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e 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.

s 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 glossary defines more than 600 important marketing terms.

We have organized the six parts of Foundarions 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 soctal 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,

Part4 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,
preduct 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

Preface
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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, direct marketing and selling, and strategic retailing issues.

Part 6 Promotion Decisions
‘We discuss integrated marketing communications in Chapter 15. The communica-
tion process and major promoticnal methods that can be included in promotion mixes
are described. In Chapter 16, we an  rze 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 gener characteristics of sales promotion and describe sales-
promotion techniques.

For instructors, this edition of Foundations of Marketing incll s an exceptionally compre-
hensive package of teaching materials.

The Instructor’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 strategic cases

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  arn-
ing Outcomes, and Marketing Disciplinary Learning Qutcomes. Cengage Learnin. sting
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 classrooin, or wherever you want

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 excelience that affirins mastery of marketing
knowledge and commitment to quality in the practice of marketing, Certification, which is



Preface

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
s 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 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 is a personalized teaching 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.
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Preface

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 througt  nks, and there is also information on where some of the videos can be
obtained.

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.

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 st tion 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 individu  and to build their confidence.

Other MindTap activities include:

e Self-Assessments
¢ Concept Checks
Adaptive Test Prep
e Flashcards

¢ PowerPoint slides
* And more!



Preface

As authors, our major focus has been on teaching and preparing learning materials for
introductory 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 nsing 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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