


) PRIDE · FERRELL 

I ) 

Foundations o 
Marketing · 

WILLIAM M. PRIDE 
Texas A & M University 

O.C. FERRELL 
Auburn University 

~-'# CENGAGE ·-
Australia • Brazil • Mexico •Singapore• United Kingdom • United States 



~: - CENGAGE 

Foundations of Marketing, 8th Edition 

William M. Pride and O.C. Ferrell 

Senior Vice President, Higher Ed Product, 

Content, and Market Development: Erin Joyner 

Vice President, B&E, 4-LTR, and Support 

Programs: Mike Schenk 

Product Director: Bryan Gambrel 

Product Manager: Heather Mooney 

Content Manager: John Rich 

Associate Content Developer: Allie Jan neck 

Product Assistant: Tawny Schaad 

Content Project Manager: D. Jean Buttram 

Digital Content Specialist: David O'Connor 

Marketing Coordinator: Audrey Jacobs 

Production Service: MPS Limited 

Senior Art Director: Bethany Bourgeois 

Text and Cover Designer: Cindy & Lou Beckmeyer 

/ Beckmeyer Design 

Cover Image: JamesBrey/Getty Images 

Intellectual Property 

Analyst: Diane Garrity 

Project Manager: Erika Mugavin 

Printed in the United States of America 
Print Number: 0 I Print Year: 20 I 8 

© 2019, 2017 Cengage Learning, Inc. 

Unless otherwise noted, all content is© Cengage 

ALL RIGHTS RESERVED. No part of this work covered by the copyright 

herein may be reproduced or distributed in any form or by any means, 

except as permitted by U.S. copyright law, without the prior written 

permission of the copyright owner. 

For product information and technology assistance, contact us at 
Cengage Customer & Sales Support, 1-800-354-9706 or 

support.cengage.com. 

For permission to use material from this text or product, submit all 

requests online at www.cengage.com/permissions. 

Library of Congress Control Number: 2017958680 

ISBN: 978-1-337-61462-7 

Cengage 
20 Channel Center Street 

Boston, MA 02210 

USA 

Cengage is a leading provider of customized learning solutions with 

employees residing in nearly 40 different countries and sales in more 

than 125 countries around the world. Find your local represent ative at 

www.cengage.com. 

Cengage products are represented in Canada by 

Nelson Education, Ltd. 

To learn more about Cengage platforms and services, 

visit www.cengage.com. 

To register or access your on line learning solution or purchase materials 

for your course, visit www.cengagebrain.com. 



() 

) 

) 

To Nancy, Allen, Carmen, Gracie, Mike, Ashley, Charlie, J.R., and Anderson Pride 
To James Collins Ferrell and George Collins Ferrell 



Part 1: Strategic Marketing and Its Environment 1 
1 Customer-Driven Strategic Marketing 2 

2 Planning, Implementing, and Evaluating Marketing Strategies 24 

3 The Marketing Environment, Social Responsibility, and Ethics 48 

Part 2: Marketing Research and Target Markets 79 
4 Marketing Research and Information Systems 80 
5 Target Markets: Segmentati~n and Evaluation 106 

Part 3: Customer Behavior and E-Marketing 131 
6 Consumer Buying Behavior 132 

7 Business Markets and Buying Behavior 160 

8 Reaching Global Markets 184 

9 Digital Marketing and Social Networking 212 

Part 4: Product and Price Decisions 239 
10 Product, Branding, and Packaging Concepts 240 

11 Developing and Managing Goods and Services 270 

12 Pricing Concepts and Management 300 

Part 5: Distribution Decisions 329 
13 Marketing Channels and Supply-Chain Management 330 
14 Retailing, Direct Marketing, and Wholesaling 362 

Part 6: Promotion Decisio,ns 391 
15 Integrated Marketing Communications 392 

16 Advertising and Pub lic Relations 418 

17 Personal Selling and Sales Promotion 444 

Endnotes 472 
Glossary 511 

Name Index 522 

Company Index 527 

Subject Index 531 

AVAILABLE ONLY ONLINE: 
Appendix A: Financial Analysis in Marketing 

Appendix B: Sample Marketing Plan 

Appendix C: Careers in Marketing 

iv 

generic photo credit 



) 

( _) 

PART 1 STRATEGIC MARKETING AND ITS ENVIRONMENT 1 

Chapter 1: Customer-Driven Strategic 
Marketing 2 
Marketing Insights: Airbnb: Home Sweet Home 3 
1-1 Defining Marketing 4 

1-1 a Marketing Focuses on Customers 4 · 
1-2 Marketing Deals with Products, Price, 
Distribution, and Promotion 5 

1-2a Product 6 
1-26 Price 7 
1-2c Distribution 8 
1-2d Promotion 8 

1-3 Marketing Creates Value 9 
1-3a Marketing Builds Relationships with 

Customers and Other Stakeholders 10 
1-4 Marketing Occurs in a Dynamic Environment 12 
1-5 Understanding the Marketing Concept 12 

1-5a Evolution of the Marketing Concept 13 
Entrepreneurship in Marketing: Blue Bottle Coffee: Not 

Your Typical Daily Grind 14 
1-Sb Implementing the Marketing Concept 15 

1-6 Customer Relationship Management 16 
1-7 The Importance of Marketing in Our Global 
Economy 17 

1-7a Marketing Costs Consume a Sizable 
Portion of Buyers' Dollars 17 

1-76 Marketing Is Used in Nonprofit Organizations 17 
1-7 c Marketing Is Important to Businesses 

and the Economy 17 
1-7d Marketing Fuels Our Globa l Economy 18 
1-7e Marketing Knowledge Enhances Consumer 

Awareness 18 
1-7f Marketing Connects People through 

Technology 19 
1-7g Socially Responsible Marketing: Promoting 

the Welfare of Customers and Stakeholders 19 
1-7h Marketing Offers Many Exciting Career 

Prospects 20 
Going Green: Walmart's Environmental Initiative: 

It's Not Easy Being Green 20 

Chapter Review 21 
Developing Your Marketing Plan 22 

Key Concepts 22 
Issues for Discussion and Review 22 
Video Case 1 Cruising to Success: The Tale of New 
Belgium Brewing 23 

Chapter 2: Planning, Implementing, and 
Evaluating Marketing Strategies 24 
Marketing Insights: Blue Apron's Strategic Recipe 25 
2-1 The Strategic Planning Process 26 
2-2 Establishing Organizational Mission, Goals, 
and Strategies 27 

2-2a Developing Organizational Mission 
and Goals 27 

2-26 Developing Corporate and Business-Unit 
Strategies 27 

Going Green: Can Cleaners Be Greener? 29 
2-3 Assessing Organizational Resources and 
Opportunities 31 

2-3a SWOT Analysis 32 
2-36 First-Mover and Late-Mover Advantage 33 

2-4 Developing Marketing Objectives and 
Marketing Strategies 34 

2-4a Selecting the Target Market 35 
2-46 Creating Marketing Mixes 36 

2-5 Managing Marketing Implementation 36 
2-5a Organizing the Marketing Unit 37 
2-56 Coordinating and Communicating 37 
2-Sc Establishing a Timetable for Implementation 38 

