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Basic Marketing   Is Designed to 
Satisfy   Your   Needs  

  This book is about marketing and marketing strategy 
planning. And, at its essence, marketing strategy planning 
is about figuring out how to do a superior job of satisfying 
customers. We take that point of view seriously and believe 
in practicing what we preach. So you can trust that this 
new edition of   Basic Marketing  —and all of the other teach-
ing and learning materials that acco  m  pany it—will satisfy 
your needs. We’re excited about this 19th edition of   Basic
Marketing   and we hope that you will be as well.  

    In developing this edition, we’ve made hundreds of big 
and small additions, changes, and improvements in the 
text and all of the supporting materials that accompany it. 
We’ll highlight some of those changes in this preface, but 
first it’s useful to put this newest edition in a longer-term 
perspective.  

  Building on Pioneering Strengths  
Basic Marketing   pioneered an innovative structure—

using the “four Ps” with a managerial a  p  proach—for the 
introductory marketing course. It quickly became one of 
the most widely used business textbooks   ever published 
 because it organized the best ideas about marketing so that 
readers could both understand and apply them. The unify-
ing focus of these ideas is: how does a marketing manager 
decide which customers to target, and what is the best way 
to meet their needs?  

    Over many editions of   Basic Marketing,   there have been 
constant changes in marketing management and the mar-
ket environment. As a result, we have made ongoing 
changes to the text to reflect marketing’s best   practices 
and ideas. Throughout all of these changes,   Basic
 Marketing   and the supporting m  a  terials that accompany 
it have been more widely used than any other teaching 
materials for intr  o  ductory marketing. It is gratifying 
that the four Ps framework has proved to be an organizing 
stru  c  ture that has worked well for millions of students 
and teachers.  

    The success of   Basic Marketing   is not the result of a single 
strength—or one long-lasting innovation. Other textbooks 
have adopted our four Ps framework, and we have 
 continuously i  m  proved the book. And the text’s four Ps 
framework, managerial orientation, and strategy planning 

focus have proved to be foundation pillars that are 
 remarkably robust for supporting new develo  p  ments in 
the field and innovations in   the text and package. Thus, 
with each new edition of   Basic   Marketing   we have 
 continued to  innovate to better meet the needs of 
 students and faculty. In fact, we have made ongoing 
changes in how we develop the logic of the four Ps and 
the marketing strategy planning process. As always, 
though, our objective is to provide a flexible, high-quality 
text and choices from comprehensive and reliable support 
materials—so that instructors and  st  u  dents can accomplish 
their learning objectives.  

  What’s Different about   Basic   Marketing  ?  
  The biggest distinguishing factor about   Basic   Marketing

is our integrative approach to creating a teaching and 
learning package for the introductory marketing course. 
This  integration makes it ea  s  ier to learn about marketing, 
teach marketing, and apply it in the real world. For 
many students,   the intro  ductory marketing course will 
be the only marketing class they ever take.   They need to 
come away with a strong understanding of the key concepts 
in   marketing and how marketing ope  r  ates in practice. 
So in   Basic   Marketing  : (1) we     examine   both   what mar-
keting is and how to do it; (2) we integrate special   topics   
like services, international, ethics, and more, across the 
text with cove  r  age   in almost every chapter; and (3) we 
deliver a supplements package completely developed or 
closely managed by the authors—so each part links 
closely with the textbook content. See Exhibit P-1. The 
integration of these three  elements delivers a proven 
product for instructors and  st  u  dents. Let us show you 
what we mean—and why and how instructors and students 
benefit from the   Basic    Marketing   teaching and learning 
package.  

    Marketing operates in dynamic markets. Fast-chang  ing 
global markets, environmental challenges and  sustainability, 
and the blurring speed of technological  advances—including 
an   explosion in the use of digital tools by both consumers 
and businesses—are just a few of the cu  r  rent trends con-
fronting today’s marketing manager. While some marketing 
texts merely attempt   to describe this market environment, 
Basic   Marketing     teaches students   analytical abilities   and 
how-to-do-it skills   that prepare them for success. To propel 

  Preface  
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students in this direction, we deliberately include a variety 
of examples, explanations, frameworks, conceptual organizers, 
exercises, ca  s  es, and how-to-do-it tech  niques that relate to 
our overall framework for marketing   strategy pla  n  ning. 
Taken together, these different learning aids speed the 
 development of “marketing sensibil  i  ty” and enable students 
to analyze marketing situations and develop marketing 
plans in a conf  i  dent and meaningful way. They are  practical 

and they work. And because they are interesting and 
 understandable, they motivate students to see marketing as 
the challenging and rewarding area it is. In the end, the 
Basic   Marketing     teaching and learning package prepares 
students to analyze marketing situations and develop 
 exceptional marketing strategies—not just recite en  d  less 
sets of lists.  

    In contrast to many other marketing textbooks, we em-
phasize careful   integration of special topics  . Some textbooks 
treat “special” topics—like marketing relationships, inter-
national marketing, services marketing, the Internet, digi-
tal lifestyles, nonprofit organizations, marketing ethics, 
social issues, and business-to-business   marketing—in sepa-
rate chapters (or parts of chapters).   We del  i  berately avoid 
doing that because we are convinced that treating such 
 topics separately leads to an unfortunate compartmental-
ization of ideas. We think they are too important to be 
 isolated in that way. For example, to simply tack on a new 
chapter on e-commerce or marketing applications on the 
Internet completely ignores the reality that these are not 
just isolated topics but rather must   be considered broadly 
across the whole fabric of marketing   decisions. Conversely, 
there is virtually no area of   marketing decision making 
where it’s safe to ignore the impact of e-commerce, the 
 Inte  r  net, or information technology. The same is true with 
other topics. So they are interwoven and ill  u  strated 
throughout the text to emphasize that marketing think-
ing is crucial in all aspects of our soci  e  ty and economy. 
Exhibit P-2 shows the coverage of some key topics across 
specific chapters.  

Exhibit P–1
Basic Marketing Integrates Marketing

Integrated, author-
developed
teaching &

learning package

Integrating
the what? &

how? of
marketing

Integration of
special topics

across
chapters

Basic
Marketing

 Exhibit P–2 Coverage of Special Topics Across Chapters*

Special Topic Chapter

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

Marketing relationships X X X X X X X X X X X X X X X X X X X X

International X X X X X X X X X X X X X X X X  X X X

Ethics X X X X X X X X X X X X X X X X X X X X

Services X X X X X X X X X X X X X X X X X X X X

B2B X X X X  X X X X X X X X X X X X X X X

Technology, Internet,  X X X X X X X X X X X X X X X X X X X X
“Big Data” & digital lifestyle 

Environment &  X X X  X X X X X X X  X X X X   X X
sustainability

Non-profits X X X X  X X X   X  X  X X   X X

Quality X X X X X X X X   X  X X X X X X X X

Customer value X X X X X X X X X X X X X X X X X X X X

Marketing’s link X X X X X X X X X X X X X X X X X X X X
with other functions

*“X” indicates coverage in the form of a section of the chapter, example, illustration, or discussion. 
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    The teaching and learning materials—designed and 
developed by the authors—are int  e  grated to work effectively 
with   Basic   Marketing  . We don’t tack on extras that have 
been ou  t  sourced and don’t integrate well with our package. 
Because of this, you (the instructor) have flex  i  ble tools that 
allow you to   teach marketing your way  . Marketing can be 
studied and used in many ways, and the   Basic   Marketing   
text material is only the central component of our   P  rofes-
sional   L  earning   U  nits   S  ystem (  P.L.U.S.  ) for students and 
teachers. Instructors and students can select from our units 
to develop their own personalized teaching and learning 
systems. Our objective is to offer you a   P.L.U.S.   “menu” so 
that you can conveniently select units you want—and 
 disregard what you do not want. Many combinations of 
units are possible depending on course and learning objec-
tives. Later in this Preface we highlight each   P.L.U.S.   
 element—and the full details can be found in the 
 discussion of the Instructor’s Resource CD in the 
 Instructor’s Manual.  

    Students only take the introductory marketing course 
once. They deserve the benefits of a highly innovative yet 
  proven   set of integrated learning materials. Our teaching 
and learning mat  e  rials—from the textbook to the iPod vid-
eos to the test question bank to the online materials—have 
been constantly updated yet are proven to work for genera-
tions of students. Do you want to use an unproven text-
book with your students?  

