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The authors dedicate this fully updated new edition of Marketing: Real People, Real Choices to all of the students and faculty in marketing courses that use our text as a part of their learning and teaching experiences. Today is the most exciting time to be studying marketing in the history of the field! New technologies combined with reimagined ways to create and deliver value to customers of all kinds has placed marketing at the forefront of business success. Whether you are a marketing major or are studying marketing as part of a different major, we believe the time and energy you put into the topic of marketing now will pay back in spades throughout your career.



Michael R. Solomon
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Preface


Marketing: Real People, Real Choices


Why did we write this text? We’ll answer this question with a simple yet profound statement: It’s not faceless companies that make marketing decisions—it’s the people in those companies who do. And the task of making the right marketing decisions has never been more challenging than it is today! Tremendous advances in technology are transforming the marketing field, and firms of all kinds are having to rapidly reimagine how to create and deliver value to their customers. Today, a strong knowledge of best practices in marketing is essential for any enterprise to be successful, regardless of the particular role one might play in that organization.


Here is a key point: In your career, regardless of what changing economic, technological, and societal circumstances may bring, at the end of the day it’s a simple axiom that good marketing is good marketing! Hence, “real people, real choices” is our mantra because too often students read about what a company did or didn’t do but don’t really gain an understanding of the “why” behind the decisions by the marketers inside that company that led to success or failure. Your author team has worked with many marketers of great brands over the years, but we’ve never “met” a company. Have you? So, of course, it’s not faceless companies but rather real flesh-and-blood people—people like students and their professors—who invest money and time to gain the knowledge and experience to make the best possible marketing decisions.


Hopefully, these marketers applied the marketing lessons they learned both in school and in the trenches in the customer marketplace to make the very best choices they could. This is why our text’s focus on “real people, real choices” adds a missing link of relatable, real-world discussions at an exceptionally high level that many marketing texts neglect. In short, the 12th edition of Marketing: Real People, Real Choices provides a very contemporary and relevant treatment of the field of marketing as it is actually practiced today and affords students many opportunities to engage in thought processes to contribute to making marketing decisions.















        

      

    


      
        
          
Solving Teaching and Learning Challenges


The real people, real choices focus is reinforced throughout the text by opening vignettes to each chapter featuring cutting-edge marketing leaders with challenges, which sets up a highly engaging tone to begin each chapter. Also, very rich end-of-chapter cases and other activities that focus on contemporary and relevant firms require students to evaluate opportunities to make their own recommendations for the firms’ marketing future.


Real People vignettes featured at the beginning of each chapter introduce you to a variety of real decision makers, from CEOs to brand managers, who confront marketing-related challenges relevant to the content of that chapter. These vignettes help students understand how marketing plays out with real people in real companies, including Pinterest, the National Football League, Microsoft, PrizePicks, and many others. Each vignette includes a Here’s my problem . . . section that presents real options considered by the marketer. At the end of the chapter we then describe what choice the leader made and how it worked out, so students understand all the decision making that went into the choice.


As your authors, we take our role in all this very seriously! Just like the marketing leaders we profile, we know what it’s like to be in the trenches in marketing. That’s because we all have significant practical experience in the field as well as years of experience teaching the Principles of Marketing course on a regular basis in both face-to-face and online formats. Your authors understand the challenge of engaging an entire class of students—many of whom are not marketing majors and may think a course in marketing is not important to them. That’s why we work hard wherever possible to emphasize the role that marketing plays in a larger context and in real-world organizations (and we encourage you to do so as well).


One central example of this level of engagement within the students’ experience with this 12th edition centers on the topic of artificial intelligence (AI). Marketing as a field is being impacted heavily by the possibilities that well-developed and well-executed AI initiatives have to enhance the effectiveness of firms and their offerings toward adding maximum customer. Put simply, AI, when properly deployed, helps marketers do a better job and helps customers more easily engage to make their purchase decisions. More on AI shortly within this Preface.


A great read—that’s how students typically describe our text. As we’ve always done, throughout this 12th edition we deliver content in a conversational, jargon-free, and not “overly academic” style that students actually enjoy reading (again—we know because they tell us). One reason we can do this is because all of the authors have extensive marketing experience in industry, in addition to their academic training and experience and to this day continue to work with organizations as marketing consultants. That’s the secret sauce of what keeps Marketing: Real People, Real Choices so real.


Brand You: Apply Key Learning Directly to Yourself as a Brand


It’s a revelation to students when they understand that, if nothing else, they definitely will need to market themselves. This text was the first to emphasize the notion of “Brand You.” (Yes, indeed, you are a brand in and of yourself.) We aim to clearly show students how the concepts they learn in the course apply directly to their own personal marketing plan. Thus, we offer a short Brand You section at the end of every chapter that guides you on how that chapter’s content can enhance your own personal branding.
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Developing Employability Skills


If you’re a marketing major, then you very likely want to be engaged in some type of marketing-related career track. If you’re not a marketing major, if we don’t “win you over” to become one, then you will still gain substantial benefit in the job market by knowing about marketing best practices. If you are a finance major, for example, marketing knowledge can be extremely useful because many folks on finance career tracks find that over time they interface very regularly with customers. The same is true for entrepreneurs, people who aspire to start accounting firms, consultants of all kinds—in fact, it’s hard to come up with any career track in business for which a strong knowledge of marketing won’t be an asset to getting you a job and then to moving up in a firm!


So how do we best prepare today’s generation of successful marketers? For one, we know that they will need to be “a numbers person.” In the old days, a lot of students majored in marketing because they thought they “weren’t good at math.” That’s so 20th century! Nowadays, marketers are literally on the forefront of quantitative and analytical approaches to business. The marketing field is highly data driven, utilizing sophisticated analytics to revolutionize the options organizations have at their fingertips to create, communicate, deliver, and measure value delivered to customers. We’re proud to say that over the years, Marketing: Real People, Real Choices has been a leader in staying current and ahead of the field in providing content on marketing analytics and metrics. In this edition, we’ve continued to expand that coverage significantly to show how marketers who are analytically savvy are invaluable to their organizations’ successes in the customer marketplace. No other marketing principles text integrates the usage of marketing analytics and related tools so thoroughly throughout the various topical chapters in the text. And at the end of every chapter you will find clever Apply Marketing Metrics exercises to make sure you have plenty of opportunities to try your hand using the tools that marketers depend on to make great decisions! And, of course, several chapters provide cutting-edge coverage of key analytical and quantitative marketing elements, including Chapter 4 (Market Research) and Chapter 5 (Marketing Analytics: Welcome to the Era of Data-Driven Insights!). Chapter 5 also includes a handy supplement on CRM metrics and key performance indicators (KPIs).


Another critically important employability skill area in marketing today is—no surprise to you, we’re sure—the ability to creatively and effectively deploy digital and social media marketing for your offerings. In today’s marketing job market, nearly all firms require strong proficiency in these areas. The 12th edition of Marketing: Real People, Real Choices provides a substantially upgraded and enhanced treatment of the whole gamut of digital/social skill sets in our heavily revised Chapters 13 and 14, which cover the tools and best practices in promotion.


Finally, as mentioned earlier, you as a student of marketing are exceptionally fortunate to be entering your studies of the field just at the moment when artificial intelligence (AI) applications are beginning to proliferate in use by marketers. Congratulations on your great timing—truly, you will be the pioneer generation of marketers that maximizes this incredible newly developing tool. In the end, the key potential of AI for us in marketing is to better serve our customers individual needs and wants—that is, to deliver better value and a better customer experience than they’ve had in the past. Within this 12th edition of Marketing: Real People, Real Choices, your authors have doubled-down on integrating cutting-edge applications of AI with marketing across the many opportunities. Here are just a few examples from among the various chapters ahead:



	
                  Innovative food company Chobani partnered with the tech startup Canvs AI to delve deeply into “emotional analysis” of consumers to derive their descriptions of a “dream smoothie.” The resulting innovation in flavors pushed Chobani way out ahead of others in the crowded yogurt market.

              

	
                  Augmented intelligence, big data, machine learning, and other related cutting-edge marketing tools dovetail with AI capabilities to provide much deeper consumer insights. One terrific example is the recent focus on Alexa’s continual learning capabilities as it interacts with users, and of course another is the meteoric rise of ChatGPT.

              

	
                  Chatbots are already a primary customer service tool (nowadays used by around a quarter of all firms), but pairing AI capabilities with chatbot strategies is the “next big thing.” Chatbots powered by AI language model ChatGPT create a more powerful conduit for better personalized email marketing campaigns, social media engagement, and search engine optimization (SEO) by instantaneously providing relevant and customized responses to customer queries at a level never before possible.

              




AI is your future in marketing—and our 12th edition of Marketing: Real People, Real Choices has taken great care to set the stage for your initial learning about the tremendous capabilities of this great new marketing tool.











        

      

    


      
        
          
New to This Edition


So far, you’ve read about a wide variety of new and enhanced features of this 12th edition. Just in case we haven’t impressed you enough already, here’s a summary list of those and more that make our text stand out as by far the most up-to-date, cutting-edge product in the Marketing Principles market!



	
                  Five of the decision-focused Real People vignettes that open each chapter are new to this edition. The new vignettes feature marketers from Pinterest, the National Football League, Microsoft, PrizePicks, and calmbox.

              

	
                  Seven new and seven extensively updated Marketing in Action cases are included at the end of chapters. The seven new cases feature the problems and opportunities faced by the following exciting, contemporary organizations: Early Majority, Grab, Virgin Voyages, iFixIt, Live Nation, Shein, and Dove.

              

	
                  Thirty-two new key terms appear throughout the chapters.

              




The following table provides a summary of key updates on a chapter-by-chapter basis.