2-6 Evaluating Marketing Strategies 38 
2-6a Establishing Performance Standards 38 
2-66 Analyzing Actual Performance 39 

Entrepreneurship in Marketing: Want to Avoid Student 
Debt? Scholly Can Help 40 

2-6c Comparing Actual Performance with 
Performance Standards and Making Changes, 
If Needed 41 

2-7 Creating the Marketing Plan 42 

Chapter Review 44 
Developing Your Marketing Plan 45 
Key Concepts 45 
Issues for Discussion and Review 46 
Video Case 2 Mi Ola Rides the Marketing Wave 46 

V 



VI Contents 

Chapter 3: The Marketing Environment, 
Social Responsibility, and Ethics 48 
Marketing Insights: TOMS: Taking Big Steps to 
Change Lives 49 
3-1 The Marketing Environment 50 

3-1 a Responding to the Marketing Environment 51 
3-2 Competitive Forces 51 
3-3 Economic Forces 54 

3-3a Buying Power and Willingness to Spend 54 
3-36 Economic Conditions 56 

3-4 Political Forces 57 
3-5 Legal and Regulatory Forces 58 

3-5a Regulatory Agencies 59 
3-56 Self-Regulation 61 

3-6 Technological Forces 62 
3-7 Sociocultural Forces 63 

Emerging Trends in Marketing: The Fair Trade 
Movement Explodes 65 

3-8 Social Responsibility and Ethics in Marketing 65 
3-8a Economic Dimension 66 
3-86 Legal Dimension 66 
3-8c Ethical Dimension 67 
3-Bd Philanthropic Dimension 69 

Going Green: No Harm, No Foul: Harmless Harvest 
Connects with Stakeholders 71 

3-9 Incorporating Social Responsibility and Ethics 
into Strategic Planning 72 
Chapter Review 74 
Developing Your Marketing Plan 75 
Key Concepts 7 6 
Issues for Discussion and Review 76 
Video Case 3 Apple vs. Samsung: Gloves Are Off 76 

PART 2· MARKETING RESEARCH AND TARGET MARKETS 79 

Chapter 4: Marketing Research and 
Information Systems 80 
Marketing Insights: IKEA Keeps Its Eyes on the 
Consumer 81 
4-1 The Importance of Marketing Research 82 
4-2 Types of Research 83 

4-2a Exploratory Research 83 
4-26 Conclusive Research 85 

4-3 The Marketing Research Process 85 
4-3a Locating and Defining Problems or Issues 86 
4-36 Designing the Research Project 86 
4-3c Collecting Data 87 

Digital Marketing: Digital Marketing Research 
Leads to Behavioral Advertising 93 

4-3d Interpreting Research Findings 95 
4-3e Reporting Research Findings 95 

4-4 Using Technology to Improve Marketing 
Information Gathering and Analysis 96 

4-4a Marketing Information Systems 96 
4-46 Databases 97 

Emerging Trends in Marketing: Making Meaning 
Out of Big Data: Marketing Analytics 97 

4-4c Big Data 98 
4-4d Marketing Analytics 99 

4-5 Issues in Marketing Research 101 
4-5a The Importance of Ethical Marketing 

Research 101 
4-56 International Issues in Marketing Research 102 

Chapter Review 103 
Developing Your Marketing Plan 104 
Key Concepts 104 
Issues for Discussion and Review 104 
Video Case 4 Marketing Research Reveals Marketing 
Opportunities in the Baby Boomer Generation 105 

Chapter 5: Target Markets: 
Segmentation and Evaluation 106 
Marketing Insights: The Many Market Segments 
of Marriott 107 
5-1 What Are Markets? 108 
5-2 Target Market Selection Process 109 
5-3 Step 1: Identify the Appropriate Targeting 
Strategy 110 

5-3a Undifferentiated Targeting Strategy 110 
5-36 Concentrated Targeting Strategy through 

Market Segmentation 110 
5-3c Differentiated Targeting Strategy through 

Market Segmentation 112 
5-4 Step 2: Determine Which Segmentation 
Variables to Use 113 

5-4a Variables for Segmenting Consumer Markets 114 
Emerging Trends in Marketing: Geofencing: Fenced 

In and Don't Know It? 118 
Digital Marketing: ReplyYes for Vinyl Collectors and 

Graphic Novel Fans 120 
5-46 Variables for Segmenting Business Markets 120 

5-5 Step 3: Develop Market Segment Profiles 122 
5-6 Step 4: Evaluate Relevant Market Segments 122 

5-6a Sales Estimates 122 
5-66 Competitive Assessment 123 
5-6c Cost Estimates 123 

5-7 Step 5: Select Specific Target Markets 124 
5-8 Developing Sales Forecasts 124 

5-8a Executive Judgment 124 
5-86 Surveys 125 
5-8c Time Series Analysis 125 
5-8d Regression Analysis 126 
5-8e Market Tests 126 
5-8f Using Multiple Forecasting Methods 126 



Chapter Review 127 
Developing Your Marketing Plan 128 
Key Concepts 128 

Contents VII 

Issues for Discussion and Review 129 
Video Case 5 Mike Boyle Wants Customers Who 
Want to Train 129 

CUSTOMER BEHAVIOR AND E~MARKETING 131 

Chapter 6: Consumer Buying 
Behavior 132 
Marketing Insights: Frito-Lay Measures Consumer 
Response to Its Traditional and New Snack 
Products 133 
6-1 Consumer Buying Decision Process 134 

6-1 a Problem Recogn ition 135 
6-1 b Information Search 135 
6-1 c Evaluation of Alternatives 136 
6-1 d Purchase 136 
6-1 e Postpurchase Evaluation 137 

6-2 Types of Consumer Decision Making and Level 
of Involvement 137 

6-2a Types of Consumer Decision Making 137 
6-26 Consumer Level of Involvement 138 

6-3 Situational Influences on the Buying Decision 
Process 139 
6-4 Psychological Influences on the Buying 
Decision Process 141 

6-4a Perception 141 
6-46 Motives 142 

Going Green: Green Eileen Recycles by Resale or Reuse 144 
6-4c Learning 144 
6-4d Attitudes 145 
6-4e Personality and Self-Concept 147 
6-4f Lifestyles 147 

6-5 Social Influences on the Buying Decision 
Process 148 

6-Sa Roles 148 
6-56 Family Influences 148 
6-Sc Reference Groups 149 
6-5d Digital Influences 150 

Digital Marketing: CoverGirl Signs Social Media 
Influencers 151 

6-5e Opinion Leaders 151 
6-Sf Social Classes 152 
6-5g Culture and Subcultures 152 

6-6 Consumer Misbehavior 155 
Chapter Review 156 
Developing Your Marketing Plan 157 
Key Concepts 157 
Issues for Discussion and Review 158 
Video Case 6 How Ford Drives Future Innovation 158 

Chapter 7: Business Markets and 
Buying Behavior 160 
Marketing Insights: Facebook Targets Businesses 161 
7-1 Business Markets 162 

