Marketing

Third Edition

C. Shane Hunt

Arkansas State University

John E. Mello

Arkansas State University

George D. Deitz

University of Memphis




BRIEF CONTENTS

Preface ix
Chapter-by-Chapter Changes in the Third Edition  xiii
Acknowledgments  xvii

PART ONE Marketing in the Twenty-First Century 1
1 Why Marketing Matters to You 2
2 Strategic Planning 28
Appendix 2A Sample Marketing Plan 58
3 The Global Environment 70

PART TWO Understanding Your Customer 101

4 Consumer Behavior 102

5 Marketing Research 144

6 Product Development 180

7 Segmentation, Targeting, and Positioning 218

PART THREE Reaching Your Customer 249
8 Promotional Strategies 250
9 Personal Selling 280

10 Supply Chain and Logistics Management 320

11 Pricing 352

12 Retailing 382

13 Digital and Social Media Marketing 424

PART FOUR Responding to Your Customer 461
14 Branding 462

15 Customer Relationship Management 490

16 Social Responsibility and Sustainability 524

Appendix: Sample Marketing Plan 552
Glossary 563

Company Index 575

Name Index 581

Subject Index 587

501-1333 A%




DETAILED CONTENTS

PART ONE Marketing in the Twenty-First Century 1

1 WHY MARKETING MATTERS
TO YOU 2

Executive Perspective 3

The Value of Marketing 4
Creating Value 4
Communicating Value 5
Delivering Value 5

History of Marketing 6
Production Orientation 6
Sales Orientation 7
Marketing Concept 7
The Future of Marketing 7

Needs Versus Wants 8
Distinguishing Needs from Wants 9
The Ethical Implications of Needs versus Wants 9

The Marketing Mix: The Four Ps 10
Product 11
Price 11
Place 11
Promotion 12

Application Exercise 1-1: Social Media in Action 13

Trends Affecting Marketing 13
Global Marketing 14
Marketing Analytics 15
Ethics in Marketing 16
Application Exercise 1-2 20
Marketing for Nonprofit Organizations 20
Today’s Professional 21
Marketing Yourself 22
Application Exercise 1-3 22

Summary 23 | Key Terms 24 | Marketing Plan Exercise 24 |

Discussion Questions 24 | Social Media Application 24 | Marketing Analytics
Exercise 25 | Ethical Challenge 25 | Video Case 25 | Career Tips 26 |
Chapter Notes 27

Xxiii



XXiv

Detailed Contents

STRATEGIC PLANNING 28

Executive Perspective 29

The Importance of Strategic

Planning 30

Mission Statement 31

The Marketing Plan 32
Executive Summary 33
Situation Analysis 33
Marketing Strategy 34 Mike e —
Financials 34 "”/G@’U//magessmrf/ '
Controls 34 ety Images

Tools and Techniques for the Situation Analysis 35
Market Summary 35
SWOT Analysis 36

Application Exercise 2-1 38

Competition Analysis 39

Basic Tools and Techniques of Marketing Strategy 39
Segmentation, Target Markets, and Positioning 40
Strategic Direction 41

Application Exercise 2-2 42
Marketing Mix 42

Application Exercise 2-3: Social Media in Action 44

Marketing Strategy in a Global Context 45
Exporting 45
Licensing 45
Franchising 46
Joint Venture 47
Direct Ownership 47
Application Exercise 2-4 48

Marketing Analytics 48
Return on Marketing Investment 48
Revenue Analysis 49
Market Share Analysis 49
Profitability Analysis 50
Today’s Professional 51
Summary 52 | Key Terms 53 | Marketing Plan Exercise 54 |
Discussion Questions 54 | Social Media Application 55 | Marketing Analytics

Exercise 55 | Ethical Challenge 55 | Video Case 55 | Career Tips 56 |
Chapter Notes 56