          
          
                Chapter-by-Chapter Updates
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MyLab Marketing for Marketing: Real People, Real Choices, 12th Edition


MyLab Marketing lets instructors create a course that best fits the unique needs of their students and their curriculum. Each MyLab course has a foundation of interactive course-specific content—created by authors who are experts in their field—that can be tailored and assigned as needed. Digital tools activate learning to more fully engage student learners and help them prepare for class. Interactive Learning Exercises, videos and podcasts, Dynamic Study Modules, Mini-Simulations, cases, short quizzes, and more enhance students’ understanding of core topics as they progress through the course. MyLab Marketing also provides data that allows instructors to see how their students are doing in the course, as they go, so they can decide what to teach and how best to teach it.


What’s New in This Marketing: Real People, Real Choices, 12th Edition MyLab



	
                  NEW: An enhanced, dynamic eText features all-new “In the News” feature boxes at the opening of each chapter, some interactive figures, and short questions at the end of each major section in a chapter. “In the News” boxes will be regularly updated to feature new stories and examples.

              

	
                  NEW: Generative AI Study Tool within the eText gives students individualized help with instant explanations, on-demand summaries, choose-your-own practice, and flashcards and notes.

              

	
                  NEW: Interactive Reading Assignments include:

              

	
	
Concept Check questions that check students’ understanding of each learning objective in the chapter


	
Here’s My Choice assignments that extend the real people scenarios at the opening of each chapter and show how each marketer solved their problem


	New and updated Video Assignments that help students connect key course concepts to real-world events


	New assignable, end-of-chapter Marketing in Action Cases that now include auto-graded multiple-choice assessments





	
                  NEW: Using AI Projects in every chapter give students experience using free generative AI tools such as ChatGPT, Google Gemini, and Microsoft Copilot to perform marketing tasks and gain workforce-ready skills. The projects come with grading guidance and rubrics.

              

	
                  NEW: Forage Job Simulations help students gain valuable job experience with some of the world’s top employers. Each immersive simulation showcases a day in the life of a particular role. Students complete a series of task-based scenarios designed to simulate the actual work the company does. Instructors choose which job simulations to assign from the library of offerings.

              

	
                  NEW: Two all-new Mini Sims (on branding and socially responsible marketing) are included in this edition’s MyLab. Mini-Simulations and Team Mini-Simulations put students in the role of professional marketers and give them the opportunity to apply course concepts and develop decision-making skills through real-world business challenges.
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                  NEW and UPDATED: Dynamic Study Modules, Study Plan questions, and Chapter Quizzes check students’ understanding of key course and chapter concepts. All feature at least 35 to 50 percent new questions in this edition.

              

	
                  New and updated ﻿Podcast Assignments that help students connect key course concepts to real-world events

              

	
                  UPDATED: All Marketing by the Numbers (formerly Metrics) assignments have been thoroughly reviewed, revised, and updated. These assignments offer auto-graded, algorithmic assessments that improve students’ understanding of the quantitative aspects of marketing.

              

	
                  UPDATED: The Learning Catalytics library includes new and updated questions aligned to each chapter of Marketing: Real People, Real Choices that instructors can use or adapt to engage students. Engage your students with Learning Catalytics, Pearson’s bring-your-own-device classroom response system.

              




	
                  Dynamic Study Modules: An adaptive study tool that uses the latest developments in cognitive science to help students study and learn course concepts by adapting to their performance in real time.

              

	
                  Case Study Library: Case Study Library assignments offer a wide variety of business examples and scenarios. Pearson’s flexible and growing collection of over 100 supplemental Case Study assignments are aligned to courses across the business school.
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                  The Marketing Plan Assignment series features seven open-ended writing assignments that take the Marketing Plan project and break it down into a series of smaller assignments. Rubrics are included to assist with grading.

              

	
                  Rising Stars videos feature recently graduated college students working in the field of marketing.

              

	
                  Chapter Quizzes: Assess your students’ knowledge of key course concepts and text material.

              

	
                  AACSB Learning Standards: The assessment materials in this MyLab course are aligned to the eight AACSB Learning Standards.

              




Visit www.pearson.com/mylab/marketing to learn more about MyLab Marketing.


Instructor Teaching Resources


Please go to https://www.pearson.com/en-gb.html for more information on instructor resources.
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          PART ONE: Understand the Value Proposition
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Welcome to Marketing in the Modern World: Create and Deliver Value















Objective Outline



	
1.1Explain what marketing is, the marketing mix, what can be marketed, and the value of marketing.



	
1.2Explain the evolution of marketing.



	
1.3Understand value from the perspectives of customers, producers, and society.



	
1.4Explain the basics of market planning.



	
1.5Understand how to increase your chances of getting a great first job and having a successful career by using the marketing process to create a personal brand.











        

      

    


      
        
          
Meet Andréa Mallard


▼ A Decision Maker at Pinterest



          
          
              
                        [image: Andréa Mallard.] Andréa Mallard

 
              

          

          

          
            
          

        

Andréa Mallard is the global chief marketing and communications officer of Pinterest, where she was named one of Ad Age’s 2021 Leading Women and a 2021 Marketer of the Year. She oversees brand marketing, performance marketing, experiential, content, insights, product marketing, external communications, and investor relations globally across all three audiences (consumers, creators, and advertisers). She also sits on the boards of Hydrow, 21st Century Brand, and Kajabi.


Previously, Andréa was the CMO of Athleta, a fast-growing women’s fitness apparel brand, where she was a 2018 CMO Creativity and Storytelling Award winner. She has also served as CMO of Omada Health, a digital health pioneer named one of the 50 most innovative companies in the world by Fast Company. She served on the board of Unu Motors, an electric scooter company in Europe. She also spent nearly eight years with IDEO, where she helped establish and lead the global brand strategy practice as a design director in both the United States and Europe.


A published author and in-demand speaker at TEDx and conferences around the globe, she speaks and writes enthusiastically about brand strategy, entrepreneurialism, product innovation, and design thinking. Her work has been published in the Wall Street Journal, Forbes, Fast Company, and more.


Andréa earned a master’s degree from the London School of Economics.


Andréa's Info


First job out of business school:


Launching a magazine


Business book I’m reading now:


Eat to Live (Though not a “business book” in the traditional sense, my ability to prioritize my physical and mental health has been one of the biggest enablers of professional success.)


My motto to live by:


Create a life you love.


My management style:


Hard on the work. Easy on the person.


When I was a student, I wish I had done this to better prepare myself for a marketing career:


Start by learning product innovation and differentiation. If you can do that well—and help shape products throughout your career—marketing those products is infinitely easier.









Here’s my problem...
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Real People, Real Choices



The most important tenet of marketing is this: Know thy audience. This is true whether you’re developing a brand, launching a campaign, or (as it turns out) building a marketing team. That’s the situation Andréa found herself in as Pinterest’s newly appointed—and first ever—chief marketing officer. Like so many consumer tech juggernauts before it, Pinterest had grown exponentially (and almost entirely organically) for years. But as the growth began to plateau and as newer entrants like Instagram and Snapchat began to outpace Pinterest, the executive team concluded that it needed to focus on defining, differentiating, and ultimately growing the Pinterest brand.


At its core, Pinterest brings people everywhere the inspiration to create a life they love. It’s called “the last positive corner of the Internet” for a reason. Unlike social media, people don’t come to Pinterest to argue about politics, spread misinformation, or show off an idealized version of their life. People come to discover the best ideas from around the world and try them in real life.


Andréa recognized a few things within days of taking her new job. First, like many engineering- or data-led organizations, there was not just a misunderstanding but indeed mistrust about marketing as a function. She sensed an unspoken belief among cross-functional leaders that if the product were good enough, marketing shouldn’t be needed. A by-product of that perspective was, of course, that additional investment was better spent hiring more engineers instead of diverting money to something they didn’t really need. Second, the small marketing team at Pinterest hadn’t been strategically led or properly funded up until then. There had not been any systematic effort to assess the value the (otherwise very talented and hardworking) marketing team brought to the business. This only reinforced the feeling among some Pinterest executives that previous, modest marketing efforts failed to create lasting business impact. To put it another way: Marketing doesn’t work!


Though this constellation of factors may sound very specific, they are, in fact, quite universal. If you ever find yourself as the first marketing leader at any company of size that has previously lacked true leadership or investment in a function, you will inherit some version of this scenario.


So, as a brand-new leader tasked with building a discipline—let alone a team—from scratch, Andréa faced an uncomfortable dichotomy: expectations for her role were at once unrealistically high and yet extremely vague. There was a lack of understanding of what marketing was, how it ought to operate, or what it might unlock for the business but still a gnawing sense that the company needed to see results quickly.


In a business culture that was dominated by a data-centric product development philosophy, Andréa knew that her impact would be stalled if she failed to adapt to this mindset—at least until the broader team understood what she was doing, why it mattered, and how it was going to unlock change at Pinterest. Andréa also knew time was of the essence—not only because she was a new leader hoping to prove near-term value but also because she believed deeply in Pinterest’s values.


Pinterest’s business model and user experience operated under an entirely different set of principles from the others. The goal was to bring everyone the inspiration to create a life they loved, not to stoke discord, misinformation, or enragement. As a result, independent research showed clearly that spending time on Pinterest led people to feel more connected (to themselves), more engaged in life (the real world, not the digital world), and more emotionally healthy overall. So the company needed to grow not only to meet the demands of the business but also to demonstrate to the industry that a firm could build an impactful platform that was both good for the individual user and good for the world at the same time!


Andreá had two essential jobs to do: (1) to teach the team the art of brand marketing (a long-term perspective that prioritizes shaping consumers’ feelings toward Pinterest and keeping the platform relevant) and (2) to teach the team the science of performance marketing (which is about the more immediate challenges of acquisition or resurrection of users who no longer visited the site). And, though both pay back on different time scales, she needed to help the organization understand the relationship between the two and appropriately balance the appetite for longer-term investment against the pull for near-term gains.