7-1a Producer Markets 162 

7-1 b Reseller Markets 163 
7-1c Government Markets 164 

Entrepreneurship in Marketing: Picky Pyykkonen and the 
One Milk to Rule Them All 164 

7-1d Institutional Markets 165 
7-2 Industrial Classification Systems 166 
7-3 Dimensions of Business Customers and 
Business Transactions 167 

7-3a Characteristics of Transactions 
with Business Customers 168 

7-36 Attributes of Business Customers 168 
7-3c Primary Concerns of Business Customers 169 

Going Green: Reduce, Reuse, Recycle, Repeat 171 
7-3d Methods of Business Buying 171 
7-3e Types of Business Purchases 172 
7-3f Demand for Business Products 172 

7-4 Business Buying Decisions 174 
7-4a The Buying Center 174 
7-46 Stages of the Business Buying 

Decision Process 175 
7-4c Influences on the Business 

Buying Decision Process 177 
7-5 Reliance on the Internet and other 

Technology 17 8 

Chapter Review 180 
Developing Your Marketing Plan 181 
Key Concepts 181 
Issues for Discussion and Review 182 
Video Case 7 Will Apple Pay Pay Off for Retailers? 182 

Chapter 8: Reaching Global 
Markets 184 
Marketing Insights: Netflix Stream Becomes a 
Global River 185 
8-1 The Nature of Global Marketing Strategy 186 
8-2 Environmental Forces in Global Markets 187 

8-2a Sociocultural Forces 187 
8-26 Economic Forces 188 
8-2c Political, Legal, and Regulatory Forces 190 
8-2d Ethical and Social Responsibility Forces 192 

Going Green: Greenhouse Gas Emissions: China 
Takes its Foot Off the Pedal 193 

8-2e Competitive Forces 194 
8-2f Technological Forces 195 

8-3 Regional Trade Alliances, Markets, and 
Agreements 196 

8-3a The North American Free Trade Agreement 
(NAFTA) 196 

8-36 The European Union (EU) 197 



viii Contents 

Emerging Trends in Marketing: IKEA: "African 
IKEA" Is Knocking on Your Door! 198 

8-3c The Southern Common Market (MERCOSUR) 198 
8-3d The Asia-Pacific Economic Cooperation 

(APEC) 199 
8-3e Association of Southeast Asian Nations 

(ASEAN) 200 
8-3f The World Trade Organization (WTO) 200 

8-4 Modes of Entry into International Markets 201 
8-4a Importing and Exporting 201 
8-46 Licensing and Franchising 202 
8-4c Contract Manufacturing 203 
8-4d Joint Ventures 204 
8-4e Direct Ownership 204 

8-5 Customization Versus Globalization of 
International Marketing Mixes 205 
Chapter Review 207 
Developing Your Marketing Plan 208 
Key Concepts 209 
Issues for Discussion and Review 209 
Video Case 8 Alibaba and Global e-Commerce: Should 
Amazon Be Afraid? 209 

Chapter 9: Digital Marketing and 
Social Networking 212 
Marketing Insights: ipsy Has Beauty "Bagged" 213 
9-1 Defining Digital Marketing 214 
9-2 Growth and Benefits of Digital Marketing 215 

9-3 Types of Consumer-Generated Marketing and 
Digital Media 216 

9-3a Social Media Marketing 217 
9-36 Biogs and Wikis 220 

Emerging Trends in Marketing: Social Media 
Challenges: Fraudsters and Fake News 221 

9-3c Media-Sharing Sites 221 
9-3d Mobile Devices 223 
9-3e Applications and V•/idgets 224 

Entrepreneurship in Marketing: The Virtual Grocery Cart: 
lnstacart 226 

9-4 Monitoring Digital Media Behaviors of 
Consumers 226 

9-4a Online Monitoring and Analytics 226 
9-5 E-Marketing Strategy 228 

9-5a Product Considerations 229 
9-56 Pricing Considerations 229 
9-5c Distribution Considerations 230 
9-5d Promotion Considerations 230 

9-6 Ethical and Legal Issues 231 
9-6a Privacy 232 
9-66 Online Fraud 233 
9-6c Intellectual Property and Illegal Activity 234 

Chapter Review 235 
Developing Your Marketing Plan 236 
Key Concepts 236 
Issues for Discussion and Review 237 
Video Case 9 Zappos Drives Sales through 
Relationship Building on Social Media 237 

PART4 PRODUCT AND PRICE DECISIONS 239 

Chapter 10: Product, Branding, 
and Packaging Concepts 240 
Marketing Insights: What Are Technics and 
Shinola? Old and New Retro Brands 241 
10-1 What Is a Product? 242 
Emerging Trends in Marketing: Hello, Siri, Alexa, 

Cortana, and Google 243 
10-2 Classifying Products 244 

10-2a Consumer Products 244 
10-26 Business Products 247 

10-3 Product Line and Product Mix 248 
10-4 Product Life Cycles and Marketing Strategies 249 

10-4a Introduction 249 
1 0-46 Growth 250 
10-4c Maturity 251 
10-4d Decline 252 

10-5 Product Adoption Process 253 
10-6 Branding 254 

10-6a Value of Branding 255 
10-66 Brand Equity 256 
10-6c Types of Brands 257 
10-6d Selecting a Brand Name 258 
10-6e Protecting a Brand 259 
10-6f Branding Policies 260 

10-6g Brand Extensions 261 
10-6h Co-Branding 261 
10-6i Brand Licensing 262 

10-7 Packaging 263 
10-7 a Packaging Functions 263 

Dig ital Marketing: Inside Unboxing Videos 263 
10-76 Major Packaging Considerations 264 
10-7c Packaging and Marketing Strategy 264 
10-7d Altering the Package 264 

10-8 Labeling 265 
Chapter Review 266 
Developing Your Marketing Plan 268 
Key Concepts 268 
Issues for Discussion and Review 268 
Video Case 10 GaGa: Not Just a Lady 269 

Chapter 11 Developing and Managing 
Goods and Services 270 
Marketing Insights: Different Cars, Different 
Product Positioning at Hyundai 271 
11-1 Managing Existing Products 272 

11-1 a Line Extensions 272 
11-1 b Product Modifications 273 

11-2 Developing New Products 274 



11-2a Idea Generation 275 
11-26 Screening 276 
11-2c Concept Testing 276 
11-2d Business Analysis 277 
11-2e Product Development 277 
11-2f Test Marketing 278 
11-29 Commercialization 279 

Ent repreneurship in Marketing: How Safe Is Your Phone? 
Maybe Leather, Linen, and Wood Can Help 280 

11-3 Product Differentiation through Quality, 
Design, and Support Services 281 

11-3a Product Quality 281 
11-36 Product Design and Features 282 
11-3c Product Support Services 283 

Digital Marketing: Starbucks Brews Up Mobile 
Order-and-Pay 283 

11-4 Product Positioning and Repositioning 284 
11-4a Perceptual Mapping 284 
11-46 Bases for Positioning 285 
11-4c Repositioning 285 