Appendix 2A Sample Marketing Plan:
Cuisine Masters Restaurant Supply 58



Detailed Contents XXV

3 THE GLOBAL ENVIRONMENT 70

PART TWO
4

Executive Perspective 71

Competitive Environment 72
Direct Competition 72
Indirect Competition 72

External Marketing

Environment 73
Economic Factors 73
Demographic Factors 78

Application Exercise 3-1: Social

Media in Action 79
Sociocultural Factors 82
Political Factors 82
Legal Factors 83
Technological Factors 84

Application Exercise 3-2 85

DO/7 .
(o7
mmonc//De Sign o
lcs

International Marketing Environment 85
Currency Fluctuation 86
Income Distribution 86
Using Metrics to Analyze International Markets 87
Major Trade Agreements and Organizations 87
Application Exercise 3-3 90
Technology 90
Cultural Fit 90
Today’s Professional 91
Interactive Assignment 3-4 92
Nonprofit Marketing Environment 92
Economic Factors 92
Political Factors 93
Legal Factors 94
Technology Factors 94

Summary 94 | Key Terms 95 | Marketing Plan Exercise 96 | Discussion Questions 96 |
Social Media Application 96 | Marketing Analytics Exercise 97 | Ethical Challenge 97 |
Video Case 97 | Career Tips 97 | Chapter Notes 98

Understanding Your Customer 101
CONSUMER BEHAVIOR 102

Executive Perspective 103

Understanding Consumer
Behavior 104
Traditional Perspectives on
Consumer Decision
Making 104
Inside Buyers’ Brains 105
Consumer Decision-Making
Processes 106
Problem Recognition 106
Information Search 107



XXVi

Detailed Contents

Application Exercise 4-1: Social Media in Action 109
Evaluating Alternatives 110
Outlet Selection and Purchase 111
Post-Purchase Evaluation 113

Application Exercise 4-2 114

Cultural and Social Influences on Consumer Behavior 114
Culture 114
Social Factors 115

Individual Influences on Consumer Behavior 119
Personality 119
Lifestyle 120
Values 120

Psychological Influences on Consumer Behavior 121
Perception 121
Motivation 122
Attitudes 125
Learning 126

Application Exercise 4-3 127

Situational Influences on Consumer Behavior 127
Time 127
Involvement 128
Business-to-Business Marketing 130
Professional Purchasing 130
Derived Demand 131
Fewer Buyers, Larger Purchases 131
Types of Business Customers 132
Producers 132
Reseller Markets 132
Government Markets 133
Institutional Markets 134
Business Buying Behavior 134
B2B Buying Situations 134
Today’s Professional 136
Buying Centers 137

Summary 137 | Key Terms 139 | Marketing Plan Exercise 139 |

Discussion Questions 140 | Social Media Application 140 | Marketing Analytics
Exercise 140 | Ethical Challenge 140 | Video Case 141 | Career Tips 141 |
Chapter Notes 142

MARKETING RESEARCH 144

Executive Perspective 145

Transforming Market Information
into Consumer Insights 146
What Is Marketing Research? 146
Challenges to Conducting Effective
Marketing Research 147
Marketing Research and You 147
Managing Market Information 147
The Rise of Big Data 148




Detailed Contents XXvii

Marketing Information Systems 148
The Marketing Research Process 152

Step 1: Define the Problem 152

Step 2: Develop a Research Plan 152

Step 3: Collect Data 155

Step 4: Analyze the Data 161

Step 5: Present Results and Take Action 163
Application Exercise 5-1 164

Global Marketing Research 164
Challenges Unique to International Marketing Research 164
Twenty-First-Century Marketing Research Trends 166
Using Social Media for Research 166
Application Exercise 5-2: Social Media in Action 167
Mobile Marketing Research 167
Neuromarketing 168
Application Exercise 5-3 171

Marketing Research Ethics 172
Privacy in a Digital Age 172
Standards for Ethical Marketing Research 172
Today’s Professional 174
Summary 175 | Key Terms 176 | Marketing Plan Exercise 176 |
Discussion Questions 177 | Social Media Application 177 | Marketing Analytics

Exercise 177 | Ethical Challenge 178 | Video Case 178 | Career Tips 178 |
Chapter Notes 179