Andréa considered her options 1 • 2 • 3
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Option 




Educate the executive team on the effectiveness of brand marketing right away. Their buy-in would enable a scaled brand marketing campaign to get to market more quickly, impacting the topline business sooner by increasing revenue. But without a proof-of-concept brand campaign first where she could demonstrate at least in a small way how brand marketing might impact the bottom line, Andreá lacked specific data to back up the claim that brand marketing would actually impact Pinterest’s business. Though it was clearly true for other businesses or brands, that didn’t make it true for Pinterest by default—and her data-oriented colleagues might have trouble accepting her argument without solid proof.
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Option




Focus on building a growth marketing engine to acquire and resurrect Pinterest users who had defected to other platforms as efficiently as possible—thus, hopefully getting some quick wins on the board. Growth marketing often involves targeting known or likely-to-convert users with creative communication through a variety of (typically) digital channels that quickly convinces them to immediately respond or act (but often without the creative time or space to do much else). Though powerful, it tends to work best on people who are already familiar with an offer or a brand. Over time, this approach hopefully would enable Andreá to earn the right to grow into higher-order brand marketing efforts, which often creates pathways to changing customer sentiment, shaping culture, and finding completely new customers. This path would give the executive team the highest degree of comfort that Andréa’s team knew how to harness marketing to drive real business impact. On the other hand, the delayed impact of brand marketing on the business would put the business at risk if user growth or consumer sentiment started to stagnate. In that case, the company would run the risk of brand marketing being “too late” to turn around any downward business trends. Pinterest’s historical lack of brand marketing had been an invisible roadblock on the business, and it was important to acknowledge this quickly.
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Option




Build a performance marketing engine while simultaneously running a series of small brand marketing test campaigns to quickly establish some proof points for its importance and effectiveness as part of the mix. Performance marketing is a type of digital marketing in which the advertisers are paid when a customer action is taken directly because of the marketing—for example, a sale or an app download. Andréa’s team would then use those results to educate the organization and earn the right to grow further. It would be important to not take their foot off the gas on performance marketing as they continued to optimize and scale the program for immediate impact on the business. If done right, adding brand marketing to the mix would improve the efficiency of performance marketing while also extending reach to additional potential users and building a deeper connection with those potential users, future-proofing the business. A quick-to-market small-scale brand marketing test campaign could provide proof of concept that brand marketing works quickly, setting the team up to scale brand marketing in the near future. But at the time, the team wasn’t spending enough in their brand marketing test campaign to actually impact revenues. Rather, they were only spending enough to create proof points that brand marketing works. For instance, they could field surveys that showed that people who saw the brand campaign might acknowledge it was memorable and that it influenced their thinking. But, without scale, they wouldn’t yet see enough evidence that it was actually changing people’s behavior (for example, through a discernible spike in platform usage).





Now, put yourself in Andréa’s shoes. Which option would you choose, and why? You will learn about Andréa’s choice later in the chapter.







        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          
Marketing: What Is It?


1.1 OBJECTIVEExplain what marketing is, the marketing mix, what can be marketed, and the value of marketing.


Marketing. Many people seem to either love it or hate it. But the crazy part of this is that whether they love it or hate it, most folks actually do not understand what marketing really is! That’s why you’re reading this text and taking your marketing course—so that you will be well versed in the value of marketing.


How about when a Taylor Swift concert in Orlando or Tampa entices fans from Birmingham, Alabama, to travel to one of those cities just to scream in ecstasy alongside the locals? Then there are the pop-up ads for you on Instagram related to something you were searching for at Poshmark last week. And of course, there are those emails from Amazon that fill your inbox, suggesting products that might entice you to let go of some hard-earned cash. Yes, these are all examples of marketing. And that’s just scratching the surface.


In truth, you already know a lot about marketing because it has been a part of your life from day one. As one of billions of consumers around the globe, you are the ultimate user of a good or service. Every time you purchase or use your car, your clothes, Chick-fil-A, a movie, or a haircut, you are part of the marketing process. In this text, we’ll tell you why—and why you should care. And we’ll do it in a fun, engaging, and interesting way with lots of great examples. So welcome…and come along for the ride!


It’s fitting that the first word defined in the entire text is “consumers” because consumers like you (and your humble authors!) are at the center of all marketing activities. By the way, when we refer to consumers, we don’t just mean individuals. Organizations—whether a company, government, sorority, or charity—are also consumers.


Here’s the key: Marketing is first and foremost about satisfying consumer needs. We like to say that the consumer is royalty, but it’s important not to lose sight of the fact that the seller also has needs—to make a profit, to remain in business, and even to take pride in selling the highest-quality products possible. Products are sold to satisfy both consumers’ and marketers’ needs—it’s a two-way street. You can’t have success on one side without the other.


Let’s think for a bit about satisfying customer needs. Although this seems easy enough to understand, satisfying customer needs in reality is far more difficult to achieve. Customers are messaged by seemingly endless companies offering gazillions of products. Traditionally, marketing gurus would tell us that all we need to do is to offer consumers a great product at a reasonable price and show them how their lives would be improved if they owned it. Voilà! Success and profits! But in today’s saturated marketplace, it is much more difficult than that. Millions of companies around the globe are all vying for the demand of consumers, who are exposed to marketing activities of all kinds, 24/7.


So how does one brand succeed? Today, what matters is the customer experience (CX). CX is the overall perception a customer has of your brand after interacting with your business across the buyer’s journey. Today’s customer is only going to buy and be loyal to a brand that is providing them with a positive experience. Even one bad experience can send customers scurrying to your competitor. We’ll talk more about CX and how marketers map the customer’s experience later in Chapter 5 and again in Chapter 12.


When you ask people to define marketing, you will get many different answers. Some might say, “That’s all those emails and pop-ups I get on my computer from Amazon and every other online site I know of, trying to get me to buy something from them.” Others might say, “Oh, that’s simple—TV commercials.” Students might answer, “That’s a course I have to take before I can get my business degree.” Each of these responses (and myriad others) has a grain of truth to it, but the official definition of marketing from the American Marketing Association is as follows:


Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.1



The basic idea behind this somewhat complex-sounding definition is that marketing is all about delivering value to everyone whom a transaction affects. Let’s now de-bundle the definition one phrase at a time to gain a deeper understanding of the field. Next you will find key sections of the definition, followed by some enlightenment on what each section is really saying to us as marketers.








AMA Definition of Marketing, Element One: “Marketing Is the Activity, Set of Institutions, and Processes . . . ”


As we will discuss throughout this text, marketing includes a great number of activities—from top-level market planning by the chief marketing officer (CMO) of a big company to the creation of messaging to prospective students by your university on Instagram or YouTube. The importance organizations assign to marketing activities varies a lot. Top management in some firms is very predisposed toward the value of investing in marketing, whereas other firms do little more than the bare necessities to market themselves. In terms of “processes” of marketing, you will learn a lot from this text and your course about all of those—including, as a few examples, market research, product development, pricing, getting the product to the consumer, and delivering successful marketing messages to relevant target audiences (along with many more interesting marketing process topics).


Whether it is a giant global producer of consumer products such as Procter & Gamble or a smaller service business such as Enzo’s on the Lake, a classic Italian restaurant in the Orlando, Florida, area, a marketer’s decisions affect—and are affected by—all of the firm’s other business activities. Marketing managers must work with financial and accounting officers to figure out whether products are profitable, to set marketing budgets, and to determine prices. They must work with people in manufacturing to be sure that the new iPhone is produced on time and in the right quantities for those avid iPhone fans who get their preorders in at the first opportunity. Marketers also must work with research-and-development specialists to create products that meet consumers’ needs. And most importantly, marketers must maintain their expertise on the ever-changing innovations that occur daily in every aspect of the field of marketing itself.







        

      

    


      
        
          
AMA Definition of Marketing, Element Two: “ . . . for Creating, Communicating, Delivering, and Exchanging . . . ”: Introducing the Marketing Mix


Always remember: At its core, marketing is about satisfying customer needs. To do this, marketers need many tools, and the long-standing concept of the marketing mix reflects a marketer’s strategic toolbox that it uses to win over customers. It consists of tools including the product itself, the price of the product, the promotional activities (such as advertising and social media marketing) that communicate the product to customers, and the place(s) where it is available. Combined, this set of marketing mix elements is the most famous of all marketing concepts and is often referred to as the four Ps: product, price, promotion, and place.


Although we talk about the four Ps as separate parts of a firm’s marketing strategy, in reality, product, price, promotion, and place decisions are actually interdependent—that is, it is the combination that really counts. Decisions about any single one of the four are affected by and affect every other marketing mix decision. For example, what if Superdry (a classy brand that focuses on high-quality products fusing vintage Americana and Japanese-inspired graphics with a British style) decides to introduce a leather biker jacket that is higher end than the ones it makes now? If the company uses more expensive materials to make this item, it has to boost the selling price to cover these higher costs, which also signals to consumers that the garment is more upscale. In addition, Superdry would have to create new promotional approaches to convey that upscale image. And it might jump to higher-end retailers like Bergdorf Goodman and Bloomingdale’s for its distribution strategy to ensure that shoppers who shop there seeking out high-end items will come across the jacket. If it does all this, then Superdry is using all the marketing mix elements as an actual “mix” to optimize its customer success. Figure 1.1 aptly illustrates the marketing mix as a puzzle with each P interconnected with the others.
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                Snapshot | The Marketing Mix
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We’ll examine all of these components of the marketing mix in great detail in future chapters in this text. For now, let’s just take a quick look at each of the four Ps to gain a little additional insight into their role in the marketing mix.


