towel 

six-roll pack by 20 percent without low-

ering the price.

Consumer advocates charge that 

downsizing the content of  packages 

while maintaining prices is a subtle and 

unannounced way of  taking advantage 

of  consumer buying habits. They also 

say downsizing is a price increase in 

disguise and a deceptive, but legal, 

practice. Some manufacturers argue 

that this practice is a way of  keeping 

prices from rising beyond psychological 

barriers for their products. Other manu-

facturers say prices are set by individ-

ual stores, not by them.

Is downsizing an unethical practice 

if  manufacturers do not inform consum-

ers that the package contents are less 

than they were previously?

Making Responsible Decisions

Consumer Economics of Downsizing—

Get Less, Pay More

ethics
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Making Responsible Decisions boxes focus on 
social responsibility, sustainability, and ethics. 
These boxes provide exciting, current exam-
ples of how companies approach these subjects 
in their marketing strategy.
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In fine-tuning the product strategy for your marketing 
plan, do these two things:

1 Develop a simple three-column table in which (a) 
market segments of potential customers are in the first 
column and (b) the one or two key points of difference of 

the product to satisfy the segment’s needs are in the sec-
ond column.
2 In the third column of your table, write ideas for spe-
cific new products for your business in each of the rows 
in your table.

I fi t i th d t t t f k ti

BUILDING YOUR MARKETING PLAN
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Building Your Marketing Plan is an end-of-
chapter feature that requires students to go 
through the practical application of creating 
their own marketing plan.
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Video Cases
A unique series of 18 

marketing video cases 
includes new videos 
featuring Chobani, 

X-1 Audio, Secret, Carmex, 
Amazon, Taco Bell and 

StuffDOT.Marketing: 
The Core 

6/e
Instructor Resources

Instructor’s Manual
The IM includes lecture 

notes, video case teaching 
notes, and In-Class Activities.

Test Bank
We offer almost 5,000 test 
questions categorized by 
topic learning objectives, 

and level of learning

Blog
www.kerinmarketing.com 

A blog written specifically for 
use in the classroom! 

Throughout each term we 
post new examples of 

marketing campaigns, along 
with a classroom discussion 

and participation guide.

Connect, LearnSmart, 
and SmartBook

The unique content platform 
delivering powerful technical 

resources and adaptive 
learning solutions.

In-Class Activities
Chapter-specific in-class 

activities for today’s students 
who learn from active, 

participative experiences.
PowerPoint Slides

Media-enhanced and 
hyperlinked slides enable 
engaging and interesting 

classroom discussions.
Practice Marketing 

(Simulation)
Practice Marketing is a 3D, 
online, multiplayer game 

that enables students to gain 
practical experiences in an 

interactive environment.

The Marketing: The Core 6/e Course Planning Roadmap is designed to help you select
elements from the textbook and supplements to plan and deliver a course tailored to your
students’ needs. The Roadmap is available for download at connect.mheducation.com.

xiv
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Connect
Connect is an all-digital teaching and learning environment designed from the 
ground up to work with the way instructors and students think, teach, and learn. 
As a digital teaching, assignment, and assessment platform, Connect strengthens 
the link among faculty, students, and coursework, helping everyone accomplish 
more in less time.

Connect Insight is a powerful data analytics tool that allows instructors to le-
verage aggregated information about their courses and students to provide a 
more personalized teaching and learning experience.

LearnSmart
The smartest way to get from B to A
LearnSmart is the most widely used and intelligent adaptive learning resource. It 
is proven to strengthen memory recall, improve course retention, and boost 
grades by distinguishing between what students know and what they don’t know, 
and honing in on the concepts that they are most likely to forget. LearnSmart 
continuously adapts to each student’s needs by building an individual learning 
path. As a result, students study smarter and retain more knowledge.

SmartBook
A revolution in learning
Powered by LearnSmart, SmartBook is the first and only adaptive reading experi-
ence designed to change the way students read and learn. It creates a personal-
ized reading experience by highlighting the most impactful concepts a student 
needs to learn at that moment in time. As a student engages with SmartBook, 
the reading experience continuously adapts by highlighting content based on 
what the student knows and doesn’t know. This ensures that the focus is on the 
content he or she needs to learn, while simultaneously promoting long-term re-
tention of material. Use SmartBook’s real-time reports to quickly identify the con-
cepts that require more attention from individual students—or the entire class. 
The end result? Students are more engaged with course content, can better pri-
oritize their time, and come to class ready to participate.