 What’s New in This Edition of  
Basic Marketing ? 

 There are several big changes to this edition of  Basic 
Marketing  and hundreds of smaller ones.  Basic Ma  r  keting  is 
quick to recognize the many dramatic changes in the mar-
ket environment and marketing strategy—we are also 
quick to jump on new pedagogical innovations. So here is 
a quick overview of what we changed for the 19th edition 
of  Basic Marketing . 

  Shorter and easier to read.  Students and instructors 
appreciate concise coverage. We have had to make some 
difficult decisions, because one instructor’s cut is another’s 
favorite topic. We may have cut one of your pet topics. The 
biggest change we made was to eliminate a chapter. Our 
chapter-long treatment of global demographic issues is gone. 
These topics have not been eliminated, but are now covered in 
an abbreviated form in chapters 3 and 5. Where appropriate, 
we have included PowerPoint slides that cover these topics so 
you can still address them in class if you choose. 

  Social media and digital lifestyles.    A major thrust of 
the 18 th  edition of  Basic Marketing  addressed customers’ 
digital lifestyles. The growth in smartphone ownership and 
overall use of the Internet continues to march on, having 
an impact on all areas of marketing. We continued to make 
updates to reflect this market dynamic. 

  “Big data” and its implications.  One of the most pro-
found recent changes in marketing has been the explosion 

of what is being called “big data”—data sets too large and 
complex to work with typical database management tools. 
Organizations are using this to more narrowly target indi-
vidual customers with tailored marketing mixes. It raises 
strategic and ethical questions. Almost every chapter in the 
book has a reference to this trend. 

  LearnSmart adaptive learning technology.  We are ex-
cited to add McGraw-Hill’s LearnSmart adaptive learning 
technology to  Basic Marketing . Students love LearnSmart. 
It is a great self-assessment tool that helps them know if 
they are “getting it.” Plus, the adaptive technology provides 
remediation (through additional questions or even points 
them back to the text) or moves them more quickly 
through the review if they are demonstrating they get it. 
We highly recommend you add this feature to your classes. 

  Up-to-date content, examples, exhibits, and images.  
We continually update  Basic Marketing  with each new edi-
tion. Students and instructors appreciate current, relevant 
examples that demonstrate important marketing concepts. 
We update each and every chapter opening case scenario. 
There are dozens of new examples and specific concepts 
spread throughout the book. While we don’t have space to 
list all of these changes, we can provide you with some 
highlights of the more significant changes with this edition 
of  Basic Marketing : 

  Chapter 1.  We wrote a new chapter opener that features 
Nike, one of our students’ favorite brands. We added an 
extended example in the text describing how Chipotle adds 
value for its customers.  Triple bottom line  is a new concept 
and key term. 

  Chapter 2.  We significantly modified our coverage of 
lifetime customer value and customer equity. Customer 
lifetime value is a new key term. A new boxed teaching 
note looks more closely at differentiation. 

  Chapter 3.  This has traditionally been one of the longest 
chapters in the book—so we made an effort to streamline 
 coverage of all topics. The competitor, technology, and  cultural 
and social environment sections were updated and re-written. 
The chapter now includes some of the demographic informa-
tion previously covered in the now eliminated demographics 
 chapter. This is where you will now find coverage of GDP/
GNI, population, and generational changes like the graying of 
America, baby boomers, and generations X and Y. Sustainable 
competitive advantage and gross national income are new 
key terms. 

  Chapter 4.  A new chapter opener case features LEGO. 
The boxed teaching note in this chapter is the first 
 extended treatment of “big data”—with a look at how 
Target stores uses big data to predict what customers will 
want to buy. 

  Chapter 5.  We now cover income here (previously in 
the demographics chapter), integrating it with our coverage 
of economic factors influencing consumer behavior. Draw-
ing on Charles Duhigg’s  The Power of Habit,  we adapted 
our treatment of learning and introduced an extended ex-
ample on Febreze. We moved coverage of the family life 

vi
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cycle to this chapter. Cloud storage service Dropbox is fea-
tured as an extended example of the adoption process. 

Chapter 6.  The organizational buying chapter includes 
a number of minor changes, with more current examples 
and more concise coverage. We further recognize the grow-
ing role of social media and online search as key sources of 
information for organizational buyers. 

Chapter 7.  Big data provides a natural extension to our 
traditional coverage of marketing information systems, data 
warehouses, and decision support systems. Consequently we 
give students an important foundation on big data in the 
market research chapter. A new boxed teaching note “Big 
Data. Big Opportunity” offers context and application. Re-
lated topics, including sentiment analysis are covered later in 
the chapter along with a new Internet exercise on the topic. 
An extended example describes the marketing research 
Heinz used to develop new ketchup packages. 

Chapter 8.  We have increased coverage of goods and 
service combinations, product lines, and the “battle of the 
brands.” An extended example on Coca-Cola replaces one 
on Yahoo! New coverage on international trademarks 
spurred by problems Apple had with “iPad” in China. 

Chapter 9.  We have been reading a lot about innovation. 
New thinking abounds; so we beefed up coverage of this 
critical area. We have new sections on 1) idea generation, 
2) “the pivot” as key to new product introduction, 3) stimu-
lating growth in mature markets (featuring the recent story 
of Philadelphia Cream Cheese), and different types of inno-
vations from the customer’s perspective (with some great 
new examples). A new Internet exercise features innovation 
consulting firm IDEO. A new boxed teaching note looks 
more closely at nature as a source of ideas through biomim-
icry. We also describe how big data is important to product 
quality. A tradeoff in adding these new topics is a cutback in 
our treatment of product quality. 

  Chapter 10.  The use of  multiple  channels of distribu-
tion continues to grow—and so does our coverage of this 
trend and related topics here and in Chapter 12. We added 
discussions of firms using both direct and indirect channels 
and enhanced coverage of multichannel distribution. There 
is a new Internet exercise covering franchising. 

  Chapter 11.  There were a few minor changes to this 
chapter. We describe how transportation companies utilize 
big data to lower costs. 

  Chapter 12.  A new chapter opening case features 
 Macy’s—a retailer leading a renaissance of the department 
store. Macy’s use of big data and effective integration of 
brick-and-mortar and online retailing fuel its revival. 
 Online retailing continues to evolve—and this section has 
received major revision including extensive coverage of 
showrooming and big data. We also discuss the ethics of 
big data and retailing. 

  Chapter 13.  We refined our coverage of promotion ob-
jectives and cut back on direct response promotion. We add 
a distinction between inbound and outbound  promotion. 
We updated our treatment of budgeting for promotion. 

Chapter 14.  A new boxed teaching note describes the 
use of analytics to match customer service reps with 
 customers—a kind of matchmaking that helped Assurant 
Solutions significantly increase customer retention. We up-
dated our coverage of personal selling and information 
technology. 

Chapter 15.  We updated lots of numbers in this chap-
ter. Our revised coverage of media reflects changes being 
brought on by technology and big data. Online advertising 
became “Digital Advertising” with greater attention to ad-
vertising on both the Internet and cell phones. We also 
cover how big data is used for social targeting. Our ground-
breaking treatment of social media as a form of publicity 
has been well-received; we built on that to cover new meth-
ods of social media. 

Chapter 16.  We debated swapping out the opening case 
on Flip because Cisco discontinued the video camera. But 
this case covers the breadth of pricing issues in a way that 
students really seem to like, so while it is now “classic,” it 
still works. New topics address the use of big data for 
 dynamic pricing, which is now being used in more 
 product-markets. 

Chapter 17.  We cut sections on target-return pricing, 
marginal analysis in oligopoly markets, and price leaders. 

Chapter 18.  Trends in big data and technology have 
had a big impact on implementation—especially in the 
speed of implementation and adaptation of strategy. The 
latest changes are reflected in the revised chapter. 

Chapter 19.  Our cross-functional integration chapter now 
explicitly considers information systems—a major new section 
to the chapter. While we cover IT throughout the book, in this 
chapter we demonstrate key IT issues related to developing and 
implementing marketing plans. Related to this, we examine 
big data, data security (as related to marketing), and enterprise 
 resource planning (ERP) systems. We also updated the human 
resources section to reflect new research. 