PRODUCT DEVELOPMENT 180

Executive Perspective 181

What Is a New Product? 182
New-to-the-Market Products 183
New-Category Entries 185
Product-Line Extensions 185
Revamped Products 186

Application Exercise 6-1 186

The Stages of New-Product
Development 187 ; .
Stage 1: New-Product Strategy S
Development 187
Stage 2: Idea Generation 188
Stage 3: Idea Screening 190
Stage 4: Business Analysis 191
Stage 5: Product Development 192
Stage 6: Test Marketing 193
Stage 7: Product Launch 194
Application Exercise 6-2: Social Media in Action 196

Richar, - : . .
a Ne ooy
steod/F//c/«r/Ge[l /
Y Images

Risks in New-Product Development 196
Categorizing Risks in New-Product Development 198
Reducing Risks in New-Product Development 199
Ethical and Sustainability Issues in New-Product Development 199



XXViii Detailed Contents

Ethical Issues 199
Sustainability Issues 200
Product Adoption 201
Types of Adopters 201
Product Characteristics 203
The Product Life Cycle 204
Stages of the Product Life Cycle 204
Today’s Professional 206

Application Exercise 6-3 208

Estimating the Length of a Product’s Life 208
Projecting the Shape of the PLC Curve 210
Strategic Implications for the Marketing Mix 211

Summary 212 | Key Terms 213 | Marketing Plan Exercise 213 |

Discussion Questions 214 | Social Media Application 214 | Marketing Analytics
Exercise 214 | Ethical Challenge 214 | Video Case 215 | Career Tips 215 |
Chapter Notes 215

7 SEGMENTATION, TARGETING, AND POSITIONING 218

Executive Perspective 219

Market Segmentation 220
The Importance of Market
Segmentation 220
Criteria for Effective Market
Segmentation 221
Segmentation Bases 222

Demographic
Segmentation 222
Geographic Segmentation 225
Psychographic
Segmentation 227
Application Exercise 7-1 229

Jasop Ly
Ndse y/A/omy Stocy
C, Photo

Behavioral Segmentation 229

Business-to-Business Segmentation Bases 230

The Role of Social Media in Market Segmentation 230
Application Exercise 7-2: Social Media in Action 231

International Market Segmentation 232
International Segmentation Bases 232
International Market Segments and the Marketing Mix 233

Selecting Target Markets 234
Factors in Selecting Target Markets 234
Target Marketing Analytics 235

Target Marketing Strategies 235
Undifferentiated Targeting 235
Differentiated Targeting 236
Niche Marketing 236

Ethical Issues in Target Marketing 237

Today’s Professional 238

Market Positioning 239
Steps in Market Positioning 239



PART THREE
8

Detailed Contents XXiX

Application Exercise 7-3 241
Positioning Statement 241
Repositioning 242
Summary 243 | Key Terms 244 | Marketing Plan Exercise 245 |
Discussion Questions 245 | Social Media Application 245 | Marketing Analytics

Exercise 245 | Ethical Challenge 246 | Video Case 246 | Career Tips 246 |
Chapter Notes 247

Reaching Your Customer 249
PROMOTIONAL STRATEGIES 250

Executive Perspective 251

Promotion Mix 252
Elements of the Promotion Mix 252
Integrated Marketing
Communications 253
Finding the Optimal Promotion
Mix 254
Advertising 254
Television Advertising 255
Internet Advertising 258
Application Exercise 8-1: Social
Media in Action 259
Print Advertising 259
Radio Advertising 261
Outdoor Advertising 262
Nontraditional Advertising 262
Application Exercise 8-2 264

Sales Promotion 264
Coupons 264
Rebates 265
Samples 265
Contests and Sweepstakes 265
Premiums 266
Loyalty Programs 266
Trade Sales Promotions 266
Personal Selling 267
Public Relations 268
Public Relations Tools 268
The Impact of Social Media on Public Relations 269
Crisis Management 270
The Changing Face of Public Relations 270
Promotional Metrics 271
Measuring Advertising Effectiveness 271
Measuring Social Media Effectiveness 272
Promotion-Mix Budgeting Strategies 272
Affordable Method 273
Percentage-of-Sales Method 273
Objective-and-Task Method 273
Application Exercise 8-3 273