11-5 Product Deletion 286 
11-6 Managing Services 287 

11-6a Nature and Importance of Services 287 
11-66 Characteristics of Services 288 
11-6c Developing and Managing Marketing Mixes 

for Services 291 
11-6d Development of Services 292 
11-6e Pricing of Services 293 
11-6f Distribution of Services 294 
11-6g Promotion of Services 295 

11-7 Organizing to Develop and Manage 
Products 296 
Chapter Review 297 
Developing Your Marketing Plan 298 
Key Concepts 298 
Issues for Discussion and Review 298 
Video Case 11 How Sriracha Became a Hot Product 299 

Chapter 12: Pricing Concepts and 
Management 300 
Marketing Insights: At Disney, Prices are in Tiers, 
Guests are Not 301 

Contents ix 

12-1 Development of Pricing Objectives 302 
12-1 a Survival 303 
12-1 b Profit 303 
12-1 c Return on Investment 303 
12-1 d Market Share 303 
12-1 e Cash Flow 304 
12-1f Status Quo 304 
12-1 g Product Quality 304 

12-2 Assessment of the Target Market's 
Evaluation of Price 305 
12-3 Analysis of Demand 305 

12-3a Demand Curves 305 
Entrepreneurship in Marketing: Growing Gwynnie Bee 306 

12-36 Demand Fluctuations 306 
12-3c Assessing Price Elasticity of Demand 307 

12-4 Demand, Cost, and Profit Relationships 308 
12-4a Marginal Analysis 309 
12-46 Break-Even Analysis 312 

12-5 Evaluation of Competitors' Prices 313 
12-6 Selection of a Basis for Pricing 313 

12-6a Cost-Based Pricing 314 
12-66 Demand-Based Pricing 315 
12-6c Competition-Based Pricing 315 

12-7 Selection of a Pricing Strategy 316 
12-7a New-Product Pricing 316 
12-76 Differential Pricing 317 
12-7c Psychological Pricing 318 
12-7d Product-Line Pricing 319 
12-7e Promotional Pricing 320 

12-8 Determination of a Specific Price 321 
Emerging Trends: How Much Should a Life-Saving 

Product Cost? 321 
12-9 Pricing for Business Markets 322 

12-9a Geographic Pricing 322 
12-96 Transfer Pricing 322 
12-9c Discounting 322 

Chapter Review 323 
Developing Your Marketing Plan 325 
Key Concepts 326 
Issues for Discussion and Review 326 
Video Case 12 Warby Parker Puts Affordable Eyewear 
in Focus 326 

PART 5 DISTRIBUTION DECISIONS 329 

Chapter 13: Marketing Channels and 
Supply-Chain Management 330 
Marketing Insights: Seizing the Moment: 
Marketing Channels for Championship Gear 331 
13-1 Foundations of the Supply Chain 332 
13·2 The Role of Marketing Channels in Supply 
Chains 333 

13-2a The Significance of Marketing Channels 334 

13-26 Types of Marketing Channels 336 
Digital Marketing: REI Urges Customers to 

#OptOutside 337 
13-2c Selecting Marketing Channels 340 

13-3 Intensity of Market Coverage 342 
13-3a Intensive Distribution 342 
13-36 Selective Distribution 343 
13-3c Exclusive Distribution 343 



X Contents 

Entrepreneurship in Marketing: Meet Kemar Newell, 
Founder of Flip 344 

13-4 Strategic Issues in Marketing Channels 344 
13-4a Competitive Priorities in Marketing Channels 344 
13-46 Channel Leadership, Cooperation, and 

Conflict 345 
13-4c Channel Integration 347 

13-5 Physical Distribution in Supply-Chain 
Management 348 

13-5a Order Processing 350 
13-56 Inventory Management 351 
13-5c Materials Handling 352 
13-5d Warehousing 352 
13-5e Transportation 354 

13-6 Legal Issues in Channel Management 356 
13-6a Restricted Sales Territories 356 
13-66 Tying Agreements 356 
13-6c Exclusive Dealing 357 
13-6d Refusal to Deal 357 

Chapter Review 357 
Developing Your Marketing Plan 359 
Key Concepts 360 
Issues for Discussion and Review 360 
Video Case 13 Taza Cultivates Channel Relationships with 
Chocolate 361 

Chapter 14: Retailing, Direct 
Marketing, and Wholesaling 362 
Marketing Insights: Target Puts Its Bulls-Eye on 
College Campuses and on Urban Areas 363 

14-1 Retailing 364 
14-2 Major Types of Retail Stores 365 

14-2a General-Merchandise Retailers 365 
Emerging Trends: Stores Inside Stores 367 

14-26 Specialty Retailers 369 
14-3 Strategic Issues in Retailing 371 

14-3a Location of Retail Stores 371 
14-36 Retail Technology 373 

Digital Marketing: Domino's AnyWare for Ordering 
Anywhere 37 4 

14-3c Retail Positioning 375 
14-3d Store Image 375 
14-3e Category Management 376 

14-4 Direct Marketing, Direct Selling, and 
Vending 376 

14-4a Direct Marketing 376 
14-46 Direct Selling 378 
14-4c Automatic Vending 379 

14-5 Franchising 380 
14-6 Wholesaling 381 

14-6a Services Provided by Wholesalers 382 
14-66 Types of Wholesalers 382 

Chapter Revie w 386 
Developing Your Marketing Plan 388 
Key Concepts 388 
Issues for Discussion and Review 389 
Video Case 14 Sephora: Brick or Click or App 389 

PART 6 
15-5a Promotional Resources, Objectives, and 

Policies 407 

PROMOTION DECISIONS 391 

Chapter 15: Integrated Marketing 
Communications 392 

15-56 Characteristics of the Target Market 407 
Entrepreneurship in Marketing: Dollar Shave Club's 

Razor-Sharp Marketing 408 

Marketing Insights: Toyota Camry Finds the Key 
to Integrated Marketing 393 
15-1 The Nature of Integrated Marketing 
Communications 394 
15-2 The Communication Process 395 
15-3 The Role and Objectives of Promotion 398 

15-3a Create Awareness 399 
15-36 Stimulate Demand 400 
15-3c Encourage Product Trial 400 
15-3d Identify Prospects 401 
15-3e Retain Loyal Customers 401 
15-3f Facilitate Reseller Support 402 
15-39 Combat Competitive Promotional Efforts 402 
15-3h Reduce Sales Fluctuations 402 

15-4 The Promotion Mix 403 
15-4a Advertising 403 
15-46 Personal Selling 404 
15-4c Public Relations 405 
15-4d Sales Promotion 406 

15-5 Selecting Promotion Mix Elements 407 

15-5c Characteristics of the Product 408 
15-Sd Costs and Availability of Promotional 

Methods 409 
15-5e Push and Pull Channel Policies 409 

15-6 The Growing Importance of Word-of-Mouth 
Communications 410 
Emerging Trends in Marketing: Picture This: 

The Success of Product Placement 412 
15-7 Product Placement 413 
15-8 Criticisms and Defenses of Promotion 414 
Chapter Review 414 
Developing Your Marketing Plan 4 16 
Key Concepts 416 
Issues for Discussion and Review 4 16 
Video Case 15 Frank Pepe's Pizzeria Napoletana Uses 
Positive Word of Mouth to Remain a Premiere Pizzeria 41 7 