Chapter 20.  We add coverage of the role of the Internet 
in keeping companies honest. Big data has lots of issues 
around privacy, so we added a new section and a boxed 
teaching note “Marketers Use Big Data—Creepy or Cool” 
that helps students understand what this trend means. 

  Twenty   Chapters—with an Emphasis on 
Marketing Strategy Planning  

  The emphasis of   Basic   Marketing   is on marketing 
 strategy planning.   Twenty   chapters introduce the    important 
concepts in marketing and help the stu  dent see marketing 
through the eyes of the manager.   The organization of the 
chapters and topics is carefully planned. But we took 
 special care in writing so that  

•   It is possible to rearrange and use the chapters in many 
different sequences—to fit different needs.  

•   All of the topics and chapters fit together into a clear, 
overall framework for the marketing strategy planning 
process.  
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    Broadly speaking, the chapters fall into three groupings. 
The first seven chapters introduce marketing and a broad 
view of the marketing strategy planning process. We intro-
duce the marketing strategy planning process in Chapter 2 
and use this framework as a structure for our coverage of 
marketing. See Exhibit P-3. Chapters 3–7   cover topics 
such as the market environment, compe  t  i  tion, segmenta-
tion, differentiation, and buyer behavior, as well as how 
marketing information sy  s  tems and   research provide infor-
mation about these forces to improve   marketing decisions. 
The second part of the text goes into the details of plan-
ning the four Ps, with specific attention to the key   strategy 
decisions in each area. Finally, we conclude with an inte-
grative review and an assessment of marketing’s challenges 
and opportunities.  

    The first chapter deals with the important role of 
 marketing—  focusing not only on how a marketing 
 orientation guides a business or nonprofit organization in 
the process of providing sup  e  rior value to customers but 
also on the role of macro-marketing and how a market-
directed economy shapes choices and quality of life for 
consumers. Chapter 2 builds on these ideas with a focus on 
the marketing strategy planning process and why it involves 
narrowing down to the selection of a specific target market 
and blending the four Ps into a marketing mix to meet the 
needs of those cu  s  tomers. With that foundation in place, 

the chapter introduces an integrative model of the marketing 
strategy planning process that serves as an organizing 
framework for the rest of the text.  

    Chapter 3 introduces students to the importance of 
evaluating opportunities in the external environments 
 affecting marketing. This chapter also highlights the  critical 
role of screening criteria for narrowing down from possible 
opportunities to those that the firm will pursue. Then, 
Chapter 4 shows how analysis of the market relates to 
 segmentation and differentiation decisions as well as the 
criteria for narrowing down to a specific target market and 
marketing mix.  

    You have to understand customers in order to segment 
markets and satisfy target market needs. So the next two 
 chapters take a closer look at   customers  . Chapter 5 studies the 
 behavioral  aspects of the final consumer market. Chapter 6 
looks at how business and organizational customers—like 
manufacturers, channel members, and government 
 purchasers—are similar to and different from final consumers.  

    Chapter 7 is a contemporary view of getting 
 information—from marketing information systems and 
marketing research—for marketing planning. This chap-
ter includes discussion of how information technology—
ranging from intranets to speedy collection of market 
research data—is transforming the marketing job. This 
sets the stage for  discussions in later chapters about how 
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Exhibit P–3 Basic Marketing and the Marketing Strategy Planning Process
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research and marketing information improve each area 
of marketing strategy pla  n  ning.  

    The next group of chapters—Chapters 8 through 17—
is concerned with developing a marke  t  ing mix out of the 
four Ps: Product, Place (involving channels of distribution, 
logistics, and distribution customer service), Promotion, 
and Price. These chapters are concerned with developing 
the “right” Product and making it available at the “right” 
Place with the “right” Promotion and the “right” Price—to 
satisfy target customers and still meet the objectives of   the 
business. These chapters are presented in an integrated, 
  analytical way—as part of the overall framework for the 
marketing strategy planning process—so students’ think-
ing about planning marketing strategies develops logically.  

    Chapters 8 and 9 focus on product planning for goods 
  and services as well as managing product quality, new-
product development, and the different strategy decisions 
that are required at different stages of the product life cycle. 
We emphasize the value of an organized new-product de-
velopment process for developing really new products that 
propel a firm to profitable growth. These chapters also de-
tail how quality management approaches can improve im-
plementation, i  n  cluding implementation of better service 
quality.  

    Chapters 10 through 12 focus on Place. Chapter 10 
introduces decisions a manager must make about using 
direct distribution (for example, selling from the firm’s 
own   website) or working with other firms in a channel of 
distri  bution. We put special emphasis on the need for 
channel members to cooperate and coordinate to better 
meet the needs of customers. Chapter 11 focuses on the 
fast-changing arena of logistics and the strides that firms 
are making in using e-commerce to reduce the costs of 
storing, transporting, and handling products while im-
proving the distribution service they pr  o  vide customers. 
Chapter 12 provides a clear picture of retailers, wholesalers, 
and their strategy pla  n  ning, including exchanges taking 
place via the Internet. This composite chapter helps 
 students see why the big changes taking place in retailing 
are reshaping the channel systems for many consumer 
products.  

    Chapters 13 through 15 deal with Promotion. These 
chapters build on the concepts of int  e  grated marketing 
 communications, direct-response promotion, and customer-
initiated digital commun  i  cation, which are introduced in 
Chapter 13. Chapter 14 deals with the roles of personal 
 selling, custo  m  er service, and sales technology in the promo-
tion blend. Chapter 15 covers advertising, publicity, and 
sales promotion, including the ways that managers are  tak  ing 
advantage of the Internet and other highly targeted   media to 
communicate more effectively and efficiently.  

    Chapters 16 and 17 deal with Price. Chapter 16 focuses on 
pricing objectives and policies, including use of information 
technology to implement flexible pricing; pricing in the 
 channel; and the use of discounts, allowances, and other 
 variations from a list price. Chapter 17 covers cost-oriented 

and demand-oriented pricing approaches and how they fit in 
today’s competitive env  i  ronments. The careful coverage of 
marketing costs helps   equip students to deal with the renewed 
cost-consciousness   of the firms they will join.  

 Chapter 18 examines implementation and control with 
an emphasis on the role of information technology. Then, 
Chapter 19 deals with the links between marketing and 
other functional areas. The marketing concept says that 
people in an organization should work together to satisfy 
customers at a profit. No other text has a chapter that ex-
plains how to accomplish the “working together” part of 
that idea. Yet it’s increasingly important in the business 
world today, so that’s what this important chapter is de-
signed to do. 

    The final chapter considers how efficient the marketing 
process is. Here we evaluate the effectiveness of both  micro- 
and macro-marketing—and we consider the competitive, 
technolog  i  cal, ethical, and social challenges facing marketing 
managers now and in the future. Chapter   20   also reinforces 
the integrative nature of marketing management and reviews 
the marketing strat  e  gy planning process that leads to creative 
marketing plans.  

    Three appendices can be used to supplement the main 
text material. Appendix A provides some traditional eco-
nomic analysis of supply and demand that can be a useful 
tool in analyzing ma  r  kets. Appendix B reviews some quan-
  titative tools—or marketing arithmetic—which help mar-
  keting managers who want to use accounting data in 
  analyzing marketing problems. Appendix B also r  e  views 
forecasting as a way to predict market potential   and sales 
for a company’s product. Finally, many stu  dents like to 
look at Appendix C—which is about career opportunities 
in marketing.  

    The following sections include 44 cases. Eight of these 
written cases supplement video cases available to instruc-
tors in their video package and online to students. Almost 
all of the 36 short written cases have been updated with 
new information to make sure they reflect the realities of 
the current marketplace. The focus of these cases is on 
problem solving. They encourage students to apply, and 
really get involved with, the concepts developed in the text. 
At the end of each chapter, we reco  m  mend particular cases 
that best relate to that chapter’s content.  

  Teaching and Learning Your Way—
Elements of P.L.U.S.  