Detailed Contents

Today’s Professional 274

Summary 275 | Key Terms 276 | Marketing Plan Exercise 276 |

Discussion Questions 276 | Social Media Application 277 | Marketing Analytics
Exercise 277 | Ethical Challenge 277 | Video Case 278 | Career Tips 278 |
Chapter Notes 278

PERSONAL SELLING 280

Executive Perspective 281

Value Creation and
Communication through
Personal Selling 282
The Strategic Role of the Sales
Force 282
Factors That Influence Use of
Personal Selling 284
Personal Selling in the
Digital Era 285
Career Opportunities in Sales 286
Types of Sales Positions 287
New-Business Salespeople 287
Order-Takers 288
Consultative Sellers 289
Missionary Salespeople 289
Key-Account Sellers 289
Sales Management and Support 289
Application Exercise 9-1 290

The Personal Selling Process 290

Prospecting and Qualifying 290

Pre-approach 291

Approach 291

The Presentation 293

Handling Objections 294

Gaining Commitment 295

Follow-Up 296

Applying the Personal Selling Process to Your Future Job Search 297
Application Exercise 9-2 297

Foundations of Sales Success 297
Positive Self-Concept 297
Market-Related Knowledge 298
Selling-Related Knowledge 298
Sales Technology and Social Selling 301
Sales Technology and Analytics 301
Social Selling 303
Application Exercise 9-3: Social Media in Action 304
Sales Force Strategy, Design, and Evaluation 306
Sales Force Structure 307
Sales Force Leadership 309
Ethical Issues in Personal Selling and Sales Management 312
Standards of Sales Professional Conduct 312
Today’s Professional 313



Detailed Contents XXXi

Summary 314 | Key Terms 315 | Marketing Plan Exercise 315 |

Discussion Questions 316 | Social Media Application 316 | Marketing Analytics
Exercise 316 | Ethical Challenge 317 | Video Case 317 | Career Tips 317 |
Chapter Notes 318

10 SUPPLY CHAIN AND LOGISTICS MANAGEMENT 320

Executive Perspective 321

Supply Chains 322
Supply Chain Flows through
Marketing Channels 322
Supply Chain Management 324
What Is Supply Chain
Management? 324
Supply Chain Integration 325
Supply Chain Strategy 326
Push Strategy 326
Pull Strategy 327
Hybrid (Push-Pull) Strategy 327
Selecting the Appropriate Strategy 328
Application Exercise 10-1 329
What Is Logistics? 330
The Impact of Logistics 330
Aligning Logistics with Supply Chain Strategies 331
Logistics Functions 332
Managing Inventories 332
Purchasing 333
Materials Management, Warehousing, and Distribution 335

Today’s Professional 341
Application Exercise 10-2: Social Media in Action 342

Supply Chains and Sustainability 342
Supply Chain Design and Sustainability 343
Application Exercise 10-3 346
Summary 346 | Key Terms 347 | Marketing Plan Exercise 348 |
Discussion Questions 348 | Social Media Application 349 | Marketing Analytics

Exercise 349 | Ethical Challenge 349 | Video Case 350 | Career Tips 350 |
Chapter Notes 350

11 PRICING 352

Executive Perspective 353

The Importance of Pricing 354
The Price-Setting Process 355
Step 1: Define the Pricing
Objectives 355
Step 2: Evaluate Demand 356
Step 3: Determine the Costs 358
Step 4: Analyze the Competitive Price
Environment 360
Step 5: Choose a Price 361
Step 6: Monitor and Evaluate the
Effectiveness of the Price 363
Application Exercise 11-1 364




Detailed Contents

Pricing Tactics 364
Markup Pricing 365
Odd/Even Pricing 366
Prestige Pricing 366
Loss-Leader Pricing 367
Seasonal Discounts 367
Price Bundling 367