Practice Marketing
McGraw-Hill’s Practice Marketing is a 3D, online, multiplayer game that enables 
students to gain practical experience by applying the skills they learn in a highly 
interactive and engaging environment. Using the knowledge built on their 
course, students become the marketing manager for a company entering the 
backpack market. By making decisions and seeing the results, players get feed-
back on their actions and learn by doing. Practice Marketing is the first in this 
series of new digital products from McGraw-Hill. Contact your local rep for more 
details.

Create
Instructors can now tailor their teaching resources to match the way they teach! 
With McGraw-Hill Create, www.mcgrawhillcreate.com, instructors can easily re-
arrange chapters, combine material from other content sources, and quickly 
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upload and integrate their own content-like course syllabi or teaching notes. 
Find the right content in Create by searching through thousands of leading 
McGraw-Hill textbooks. Arrange the material to fit your teaching style. Order a 
Create book and receive a complimentary print review copy in 3–5 business 
days or a complimentary electronic review copy (echo) via e-mail within one 
hour. Go to www.mcgrawhillcreate.com today and register.

Tegrity Campus
Tegrity makes class time available 24/7 by automatically capturing every lecture 
in a searchable format for students to review when they study and complete as-
signments. With a simple one-click start-and-stop process, you capture all com-
puter screens and corresponding audio. Students can replay any part of any class 
with easy-to-use browser-based viewing on a PC or Mac. Educators know that 
the more students can see, hear, and experience class resources, the better they 
learn. In fact, studies prove it. With patented Tegrity “search anything” technol-
ogy, students instantly recall key class moments for replay online or on iPods and 
mobile devices. Instructors can help turn all their students’ study time into learn-
ing moments immediately supported by their lecture. To learn more about Tegrity, 
watch a two-minute Flash demo at http://tegritycampus.mhhe.com.

Blackboard® Partnership
McGraw-Hill Education and Blackboard have teamed up to simplify your life. 
Now you and your students can access Connect and Create right from within 
your Blackboard course—all with one single sign-on. The grade books are seam-
less, so when a student completes an integrated Connect assignment, the grade 
for that assignment automatically (and instantly) feeds your Blackboard grade 
center. Learn more at www.domorenow.com.

McGraw-Hill Campus™
McGraw-Hill Campus is a new one-stop teaching and learning experience avail-
able to users of any learning management system. This institutional service allows 
faculty and students to enjoy single sign-on (SSO) access to all McGraw-Hill 
Higher Education materials, including the award-winning McGraw-Hill Connect 
platform, from directly within the institution’s website. With McGraw-Hill Cam-
pus, faculty receive instant access to teaching materials (e.g., ebooks, test banks, 
PowerPoint slides, animations, learning objects, etc.), allowing them to browse, 
search, and use any instructor ancillary content in our vast library at no additional 
cost to instructor or students. In addition, students enjoy SSO access to a variety 
of free content (e.g., quizzes, flash cards, narrated presentations, etc.) and sub-
scription-based products (e.g., McGraw-Hill Connect). With McGraw-Hill Campus 
enabled, faculty and students will never need to create another account to ac-
cess McGraw-Hill products and services. Learn more at www.mhcampus.com.

Assurance of Learning Ready
Many educational institutions today focus on the notion of assurance of learning, 
an important element of some accreditation standards. Marketing: The Core is 
designed specifically to support instructors’ assurance of learning initiatives with 
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a simple yet powerful solution. Each test bank question for Marketing: The Core 

maps to a specific chapter learning objective listed in the text. Instructors can use 
our test bank software, EZ Test and EZ Test Online, to easily query for learning 
objectives that directly relate to the learning outcomes for their course. Instruc-
tors can then use the reporting features of EZ Test to aggregate student results 
in similar fashion, making the collection and presentation of assurance of learning 
data simple and easy.

AACSB Tagging
McGraw-Hill Education is a proud corporate member of AACSB International. 
Understanding the importance and value of AACSB accreditation, the Test Bank 
for Marketing: The Core recognizes the curricula guidelines detailed in the 
AACSB standards for business accreditation by connecting selected questions in 
the text and the test bank to six of the general knowledge and skill guidelines in 
the AACSB standards. The statements contained in Marketing: The Core are pro-
vided only as a guide for the users of this textbook. The AACSB leaves content 
coverage and assessment within the purview of individual schools, the mission of 
the school, and the faculty. While the Marketing: The Core teaching package 
makes no claim of any specific AACSB qualification or evaluation, we have within 
Marketing: The Core labeled selected questions according to the six general 
knowledge and skills areas.