Chapter 16: Advertising and Public 
Relations 418 
Marketing Insights: Beloved Spokescharacters 
Imbue Brands with Personalities 419 
16-1 The Nature and Types of Advertising 420 
Emerging Trends in Marketing: The Rise of Native 

Advertising 422 
16-2 Developing an Advertising Campaign 423 

16-2a Identifying and Analyzing the Target 
Audience 423 

16-2b Defining the Advertising Objectives 424 
16-2c Creating the Advertising Platform 425 
16-2d Determining the Advertising Appropriation 426 
16-2e Developing the Media Plan 427 
16-2f Creating the Advertising Message 430 
16-29 Executing the Campaign 433 
16-2h Evaluating Advertising Effectiveness 433 

16-3 Who Develops the Advertising Campaign? 434 
16-4 Public Relations Tools 435 

16-4a Public Relations Tools 436 
Going Green: Patagonia Advertising: Don't Buy 

This Jacket 437 
16-5 Evaluating Public Relations Effectiveness 438 

Chapter Review 439 
Developing Your Marketing Plan 440 
Key Concepts 440 
Issues for Discussion and Review 441 
Video Case 16 Scripps Networks Interactive: An Expert 
at Connecting Advertisers with Programming 441 

Chapter 17: Personal Selling and Sales 
Promotion 444 
Marketing Insights: Salesforce.com Sold on 
Stakeholder Satisfaction 445 
17-1 The Nature of Personal Selling 446 
17-2 Steps of the Personal Selling Process 447 

17-2a Prospecting 448 
17-2b Preapproach 448 
17-2c Approach 449 
17-2d Making the Presentation 449 
17-2e Overcoming Objections 450 
17-2f Closing the Sale 450 
17-2g Following Up 450 

Endnotes 472 
Glossary 511 
Name Index 522 
Company Index 527 
Subject Index 531 

AVAILABLE ONLY ONLINE: 
Appendix A: Financial Analysis in Marketing 
Appendix B: Sample Marketing Plan 

Appendix C: Careers in Marketing 

17-3 Types of Salespeople 450 
17-3a Sales Structure 450 
17-36 Support Personnel 451 

Contents xi 

Entrepreneurship in Marketing: Tastefully Simple: Taking a 
Bigger Bite into Family Meal Planning 451 

17-4 Team and Relationship Selling 452 
17-4a Team Selling 452 
17-4b Relationship Selling 453 

17-5 Managing the Sales Force 453 
17-5a Establishing Sales-Force Objectives 454 
17-56 Determining Sales-Force Size 454 
17-Sc Recruiting and Selecting Salespeople 455 

Going Green: Virtual Savings: The Growth of Digital 
Coupons 455 

17-5d Training Sales Personnel 456 
17-5e Compensating Salespeople 457 
17-5f Motivating Salespeople 458 
17-5g Managing Sales Territories 460 
17-5h Controlling and Evaluating Sales-Force 

Performance 461 
17-6 The Nature of Sales Promotion 461 
17-7 Consumer-Sales-Promotion Methods 462 

17-7a Coupons and Cents-Off Offers 462 
17-7b Money Refunds and Rebates 464 
17-7c Shopper Loyalty and Frequent-User 

Incentives 464 
17-7d Point-of-Purchase Materials and 

Demonstrations 465 
17-7e Free Samples and Premiums 465 
17-7f Consumer Contests, Consumer Games, and 

Sweepstakes 466 
17-8 Trade-Sales-Promotion Methods 466 

17-8a Trade Allowances 467 
17-86 Cooperative Advertising and Dealer 

Listings 467 
17-8c Free Merchandise and Gifts 468 
17-8d Premium Money 468 
17-8e Sales Contest 468 

Chapter Review 468 
Developing Your Marketing Plan 469 
Key Concepts 470 
Issues for Discussion and Review 470 
Video Case 17 Nederlander Organization Rewards the 
Audience 470 





) 

) 

THE IMPORTANCE OF MARKETING TO 
BUSINESS 

The environment of marketing has significantly changed over the last few years. While 
this revision reflects these changes, the foundational concepts of marketing continue to be 
important. All business students need to understand how marketing activities and functions 
are necessary for success. The 8th edition of Foundations of Marketing has been revised to 
provide a complete understanding of marketing by engaging students in decis ion making. 
We use active learning through the use of examples, exercises, cases, and MindTap. MindTap 
is an online personalized teaching experience with 
relevant assignments that guide students to analyze, 
apply, and improve thinking, allowing skills and 
outcomes to be measured with ease. 

Pride and Ferrell Foundations of Marketing facili­
tates students in mastering essential concepts. There­
fore, evolving marketing areas such as digital marketing 
and social networking, marketing ethics and social 
responsibility, as well as major decision variables re­
lated to product, price, disttibution, and promotion have 
received complete revision based on available research 
and marketing best practices. Examples and boxes have 
been replaced to be as up-to-date as possible. 

We also provide numerous ancillary materials to 
aid in student comprehension of marketing concepts 
as well as for increasing instructor resources for teaching this important material. The Mind­
Tap materials include building a Marketing Plan, concept check quizzes in the reading, self­
assessments, homework assignments, PowerPoint presentations, videos of real companies, 
role play and group project assignments, flashcards, and more! Additionally, on the instructor 
companion site, YouTube videos are available for each chapter with worksheets to engage 
students in applying concepts. Our marketing video case series enables students to learn about 
how real-world companies address marketing challenges. Our Marketing Plan activities and 
video program provide students with practical knowledge of the challenges and the planning 
process of launching a new product. Together these revisions and additional materials will 
assist students in gaining a full understanding of pertinent marketing practices. 

The decline of established ways of shopping is changing the retai ling landscape, promo­
tion, and consumer engagement. As consumers change the way they purchase products, de­
partment stores such as Macy's are closing stores. About two-thirds of books, music, films, 
and office supplies are now purchased online. It is not just that consumers are shopping and 
obtaining product information online, but also that consumer behavior is changing. We have 
addressed these changes and recognize that it is not just shopping from home. Consumers 
are increasingly focused on trust, value, and convenience. They are more aware of the best 
place to obtain products they want. 

generic photo credit 
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Alrbnb: Home Sweat Home 

Specific details of this extensive revision are available in the transition guide in the Instruc­
tor's Resource Manual. We have also made efforts to improve all teaching ancillaries and 
student learning tools. PowerPoint presentations continue to be a very popular teaching device, 
and a special effort has been made to upgrade the PowerPoint program to enhance classroom 
teaching. The Instructor's Manual continues to be a valuable tool updated with engaging 
in-class activities and projects. The authors and publisher have worked together to provide a 
comprehensive teaching package and ancillaries that are unsurpassed in the marketplace. 

The authors have maintained a hands-on approach to teaching this material and revising 
the text and its ancillaries. This results in an integrated teaching package and approach that . 
is accurate, sound, and successful in reaching students. The outcome of this involvement fos­
ters trust and confidence in the teaching package and in student learning outcomes. Student 
feedback regarding this textbook is highly favorable. 