Application Exercise 11-2 368

Technology and Pricing 368
Mobile Applications 368
Dynamic Pricing 369
Name-Your-Own-Price 369
Global Pricing 370
Gray Market 370
Tariffs 370
Today’s Professional 371
Dumping 372
Legal and Ethical Issues in Pricing 372
Price Discrimination 372
Application Exercise 11-3: Social Media in Action 373
Price Fixing 373
Predatory Pricing 374
Deceptive Pricing 374
U.S. Laws Affecting Pricing 374
Application Exercise 11-4 376

Summary 376 | Key Terms 377 | Marketing Plan Exercise 377 |

Discussion Questions 378 | Social Media Application 378 | Marketing Analytics
Exercise 378 | Ethical Challenge 379 | Video Case 379 | Career Tips 379 |
Chapter Notes 380

RETAILING 382

Executive Perspective 383

What Is Retailing? Why Is It
Important? 384
Global Retailing, E-commerce,
and the Ever-Changing Face
of Retailing 385
Careers in Retailing 387
How Marketers Classify
Retailers 387
Level of Service 388 . = N
Ownership and Organization 389 SC/IO/C@/G@[Z‘J///;;OQG
Breadth and Depth of Merchandise Assortment 390
Merchandise Pricing 391
Application Exercise 12-1 391
Types of Retail Stores 391
Discount Stores 391
Supermarkets and Grocery Stores 393
Warehouse Clubs 393




13

Detailed Contents XXxiii

Convenience Stores 394
Drugstores 394
Department Stores 396
Specialty Stores 397
Off-Price and Extreme-Value Retailers 398
Services Retailers 399
Application Exercise 12-2 400

Online Retailing and Other Nonstore Retail Formats 400
Online Retailing 400
Catalog Marketing and Video Commerce 402
Automated Vending 403
Direct Selling 404
Application Exercise 12-3: Social Media in Action 405

Retail Marketing Strategy 405
Retailer Operational Efficiency 406
Store Location and Site Selection 406
Store Image and Retailer Positioning 408
Today’s Professional 410

Twenty-First-Century Retailing 411
Omnichannel Retailing 411
Big Data and Retail Analytics 412
Competing on Customer Experience 413
Retail Technology 415

Summary 418 | Key Terms 419 | Marketing Plan Exercise 420 |

Discussion Questions 420 | Social Media Application 420 | Marketing Analytics
Exercise 421 | Ethical Challenge 421 | Video Case 421 | Career Tips 422 |
Chapter Notes 422

DIGITAL AND SOCIAL MEDIA MARKETING 424

Executive Perspective 425

The Digital Marketing
Revolution 426
Societal Implications of an Always-
Connected Consumer 426
“Never Leave Home without
it”: The Impact of Mobile
Technology on Social Media
Use 427

Impact of the Digital Revolution
on Marketing Practice 429

Application Exercise 13-1 432

Search Marketing: Increasing

Online Brand Visibility 432
Search Engine Optimization (SEO) and Search Engine Marketing (SEM) 434
How Does Online Search Work? 435

Application Exercise 13-2 437

Social Media Marketing 437
Engaging Consumers through Social Media Marketing 438

Application Exercise 13-3: Social Media in Action 441



Detailed Contents

Content Marketing and Location-Based Services 441
Content Marketing Techniques and Sources 442
Location-Based Marketing: Bringing Relevance to Digital Content 445
Social Customer Care and Social Media Marketing Metrics 447
Social Listening and Customer Care 447
Social Media Marketing Metrics 448
Today’s Professional 451

Ethical Issues In Digital and Social Media Marketing 452
Online Privacy and Information Security 452
Unethical Targeting of Digital Customers 453
Ethical Best Practices in Social Media Marketing 454

Summary 455 | Key Terms 456 | Marketing Plan Exercise 456 |

Discussion Questions 457 | Social Media Application 457 | Marketing Analytics
Exercise 457 | Ethical Challenge 458 | Video Case 458 | Career Tips 458 |
Chapter Notes 459