Basic   Marketing   can be studied and used in many ways—
the   Basic   Marketing   text material is only the central compo-
nent of our   P  rofessional   L  earning   U  nits   S  ystem (  P.L.U.S.  ) 
for students and teachers. Instructors (and students) can se-
lect from our units to develop their own personalized sys-
tems. Many combinations of units are possible, depending 
on course objectives. As a quick overview, in addition to the 
Basic   Marketing   text, the   P.L.U.S.   package includes a variety 
of new and updated supplements.  
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    Most of the instructor resources can be found on 
the   Instructor’s Resource CD   and the i  n  structor side of the 
  Online Learning Center.  

    Beyond the   Basic   Marketing   textbook, the key compo-
nents of   P.L.U.S.   include  

 •    Connect Marketing   for     Basic   Marketing  .   This is one of 
the most exciting developments—new with this  edition of 
  Basic   Marketing  .   Connect Marketing   for   Basic   Marketing   is 
an online a  s  signment and assessment solution that con-
nects students with the tools and resources they’ll need to 
achieve success. And McGraw-Hill has partnered with 
Blackboard® to deliver the content and tools directly 
inside your learning management system. More details 
are provided in the next se  c  tion of this preface.  

 •    “Teach the 4 Ps” blog for instructors.   The blog 
 provides links to online articles, blog posts, videos, 
video clips, and commercials. The site is a great way to 
stay up-to-date and bring current content into your 
classroom. Many of these posts will also appear on the 
“Learn the 4 Ps” website that targets students.  

 •    Electronic Presentation Slides.   Our “best in the busi-
ness” multimedia lecture support package includes a 
variety of materials. For each chapter there is a set of 
PowerPoint present  a  tions for a complete lecture that 
includes television commercials and   short video clip ex-
amples, examples of print adver  tisements that demon-
strate important concepts, and questions to use with 
“clickers” or simply to check if students are getting it. 
We also have a set of archive slides with a high-quality 
selection of ads and photos. NEW with this edition, 
we have added more than 80 slides with embedded 
YouTube videos. Bring virtual guest speakers, viral 
videos, case studies, and new ads to your classroom 
presentations. The archive slides also  include slides 
with material that we may have cut from this edition 
of the book.   

 •    Multimedia Lecture Support Guide.   This guide 
 supports the presentation slides and i  n  cludes detailed 
lecture scripts, outlines, and archives.  

 •    Videos and Video Cases.   The video package has been 
updated with eight new videos—to give you 31 full-
  length videos. In addition, we have 138 short (1 to 
  4 minutes) video clips—many integrated into the 
  PowerPoint presentation slides. See the Video 

 Instructor’s Manual for more ideas about how to 
use the videos in class.  

 •    Instructor’s Manual to Accompany   Basic   Marketing  .   
This manual includes an overview of all   the teaching/
learning units, as well as suggested an  swers to all ques-
tions, exercises, and assignments.  

 •    Test Bank.   Our test bank includes thousands of objec-
tive test questions—every question   developed or edited 
by the authors   to en  sure it works seamlessly with the 
text. McGraw-Hill’s   EZ-Test program facilitates the 
creation of tests. We take great pride in having a test 
bank that works for students and instructors.  

 •    Online Learning Center: www.mhhe.com/fourps. 
  The website for the book provides access to a variety of 
student and instructor resources.  

 •    Basic   Marketing   Cartridges for Blackboard and 
WebCT.   Include   Basic   Marketing   m  a  terials directly in 
your online course management program.  

    Another set of resources is designed to be directly ac-
cessed by students usually via the web.   Students can   access 
the learning resources at www.mhhe.com/fourps   or in the 
Student L  i  brary of their class’   Connect Marketing     website. 
They include  

 •    Self-Test Quizzes.   These help students prepare for 
tests.  

 •    Computer-Aided Problems.   This easy-to-use spread-
sheet software program works with e  x  ercises at the end 
of each chapter in the text to help develop analytical 
skills needed by today’s ma  n  agers.  

 •    Marketing Plan Coach.   This online software tool 
helps students build marketing plans using materials 
  and concepts directly from the textbook. It was created 
  by the authors specifically for use with   Basic 
 Mar  keting.  

 •    “Learn the 4 Ps”   Blog, Twitter, and Facebook Page.   
These offer links to current online a  r  ticles, websites, 
podcasts, and videos—providing motivated students 
more ways to learn about ma  r  keting.  

 •    Learning with Ads.   These are great for visual learners 
who can preview or study concepts from each chapter 
and examine applications in real print ads. About 10 to 
15 ads per chapter.  

 •    Video Cases.   Clips from video cases in the book.  

x
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  Instructor’s Resource CD (IRCD) 
ISBN 0077512472  

  This CD contains the Instructor’s Manual, a Test Bank, 
and PowerPoint® presentations.  

  Connect Instructor Library and Online 
Learning Center  
  www.mhhe.com/fourps Access everything you need to 
teach a great course through our conv  e  nient online 
 resource. A secured Instructor Library/Resource Center 
stores your essential course materials to save you prep time 
before class.  

  •   Instructor’s Manual   The Instructor’s Manual to 
 accompany this text is an all-inclusive r  e  source 
designed to support instructors in effectively 
 teaching the principles of marketing. This m  a  nual 
includes an overview of all the teaching/learning 
units, as well as suggested answers to all questions, 
exercises, and assignments.  

  •   Test Bank and EZ Test Online   The Test Bank offers 
more than 2,000 questions, which are categorized by 
topic, level of learning (knowledge, comprehension, or 
application), Learning Objectives, Bloom’s Taxonomy, 
and accreditation standards (AACSB).  

  •   PowerPoint® Presentations   The PowerPoint presenta-
tions feature slides that can be used and personalized 
by instructors to help present concepts to the students 
effectively. Each set of slides contains additional figures 
and tables from the text.  

  •   Videos and Video Cases   McGraw-Hill provides 
 industry-leading video support to help st  u  dents 
 understand concepts and see how they apply in the 
real world. The video package has been updated 
with eight new videos—to give you 31 full-length 
videos. In addition, we have 138 short (1 to 4 min-
utes) video clips—many  integrated into the Power-
Point presentation slides. See the Video Instructor’s 
Manual for more ideas about how to use the videos 
in class.  

  •   Marketing Plan Coach   This online software tool 
helps students build marketing plans u  s  ing materials 
and concepts directly from the textbook. It was 
 created by the authors specifically for use with Basic 
Marketing.  

  •   Learning with Ads   These are great for visual learners 
who can preview or study concepts from each chapter 
and examine applications in real print ads. About 10 to 
15 ads per chapter.  

  Teaching Options and Solutions  
  McGraw-Hill Higher  Education and Blackboard have 

teamed up. What does this mean for you?  

  1.     Your life, simplified. 
Single Sign-On:   A single 
login and single environ-
ment provide seamless 
access to all course re-
sources—all McGraw-
Hill’s resources are 
available within the 
Blackboard Learn platform.  

  2.     Deep integration of content and tools. Deep 
 Integration:   One click access to a wealth of 
 McGraw-Hill content and tools—all from within 
Blackboard Learn.™  

  3.     Seamless Gradebooks. One Gradebook:   Automatic 
grade synchronization with Blac  k  board gradebook. 
All grades for McGraw-Hill   Connect   assignments 
are recorded in the Blackboard gradebook 
 automatically.  

  4.     A solution for everyone. Openness:   Unique in 
Higher Education, the partnership of McGraw-Hill 
Higher Education and Blackboard preserves 
the spirit of  academic freedom and openness. 
 Blackboard remains publisher independent, and 
 McGraw-Hill remains LMS (Learning Management 
System) indepe  n  dent. The result makes our content, 
 engines and platform more  usable and accessible, 
with fewer barriers to adoption and use.  

  Teaching and Learning 
Resources  

xi
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  5.     100% FERPA   -compliant solution protects student 
privacy.  

  6.     McGraw-Hill and Blackboard   can now offer you easy 
access to industry-leading technol  o  gy and content, 
whether your campus hosts it, or we do. Be sure to ask 
your local McGraw-Hill representative for details.  