McGraw-Hill Customer Experience Group 
Contact Information
At McGraw-Hill, we understand that getting the most from new technology can 
be challenging. That’s why our services don’t stop after you purchase our prod-
ucts. You can e-mail our Product Specialists 24 hours a day to get product train-
ing online. Or you can search our knowledge bank of Frequently Asked 
Questions on our support website. For Customer Support, call 800-331-5094 
or visit www.mhhe.com/support. One of our Technical Support Analysts will be 
able to assist you in a timely fashion.
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This is the first edition of Marketing: The Core without William Rudelius as our coauthor. 
Our relationship with Bill began as his students at the University of Minnesota, but in addi-
tion to being an exceptional professor he also quickly became a mentor, colleague, and 
friend. It was Bill’s idea to write a textbook and many of our innovations such as video 
cases, the social media chapter, and in-class activities were the direct result of his commit-
ment to improving the marketing education experience for students. We will miss the 
day-to-day interaction with Bill as he now takes time to travel and continue his research on 
improving undergraduate education. We are certain, however, that he will continue to be 
an influence on the content, appearance, and rigor of this and future editions. For our-
selves, and on behalf of the many students and instructors who have benefited from Bill’s in-
sights, skills, and professionalism, we cannot say “thank you” enough.

Thanks are also due to many students, instructors, university staff, librarians and re-
searchers, business periodical authors and editors, company representatives, and mar-
keting professionals of every kind. Their assistance has been essential in our efforts to 
continue to provide the most comprehensive and up-to-date teaching and learning 
package available. We have been fortunate to have so many people be part of our team!

Nancy Harrower of Concordia University, St. Paul led our efforts on the Instructor’s Man-
ual, the PowerPoint slides, and the In-Class Activities. In addition, she provides the content 
for our blog (kerinmarketing.com). Tia Quinlan-Wilder of the University of Denver was re-
sponsible for the Test Bank. In addition, she writes the LearnSmart component of our interac-
tive learning package. Both professors are exceptional educators and we are very fortunate 
that they are part of our team. Michael Vessey, our long-time collaborator who passed away 
this year, also provided assistance in the preparation of the text and supplements.

Thanks are also due to many other colleagues who contributed to the text, cases, and 
supplements. They include: Richard Lutz of the University of Florida; Linda Rochford of the 
University of Minnesota-Duluth; Kevin Upton of the University of Minnesota-Twin Cities; 
Nancy Nentl of Metropolitan State University; David Brennan of the University of St. 
Thomas; Leslie Kendrik of Johns Hopkins University; Lau Geok Theng of the National Uni-
versity of Singapore; and Leigh McAlister of the University of Texas at Austin. Anders Sand-
holm and Kirk Huizenga provided assistance with the Test Bank. Rick Armstrong of 
Armstrong Photography, Dan Hundley and George Heck of Token Media, Nick Kaufman 
and Michelle Morgan of NKP Media, Bruce McLean of World Class Communication Tech-
nologies, Paul Fagan of Fagan Productions, Martin Walter of White Room Digital, Scott 
Bolin of Bolin Marketing, and Andrew Schones of Pure Imagination produced the videos.
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Many businesspeople also provided substantial assistance by making available informa-
tion that appears in the text, videos, and supplements—much of it for the first time in col-
lege materials. Thanks are due to Chris Klein, Jaime Cardenas, Casey Leppanen, Heather 
Peace, and Lori Nevares of LA Galaxy; Carl Thomas, Peter Dirksing, and Dana Swanson of 
X-1 Audio, Inc.; Ian Wolfman and Jana Boone of meplusyou; David Ford and Don Rylander 
of Ford Consulting Group; Mark Rehborg of Tony’s Pizza; Vivian Callaway, Sandy Proctor, 
and Anna Stoesz of General Mills; David Windorski, Tom Barnidge, and Erica Schiebel of 
3M; Nicholas Skally, Jeremy Stonier, and Joe Olivas of Prince Sports; David Montgomery, 
David Buck, and Bonnie Clark of the Philadelphia Phillies; Ian Wolfman of imc2; Brian 
Niccol of Pizza Hut; Kim Nagele of JCPenney, Inc.; Charles Besio of the Sewell Automotive 
Group, Inc.; Lindsey Smith of GE Healthcare Americas; Beverly Roberts of the U.S. Cen-
sus Bureau; Sheryl Adkins-Green of Mary Kay, Inc.; Mattison Crowe of Seven Cycles, Inc.; 
Alisa Allen, Kirk Hodgdon, Patrick Hodgdon, and Nick Naumann, of Altus Marketing & 
Business Development; and Nelson Ng from Dundas Data Visualization, Inc.