Product


What have you spent your money and time to get recently? A pizza on Friday night, a concert over the weekend, a drone that will take photos from high in the air—maybe even a “wonderful” marketing textbook? These are all products. A product can be a good, a service, an idea, a place, a person—whatever a person or an organization offers for sale in the exchange. Creating new products is vital to the success and even the life of an organization. The product, one aspect of the marketing mix, includes the design and packaging of a good as well as its physical features and any associated services, such as free delivery.


The product is a combination of many different elements, all of which are important to the product’s success. Think about your college education—an expensive product, for sure. You are buying more than the stimulating lecture in your marketing class. You are also paying for the health center with a weight room, pool, and rock-climbing wall; for the classroom building; for the football and basketball teams; and for the bragging rights of getting a degree from a good school.
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Promotion


Although we all are familiar with advertising, the broader concept of promotion (also referred to as marketing communication) includes many different activities marketers undertake to inform consumers about their products and to encourage potential customers to buy these products. Promotion takes the form of personal selling, TV advertising, store coupons, billboards, magazine ads, publicity releases, web pages, social media sites, and a lot more. Today marketers are quickly moving much of their energy and money to devising and implementing highly engaging digital marketing communication including mobile marketing, location-based marketing, behavioral digital marketing, and of course, social media marketing.


Among the four P's in the marketing mix, promotion is by far the most rapidly and dynamically changing. In fact, for many years our text had only one chapter devoted to promotion, but in recent editions we provide two (Chapters 13 and 14). The recent exponential increase in available new-age digital and social media tools and applications has been of great benefit both to consumers (we all do love our smartphones!) and to marketers, who now have many very efficient and convenient ways to connect with you. However, like many technological innovations, the rise of digital and social media marketing has not come without challenges and downsides—in this instance, often related to consumers' privacy and security concerns, as well as worry about usage impact on children. In April 2024, federal legislation was passed that could potentially have a major impact on how (or if) TikTok will be able to continue operating legally in the United States. Clearly, successful marketers must ensure that they are doing everything possible to benefit from these new-age promotional tools, but without stepping over the line ethically or legally.


Place


Place refers to the availability of the product to the customer at the desired time and location. This P relates to a channel of distribution, which is the series of firms or individuals that facilitates the movement of a product from the producer to the final customer. For clothing or electronics, this channel includes local retailers as well as other outlets, such as online sites that strive to offer the right quantity of products in the right styles at the right time. Place now has expanded well beyond the old traditional channel of distribution concept, including approaches like individuals renting their homes or cars or RVs to other consumers in the sharing economy (more on the sharing economy later in this chapter).


Price


We all know what a price is, of course. It’s the amount you have to pay for the pizza, the concert tickets, the drone, and, yes, this text. In essence, though, price is the assignment of value or the amount the customer must exchange to receive the offering. Marketers often turn to price to increase customers’ interest in a product. This happens when they put an item on sale, but in other cases, marketers actually try to sell a product with a higher price than people are used to to communicate that it is high quality or cutting edge. For example, super-high-end cars are priced stratospherically high in conjunction with their image in order to appeal to the rarified set of customers who can afford one (think Bentley, for example). Once you graduate and get that great job, you can pick one up for around a quarter million dollars!


At the core of every marketing action—big or small—is something we refer to as an exchange relationship. An exchange occurs when a person gives something and gets something else in return. The buyer receives an object, service, or idea that satisfies a need, and the seller receives something they feel is of equivalent value. Today, most exchanges occur as monetary transactions in which one party surrenders currency (in the form of cash, check, credit card, or even cryptocurrency like Bitcoin) in return for a good or a service. But there are also other kinds of exchanges. A politician, for example, can agree to work toward certain goals in exchange for your vote, city officials may offer you a cleaner environment if you recycle, and health officials tell you that you can save lives (perhaps your own) if you wash your hands with soap and hot water for 20 seconds.


Here’s a super-critical concept in marketing: For an exchange to occur, at least two people or organizations must be willing to make a trade, and each must have something the other wants. Both parties must agree on the value of the exchange and how it will be carried out. Each party also must be free to accept or reject the other’s terms for the exchange. Under these conditions, a knife-wielding robber’s offer to “exchange” your money for your life does not constitute a valid exchange. In contrast, although someone may complain that a store’s prices are “highway robbery,” an exchange occurs if they still fork over the money to buy something there—even if they do grumble about it weeks later.



          
          
              
                        [image: The interior of a Superdry store with various clothing items displayed on racks and shelves. There are three people inside the store browsing the items. The store shows a prominent Superdry logo above the entrance.] The trendy Superdry brand has combined all four elements of the marketing mix successfully to create a product line sold in over 100 countries worldwide, operating from 21 international websites. And the Superdry delivery promise is one of the best, offering great customer service and a hassle-free returns policy.
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AMA Definition of Marketing, Element Three: “ . . . Offerings . . . ”: What Can We Market?


Is there any limit to what marketers can and will market? Marketing applies to more than just physical products like the latest iPhone or smart TV. Some of the best marketers come from the ranks of services companies, such as Ritz Carlton, Mayo Clinic, and Slack. The same is true for nonprofit organizations like Greenpeace, Salvation Army, and UNICEF. In fact, on the “people” side of things, politicians, athletes, and performers certainly use marketing to their advantage. (The Kardashians figured that out years ago.) Ideas such as political systems (democracy, totalitarianism), religion (Christianity, Islam), and art (realism, abstract) also compete for acceptance in a “marketplace.” Because of this wide variety of types of marketers, going forward in our text we will refer to any good, service, person, place, or idea that we can market as a product, even though what you buy may not take a physical form.


Consumer Goods and Services


Consumer goods are the tangible products that individual consumers purchase for personal or family use. Services are intangible products that we pay for and use but don’t own. Nowadays, service transactions contribute around 80 percent of the gross domestic product (GDP) in the U.S. and other developed countries.2 Marketers need to understand the special challenges that arise when they market an intangible service rather than a tangible good. Here’s a tip for you as a new marketer—because both goods and services are products, it’s more accurate to say “goods and services” rather than “products and services.”


Business-to-Business Goods and Services


Business-to-business marketing (B2B marketing) is about the exchange of goods and services from one organization to another. Although we usually think of marketing in terms of the piles of consumer goods that beg for our dollars every day, the reality is that businesses and other organizations buy a lot more stuff than consumers do. They purchase these industrial goods for further processing or to use in their own business operations. For example, automakers buy tons of steel to use in the manufacturing process. They also buy powerful computer systems to track manufacturing costs and other information essential to operations and much smaller computers to install in their cars to control those neat functions that keep drivers safe and happy.


Similarly, the growth of e-commerce isn’t just about things people buy online for themselves—books, clothing, cars, and so on. Just like in the offline world, much of the real online action today is in the area of B2B marketing.


Nonprofit Marketing


As we noted previously, you don’t have to be a businessperson to use marketing principles. Many nonprofit organizations or nongovernmental organizations (NGOs), including museums, zoos, and even churches, practice the marketing concept to survive.


Idea, Place, and People Marketing


Marketing principles also encourage people to endorse ideas or to change their behaviors in positive ways. Everything from “stop smoking” to “don’t drink and drive” to anti-pollution campaigns reflect the marketing of ideas. Place marketing involves entities such as local governments adopting marketing techniques to attract new businesses and industries to their counties and cities. Visit Florida® (which bills itself as “the official tourism marketing corporation for the state of Florida”) even has its own expertly researched and developed marketing plan that is updated annually and is visible online for anyone who wants to read it.3



          
          
              
                        [image: A person is walking up to an information desk staffed by smiling workers. Signage reads, "Visit Florida," "Welcome," "Juice," and "Information."] The State of Florida does a particularly great job of place advertising.
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And when it comes to people marketing—well, you may have heard the expression “Stars are made, not born.” There’s a lot of truth to that. Adele may have a killer voice and Ronald Acuña Jr. may have a red-hot baseball bat, but talent alone doesn’t make thousands or even millions of people buy their music or stadium seats. Some of the same principles that go into “creating” a celebrity apply to you. An entertainer—whether Miranda Lambert, Beyoncé, or Drake—must “package” their talents, identify a market that is likely to be interested, and work hard to gain exposure to these potential customers by appearing in the right musical venues.


In the same way, everyday people like you “package” themselves when they create an appealing social media profile. And this person-marketing perspective is more valid than ever, now that almost everyone can find their “few minutes of fame” on a website or blog or in an Instagram post. Society has even coined a work for all this—microcelebrity—to describe those who are famous not necessarily to millions of people but certainly to hundreds or even thousands who follow their comings and goings on various social media outlets. Indeed, social media and the Internet churn out hundreds of temporarily famous people who probably won’t be remembered for long.


Finally, and this should hit home to you—the concept of marketing people is especially important to college students who are trying to land an internship or a job. In fact, we believe this is so important that the last section in each chapter of your text provides connections between key points in that chapter and your personal marketing and branding. These sections, titled “Brand You,” provide immediately applicable tips on how you can use marketing strategies to create your own unique brand. You will find these “Brand You” sections to be very useful not only for marketing yourself in that search for your first job after graduation but also for enjoying a long and successful career.







        

      

    


      
        
          
AMA Definition of Marketing, Element Four: “ . . . That Have Value for Customers, Clients, Partners, and Society at Large”


Most successful firms today practice the marketing concept, which is a business philosophy that emphasizes an organization-wide customer orientation with the objective of achieving long-run profits.