  MHCampus™  
  McGraw-Hill Campus  ™

is a new one-stop teaching 
and learning experience 

available 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. McGraw-Hill Campus  ™   provides 
faculty with instant  access to all McGraw-Hill Higher 
Education teaching  m  a  terials (e.g. eTextbooks, test banks, 
PowerPoint slides, animations and learning objects, etc), 
a  l  lowing them to browse, search, and use any instructor 
ancillary content in our vast library at no additional cost to 
instructor or students. Students enjoy SSO access to a variety 
of free (e.g. quizzes, flash cards, narrated presentations, etc.) 
and subscription based products (e.g. McGraw-Hill 
 Connect). With this program enabled, faculty and students 
will never need to create another account to access 
 McGraw-Hill  products and services. Learn more at 
  www.mhcampus.com.  

  McGraw-Hill   Connect Plus Marketing  
  McGraw-Hill  reinvents 

the textbook-learning ex-
perience for today’s students with   Connect Plus   Marketing  . 
  A seamless integration of an eBook and   Connect   provides 
all of the    Connect    features plus the following:  

  •   An integrated eBook, allowing for anytime, anywhere 
online access to the textbook.  

  •   Dynamic links between the problems or questions as-
signed to students and the location in the eBook where 
that problem or question is covered.  

  •   Powerful search function to pinpoint and connect key 
concepts in a snap.  

  For more information about   Connect,   go to   connect.
mcgraw-hill.com  , or contact your local McGraw-Hill sales 
representative.  

  CourseSmart  
  Learn Smart. Choose Smart. 

CourseSmart is a new way for 
 faculty to find and review eText-

books. It’s also a great  option for students who are interested in 
accessing their course materials digitally, and saving money.  

  CourseSmart offers thousands of the most commonly 
adopted textbooks across hundreds of courses from a wide 
variety of higher education publishers. It is the only place 
for faculty to r  e  view and compare the full text of a  textbook 
online, providing immediate access without the env  i  ronmen-
tal impact of requesting a print exam copy.  

  With the CourseSmart eTextbook, students can save 
up to 45 percent off the cost of a printed book, reduce 
their impact on the environment, and access powerful 
web tools for learning.     CourseSmart users access and view 
their textbook online when connected to the Internet. 
Students can also print sections of the book for maximum 
portabi  l  ity. CourseSmart eTextbooks are available in one 
standard online reader with full text search, notes, and 
highlighting, and e-mail tools for sharing notes between 
classmates. For more inform  a  tion on CourseSmart, go to 
http://www.coursesmart.com.  

  Create  
  Instructors can now  tailor 

their teaching resources to 
match the way they teach! 

With McGraw-Hill Create,   www.mcgrawhillcreate.com  ,
instructors can easily rearrange chapters, combine mater  i  al 
from other content sources, and quickly upload and inte-
grate their own     content, like course sy  l  labi 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 
r  e  view copy (echo) via e-mail within one hour. Go to   www.
mcgrawhillcreate.com   today and regi  s  ter.  

  Tegrity Campus: Lectures 24/7  
  Tegrity Campus is a 

service that makes class 
time available 24/7 by auto-

matically capturing every  lecture in a searchable  format 
for students to review when they study and complete 
 assignments. With a simple one-click start-and-stop process, 
you capture all computer screens and correspon  d  ing 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” 
technology, st  u  dents instantly recall key class moments for 
replay online, or on iPods® and mobile devices. I  n  structors 
can help turn all their students’ study time into learning 
moments immediately supported by their lecture. To learn 
more about Tegrity watch a 2-minute Flash demo at   http://
tegritycampus.mhhe.com  .  

xii
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  Assurance of Learning Ready  
  Many educational institutions today are focused on the 

notion of   assurance of learning,   an impo  r  tant element of 
some accreditation standards.   Basic Marketing   is designed 
specifically to support instructors’ assurance of learning 
initiatives with a simple, yet powerful solution.  

  Each test bank question for   Basic Marketing   maps to a 
specific chapter learning ou  t  come/objective listed in the 
text. Instructors can use our test bank software, EZ Test 
and EZ Test Online, to easily query for learning outcomes/
objectives that directly relate to the learning obje  c  tives for 
their course. Instructors can then use the reporting features 
of EZ Test to aggregate st  u  dent results in similar fashion, 
making the collection and presentation of assurance of 
learning d  a  ta simple and easy.  

  AACSB Statement  
  The McGraw-Hill 

Companies is a proud 
corporate member of 
AACSB International. 

Understanding the importance and value of AACSB 
 accreditation,   Basic Marketing   recognizes the curricula 
guid  e  lines detailed in the AACSB standards for business 
accreditation by connecting selected questions in the 
text and the test bank to the six general knowledge and 
skill guidelines in the AACSB sta  n  dards.  

  The statements contained in   Basic Marketing   are provided 
only as a guide for the users of this textbook. The AACSB 
leaves content coverage and assessment within the purview of 
indivi  d  ual schools, the mission of the school, and the faculty. 
While the   Basic Marketing   teaching  pac  k  age makes no claim 
of any specific AACSB qualification or evaluation, we have 
within   Basic Marketing   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 products. You 

can e-mail our Product Specialists 24 hours a day to get 
product training online. Or you can search our knowledge 
bank of Frequently Asked Questions on our support web-
site. For Customer Support, call   800-331-5094,   e-mail 
hmsupport@mcgraw-hill.com  , or visit     www.mhhe.com/
support  . One of our Technical Support Analysts will be 
able to assist you in a timely fashion.  

  Responsibilities of Leadership  
  In closing, we return to a point raised at the beginning of 

this preface.   Basic   Marketing   has been a leading textbook in 
marketing since its first edition. We take the responsibilities of 
that leadership seriously. We know that you want and deserve 
the very best teaching and   learning materials pos  s  ible. It is our 
commitment to bring   you those materials—today with this 
edition and in the future with subsequent editions.  

    We recognize that fulfilling this commitment requires a 
process of continuous improvement. Revisions, updates, and 
development of new elements must be ongoing— because 
needs change. You are an important part of this evolution, of 
this leadership. We encourage your feedback. The most 
 efficient way to get in touch with us is to send an e-mail 
message to Joe.Cannon@colostate.edu. If you prefer the 
 traditional approach, send a letter to Joe Cannon at 
Colorado State University, College of Business, Fort 
 Collins, CO 80528-1278, United States of America. 
Thoughtful criticisms and suggestions from students 
and teachers alike have helped to make   Basic  Marketing
what it is. We hope that you will help make it what it will 
be in the f  u  ture.  

   William D. Perreault, Jr.  
   Joseph P. Cannon  
   E. Jerome McCarthy  
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Basic   Marketing Helps You Learn about Marketing 
and Marketing     Strategy Planning  

  At its essence, marketing strategy planning is about fi g  uring out how to do a superior job 
of satisf  y  ing customers.   With that in mind, the 1  9  th edition of   Basic Marketing   was devel-
oped to satisfy your desire for knowledge and add value to your course experience. Not only 
will this text teach you about marketing and marketing strategy planning, but its design, 
pedagogy, and supplements package were developed to work well with the text and a variety 
of study situations.  

    Each person has a diff erent approach to studying. Some may focus on reading that is 
co  v  ered during class, others prefer to prepare outside of the classroom and rely heavily 
on in-class interaction, and still others prefer more independence from the classroom. 
Some are more visual or more “hands on” in the way they learn,   and others just want 
clear and interesting explanations.   To address a variety of needs and course situations, 
many hours went into creating and designing the   Basic Marketing   textbook and oth-
er learning   materials. We   highlight how you can use these materials   in the follow  ing 
 section.  

    Take a moment now to learn more about all of the resources available to help you best 
pr  e  pare for this course and—whether you plan to work in marketing or not—for your future 
career.  

  Let’s Walk through 
Your   Basic Marketing
Textbook . . .  
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  Basic   Marketing: An Innovative Marketing Experience  
  With   20   chapters that introduce the important concepts in marketing management, you will see all aspects of marketing 

through the eyes of the marketing manager. The first seven chapters intr  o  duce marketing and give you a framework for 
understanding marketing strategy planning in any type of organization, and then the next section of the text takes you into 
planning the four Ps of marketing (Product, Place, Promotion, and Price) with specific attention to the key strategy dec  i-
  sions in each area. The text concludes with a review and assessment of marketing’s challenges and  opportunities.  

