
Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



Brief Contents

Ve
nd

in
g 

M
ac

hi
ne

: a
rs

a3
5/

iS
to

ck
/T

hi
nk

st
oc

k;
 T

en
ni

s 
Sh

oe
s:

 R
ub

be
rB

al
l P

ro
du

ct
io

ns
/B

ra
nd

 X
 P

ic
tu

re
s/

Ge
tt

y 
Im

ag
es

Part 1 the World of Marketing
 1 An Overview of Marketing 2

 2 Strategic Planning for Competitive Advantage 14

 3 Ethics and Social Responsibility 30

 4 The Marketing Environment 48

 5 Developing a Global Vision 68

Part 2 analyzing Market oPPortunities
 6  Consumer Decision Making 92

 7 Business Marketing 120

 8  Segmenting and Targeting Markets 136

 9 Marketing Research 152

Part 3 Product decisions
 10 Product Concepts 174

 11 Developing and Managing Products 190

 12 Services and Nonprofit Organization Marketing 206

Part 4 distribution decisions
 13  Supply Chain Management and Marketing Channels 220

 14 Retailing 244

Part 5 ProMotion and coMMunication strategies
 15 Marketing Communications 262

 16 Advertising, Public Relations, and Sales Promotion 280

 17 Personal Selling and Sales Management 302

 18 Social Media and Marketing 320

Part 6 Pricing decisions
 19 Pricing Concepts 338

 Endnotes 360

Index 374

Tear-out cards

MKTG11
LAMB / HAIR / McDANIEL

iii

16831_fm_ptg01.indd   3 12/12/16   3:45 PM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



 2-10 Following Up on the Marketing Plan 27

 2-11 Effective Strategic Planning 29

 3 Ethics and Social 
Responsibility 30

 3-1 Determinants of a Civil Society 30

 3-2 The Concept of Ethical Behavior 32

 3-3 Ethical Behavior in Business 34

 3-4 Corporate Social Responsibility 38

 3-5 Arguments for and Against Social  
Responsibility 40

 3-6 Cause-Related Marketing 45

 4 The Marketing 
Environment 48

 4-1 The External Marketing Environment 48

 4-2 Social Factors 50

 4-3 Demographic Factors 53

 4-4 Growing Ethnic Markets 57

 4-5 Economic Factors 59

 4-6 Technology and Innovation 60

 4-7 Political and Legal Factors 63

 4-8 Competitive Factors 66

 5 Developing a Global 
Vision 68

 5-1 Rewards of Global Marketing and the Shifting 
Global Business Landscape 68

 5-2 Multinational Firms 72

 5-3 External Environment Faced by Global  
Marketers 74

 5-4 Global Marketing by the Individual Firm 83

 5-5 The Global Marketing Mix 86

 5-6 The Impact of the Internet 90

Contents

di
br

ov
a/

sh
ut

te
rs

to
ck

.c
om

 1 An Overview  
of Marketing 2

 1-1 What Is Marketing? 2

 1-2 Marketing Management Philosophies 4

 1-3 Differences Between Sales and Market 
Orientations 7

 1-4 Why Study Marketing? 13

 2 Strategic Planning for 
Competitive Advantage 14

 2-1 The Nature of Strategic Planning 14

 2-2 Strategic Business Units 15

 2-3 Strategic Alternatives 16

 2-4 Defining the Business Mission 21

 2-5 Conducting a Situation Analysis 22

 2-6 Competitive Advantage 22

 2-7 Setting Marketing Plan Objectives 25

 2-8 Describing the Target Market 25

 2-9 The Marketing Mix 26

Part 1
The World 
of MarkeTing

iv

16831_fm_ptg01.indd   4 12/12/16   11:11 AM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



 7 Business Marketing 120
 7-1 What Is Business Marketing? 120

 7-2 Trends in B-to-B Internet Marketing 121

 7-3 Relationship Marketing and Strategic  
Alliances 123

 7-4 Major Categories of Business Customers 125

 7-5 The North American Industry Classification 
System 127

 7-6 Business versus Consumer Markets 127

 7-7 Types of Business Products 130

 7-8 Business Buying Behavior 132

 8 Segmenting and Targeting 
Markets 136

 8-1 Markets and Market Segments 136

 8-2 The Importance of Market Segmentation 137

 8-3 Criteria for Successful Segmentation 138

 8-4 Bases for Segmenting Consumer Markets 138

 8-5  Bases for Segmenting Business Markets 144

 8-6  Steps in Segmenting a Market 145

 8-7 Strategies for Selecting Target Markets 146

 8-8 CRM as a Targeting Tool 148

 8-9 Positioning 149

 9 Marketing Research 152
 9-1 The Role of Marketing Research 152

 9-2 Steps in a Marketing Research Project 154

 9-3 The Profound Impact of the Internet on Marketing 
Research 168

 9-4 The Growing Importance of Mobile Research 171

 9-5 Scanner-Based Research 172

 9-6 When Should Marketing Research 
Be Conducted? 172

 9-7 Competitive Intelligence 173

 6 Consumer Decision 
Making 92

 6-1 The Importance of Understanding Consumer 
Behavior 92

 6-2 The Traditional Consumer Decision-Making 
Process 94

 6-3 Postpurchase Behavior 99

 6-4 Types of Consumer Buying Decisions and Consumer 
Involvement 100

 6-5   Reconceptualizing the Consumer Decision Making 
Process 104

 6-6 Cultural Influences on Consumer Buying 
Decisions 106

 6-7 Social Influences on Consumer Buying 
Decisions 109

 6-8 Individual Influences on Consumer Buying 
Decisions 113

 6-9 Psychological Influences on Consumer Buying 
Decisions 115

Part 2 
analyzing  
MarkeT  
opporTuniTies

W
at

ch
ar

ap
ol

 A
m

pr
as

er
t/

Sh
ut

te
rs

to
ck

.c
om

vCONTENTS

16831_fm_ptg01.indd   5 08/12/16   2:50 PM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