Actually practicing the marketing concept is more difficult than it may seem on first consideration! Table 1.1 introduces several key terms that are important for you to understand in order to be successful in practicing the marketing concept over the long run: need, want, benefit, demand, market, and marketplace. In reviewing the table, you will want to recall our definition of exchange earlier: the process by which some transfer of value occurs between a buyer and a seller.
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                Value for Customers
              

            
          
              
                        [image: A table listing marketing terms such as need, want, benefit, demand, market, and marketplace with their definitions and practical examples.] 
              

          

          

          
                          The table consists of three columns: term, definition, and in practice. The data listed row-wise is as follows: Row 1. Need: The recognition of some difference between a customer's actual state and some ideal or desired state. In Practice: If the difference is big enough, the consumer is motivated to take action to satisfy the need. When you’re hungry, you buy a snack. If you’re not happy with your hair you get a new hairstyle. If your tablet crashes, you buy another one. Row 2. Want: The desire to satisfy needs in specific ways that are culturally and socially influenced. In Practice: Shared college dorm rooms are notorious for housing different wants between occupants. For example, one freshman might come from a family where a big breakfast and a light lunch was the norm at home, while the other freshman might have grown-up with lunch being the major event of the two. These types of different wants are usually ironed but amicably-it’s all a part of the college experience! Row 3. Benefit: The outcome sought by a customer that motivates buying behavior that satisfies a need or want. In Practice: And speaking of college freshman ellipsis transportation sometimes is an issue once they get settled in on campus. Both public transportation and having one’s own vehicle have benefits and drawbacks. The decision is usually made for a combination of financial and convenience benefit reasons. Row 4. Demand: Customers' desires for products coupled with the resources needed to obtain them. In Practice: At its most basic interpretation, demand for a snappy white BMW 4 series convertible includes the people who want the car minus those who can't afford to buy or lease one, even with financing. Row 5. Market: All the customers and potential customers who share a common need that can be satisfied by a specific product, who have the resources to exchange for it, who are willing to make the exchange, and who have the authority to make the exchange. In Practice: The higher education market has changed dramatically over the past several decades with the increased availability of scholarships, government aid, and loans. Today, many more people than before can afford to enroll, which has increased the market significantly from the past, when higher ed was mostly for more wealthy families. Row 6. Marketplace: Any location or medium used to conduct an exchange. In Practice: So where does the actual exchange take place today? For physical products, we all know it is shifting heavily to online channels. For services, and especially many professional services requiring face-to-face interaction, the exchange is more skewed to in-person.
      
    
          

        

As one great example of needs versus wants, you may need transportation but want a new Tesla Model Y Performance. The Tesla Model Y Performance will not only get you from point A to point B but also go from 0 to 60 mph in under 5 seconds. Unfortunately, it’s possible that Tesla can’t count you in its estimates of demand or the size of the market for the Model Y because, at around $55,000, you can’t afford such an expensive car. In that case, you need to check out a different marketplace: possibly a lower-priced brand of new car or maybe a used car dealership for a several-year-old different Tesla model. And don’t forget, leasing instead of outright purchasing of new automobiles represents around 25 percent of all new vehicle transactions in the U.S. nowadays.4



          
          
              
                        [image: A Tesla Model Y with its distinctive logo and model name clearly visible on the back of the vehicle. The car is on display at an automotive event.] Auto purchases provide a great example of needs versus wants by customers. For example, you may have a need to get from Point A to Point B easily at any time. But…do you really want to do that in a $25,000 car or would a $50,000 model be more fun?
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The Concept of Customer Value: Marketing Creates Utility


We’ve mentioned that central to successful marketing is creating value for consumers. Think of customer value as the ratio of benefits to costs, as perceived by the customer, that motivates purchase. The benefits to the customer are ultimately some type(s) of utility of the offering as delivered by the four Ps of the marketing mix. Thus, utility refers to the usefulness or benefit customers receive through the product itself, its price, its distribution, and the marketing communications about it. Marketing processes create several different kinds of utility to provide value to consumers.


Utility comes in the following types:



	
                  Form utility is the benefit marketing provides by transforming raw materials into finished products, as when a dress manufacturer combines silk, thread, and zippers to create a bridesmaid’s gown.

              

	
                  Place utility is the benefit marketing provides by making products available when and where customers want them. The most sophisticated evening gown sewn in New York’s garment district is of little use to a bridesmaid in Kansas City if it isn’t shipped to her in time.

              

	
                  Time utility is the benefit marketing provides by storing products until they are needed. Some brides rent their wedding gowns instead of buying them and wearing them only once (they hope!).

              

	
                  Possession utility is the benefit marketing provides by allowing the consumer to own (at a reasonable price), use, and enjoy the product. The bridal store provides access to a range of styles and colors that would not be available to a purchaser outfitting a bridal party on her own.

              




As we’ve seen, marketers provide utility in many ways. Now, let’s see how customers and others “take delivery” of this added value.


What About Value for Clients, Partners, and Society at Large?


As the AMA definition of marketing emphasizes, marketing’s mission is not just to meet the needs of consumers as customers—it also has an obligation to meet the needs of other key stakeholders. The term stakeholders refers to buyers, sellers, or investors in a company; community residents; and even citizens of the geographic areas where a firm’s goods and services are made or sold—in other words, any person or organization that has a “stake” in the outcome of marketing’s activities. In short, marketing is all about satisfying everyone involved in the marketing process.


So—one more time: What is marketing? Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.



          
          
              
                        [image: A tall paper cup labeled with the green ProPlanet seal is filled with tea and placed on a table, surrounded by tea bags, sugar cubes, fruit, small sandwiches, cookies, and a plastic spoon.] Dart Container Corporation takes marketing sustainable products seriously. Food and drink packaging meeting the company's highest standards for sustainability earn their ProPlanet Seal when they are commercially compostable, contain recycled content, or are designed for recycling.
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A Little History Lesson Never Hurts: The Evolution of Marketing


1.2 OBJECTIVEExplain the evolution of marketing.


Now that we have an idea of what marketing is and some basics of how it works, it’s a good time to take in a little marketing history lesson. Although it just seems like common sense today, in truth the notion that businesses and other organizations succeed when they satisfy customer needs actually is a relatively recent idea. In fact, for most of the history of commerce, organizations only needed to make products faster and cheaper to be successful. Philosopher George Santayana famously said: “Those who cannot remember the past are condemned to repeat it.” That sage advice is just as relevant for marketers as for any other field. So, in this spirit, let’s now take a quick look at how the marketing discipline has developed since then. We will consider four eras of business, depicted in Table 1.2 and discussed briefly in the following sections: the production era, the sales era, the relationship era, and the triple-bottom-line era (which dominates today’s business environment).



          
          
                Table 1.2
                The Evolution of Marketing
              

            
          
              
                        [image: A table listing the different eras of marketing.] 
              

          

          

          
                          The table consists of three columns: era, description, example. Each row shows an illustration. The row-wise data depicted is as follows: 1. A detailed illustration of a vintage automobile featuring a prominent grille at the front, large spoked wheels, and a convertible top. The vehicle has a license plate attached to it, which reads MT 1915: Production era: description: consumers had to take whatever was available; marketing played a relatively insignificant role; example: a production orientation allowed Henry Ford’s Model to be sold for a price low enough that a massive new market of buyers could afford it. 2. An illustration showing a group of people belonging to different ethnicities gathered together in a group. One of them is using a wheelchair: Sales era: description: product availability exceeded demand in a buyer’s market. Management relied primarily on a sales force to move products out of warehouses and into the hands of customers so that inventories didn’t pile up; example: a selling orientation rapidly developed after World War two when the post-war demand had been satisfied and companies relied heavily on their sales force to move product into distribution in the marketplace. 3. An illustration depicting a handshake between two hands: Relationship era: description: firms have a customer orientation, which is an overall business approach that prioritizes understanding customer’s need and wants and then works holistically and consistently to meet and exceed those needs and wants; example: organizations research customer needs and develop products to meet the needs of various groups. 4. An illustration of a woman in a suit holding up a bag with a dollar sign in each hand. A few coins are piled upon the floor around the woman. Photo of a leaf. Drawing of a girl in a wheelchair holding hands with a standing girl, both are smiling; Triple-bottom-line era: description: business emphasizes the need to maximize three components: 1. The financial bottom line; 2. The social bottom line; 3. The environmental bottom line; example: companies try to create financial profits for stakeholders, contribute to the communities in which the company operates, and engage in sustainable business practices that minimize damage to the environment or that even improve it.
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The Production Era


The American Industrial Revolution began in the late 19th century and was an engine of economic growth that led to inventions such as the assembly line, telegraph, steam engine, sewing machine, and internal combustion engine. Much of the core capabilities that evolved during this production era focused on continuous improvement in production—and especially a move toward mass production. For example, many people say that Henry Ford’s Model T automobile changed America forever because it began to make cars affordable for much larger numbers of people. When it was first produced in 1908, the famous Ford Model T sold for around $575. Other fledgling manufacturers of all kinds made continuous improvements in production capabilities for decades to come. America’s involvement in World War II in the 1940s could not have ramped up as quickly as it did had these more sophisticated production techniques not been perfected over the three decades prior to the war.


Ford’s original focus on efficiencies in mass assembly line work illustrates a production orientation, which works best in a seller’s market when demand is greater than supply because it focuses on the most efficient ways to produce and distribute products. This period, up through and into the 1950s, was the production era in business.







        

      

    


      
        
          
The Sales Era


After World War II and especially from the early 1950s forward, things changed a great deal in terms of how commerce was conducted. The 1910s to 1940s saw an unprecedented rapid rise in production capacity as well as greatly improved manufacturing techniques. But as the 1950s unfolded and prosperity began to set in, product availability began to trend toward actually exceeding customer demand! As you might imagine, firms had to figure out ways to get out into the market and “push” products into the hands of potential buyers. Thus began the heyday of the sales era in business, and this selling orientation meant that management relied primarily on a sales force to move products out of warehouses and into the hands of customers so that inventories didn’t pile up. (You will learn a lot more about the distribution of goods and services in Chapter 11.) The selling orientation enjoyed its heyday in the U.S. from the 1950s well into the 1970s, but as technological capabilities and customer expectations evolved rapidly at the same time, marketing had to evolve as well toward a paradigm of broader customer relationship building approaches.