WHAT'S NEW TO THIS EDITION? 

Our goal is to provide the most up-to-date content possible, including concepts, examples, 
cases, exercises, and data. Therefore, in this revision there are significant changes that make 
learning more engaging and interesting to the students. The following information highlights 
the types of changes that were made in this revision. 

• Foundational content. Each chapter has been updated with the latest knowledge available 
related to frameworks, concepts, and academic resean:;h. These additions have been 
seamlessly integrated into the text. Many examples are new and a review of footnotes at the 
end of the chapters reveals where new content has been added. Most of the other examples 
have been updated. 

• Opening vignettes: Marketing Insights. All of the chapter-opening vignettes are new. 
They are written to introduce the general content of each chapter by focusing on actual 
entrepreneurial companies and how they deal with real-world situations. 

• Boxed features. Each chapter includes new or updated boxed features that highlight green 
marketing, marketing entrepreneurs, emerging trends in marketing, or controversial issues in 

marketing. The majority of the boxed features are new to this edition. 
• New Snapshot features. All of the Snapshot features are new and 

engage students by highlighting interesting, up-to-date statistics 
that link marketing theory to the real world. 
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• New research. Throughout the text we have updated content with the most recent 
research that supports the frameworks and best practices for marketing. 

• New illustrations and examples. New advertisements from well-known firms are 
employed to illustrate chapter topics. Experiences of real-world companies are used 
to exemplify marketing concepts and strategies throughout the text. Most examples 
are new or updated to include digital marketing concepts as well as several new 
sustainable marketing illustrations. 

• End-of-chapter video cases. Each chapter contains one video case, profiling firms 
to illustrate concrete application of marketing concepts and strategies. Some of our 
video cases are new and others have been revised. 

• YouTube videos. Each chapter has a YouTube video related to a concept. Student 
worksheets are available for application. These are all available on the instructor 

companion site. 

FEATURES OF THE BOOK 

As with previous editions, this edition of the text provides a comprehensive and 
practical introduction to marketing that is both easy to teach and to learn. Foundations 
of Marketing continues to be one of the most widely adopted introductory marketing 
textbooks in the world. We appreciate the confidence that adopters have placed.in our 
textbooks and continue to work hard to make sure that, as in previous editions, this 
edition keeps pace with changes. The entire text is structured to excite stu­
dents about the subject and to help them learn completely and efficiently. 

• An organizational model at the beginning of each part provides a "road 
map" of the text and a visual tool for understanding the connections 
among various components. 

• Objectives at the start of each chapter present concrete expectations 
about what students are to learn as they read the chapter. 

• Every chapter begins with an opening vignette. This feature provides 
an example of the real world of marketing that relates to the topic 
covered in the chapter. After reading the vignette, the student should 
be motivated to want to learn more about concepts and strategies 
that relate to the varying topics. Students will be introduced to such 
companies as TOMS, Blue Apron, Netflix, Airbnb, and Hyundai. 

• The Emerging Trends boxes cover such marketing phenomena as the 
Fair Trade movement, product placement, stores within department 
stores, and native advertising. Featured companies include Apple, 
Amazon, and EpiPen. 

The Fair Trade Movement Explodes 

Fair Trade-certified organizations require fac• 
tories to meet different conditions. They must 

pay their workers a minimum wage in the country 
in which they are employed, with the intention o f 
working toward a "livable wage." A livable wage 
allows workers to afford basic necessities. Addition♦ 
ally, brands must pay a premium to factory workers. 
These prnmiums are placed in a collective bank 
account and are used for bonuses or to address 
community needs. 

Traditionally, Fair Trade gained attention with 
commodities like coffee and cocoa. The Fair Trade 
trend ls gaining traction among fashion and home 
furnishings. Many apparel and home furnishing 
brands have made a commitment to improve factory 
conditions. Consumers are embracing Fair Trade 

-

, .!:;TING 

apparel and home goods as well. For instance, 
during the back-to-school shopping season, Bed , 
Bath & Beyond quickly sold out o f back-to-school 
supplies labeled as Fair Trade certified . This dem­
onstrates consumers' increased concern for how 
goods are manufactured. 

In particular, Fair Trade certification focuses on 
improving the labor conditions of factory workers. 
Although Fair Trade certification costs brands 1 to 
5 percent o r what companies pay to factories, it is 
clear that demand is on the rise. Fair Trade appare l 
and home furnishings have increased fivefold in the 
past few years, spurring more factories to work to­
ward achieving certification, Marketers monitoring 
the environment are finding the costs of Fair Trade 
well worth the benefits.~ 

Preface 

Promotion 
Roper uses country music artist 
Joe Nichols to promote its 
western wear. 

xv 

E 
8 

~ 

I 



xvi Preface 

Can Cloaners Be Greene r? 

Eco•fri1mdry detergents ore a mojor m;uketing 
banle9,ou11d for Proder & Gamble and 

Unilever, two giants of lhe laundry industry. 
Procter & Gamble's detergent brands include Tide 
and Galn, whlle Unlfever's well-known dete,gents 
include Surf 1md Omo. But In ,ecenl years, 
green brands s uch as Seventh Ge ne ration ;iiod 
Me thod have nibbled away 111 the market share of 
1,adi!loni'II delergenl.s ;u more consumers switch 10 
oco,fricndty p,oducl.S. ~ <> rcsu!I of these shifts in 
ma1ket sha,o and comumer behavior, both Unilever 
and Procter & Gamble have revamped their 
marketing strategies to go g teener and maintain 
momentum In 1he profitable dolorgen1 industry. 

Unlfever pu,chued Seventh Generation in 2016, 
1n llnR with its s1ta1eglc vision of emph.uiling a 
lorge r social purpose. This deal broughl Unilever 

o business unit with o healthy bouom line and on 
established green reputation, Sevanth Gene ra tion 
gained access to Uni!ovor's marke1in9 and 
manufacturing musde so ft can expand .iven mo,e 
@pidly H demand increnas, 

MHnwhile, Procler & Gamble launched Tide 
purdean, a green ve1siofl of its eve1-popuhu Tide 
d elflrge nt. This formulo is biobased and produced 
In a zero-waste facfory powered by 1en11wab!& wind 
oncugy, adding to tho p,o duct's g rnn credontio/s, 
Because biobased ingredients are n't yet Wl.!11 

known, Procter & Gamble must use its m .trketfng 
lo educate consumers, raise aware ne», promote 
product trial, and encourage ,epeat purchasing, 
What's next for r rocter & Gamble and Unileve r 
In their high-stakes ba ttle over detergent market 
share?• 

• The Going Green boxes introduce students to such 
topics as digital coupons, profi ting from recycling, and 
green energy. Featured companies include Green Eileen, 
Walmart, Patagonia, and Procter & Gamble. 

• The Digital Marketing features illustrate 
how organizations use social media and 
online marketing. Examples of organizations 
discussed include Facebook, Starbucks, 
Domino's, CoverGirl, and ReplyYes. 