PART FOUR Responding to Your Customer 461
14 BRANDING 462

Executive Perspective 463

Branding 464
Developing Your Personal
Brand 464
Components of a Successful
Brand 465
Application Exercise 14-1 467
Brand Equity 467
Benefits of Brand Equity 467
Measuring Brand Equity 468
Brand Strategies 470
Brand Extension 470
Brand Revitalization 471
Co-Branding 471
Private-Label Brands 472
Packaging 473
Promoting Brand Image 473
Reinforcing Brand Image 474
Application Exercise 14-2 474
The Role of Social Media in Branding 474
Customer Engagement through Social Media 475
Social Media Branding Goals 477
Monitoring a Social Brand 478
Application Exercise 14-3: Social Media in Action 478
Global Branding 480
The Global Strength of U.S. Brands 480
Adapting Brands to the Global Market 481
Today’s Professional 482




Detailed Contents XXXV

Application Exercise 14-4 483

Branding for Nonprofit Organizations 483
Nonprofit Brand Equity 484
Measuring Nonprofit Brand Equity 484

Summary 485 | Key Terms 486 | Marketing Plan Exercise 486 |

Discussion Questions 486 | Social Media Application 487 | Marketing Analytics
Exercise 487 | Ethical Challenge 487 | Video Case 487 | Career Tips 488 |
Chapter Notes 488

15 CUSTOMER RELATIONSHIP MANAGEMENT 490
Executive Perspective 491
What Is Customer Service? 492
Defining Customer Service 492
Establishing Customer Service
Policies 494

The Role of Social Media in Customer
Service 497

Application Exercise 15-1: Social Media in
Action 498

Tracking Performance through
Customer Service Metrics 499

Application Exercise 15-2 501

Gaining and Keeping Loyal
Customers 501 Sefhpef/momp"
The Bases of Customer Satisfaction 502
The GAP Model 502
Limitations on Customer Satisfaction 503
Improving Customer Relationships 504
Relationship Marketing 505
Empowering Service Employees 507
Service Recovery 507
Customer Relationship Management 508
Objectives of Customer Relationship Management 509
The CRM Process 510
Application Exercise 15-3 513
Leveraging Customer Information 513
Security and Ethical Issues in Customer Relationship
Management 514
Determining the Effectiveness of Customer Relationship
Management 515
Today’s Professional 517

Summary 518 | Key Terms 519 | Marketing Plan Exercise 519 |

Discussion Questions 520 | Social Media Application 520 | Marketing Analytics
Exercise 521 | Ethical Challenge 521 | Video Case 521 | Career Tips 521 |
Chapter Notes 522



XXXVi

16

Detailed Contents

SOCIAL RESPONSIBILITY AND SUSTAINABILITY 524

Executive Perspective 525

Corporate Social
Responsibility 526
Economic Dimension 526
Legal Dimension 527
Ethical Dimension 528
Philanthropic Dimension 528
Application Exercise 16-1 528
Developing a Successful
Corporate Social
Responsibility Program 528
Analytics for Auditing
a Corporate Social
Responsibility Program 530
Volunteerism 531
Sustainable Marketing 532
Sustainability Vision 533
Consumerism 534
Application Exercise 16-2 536

Environmental Marketing 536
Environmental Marketing Strategies 537
Application Exercise 16-3 539
Benefits of Environmental Marketing 540
Environmental Regulation 540
Global Environmentalism and Sustainability 540
Global Challenges and Opportunities 541
Today’s Professional 542
Rationalizing Global Sustainability 543
The Impact of Social Media on Corporate Social Responsibility 543
Social Media—Based Corporate Social Responsibility Initiatives 543
Social Media and Global Sustainability 544
Application Exercise 16-4: Social Media in Action 545

Summary 545 | Key Terms 546 | Marketing Plan Exercise 547 |

Discussion Questions 547 | Social Media Application 547 | Marketing Analytics
Exercise 548 | Ethical Challenge 548 | Video Case 548 | Career Tips 548 |
Chapter Notes 549

Appendix: Sample Marketing Plan 552
Glossary 563

Company Index 575

Name Index 581

Subject Index 587