Before we leave the focus on sales here, please don’t think that professional selling as a part of successful marketing is diminished in any way today! In fact, as you will learn in Chapter 14, personal selling is an absolutely integral part of marketing strategy in many organizations representing products and services of all kinds.







        

      

    


      
        
          
The Relationship Era


The relationship era in business began to manifest as more sophisticated market research methods and customer-connecting technologies evolved, especially from the 1980s forward. In Chapter 4 and Chapter 5, you will learn about the importance of mastering and applying cutting-edge market research and marketing analytics in developing successful marketing strategy. Then, later on in Chapter 14, you will find out more about how marketers are heavily shifting their communication approaches to digital, social, and other related technologies. One of the most enduring core concepts in marketing that came out of the relationship era is that of a customer orientation, which, put very simply, is an overall business approach that prioritizes understanding customers’ needs and wants and then works holistically and consistently to meet and exceed those needs and wants.


In the years since the COVID-19 crisis, the airline industry has really taken it on the chin in terms of customer satisfaction. In fact, many of the major commercial airlines in the U.S. are among the most-hated brands across a wide swath of service providers. But from the ashes of failure, it is possible for a phoenix to rise! JetBlue is one of only a few airlines post-pandemic that actually consistently scores well in customer satisfaction, and this is largely because of its long history of practicing a customer orientation. From its beginning in 2000, JetBlue’s goal has been to provide features that delight customers and make flying a notch above the others. JetBlue planes offer the most legroom of any economy airline in coach, complimentary and famously branded “Fly-Fi” high-speed broadband on every aircraft, free seatback entertainment at every seat, free snacks and soft drinks, hospitality-trained crewmembers offering award-winning service, and affordable fares. Of course, just like any firm in any business sector, it is always possible to have a bad customer experience on JetBlue here and there. But impressively, during the now almost 25 years since JetBlue was founded, it has received an incredible 13 J.D. Power annual awards for highest customer satisfaction.5


One additional characteristic of the relationship era deserves mention, and that is the trend toward companies increasingly concentrating on continuously improving the quality of their products. By the early 1990s, more and more firms found that in order to compete, they would have to adopt a total quality management (TQM) approach to business, which is a management philosophy that involves all employees from the assembly line onward in continuous quality improvement of products and services. You will learn more about TQM in Chapter 9.







        

      

    


      
        
          
The Triple-Bottom-Line Era


Over the past decade, organizations have begun to consider their roles in business and society from a more holistic perspective. The idea that making monetary profit is important is key in a free and capitalistic society, but there’s much more to a firm’s success model than just the financial bottom line. This movement is profound, and it is driven by both customer expectations and an increased sense of responsibilities in organizations. Thus, we introduce the concept of a focus on a triple-bottom-line orientation.6 This approach to doing business emphasizes the need to maximize not just one but three success components:



	
                  The financial bottom line: Financial profits to stakeholders

              

	
                  The social bottom line: Contributing to the communities in which the company operates

              

	
                  The environmental bottom line: Creating sustainable business practices that minimize damage to the environment or that even improve it

              




One result of this new way of long-term thinking is the societal marketing concept. It states that marketers must satisfy customers’ needs in ways that also benefit society while they still deliver a profit to the firm. A similar important trend now is for companies to think of ways to design and manufacture products with a focus on sustainability, which we define as meeting present needs without compromising the ability of future generations to meet their needs. This philosophy is often referred to as “doing well by doing good.” Many firms, big and small alike, practice sustainability through their efforts that satisfy society’s environmental and social needs for a cleaner, safer environment.


Bombas is a good example of a company that was founded on the societal marketing concept. Socks are the number one most requested clothing item in homeless shelters. Underwear and T-shirts are number two and three, respectively. Bombas, a socially conscious company that got its start on the hit show Shark Tank, was founded to help solve that problem. The company donates an item for every item purchased—resulting in over 100 million clothing items going to those in need.7



          
          
              
                        [image: Multiple colored pair of Bombas socks neatly arranged on a surface.] Bombas is a comfort-focused sock and apparel brand with a mission to help those in need. One purchased equals one donated, always and forever.
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Sustainability applies to many aspects of doing business, including social and economic practices (e.g., humane working conditions, diplomacy to prevent wars that deplete food supplies, good atmospheric quality, and of course, the protection of lives). One other crucial pillar of sustainability is the environmental impact of the product. Green marketing means developing marketing strategies that support environmental stewardship by creating an environmentally founded differential benefit in the minds of consumers. Green marketing is one aspect of a firm’s overall commitment to sustainability.


In addition to building long-term relationships and focusing on social responsibility, triple-bottom-line firms place a much greater focus on accountability—measuring just how much value an organization’s marketing activities create. This means that marketers at these organizations ask hard questions about the true value of their efforts and their impact on the bottom line. These questions all boil down to the simple acronym of ROI (return on investment), or, specifically for marketing, ROMI (return on marketing investment). Marketers now realize that if they want to assess just how much value they create for the firm, they need to know exactly what they are spending and what the concrete results of their actions are. You will learn more about ROMI in Chapter 3.


However, it’s not always so easy to assess the value of marketing activities. Many times, managers state their marketing objectives using vague phrases like “increase awareness of our product” or “encourage people to eat healthier snacks.” These goals are important, but their lack of specificity makes it pretty much impossible for senior management to determine marketing’s true impact. Because organizational leaders may view these efforts as costs rather than investments, marketing activities often are among the first to be cut out of a firm’s budget when times get tough. To win continued support for what they do (and sometimes to keep their jobs), marketers in triple-bottom-line firms do their best to demonstrate to management that they generate measurable value by aligning marketing activities with the firm’s overall business objectives.8 Often triple-bottom-line firms include an accounting of the firm’s social bottom line and environmental bottom line as well as the traditional financial bottom line in the annual report for shareholders to see.







        

      

    


      
        
          
What’s Next in the Evolution of Marketing?


Obviously no one can fully and accurately predict the future of marketing, but there are significant markers and trends that clearly bear watching closely. Just as a teaser in your first chapter, let’s go ahead and take a quick look at some great examples of these trends that are on the forefront of marketing’s future: artificial intelligence (AI) and machine learning and user-generated content. Throughout the chapters ahead, you will come in contact with many other new trends in marketing that will be important in the years ahead.9


Artificial Intelligence (AI)


Artificial intelligence (AI) refers to computer systems capable of performing complex tasks that historically only a human could do, such as reasoning, making decisions, or solving problems. Today, the term “AI” describes a wide range of technologies that power many of the services and goods we use every day—from apps that recommend TV shows to chatbots that provide customer support in real time for products or services.10 You’ve probably also heard of machine learning in this same context. Technically speaking, machine learning is an application of AI. It’s the process of using mathematical models of data to help a computer learn without direct instruction. This enables a computer system to continue learning and improving on its own based on experience.11


Marketing is one of the business fields that will benefit greatly from advances in AI and machine learning. One easy example is the rapidly escalating improvements in the use of voice-activated chatbots to enhance and improve customer service experiences both online and inside actual brick-and-mortar stores (think: no need to search out a human store clerk!). Simply put, a chatbot is a computer program that simulates and processes human conversation (either written or spoken), allowing humans to interact with digital devices as if they were communicating with a real person.12


Customers’ demand for good content will continue to dominate online marketing. User-generated content, or ﻿consumer-generated content, through which consumers engage in marketing activities such as creating advertisements, will continually grow and eventually overtake the importance of traditional branded content. Branded content has been an important communication strategy for a number of years. It is produced by a brand and may even indicate the brand is the sponsor but still presents itself as something other than an attempt to sell a product. The sensationally well-received movie Barbie, which took audiences by storm in 2023, is a great example of branded content. Since Barbie was an overt coproduction between Mattel and Warner Bros, the toy company was deeply involved in all the film’s marketing and led all its brand partnerships. Talk about a win-win partnership to the 1,000th degree! 



          
          
              
                        [image: A logo spells out LEGO MOVIE in red and white LEGO pieces.] The LEGO brand is a leader in leveraging user-generated content, as seen in this creation promoting The LEGO Movie.

 
              

          

          Margus Vilbas Photography/Shutterstock



          
            
          

        

Consumers’ use of online reviews, blogs, and social media will require more than ever that brands create a positive image for every customer and in any place that the company touches them, whether online or offline. All of this means that branding will increasingly become a two-way conversation, allowing consumers to have a greater voice. Because this increases the ability of marketers to track consumer behavior, they will be able to provide a more personalized brand communication experience.


Corporate citizenship, or corporate social responsibility, refers to a firm’s responsibility to the community in which it operates and to society in general—put simply, doing well by doing good. Good corporate citizenship is currently at the forefront of successful marketing strategy. Customers heavily reward brands that do good and equally heavily punish those that do not. A painful example of this principle that impacted SeaWorld Parks and Entertainment was the infamous Blackfish fiasco. In short, Blackfish is a 2013 American documentary film focused on an orca named Tilikum held by SeaWorld. The exposé struck a deep nerve with the general public about the conditions to which captive orcas were subjected. The impact of the film and its global fallout severely hurt SeaWorld’s reputation, revenues, and bottom line for a long time. Today, the firm has turned the corner, and if you check out its website now (or, better yet, visit one of its parks), you will find that it is a leader in the area of animal treatment.