Those who provided the resources for use in both the Marketing: The Core, 6th Edition 
textbook, Instructor’s Manual, and/or PowerPoint presentations include: Todd Walker and 
Jean Golden of Million Dollar Idea; Karen Cohick of Susan G. Komen for the Cure; Liz Stew-
art of Ben & Jerry’s; John Formella and Patricia Lipari of Kodak; Apple, Inc.; Joe Diliberti of 
Consumer Reports; Patricia Breman of Strategic Business Insights (VALS); Brian Nielsen of 
the Nielsen Company; David Walonick of StatPac; Mark Rehborg of Schwan’s Consumer 
Brands (Tony’s Pizza); Jennifer Olson of Experian Simmons; Kitty Munger and Mary Wykoff 
of Wendy’s; Mark Heller of RetailSails; Nicky Hutcheon of ZenithOptimedia; Amy Thompson 
and Jennifer Allison of Dell, Inc.; Adriana Carlton of Walmart and Rick Hill of Bernstein-Rein 
Advertising (Walmart); Janine Bolin of Saks, Inc.; Dr. Yory Wurmser of the Direct Marketing 
Association; Elizabeth Clendenin of Unilever (Caress); Jennifer Katz, Kelsey Fisher, Jenny 
Caffoe, Lexi Diederich, and Malyn Mueller of StuffDOT, Inc.; and Eric Fleming of Segway.

We also want to thank the following people who generously provided assistance and 
digital images for use in our Marketing: The Core, 6th Edition In-Class Activities (ICAs) 
and associated PowerPoint presentations: Mitch Forster and Carla Silveira of Ghirardelli 
Chocolate Company; Karolyn Warfel and Betsy Boyer of Woodstream Corp. (Victor Pest); 
Leonard Fuld of Fuld & Co.; Maggie Jantzen of Starbucks Coffee Company; Michelle 
Green and Victoria Glazier of the U.S. Census Bureau; Lisa Castaldo of Pepsi; Muffie Tag-
gert of General Mills; Robert M. McMath, formerly of NewProductWorks; Greg Rodri-
guez; Jeremy Tucker, Julia Wells, and Lisa Cone of Frito-Lay (Doritos); Susan Carroll and 
Bob Robinson of Apple, Inc.; Willard Oberton of Fastenal Company; Scott Wosniak and 
Jennifer Arnold of Toro; Kim Eskro of Fallon Worldwide (Gold’n Plump); Robin Grayson 
of TBWA/Chiat/Day (Apple); Katie Kramer of Valassis Communications, Inc. (Nutella/
Advil); Triestina Greco of Nutella/Ferrero; Tim Stauber of Wyeth Consumer Healthcare 
(Advil); and Yvonne Pendleton and Lucille Storms of Mary Kay.

Staff support from the Southern Methodist University and the University of Denver was 
essential. We gratefully acknowledge the help of Gloria Valdez for her many contributions. 
Jill Johnson at the University of Minnesota and Cassandra Mosley and Laurie Perrin at 
Altus provided technical support.

Checking countless details related to layout, graphics, clear writing, and last-minute 
changes to ensure timely examples is essential for a sound and accurate textbook. This 
also involves coordinating activities of authors, designers, editors, compositors, and pro-
duction specialists. Christine Vaughan, our lead content project manager, of McGraw-Hill 
Education’s production staff and editorial consultant, Gina Huck Siegert of Imaginative 
Solutions, Inc., provided the necessary oversight and hand-holding for us, while retaining 
a refreshing sense of humor, often under tight deadlines. Thank you again!

Finally, we acknowledge the professional efforts of the McGraw-Hill Education staff. 
Completion of our book and its many supplements required the attention and com-
mitment of many editorial, production, marketing, and research personnel. Our Burr 
Ridge-based team included Sankha Basu, Kelly Pekelder, Matt Diamond, Carol Bielski, 
Lori Hancock, Danielle Clement, and many others. In addition, we relied on Michael 
Hruby for constant attention regarding photo elements of the text. Handling the 
countless details of our text, supplement, and support technologies has become an 
incredibly complex challenge. We thank all these people for their efforts!

Roger A. Kerin
Steven W. Hartley
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