Digital Market ing Rese arch Lead s to Be havioral Adve rtising 

It is no secret that online advertisers track con­
sumer Internet activity and use the information to 

target ads toward each person's interests and pref­
erences. These efforts used to be largely limited to 
individual websites ttacking their own visitors. Now, 
however, technology enables the 1rackin9 of Inter­
net users acron sites. For example, every site with 
Facebook's "like" button-as well as every smart­
phone app installed-sends Facebook information, 
which it then uses to target ads to its users. 

in which they have an interest, improving their 
onlrne experience. Targeted ads are also more 
efficient for businesses. Some privacy advocates, 
however, criticize the tracking of Internet users 
without their consent. Another concern is keeping 
information secure in a d igital environment where 
hacking attempts a re increasing. Privacy advo­
cates therefore a rgue that behavioral advertising 
should be s1rictly regulated. Self-regulation is afso 
an option. Facebook, for instance, now offers an 
online tool that allows users to opt out of having 
ads shown to them based on sites they have visited 
outside the social network:• 

M ARKET I NG 

Marketers claim this is a win-o,vin for businesses 
and consumers. When ads are targeted to each 
user's behavior, users are more likely to see offerings 

Blue Bottle Coffee: Not Your Typicill Dally G ti11d 

• The Entrepreneurship in Marketing feature focuses on 
the role of entrepreneurship and the need for creativity in 
developing successful marketing strategies by featuring 
successful entrepreneurial companies like Blue Bottle 
Coffee, Instacart, Pad & Quill, Dollar Shave Club, and 
Tastefully Simple. 

A~;:;::~:;;~n;~ ~~:,::~~~~~:~~a~::J:aen~ 
more th;,ro II commodity. Blue Bottle embrac<H the 
1l1i1J.waYe movement. a movl:!ment lhat m&\es p,e• 
mium coffe& into an DlCqulsite experience of putlly, 
flavor, and ar1fsansh1p, slmilar to win& and cigars. To 
show that this exp11riunce Is wor1h p111ylng for, Btue 
Bottle has adopted a d ifferenl marketing sty/11 than 
thi>t of l rilditional coffee shops 01 rwc n Starbucks. 

For uamp!e, the ,tores of Blue Boltle empha• 
size the coffee upetience 11bove all ebe. Beverage$ 
only come lfl one , ize, With lhe exception of its 

Palo Aho locat ion, stores do not h3ve Wi•Fi so H 10 

p,e .,.enl distraction. BHM fo r each order are freshly 
ground and brewed lrc:,m M:r,1tch right in fro nt of 
the ruslomer. Tiu, price: between $4.00 and S7.00 
per cup, 

Whffe 1hts may seam eicpensive for !ho aver­
age coffee lover, Blue Boule shows that its niche 
ta rget market ls lhose who oxporionce the qua lity 
and oicpcricncc of coffco, App;,rcntly, thi$ market 
is growing-Blue Bottle hH 33 locallons wo,ldwide 
with ongoing o:i1pnnsion p lans in the woru.• 

• Key term definitions appear in the margins to help students build their marketing vocabulary. 
• Figures, tables, photographs, advertisements, and Snapshot features increase comprehension 

and stimulate interest. 
• A complete chapter review covers the major topics discussed and is organized based upon 

the chapter objectives. 
• The list of key concepts provides another end-of-chapter study aid to expand students' 

marketing vocabulary. 
• Issues fo r discussion and review at the end of each chapter encourage further study and 

exploration of chapter content 
• The Marketing Applications are designed to facilitate students' comprehension of important 

topics and to enhance their critical thinking skills. Additional application questions have been 
included to help students quantify and apply marketing strategies. These questions have been 
developed based on a higher-level of thinking as related to Bloom's taxonomy. The primary 
purpose of these questions is to guide students from a basic knowledge of marketing concepts 
to application, analysis, and synthesis of marketing activities. The Marketing Applications 
appear online. 



• The Developing Your Marketing Plan feature allows students to explore each chapter topic in 
relation to developing and implementing a marketing plan. 

• Each chapter has an end-of-chapter video case to help students understand the application 
of chapter concepts. Some examples of companies highlighted in the cases are Ford, 
Apple Pay, Sephora, Alibaba, and Scripps Networks. 

• Appendices discuss marketing career opportunities, explore financial analysis in marketing, 
and present a sample marketing plan. All of these appendices appear online on the instructor 
and student companion sites and in MindTap. 

• A comprehensive glossa,y defines more than 600 important marketing terms. 

TEXT ORGANIZATION 

We have organized the six parts of Foundations of Marketing to give students a theoretical 
and practical understanding of marketing decision making. 

Part 1 Strategic Marketing and Its Environment 
In Chapter 1, we define marketing and explore several key concepts: customers 
and target markets, the marketing mix, relationship marketing, the marketing con­
cept, and value-driven marketing. In Chapter 2, we look at an overview of strategic 
marketing topics, such as the strategic planning process; corporate, business-unit, 
and marketing strategies; the implementation of marketing strategies; performance 
evaluation of marketing strategies; and the components of the marketing plan. We 
examine competitive, economic, political, legal and regulatory, technological, and 
sociocultural forces as well as social responsibility and ethical issues in marketing 
decisions that can have profound effects on marketing strategies in Chapter 3. 

) Part 2 Marketing Research and Target Markets 
In Chapter 4, we provide a foundation for analyzing buyers with a look at mar­
keting information systems and the basic steps in the marketing research process. 
We look at elements that affect buying decisions to better analyze customers' 
needs and evaluate how specific marketing strategies can satisfy those needs. In 
Chapter 5, we deal with how to select and analyze target markets-one of the 
major steps in marketing strategy development. 

Part 3 Customer Behavior and E-Marketing 
We examine consumer buying decision processes and factors that influence buy­
ing decisions in Chapter 6. In Chapter 7, we explore business markets, business 
customers, the buying center, and the business buying decision process. Chapter 
8 focuses on the actions, involvement, and strategies of marketers that serve inter­
national customers. In Chapter 9, we discuss digital marketing, social media, and 
social networking. 

Part 4 Product and Price Decisions 
In Chapter 10, we introduce basic concepts and relationships that must be under­
stood to make effective product decisions as well as branding, packaging, and label­
ing. We analyze a variety of dimensions regarding product management in Chapter 
11, including line extensions and product modification, new-product development, 
product deletions, and the nature, importance, and characteristics of services. In 
Chapter 12, we initially discuss price and non-price competition. Then we analyze 
the eight stages of the process marketers use to establish prices. We explore a variety 
of pricing topics such as demand, elasticity, marginal analysis, break-even analysis, 
the basis for pricing, and pricing strategies. 

Part 5 Distribution Decisions 
In Chapter 13, we look at supply-chain management, marketing channels, and the 
decisions and activities associated with the physical distribution of products, such 
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as order processing, materials handling, warehousing, inventory management, and 
transportation. Chapter 14 explores retailing and wholesaling, including types of 
retailers and wholesalers, diiect marketing and selling, and strategic retailing issues. 