          
          
              
                        [image: An interior view of an Adidas retail outlet from the sidewalk. A man walks in front of the store.] Adidas exhibited a high regard for corporate citizenship/corporate social responsibility by swiftly ending its partnership with YE (Kanye West) after huge public backlash from his antisemic rhetoric in 2022.
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One Final Point: Toward a Service-Dominant Logic in Marketing


One last key concept deserves mention in this section. During the early phases of the evolution of marketing you read about earlier, the general mantra was that most marketing focused on goods and service was simply a necessary augmenting component of the physical product’s marketing. However, as mentioned earlier in the chapter, the U.S. has moved precipitously over the past decade or so toward a heavily service-led culture. (Recall the statistic that close to 80 percent of the U.S. gross domestic product is generated by the service sector of the economy.) Of course, goods are still massively important to any manufacturing firm’s business model and ultimate success, but the role of service has gained tremendous ground in terms of both customer expectations of service quality (even from product manufacturing organizations) and any firm’s ability to gain competitive advantages in the market versus others with the same types of offerings. Put simply—for many customers now, service and product are both weighed very highly when making a purchase choice. And this is relevant both in business-to-consumer (B2C) and business-to-business (B2B) transactions. So there’s no dispute—we are squarely in a service economy, which refers to an economic system where the main activity is the provision of services rather than the production of goods.


Given this reality, the bottom line for you as a student of modern marketing is that you are coming into business at a time when we’ve shifted from goods-dominant logic to service-dominant logic. In the past, a goods-dominant logic that focused on building, exchanging, and destroying (through use) value was pervasive. Put completely bluntly, the concept was that raw materials, such as iron ore, that are pretty worthless in that raw state are processed and eventually become an automobile that is sold to a consumer who drives it until it will be sold for a lot less than its initial value or it finally stops operating and is junked. This logic takes into account no value for any service-focused component!


Today, as we’ve discussed earlier in the chapter, service revenue dominates our economy, so more and more of the transactions within our economy are service transactions. This reality requires that businesses of all kinds—even those with heavy goods as a core product line—move to the service-dominant logic that looks at the exchange of service components for additional value-added to the customer. Recall from earlier in the chapter that a customer orientation is a business approach that prioritizes understanding customers’ needs and wants and then works holistically and consistently to meet and exceed those needs and wants. Within the service-dominant logic, the necessity of a customer orientation concept is heightened as a central focus for organizational success.
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The Value of Marketing and the Marketing of Value


1.3 OBJECTIVEUnderstand value from the perspectives of customers, producers, and society.


The service-dominant logic suggests that customers do not buy goods or services. Rather, they buy offerings that provide services and create value. If the job we want done is transporting us or others from one place to another, we might buy a car or we might use Uber or Lyft services. We might even pay a subscription fee that enables us to pick a different (or the same) car to drive each day from a service provider with a wide range of options. The advantage of the service-dominant logic is that a provider focusing on the needs and wants of the customer as the centerpiece allows marketers to be open to many more creative solution opportunities. Toward this type of thinking, Uber Eats started in 2014, and during the earlier period of the COVID-19 crisis, the firm deeply understood that consumers were determined to continue to enjoy their favorite restaurant meals but at home. Hence, Uber Eats not only became an incredible success in and of itself but also struck phenomenal partnerships with restaurants to facilitate convenient and dependable service to keep both restaurants cooking and consumers enjoying their meals during that period and beyond.13 And in late 2023, Lyft announced that it was getting into the game with its new service, Lyft Delivery.14


Co-creation of value occurs when a company and its customer(s) work together to jointly create an offering to suit the customer’s needs. Co-creation is a win-win option: companies have an opportunity to better understand customers’ product desires and needs, and customers gain a new appreciation for the firm.


As you’ve read, marketing is all about delivering value to everyone who is affected by a transaction. That includes the customer, the seller, and society at large. But just how do customers decide how much value they will get from a purchase? One way to look at value is to think of it simply as a ratio of benefits to costs—that is, customers “invest” their precious time and money to do business with a firm, and they expect a certain bundle of benefits in return. Let’s take a look at concept of value from each of these three different perspectives of the parties that are involved in an exchange: the customer, the seller, and society at large.








Value: From the Customer Perspective


Think about something you would like to buy—say, a new pair of shoes. You have narrowed the choice down to several options. Your purchase decision no doubt will be affected by the ratio of costs versus benefits for each type of shoe. When you buy a pair of shoes, you consider the price (and other costs, like time required to shop, convenience or availability of the product, and delay time before obtaining the product) along with all the other benefits (utility) that each competing pair of shoes provides you.


Marketers communicate these benefits to the customer in the form of a value proposition, which is a marketplace offering that fairly and accurately sums up the value that the customer will realize if they purchase the product. The value proposition includes the whole bundle of benefits the firm promises to deliver, not just the benefits of the product itself. For example, although most people who drive luxury sedans probably won’t get to their destination any sooner if they drive a BMW versus a Mercedes-Benz or Audi, many die-hard loyalists swear by their favorite brand.


These three archrival luxury car brands are largely marketed in terms of their different images—meaning the images their respective marketing communication approaches have carefully crafted for them with the help of slickly produced TV commercials, YouTube videos, and influencer marketing on social media sites, all of which lead to millions of dollars in expenditures that the brands hope will generate gigantic sales! When you buy a shiny new BMW, you do more than choose a car to get you around town. You also make a statement about the type of person you are or wish you were. In addition to providing a luxury ride or superior maintenance services, that statement also is part of the value the product delivers to you. The challenge to the marketer is to create a killer value proposition. A big part of this challenge is to convince customers that this value proposition is superior to others they might choose from competitors.


Based on the preceding example, here’s an axiom to always remember as a marketer: value is—always—in the eye of the beholder!







        

      

    


      
        
          
Value: From the Seller Perspective


Value to a customer is relatively clear to understand, but just how do sellers experience value, and how do they decide whether a particular transaction is indeed valuable? One answer is obvious: they determine whether the exchange is profitable to them—does it make money for the firm, its people, and its shareholders?


That’s an important factor, but not the only one. Just as we can’t measure the value of an automobile from the consumer’s perspective only in terms of basic transportation, value from the seller’s perspective also can take many forms. For example, in addition to making a profit, many firms measure value along other dimensions, such as prestige among rival brands or pride in doing what they do well. Online shoe retailer Zappos’s top core value is to “deliver WOW through service” and JetBlue’s is to “delight the customer.” And of course many organizations by mission and purpose don’t even care about a bottom line profit or perhaps may not even be allowed to make money. For example, nonprofit organizations such as Greenpeace, the Smithsonian Institution, and National Public Radio regard value in terms of their ability to motivate, educate, or delight the public.



          
          
              
                        [image: Two packages from Zappos. On top of the package is a sandal and near the box is a shoe.] Zappos consistently gains high marks from customers for not just meeting but exceeding service expectations.
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Provide Value Through Competitive Advantage


This isn’t a text about business strategy, nor is that the course you are reading it for. But at this juncture, it is important to connect the dots a bit between the concept of value and three key business strategy concepts: competitive advantage, distinctive competency, and differential benefit. Hopefully when you take your business strategy course, you will remember that marketing plays a major role in firm success with these three highly important components of that success.


First, firms of all types seek to gain a competitive advantage—an edge over their competitors that allows them to have higher sales, higher profits, more customers—in short, to enjoy greater success year after year. In general, a competitive advantage comes from either a cost advantage or a differential advantage. A firm has a cost advantage when the firm can produce a good or service at a lower cost than competitors and thus charge customers a lower price. A differential advantage means that the firm creates an offering that differs significantly from the offerings of competitors, and customers recognize the product as superior to the others in the value it provides to them. In the case of Coke, their sheer scale coupled with the distinctive competencies mentioned above provide them with a nearly unsurmountable competitive advantage over competitors.


Second, how does a firm actually go about creating a competitive advantage? A key to competitive advantage is to be able to do one or more critical things consistently better than the competition. That is, what is the firm capable of doing really, really well most or all of the time? Thus, a distinctive competency is a firm’s capability that is superior to that of its competition. For example, Coca-Cola’s success in global markets—Coke commands a nearly 50 percent share of the world’s carbonated soft-drink market—is related to its distinctive competencies in production and physical distribution, branding, and marketing communications. Coke’s global distribution system got a jump on the competition during World War II, when Coke partnered with the military to make sure every soldier had access to its soft drink. The military actually paid for the transportation of Coca-Cola and helped the company to build bottling plants to keep the troops happy.15 Note that Pepsi’s share of the same market is just under 20 percent (still impressive, but Coke is truly the “800 pound gorilla” in carbonated beverages around the world).16



          
          
              
                        [image: A banner advertising Coke shows a man holding a bottle of Coke and a woman standing behind him. Both of them smile.] Coke has several very clear, distinctive competencies in the carbonated soft drink space that result in its enduring dominance in the global marketplace.
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And finally, a successful firm must be able to turn a distinctive competency into a differential benefit—this creates value-adding benefits to customers that competitors don’t offer and that customers need and want. Thus, the firm has competitive advantage. Often, differential benefits provide reasons for customers to pay a premium for a firm’s products and also to exhibit a strong brand preference for the firm.


Add Value Through the Value Chain


Many different players—both within and outside a firm—need to work together to create and deliver value to customers and the other stakeholders of a firm. Hence, we finish out this section of the chapter by introducing the important marketing concept of the value chain, which is a useful way to ensure that we have an appreciation for the vast number of potential players—both inside and outside an organization—that work together to create value. The term value chain itself refers to the series of activities involved in designing, producing, marketing, delivering, and supporting any product. Each link in the chain has the potential to either add or remove value from the product the customer eventually buys.