Part 3
producT 
decisions 

10 Product Concepts 174
 10-1 What Is a Product? 174

 10-2 Types of Consumer Products 174

 10-3 Product Items, Lines, and Mixes 176

 10-4 Branding 180

 10-5 Packaging 185

 10-6 Global Issues in Branding and Packaging 187

 10-7 Product Warranties 188

11 Developing and Managing 
Products 190

 11-1 The Importance of New Products 190

 11-2 The New-Product Development Process 192

 11-3 Why Some Products Succeed and Others Fail 199

 11-4 Global Issues in New-Product Development 199

 11-5 The Spread of New Products 200

 11-6 Product Life Cycles 202

12 Services and Nonprofit 
Organization Marketing 206

 12-1 The Importance of Services 206

 12-2 How Services Differ from Goods 206

13 Supply Chain Management 
and Marketing Channels 220

 13-1 Supply Chains and Supply Chain Management 220

 13-2 Supply Chain Integration 222

 13-3 The Key Processes of Supply Chain 
Management 224

 13-4 Sustainable Supply Chain Management 228

 13-5 Trends in Supply Chain Management 229

 13-6 Marketing Channels and Channel 
Intermediaries 233

 13-7 Channel Structures 236

 13-8 Omnichannel versus Multichannel  
Marketing 242

Part 4
disTribuTion 
decisions 

Al
ex

an
de

r K
irc

h/
Sh

ut
te

rs
to

ck
.c

om

m
is

um
a/

Sh
ut

te
rs

to
ck

.c
om

 12-3 Service Quality 208

 12-4 Marketing Mixes for Services 211

 12-5  Relationship Marketing in Services 214

 12-6 Internal Marketing in Service Firms 215

 12-7 Nonprofit Organization Marketing 215

 12-8 Global Issues in Services Marketing 218

vi CONTENTS

16831_fm_ptg01.indd   6 08/12/16   2:50 PM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



15 Marketing 
Communications 262

 15-1 The Role of Promotion in the Marketing Mix 262

 15-2 Marketing Communication 264

 15-3 The Goals of Promotion 267

 15-4 The Promotional Mix 268

 15-5 Promotional Goals and the AIDA Concept 273

Part 5
proMoTion and 
coMMunicaTion 
sTraTegies

Ra
w

pi
xe

l.c
om

/S
hu

tt
er

st
oc

k.
co

m

 15-6 Integrated Marketing Communications 275

 15-7 Factors Affecting the Promotional Mix 276

16 Advertising, Public Relations, 
and Sales Promotion 280

 16-1 The Effects of Advertising 280

 16-2 Major Types of Advertising 282

 16-3 Creative Decisions in Advertising 284

 16-4 Media Decisions in Advertising 287

 16-5 Public Relations 294

 16-6 Sales Promotion 297

17 Personal Selling and Sales 
Management 302

 17-1 The Sales Environment 302

 17-2 Personal Selling 303

 17-3 Relationship Selling 304

 17-4 Steps in the Selling Process 306

 17-5 Sales Management 312

 17-6 Customer Relationship Management and the Sales 
Process 315

18 Social Media 
and Marketing 320

 18-1 What Are Social Media? 320

 18-2  Creating and Leveraging a Social Media 
Campaign 325

 18-3 Evaluation and Measurement of Social Media 327

 18-4 Social Behavior of Consumers 327

 18-5 Social Media Tools: Consumer- and Corporate-
Generated Content 329

 18-6 Social Media and Mobile Technology 335

 18-7 The Social Media Plan 336

14 Retailing 244
 14-1 The Importance of Retailing 244

 14-2 Types of Retailers and Retail Operations 245

 14-3 The Rise of Nonstore Retailing 249

 14-4 Retail Operations Models 251

 14-5 Executing a Retail Marketing Strategy 252

 14-6 Retailing Decisions for Services 257

 14-7 Addressing Retail Product/Service Failures 257

 14-8 Retailer and Retail Customer Trends and 
Advancements 258

viiCONTENTS

16831_fm_ptg01.indd   7 08/12/16   2:51 PM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203



19 Pricing Concepts 338
 19-1 The Importance of Price 338

 19-2 Pricing Objectives 340

 19-3 The Demand Determinant of Price 342

 19-4 The Power of Dynamic Pricing and Yield Management 
Systems 343

 19-5 The Cost Determinant of Price 345

 19-6 Other Determinants of Price 347

 19-7 How to Set a Price on a Product 350

 19-8 The Legality of Price Strategy 353

 19-9 Tactics for Fine-Tuning the Base Price 354

 Endnotes 360

Index 374

Tear-out cards

Part 6
Pricing 
Decisions

Ja
ys

on
Ph

ot
og

ra
ph

y/
Sh

ut
te

rs
to

ck
.c

om

Study your Way 
With StudyBitS!

viii CONTENTS

16831_fm_ptg01.indd   8 09/12/16   2:40 PM

Copyright 2018 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part.  WCN 02-200-203