Basic Marketing   pioneered the “four Ps” approach to organize and describe managerial marketing for introductory market-
ing courses. This new edition covers the dynamic changes taking place in marketing management and the market environ-
ment. But   this new   edition helps you understand the changes taking place and reflects today’s best marketing 
practices and ideas.  

  Start each chapter with an overview  
  Each chapter begins with an in-depth case study developed specifically to motivate your interest and highlight a real-life 

example of the learning objectives and specific marketing decision areas covered in that chapter. Each case study is 
 accompanied by a list of learning objectives that will help you understand and identify important terms and concepts cov-
ered in the chapter. We re  c  ommend you read the opening case and learning objectives and then take just a few minutes to 
  skim through the chapter, check out the exhibits, pictures, and headings before reading the co  n  clusion. This preview gives 
you a picture of the chapter and how it fits together—and research shows that it helps increase your comprehension of the 
reading.  

  1C H A P T E R  O N E  
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  M  arketing’s Value 
to Consumers, Firms, 
and Society  
  When it’s time to roll out of bed in the morning, does 
the alarm ringtone on your Samsung Galaxy smartphone 
wake you, or is it your SiriusXM radio playing your favorite 
satellite station? Is the station playing hip-hop, classical, or 
country music—or perhaps a Red Cross ad asking you to 
donate blood? Maybe you’ll start your day with a quick 
run while wearing your Adidas hoodie and running shorts 
and your favorite Nike running shoes. Then you could 
meet a friend at Starbucks for coffee and a study session. 
Oops, you slept in this morning and aren’t sure you have 
time? Well maybe you should just throw on your Levi’s 
jeans, shirt from Abercrombie and Fitch, and your favorite 
Sperry Top-Sider shoes and grab a quick bite at home. Per-
haps you can find a Chiquita banana and a Lender’s Bagel 
with cream cheese—or maybe a bowl of General Mills 
Cheerios cereal and a glass of calcium-fortified Simply 
Orange juice to start your day. If you hurry, your roommate 
can give you a ride to school in her new Nissan Leaf, but 
you might just have to take the bus that the city bought 
from Mercedes-Benz. 
  When you think about it, you can’t get very far into a 
day without bumping into marketing—and what the 
whole marketing system does for you. It affects every 
aspect of our lives—often in ways we don’t even consider. 
  In other parts of the world, people wake up each day 
to different kinds of experiences. A family in rural Africa 
may have little choice about what food they will eat or 
where their clothing will come from. In some countries, 
economic decisions are still made by government officials. 
But in the world’s most developed countries, consumers 
determine what’s on store shelves. If no one buys a par-
ticular color, size, or style, then companies no longer pro-
duce it. So you may have trouble finding Cheerios in 
Tokyo, where they are more likely to eat Kokuho Rose 
Rice for breakfast. 
  One brand found around the world is Nike. How has 
Nike become the shoe of choice for so many professional 
and casual athletes around the world? Is it the endorse-
ments from star athletes like LeBron James and Cristiano 
Ronaldo? Maybe the constant innovations like the new 
lightweight Flyknit running shoes? Do you think Nike’s 
24,000 retailers play a part? What about all that advertising 

Nike does? And those three-minute videos that Nike posts 
on YouTube can’t hurt—“My Time Is Now” racked up nine 
million views in its first three days. 
  Almost 50 years ago Phil Knight and his college track 
coach Bill Bowerman founded Blue Ribbon Sports (later 
renamed Nike) to distribute Japanese running shoes. A 
few years later they were designing, producing, and selling 
athletic shoes. Today Nike is the 25th most valuable brand 
in the world, with annual sales of more than $21 billion. 
Part of its success comes from adapting its marketing 
strategy to changing market conditions—but Nike hasn’t 
always adapted quickly enough. Back in the early 1980s, 
Nike was so focused on running shoes that it missed the 
aerobics shoe craze and fell behind rival Reebok. Nike 
profits plummeted so quickly that only aggressive cost-
cutting saved the company. 
  After Nike signed Michael Jordan to endorse its basket-
ball shoes in 1984, the Air Jordan line took the market by 
storm. It didn’t hurt when Nike’s advertising agency came 
up with the “Just Do It!” slogan and an advertising cam-
paign that covered television, magazines, and billboards 
around the world. This helped carry Nike through the 
1990s and its profits soared on rising sales aided by low-
cost foreign production. 
  However, in the late 1990s, the company came under 
attack when it was reported that some of its suppliers used 
child labor. At first Nike denied responsibility, claiming it 
couldn’t control how its suppliers operated. But public pro-
test showed that society expected more from a large, suc-
cessful corporation, and Nike began to closely monitor its 
suppliers’ labor practices. 
  Since then Nike’s social responsibility efforts have turned 
around its reputation. For example, Nike leads a group of 
10 partners in the GreenXchange, a web-based market-
place where member firms collaborate and share ideas to 
foster sustainability. Nike’s Reuse-A-Shoe program turns 
old shoes into Nike Grind, which is used as a surface on 
playgrounds, gym floors, and running tracks. 
  These days Nike targets growth in emerging markets 
like China. Nike’s goal is to sell $4 billion there by 2015—
almost doubling what it sold there in 2010. Nike has 
adapted its marketing strategy for the Chinese market. 

3
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  The exhibits, photos, and ads will help you understand the concepts . . .  

  After introducing the Marketing Strategy Planning 
 Process model in Chapter 2, we begin each chapter 
with an exhibit that clearly organizes the chapter’s 
 content. T e exhibit does two things that you should 
notice. First, it shows how the topic in this chapter 
fi ts as a piece in the larger ma  r  keting strategy plan-
ning  process—its fi t with the rest of the content in the 
book. Second, the fi gure will show how that chapter’s 
concepts fi t  together—another way to “preview” the 
chapter.  

    T e four Ps are just one way we organize 
 marketing concepts for you. We know  that 
many students learn best with “conceptual 
  organizers,” fi gures, charts, and tables that help   
organize thinking and provide an easy way to 
remember key concepts. When you see these 
fi gures, study them for a minute and think 
about how they help you understand and learn 
new marketing co  n  cepts.  

    Full-color photos and 
current ads are carefully 
placed in every chapter. T ey 
provide a vi  s  ual demonstration 
of key concepts and emphasize 
important ideas discussed in 
the chapter.  
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Exhibit 3–1     Marketing Strategy Planning, Competitors, Company, and External 
Market Env  i  ronment  

Best opportunities to pursue

Evaluating Opportunities
 • Screening criteria
 • Planning grids
 • Planning for multiple products

Competitors
 • Current
 • Prospective

Company
• Objectives
• Resources

External Market
Environment 
 • Economic
 • Technological
 • Political and legal
 • Cultural and social

Segmentation
and Targeting
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• Physical good
• Service
• Features
• Benefits
• Quality level
• Accessories
• Installation
• Instructions
• Warranty
• Product lines
• Packaging
• Branding

• Objectives
• Channel type
• Market
 exposure
• Kinds of     
 intermediaries
• Kinds and       
 locations of
 stores
• How to handle
 transporting
 and storing
• Service levels
• Recruiting
 intermediaries
• Managing        
 channels

• Objectives
• Promotion
 blend
• Salespeople
  Kind       
  Number
  Selection
  Training
  Motivation
• Advertising
  Targets
  Kinds of ads
  Media type
  Copy thrust
  Prepared by
  whom
• Publicity
• Sales
 promotion

• Objectives
• Flexibility
• Level over 
 product life
 cycle
• Geographic
 terms
• Discounts
• Allowances

Product Place Promotion Price  Exhibit 2–5     
Strategy Decision 
Areas Organized by 
the Four Ps  
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Homogeneous (narrow)
product-markets

Single
target
market

Multiple
target

markets

Combined
target

markets

All customer needs

Narrowing
down to
specific
product-
market

Segmenting into
possible target
markets

Selecting target
marketing
approach

Some generic market

One broad product-
market

  Exhibit 4–3  
 Narrowing Down 
to Target Markets 
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  Exhibit 5–8    An Expanded Model of Consumer Behavior 

Feedback based on experience

Postpone decision

Consumer decision process
Routinized response

Marketing mixes All other stimuli

Experience
after the
purchase

Purchase
decision

Problem solving
 • Information search 
 • Identify alternatives
 • Set criteria
 • Evaluate alternatives

Purchase situationSocial influencesPsychological variablesEconomic needs

Need
awareness
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The Consumer Safety Institute 
in the Netherlands wants to 
remind parents that children 
see those cleaning supplies 
under the sink differently. 
As consumers approached 
this outdoor ad, the image 
changed from the one on the 
left to the one on the right 
(and back).
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  Think critically about the issues facing marketing managers . . .  