Pa1·t 6 Promotion Decisions 
We discuss integrated marketing communications in Chapter 15. The communica­
tion process and major promotional methods that can be included in promotion mixes 
are described. In Chapter 16, we analyze the major steps in developing an advertis­
ing campaign. We also define public relations and how it can be used. Chapter 17 
deals with personal selling and the role it can play in a firm's promotional efforts . 
We also explore the general characteristics of sales promotion and describe sales­
promotion techniques. 

A COMPREHENSIVE INSTRUCTIONAL 
RESOURCE PACKAGE 

For instructors, this edition of Fou11dario11s of Marketing includes an exceptionally compre­
hensive package of teaching materials. 

Instructor's Manual 
The I11srructor's Manual has been revamped to meet the needs of an engaging classroom 
environment. It has been updated with diverse and dynamic discussion starters , classroom 
activities, and group exercises. It includes such tools as: 

• Quick Reference Guide to see the available key terms, overview of the learning objectives, 
and major topics in each chapter 

• What's New in Each Chapter? 
• Purpose Statement 
• Integrated Lecture Outline 
• Discussion Starter recommendations that encourage active exploration of the in-text 

examples 
• Class Exercises, Semester Project Activities, and Chapter Quizzes 
• Suggested Answers to end-of-chapter exercises, cases, and strateg ic cases 

Test Bank 
The test bank provides more than 3,000 test items including true/false, multiple-choice, and 
essay questions. Each objective test item is accompanied by the correct answer, appropriate 
Learning Objective, level of difficulty, Bloom's level of thinking, Interdisciplinary Learn­
ing Outcomes, and Marketing Disciplinary Learning Outcomes. Cengage Learning Testing 
Powered by Cognero is a flexible, online system that allows you to: 

• Author, edit, and manage test bank content from multiple Cengage Learning solutions 
• Create multiple test versions in an instant 
• Deliver tests from your LMS, your classroom, or wherever you want 

American Marketing Association Professional 
Certified Marketer® 
The American Marketing Association has recently started offering marketing graduates the 
opportunity of adding the AMA PCM® credentials to their undergraduate or MBA degree, 
which can serve as a symbol of professional excellence that affirms mastery of marketing 
knowledge and commitment to quality in the practice of marketing. Certification, which is 
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voluntary, requires passing a rigorous and comprehensive exam and then maintaining your 
certification through continuing education. Earning your AMA PCM® certification demon­
strates to employers, peers, and clients that you: 

• Have mastered essential marketing knowledge and practices 
• Go the extra mile to stay current in the marketing field 
• Follow the highest professional standards 

The AMA recommends Pride and Ferrell Foundations of Marketing as a suggested resource 
for AMA PCM® students to utilize as they prepare for taking the AMA PCM® Certification 
exam, and the text was used as a source to design the course and as a source for suitable 
examination questions. Now, more than ever, you need to stand out in the marketplace. 
AMA's Professional Certified Marketer (PCM®) program is the perfect way to showcase 
your expertise and set yourself apart. 

To learn more about the American Marketing Association and the AMA PCM® exam, visit 
https://www.ama.org/events-training/Certification/Pages/digital-marketing-certification.aspx. 

PowerPoint Slides 
PowerPoint continues to be a very popular teaching device, and a special effort has been 
made to upgrade the PowerPoint program to enhance classroom teaching. Premium lecture 
slides, containing such content as advertisements, Web links, and unique graphs and data, 
have been created to provide instructors with up-to-date, unique content to increase student 
application and interest. 

MindTap for Marketing 
MindTap is a personalized teac;hing experience with relevant assignments that guide students to 
analyze, apply, and improve thinking, allowing them to measure skills and outcomes with ease. 

• Personalized Teaching: Becomes yours with a learning path that is built with key student 
objectives. Control what students see and when they see it. Use it as-is or match to your 
syllabus exactly-hide, rearrange, add, and create your own content. 

• Guide Students: A unique learning path of relevant readings, multimedia, and activities 
that move students up the learning taxonomy from basic knowledge and comprehension to 
analysis and application. 

• Promote Better Outcomes: Empower instructors and motivate students with analytics and 
reports that provide a snapshot of class progress, time in course, and engagement and 
completion rates. 

; •, MINDTAP 
I ,_ f,m,( q~( • 

FOUNDATIONS OF MARKETING, 8TH EDITION 

e:J Part 1: Strategic Marketing a nd Its Environment (Ch . 1-3) 

l!J Part 2: Marketing Research and Target Markets (Ch. 4-5) 

t::) Part 3: Customer Behavior and E-Marketing (Ch. 6-9) 

Part 4: Product and Price Decisions (Ch. 10-12) 

CJ Part 5: Distribution Decisions (C h. 13-14) 

CJ Part 6: Promotion Decisions (Ch. 15-17) 

~ Appendices 
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Authors' Website 

Marketing Video Case Series 
This series contains videos specifically tied to the 
video cases found at the end of the book. The videos 
include information about exciting companies, such 
as New Belgium Brewing, Sephora, Huy Fong, and 
Warby Parker. 

The authors also maintain a website at http://prideferrell.net to provide video resources that 
can be used as supplements and class exercises. The videos have been developed as market­
ing labs with worksheets for students to use on observing the videos. Some of the videos are 
accessible through links, and there is also information on where some of the videos can be 
obtained. 

Building a Marketing Plan 
New to MindTap in this edition, the marketing plan has been expanded into six parts that 
walk students through the steps of building a marketing plan as they finish relevant content 
in the book. These flexible, modular assignments allow you to assign a complete marketing 
plan in stages-or pick only specific sections to assign. Featuring fill-in-the-blank response 
fields for quick review of student-provided information and corresponding templates for 
students to complete and upload, these assignments present a flexible, course-integrated way 
to give students experience thinking through and building out a marketing plan. 

SUPPLEMENTS TO MEET STUDENT NEEDS 

The MindTap has been updated with key features to help address your students' needs and 
engage them in the material. It is the digital learning solution that powers students from 
memorization to mastery by challenging students to apply what they have learned instead of 
just recalling the information with activities such as You Make the Decision and Group Proj­
ect and Role Play video activities. It gives you complete control of your course- to provide 
engaging content, to challenge every individual, and to build their confidence. 

Other MindTap activities include: 

• Self-Assessments 
• Concept Checks 
• Adaptive Test Prep 
• Flashcards 
• PowerPoint sl ides 
• And more! 
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YOUR COMMENTS AND SUGGESTIONS 
ARE VALUED 

As authors, our major focus has been on teaching and preparing learning materials for 
intcoductory marketing students. We have traveled extensively to work with students and to 
understand the needs of professors of introductory marketing courses. We both teach intro­
ductory marketing courses on a regular basis and test the materials included in this book, 
test bank, and other ancillary materials to make sure they are effective in the classroom. Bill 
Pride has recently developed an online principles of marketing course using our book at 
Texas A&M University. 

Through the years, professors and students have sent us many helpful suggestions 
for improving the text and ancillary components. We invite your comments, questions, 
and criticisms. We want to do our best to provide materials that enhance the teaching and 
learning of marketing concepts and strategies. Your suggestions will be sincerely appreci­
ated. Please write us, or e-mail us at w-pride@tamu.edu or ocf0003@auburn.edu, or 
call 979-845-5857 (Bill Pride). 
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