T is  book includes a variety of diff erent opportunities for you to learn about the types of decisions facing real marketing 
managers. Stop and think about the Ethics Questions you confront in your reading. Visit the websites we call out in the 
Internet Exercises and think about the questions posed. At the end of each chapter, we suggest some cases—which are 
interesting situations faced by real marketers. You can fi nd the cases near the end of the book. 

  Explore special topics . . .  
    Follow a topic online with the Internet Exercises that let you see 
how fi rms can use the web to enhance their marketing. And each 
chapter includes a boxed scenario to help you learn more about a 
particular marketing topic.  

 You are a marketing assistant for Auntie Em’s Cookie Company, which makes and distrib-
utes packaged cookies through grocery stores. Your company recently ran a test market for a 
new brand of low-fat cookies called Tastee DeeLites. The new brand meets government stan-
dards to be labeled and advertised as “low fat,” so the ads and package used in the test 
market highlighted that benefit. Test-market sales were very promising. However, now a con-
sumer activist group has created a website (www.TasteeDeLIES.com) that claims Tastee 
DeeLites package and ads are misleading because the product’s high calories make it even 
more fattening than most other cookies. Your boss has asked you to recommend how Auntie 
Em’s should handle this situation. Drawing on what you’ve learned about consumer behavior, 
do you think consumers are being misled? Does your company have any responsibility to 
respond to these charges? Should changes be made to the product, package, or promotion? 

 Et
h

ic
s 
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 SUGGESTED CASES 
 1. McDonald’s “Seniors” Restaurant 10. Cooper’s Ice Center 
 3. NOCO United Soccer Academy 11. Running Room 
 8. Besitti’s Restaurant 12. DrJane.com—Custom Vitamins 
 9. Peaceful Rest Motor Lodge 30. Walker-Winkle Mills , Ltd.
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 Evolving needs, attitudes, and lifestyles are creating 
opportunities for new transportation services. Many con-
sumers, whether captivated by the green movement or 
simple economics, want to give up their cars—but some 
have trouble handing over their keys. 

 Zipcar offers a solution. It provides a car-sharing ser-
vice that’s now available in dozens of big cities across the 
United States, Canada, and the U.K. Car-sharing saves 
both money and time. With monthly payments, insur-
ance, parking, gas, depreciation, and maintenance, the 
cost of car ownership averages $8,000 a year. City dwell-
ers face the additional hassle of finding parking and 
worrying about theft. Zipcar’s rates vary by city, but aver-
age $10 an hour or $70 a day. That’s a big difference 
from car ownership! 

 Zipcar has worked hard to make car-sharing easy 
and fun. Signing up is simple—go online, fill out an 
application, and pay your $50 annual membership fee. 
Zipcar checks the applicant’s driving record—and if he 
passes, a Zipcard arrives in his mail a few days later. 
Renting a car is even simpler. A member (called a 
Zipster) simply logs on to Zipcar’s website to find cars 
in his area and make a reservation. Because cars are 
typically parked on a street, in gas stations, or in park-
ing lots throughout the city, they’re easy to locate and 
usually nearby. At the reserved time, the Zipster simply 
waves his Zipcard (with embedded radio frequency 
identification technology) or his smartphone with 

a Zipcar app at the car 
and it automatically 
unlocks. Grab the 

keys from beneath the steering wheel, turn the igni-
tion and you’re ready to go. 

 Zipcar has identified different market segments and 
localized a marketing mix for each group. Some big city 
neighborhoods appreciate the environmental benefits. 
Here, most prefer driving a smaller and more economical 
car like a Toyota Prius or Mini Cooper when they visit a 
friend, though some want the convenience of a hatch-
back on a shopping trip. They’re proud of the Zipcar logo 
on the car doors—it shows their green side and fellow 
Zipsters wave when they drive by. 

 Zipsters in more upscale neighborhoods are offered a 
selection of Volvos and BMWs. Zipcar found these cus-
tomers usually borrow cars for a big night out or to head 
to the beach for the weekend. And they don’t like (so 
they don’t get) the green sign on the car door. 

 You can also find Zipcars on more than 250 college 
campuses—where students often don’t have a regular 
need for a car and almost always have difficulty with park-
ing. Spreading a dozen Zipcars—like Scion xBs and Honda 
Insight hybrids—across campus reduces the need for more 
than a hundred parking spaces. In tight economic times, 
campus administrations have responded enthusiastically 
to a program that reduces traffic and parking problems. 

 Zipcar is growing quickly by providing an economical 
and environmentally friendly solution to today’s transporta-
tion needs. More and more Zipsters are learning a new 
way to get around—and they’re having fun doing it. 11    

  Zipcar  —saving money and the environment  

per28981_ch05_116-141.indd Page 127  12/20/12  10:26 AM f-496 /201/MH01864/per28981_disk1of1/0078028981/per28981_pagefiles

GM and Nissan introduced all-electric cars. Malt-O-Meal breakfast cereals, a low-cost brand 
that has always been packaged in bags, touted the environmental benefits of this packaging. 
Its “Bag the Box” campaign garnered publicity on a small budget. Many consumers have 
positive attitudes toward 
brands that try to make a 
difference in this area. 9  

 Because consumer atti-
tudes tend to be enduring, 
it’s usually more economical 
for marketers to work with 
them than try to change 
them. Changing negative at-
titudes is probably the most 
difficult job marketers face. 10  

 Part of the marketing job 
is to inform and persuade 
consumers about a firm’s 

g

 Most marketers work 
with existing attitudes 

 Ethical issues may arise 

 Internet Exercise 

 Climate Counts is a nonprofit organization that provides 
information to help consumers make choices that have 
a positive impact on the planet. Go to the Climate 
Counts website ( www.climatecounts.org ), click on 
the “Climate Scores” link, choose a market sector, and 
compare the different companies. Do you think this 
information will affect how  consumers  behave? Do you 
think the information will affect how  companies  
behave? What will be the effect on consumer and 
company behavior if some consumers use Twitter to 
tweet ratings, or e-mail to share ratings with others? 
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  Beyond the Book—Check out all the online resources for   
Basic Marketing   where you will find more interactivity and 
more ways to . . .  
  . . . think about the   Basic   Marketing   text book as the centerpiece of your learning experience. T rough computers and 
the Internet, there are many additional features to help you learn about marketing. We have designed the   Basic   Marketing   
learning package to give you a variety of diff e  r  ent ways to learn and study. So if you are looking for other pathways to learn-
ing, check out what you can fi nd at the Online Learning Center (www.mhhe.com/fourps),   Learn the 4 Ps   website (www.
learnthe4ps.com), and through   Connect Marketing   for   Basic   Marketing.   See Exhibit W-1.  

 Exhibit W–1 Online Resources in the Basic Marketing Learning Package

  Online Learning
 Center (OLC) Learn the 4 Ps Connect Marketing

Description Basic Blog, Twitter, and Available with some
 Marketing site Facebook sites book packages.

Availability www.mhhe.com/fourps learnthe4ps.com See your instructor

Student Chapter Quizzes—10 multiple-choice 
questions per chapter—check if you’re ready for 
your next exam.

Computer-Aided Problems (CAPs)—easy-to-use 
spreadsheet software program works with exercises 
at the end of each chapter to develop analytical 
skills needed by today’s managers.

Marketing Plan Coach—this online software tool 
helps students build marketing plans by drawing on 
concepts from Basic Marketing. 

Learn the 4 Ps—Pick your favorite way to stay cur-
rent with online articles, websites, podcasts, and 
videos delivered on a blog, Twitter, and Facebook.

Connect Quizzes—20 multiple-choice questions per 
chapter—check if you’re ready for your next exam.

Learning with Ads—a great way to preview 
 concepts from each chapter and see how they are 
applied in real print ads. 

Video Cases—clips from video cases in the book 

LearnSmart—An adaptive learning system designed 
to help students learn faster, study more efficiently, 
and retain more knowledge. 

Connect Homework—Homework exercises (avail-
able with some book packages—instructor set-up 
required).

x x

x x

x x

x

x

x

x

x

x
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  Available for free at the   Basic   Marketing   website (www.mhhe.com/fourps)  

  Help me study for my next test!  

  T e   Basic   Marketing   website has Student 
Chapter Quizzes—10 self-test questions 
for each cha  p  ter.  

  Learn how marketing managers 
use numbers and spreadsheets 
to analyze data and make 
ma  r  keting decisions!  

  Our Computer-Aided Problems (we 
call them CAPs) allow you to apply 
concepts from the book while you de-
velop and hone analytical skills need-
ed by today’s marketing managers. T e 
CAPs are also available in the student 
resources area of   Connect Marketing 
  for   Basic   Marketing.  
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  I want to write a marketing plan!  

  Check out the   Marketing Plan Coach  —it connects the concepts in your textbook with a real marke  t  ing plan. T is website 
was designed by the authors of   Basic   Marketing  —so it really works with your book. T e   Marketing Plan Coach   is also avail-
able in the student resources area of   Connect Marke  t  ing   for   Basic   Marketing.  

  Stay current at Learn the 4 Ps—we 
have a blog (www.learnthe4ps.com), 
Twitter feed (@learnthe4ps), and 
Facebook page (www.facebook.
com/learnthe4ps.com).  
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Connect  ®   Marketing for   Basic Marketing—
More Interactivity and More Ways to Learn  
Connect Marketing   is a premium resource—it may be included in the package your instructor chose for your textbook. 
Connect Marketing   for   Basic Marketing   includes some of the same mat  e  rials you can fi nd at the Online Learning Center for 
 Basic  Marketing: 1) student chapter quizzes, 2) Computer-Aided Problems (CAPs), and 3)   Marketing Plan Coach.   In ad-
dition, in   Connect Marketing, you can fi nd premium materials: 1) Connect quizzes,   2  ) Learning with Ads,   3  ) Video Cases, 
  4  ) LearnSmart, and   5  ) Connect assignments.  

  What do I get with   Connect Marketing  ?

  1.    Connect Quizzes—study for 
that next test with 20 multiple-
choice questions per chapter.  

  2.    Learning with Ads—a great 
way to   preview ideas from each 
chapter.   You can look through 
print ads and read comments for 
ideas about how a chapter’s 
concepts are applied by real 
co  m  panies. Great for visual 
learners.  
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  3.    Video Cases—get ready access 
to video clips from our video 
cases. Listen to and watch 
successful marketing in action.  

  4.    LearnSmart™—
LearnSmart is an adaptive 
learning system designed 
to help you learn faster, 
study more effi  ciently, 
and retain more 
knowledge for greater 
success.  
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  5.      Connect  ® Assignments  —Connect 
Marketing   assignments give you 
  interactive and enga  g  ing exercises.   
  You get to apply the concepts you 
  have learned in the book and you 
  get immediate feedback.  

per28981_fm_i-xl_1.indd Page xxiii  1/16/13  7:41 PM f-500 per28981_fm_i-xl_1.indd Page xxiii  1/16/13  7:41 PM f-500 /201/MH01864/per28981_disk1of1/0078028981/per28981_pagefiles/201/MH01864/per28981_disk1of1/0078028981/per28981_pagefiles



xxiv

Basic   Marketing   has been influenced and improved by the 
inputs of more people than it is pos  s  ible to list. We do, 
 however, want to express our appreciation to those who have 
played the most significant roles, especially in this  edition.  

    We are especially grateful to our many students who 
have criticized and made comments about materials in 
Basic   Marketing.   Indeed, in many ways, our students have 
been our best teachers.  

    We owe our greatest debt of gratitude to Lin Davis. The 
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Univers  i  ty—have significantly shaped the book. Professor 
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contributed many fine ideas to early editions of the text 
and supplements. Neil Morgan, Cha  r  lotte Mason, Rich 
Gooner, Gary Hunter, John Workman, Nicholas Didow, 
Barry Bayus, Ken Ma  n  ning, and Ajay Menon have provided 
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    We are also grateful to the colleagues with whom we 
collaborate to produce international adaptations of the 

text. In particular, Lindsey Meredith, Lynne Ricker, Stan 
Shapiro, Ken Wong, and Pascale G. Quester have all had a 
significant impact on   Basic   Marketing.  

    The designers, artists, editors, and production people at 
McGraw-Hill/Irwin who worked with   us on this edition 
warrant special recognition. All of them have shared our 
commitment to excellence and brought their own individ-
ual creativity to the project. First, we should salute Chris-
tine Vaughan, who has done a great (and patient) job as 
production manager for the project. Without her adaptive 
problem solving, we could not have succeeded with a (very) 
rapid-response production schedule—which is exactly 
what it takes to be certain that teachers and students get 
the most current inform  a  tion possible.  

    Gabriela Gonzalez worked as development editor on 
this edition;   her   insight and project ma  n  agement skills are 
much appreciated. Our executive editor, Sankha Basu, pro-
vides a valuable perspective on the   Basic   Marketing   fran-
chise. His ideas have had a great impact on the book.  

    The layout and design of the book included a great 
team of professionals. Keith McPherson is a long-time cre-
ative and valued contributor to   Basic   Marketing  . He is a 
great talent and we si  n  cerely appreciate his past efforts that 
continue to be re  flected in the book’s design. We sincerely 
appreci  ate the talents of Laurie Entringer who created the 
interior and cover for this edition of   Basic   Marketing  . We 
also appreciate Mike Hruby, who again tracked down per-
missions for photos and ads we selected to use to illustrate 
important ideas.   Kendra Miller helped edit this edition of 
the book and brought new energy and insight along with a 
sharp eye for detail.

    Our marketing manager, Donielle Xu, has brought cre-
ativity, energy, and great ideas to the book. Her assistant, 
  Liz Steiner,   has also been extremely helpful.    

    Our families have been patient and consistent support-
ers through all phases in developing   Basic   Marketing  . The 
support has been direct and substantive. Pam Perreault and 
Chris Cannon have provided valu  able assistance and more 
encouragement than you   could imagine. Our kids— 
Suzanne, Will, Kelly, Ally, and   Mallory—provide valuable 
suggestions and ideas as well as encouragement and support 
while their dads are too often consumed with a never-ending 
set of deadlines.  

    We are indebted to all the firms that allowed us to re-
produce their proprietary materials here. Similarly, we are 
grateful to associates from our business experiences who 
have shared their per  s  pectives and feedback and enhanced 
our sensitivity to the key challenges of marketing manag  e-
  ment. In that regard, we especially acknowledge Kevin 
Clancy, Peter Krieg, and their colleagues at   Copernicus 
Marketing Consulting  . The combination of pragmatic ex-
perience and creative insight they bring to the table is very 
encouraging. If you want to see great marketing, watch 
them create it.  

    A textbook must capsulize existing knowledge while 
 bringing new perspectives and organ  i  zation to enhance it. Our 

per28981_fm_i-xl_1.indd Page xxvii  1/16/13  7:41 PM f-500 per28981_fm_i-xl_1.indd Page xxvii  1/16/13  7:41 PM f-500 /201/MH01864/per28981_disk1of1/0078028981/per28981_pagefiles/201/MH01864/per28981_disk1of1/0078028981/per28981_pagefiles



xxviii

thinking has been shaped by the writings of literally thousands 
of marke  t  ing scholars and practitioners. In some cases, it is 
impossible to give unique credit for a particular idea or con-
cept because so many people have played important roles in 
anticipating, suggesting, shaping, and developing it. We 
 gratefully acknowledge these contributors—from the early 
thought-leaders to contemporary authors and researchers—
who have shared their creative ideas. We r  e  spect their impact 
on the development of marketing and more specifically this 
book.  

    To all of these persons—and to the many publishers 
  who graciously granted permission to use their materials—
  we are deeply grateful. Responsibility for any errors or 
omissions is certainly ours, but the book would not have 
been possible without the assistance of many others. Our 
si  n  cere appreciation goes to all who contributed.  

   William D. Perreault, Jr.  
   Joseph P. Cannon  
   E. Jerome McCarthy  
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