The value chain concept reminds us that every product starts with raw materials, such as iron ore or crude oil, that are of relatively limited value to the end customer. Each link in the chain has the potential to either add or remove value from the product the customer eventually buys. The successful firm is the one that can perform one or more of these activities better than other firms; this is its distinctive competency and thus provides an opportunity to gain a competitive advantage. The main activities of value chain members include the following:



	
                  Inbound logistics: Bringing in materials or component parts necessary to make the product

              

	
                  Operations: Converting the materials into another form or the final product

              

	
                  Outbound logistics: Shipping out the final product

              

	
                  Marketing: Promoting and selling the final product

              

	
                  Service: Meeting the customer’s needs by providing any additional support required

              




To make the value chain concept more vivid for you, let’s assume you’ve just purchased the newest, shiniest, coolest version of Apple’s iPhone. Using the five activities of value chain members listed previously, let’s consider how those concepts relate to the complex process that led to your forking over the big bucks at the local Apple Store.



	
                  Inbound logistics: To create the millions of units of the iPhone model you just bought would take years of planning and coordination by Apple with all of its raw material and component part suppliers. This is a yeoman effort of literally global proportions. Just imagine the number of producers, vendors, part manufacturers, and the like that must be coordinated—and all of this has to happen consistently, well before any final product assembly can begin. Put another way: missing one key part results in a lack of capability to manufacturer the final iPhone.

              

	
                  Operations: This is the assembly of the iPhone. In recent years, Apple has been diversifying its operations away from China, working with assembly and component manufacturing partners in India, Thailand, Malaysia, and Vietnam, among others. Like any savvy firm, Apple cannot take the risk of putting all of its manufacturing eggs into one basket.

              

	
                  Outbound logistics: You will learn about basic logistics, distribution, and supply chain best practices in Chapter 11. For now, though, as an iPhone customer, you can be confident that Apple oversees one of the most efficient and effective global supply chain enterprises in the world.

              

	
                  Marketing: OK, now we’re talking. Apple is synonymous with great marketing and branding. Each year leading global brand consultancy Interbrand publishes a much-anticipated “100 Best Global Brands” list, and each year for many years, guess who is number one in brand value? Yep, you guessed it. And in 2023, Interbrand valued Apple’s brand alone as worth just under $502 million! For a little comparison, number two-ranked Microsoft was valued on the same list with a brand value at just under $317 million. Nobody in the world does marketing and branding like Apple.17

              

	
                  Service: The fifth and final element of the value chain is service, which means meeting the customer’s needs by providing any additional support required. Apple’s incredible popularity and popular appeal means that a lot of people buy their products, so the service portion of the value chain means a lot to the throngs of Apple loyalists. And importantly, this is true both in the brick-and-mortar Apple stores and in their online operations!

              






To summarize the value chain concept: in the end, value is added at all five of the key stages. Some of the stages are in more direct control (or are at least more able to be directly influenced) by Apple than others. But the key takeaway for you to know about the value chain concept is that from a marketing perspective, all firms must be cognizant of and engaged with all relevant steps in this critical chain of steps that ultimately results in customer perceived value of the product and the brand. Put another way, a marketer has to understand the “big picture” of customer value in order to create and deliver offerings that ultimately fulfill their value promise to the customer.



          
          
              
                        [image: A view of an Apple store shows the products displayed neatly on multiple tables with customers browsing through them. It shows a few people walking past the store.] It’s tough to name another firm that consistently does a better job of executing the value chain than Apple. Here we have the gorgeous store located in the refurbished Battersea Power Station development in London.
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Value Added Through Consumer-Generated Marketing: Social Networking


There’s one final element in the value mix that many of us enjoy quite a lot nowadays, and that’s consumer-generated﻿ marketing (CGM). CGM creates value based on content produced by consumers themselves rather than via intra-firm sources such as the brand. CGM is an effective and (not surprisingly) quite engaging way to add two-way value in customer-product/firm relationships. And in addition to the inherently strong relationship-building elements, CGM also has a huge benefit of providing authentic content for the business and its offerings. A true win-win!


Let’s take a short walk through a bit of interesting history of CGM. Warning: If you consider yourself a digital native, you may know most or all of the following information. But please stay with us anyhow for the summary of the concepts.


In the 1990s, the Internet, Web 1.0, was typified by static content provided by a site’s creator. Businesses and institutions permitted little consumer involvement on websites. These commercially and technically based organizations created sites that were crude, simple, and designed to accomplish one specific function. Later, Web 2.0 offered marketers two-way communication through social networking sites such as Facebook. People wrote blogs, and e-commerce expanded.


With the web, consumers typically create value through social media, which are Internet-based platforms that allow users to create their own content and share it with others who access their sites. Social media include, among others, social networks, such as Facebook and X (formerly Twitter), and product review sites, such as TripAdvisor. On social networking platforms, a user posts a profile on a website and they provide and receive links to other members of the network to share input about common interests. The odds are that you and most of your classmates checked Snapchat before (or during?) class today.



          
          
              
                        [image: A photo shows a happy woman holding a Nickelodeon Kids’ Choice Award as slime is being splashed on her.] On the Internet, almost anyone can be a celebrity. Liza Koshy began her career on Vine before starting her YouTube channel, where she grew a fan base of over 25 million subscribers. Her videos on social media had over 2.6 billion views as of mid-2023. She has had various acting roles, hosted shows, and won many awards, including a Kids’ Choice Award.

 
              

          

          Mario Anzuoni/REUTERS/Alamy Stock Photo



          
            
          

        

Obviously, social media platforms are the hottest of hot vehicles for marketing today, and of course any advertiser worth their salt realizes that these sites are an absolutely essential way to reach an audience that tunes in regularly and enthusiastically to catch up with friends, check out photos of what they did at that outrageous party Saturday night (ouch!), proclaim opinions about political or social issues, or share discoveries of new musical artists. These platforms share several important characteristics for marketers:



	
                  They improve as the number of users increases. For example, Amazon’s ability to recommend books, movies, concerts, and other items for sale to you, a process that uses AI and recommendation engines, is based on what other people with similar interests have bought. The recommendations get better as it tracks more and more people who enter search queries. 

              

	
                  Their currency is number of views. Google makes its money by charging advertisers according to the number of people who see its ads after they type in a search term.

              

	
                  They are version free and in perpetual beta. Unlike static websites or books, content is always a work in progress. Enthusiastic users who serve as volunteer editors constantly update Wikipedia, the online encyclopedia, and “correct” others’ errors.

              

	
                  They categorize entries according to folksonomy rather than “taxonomy.” In other words, sites rely on users rather than preestablished systems to sort content. Listeners at Pandora create their own “radio stations” that play songs by artists they choose as well as other similar artists.

              




This last point highlights a key change in the way some new media companies approach their businesses: Think of it as marketing strategy by committee. The wisdom of crowds perspective (from a book by that name) argues that under the right circumstances, groups are smarter than the smartest people in them. If this is true, it implies that large numbers of (nonexpert) consumers can predict successful products. Marketers rely on crowdsourcing when they outsource marketing activities to a large group of people, often through a social networking community. Among the coolest crowdsourcing programs nowadays are InnoCentive, Amazon Mechanical Turk, Crowdspring, 99Designs, Openideo, Upwork, DesignHill, and DesignCrowd. Each of them is unique and beneficial in its own way. For example, InnoCentive and Openideo help you get innovative ideas for your challenges, and Amazon Mechanical Turk, Crowdspring, 99Designs, Upwork, DesignHill, and DesignCrowd help you get workers from all over the world to complete your business tasks.18 You’ll learn more about crowdsourcing in Chapter 13.







        

      

    


      
        
          
Value: From a Society-at-Large Perspective


So far we’ve discussed value from the customer perspective and from the seller perspective. Now, let’s finish off the discussion by considering the concept of value from a society-at large perspective. The gist is that every company’s activities influence the world around it in ways both good and bad. Therefore, we must also consider how marketing transactions add or subtract value from society. In many ways, we as consumers are at the mercy of marketers, because we trust them to sell us products that are safe and perform as promised. We also trust them to price and distribute these products fairly.


But history repeats itself over and over as conflicts often arise in business when the pressure to succeed in the marketplace provokes dishonest business practices—the “Great Recession” that was sparked in 2007–2008 was heavily attributable to unscrupulous and wholly unsustainable practices in the mortgage banking and general financial services industries. In particular, economists cite as the main culprit the collapse of the subprime mortgage market—defaults on high-risk housing loans—which led to a credit crunch in the global banking system and a precipitous drop in bank lending as the principle triggers of what became the worst U.S. economic crisis since the 1930s.


Companies usually find that stressing ethics and social responsibility also is good business generally. (You will read more about ethical issues in marketing and business in Chapter 2.) And the proliferation of social media of all kinds, coupled with the general transparency of the Internet, has led to more and quicker instances of consumers communicating openly and publicly about unsafe or faulty products, bad service, or all sorts of scams. This transparency is very good for society in general.


The Dark Side of Marketing and Consumer Behavior


For some—hopefully not many and hopefully not you after you read this text—marketing is a “four-letter word.” Whether intentionally or not, some marketers do violate their bond of trust with consumers, and unfortunately the “dark side” of marketing often is the subject of harsh criticism.19 In some cases, these violations are illegal, such as when a retailer adopts a “bait-and-switch” selling strategy, luring consumers into the store with promises of inexpensive products with the sole intent of getting them to switch to higher-priced goods.


In other cases, marketing practices have detrimental effects on society even though they are not actually illegal. Some alcohol and tobacco companies advertise in neighborhoods where abuse of these products is known to be a big problem. Others sponsor commercials that depict groups of people in an unfavorable light or sell products that encourage antisocial behavior. An online game based on the Columbine High School massacre in Colorado back in 1999 drew criticism from some who say it trivializes the actions of the two teen killers.


The harsh reality is that, despite the best efforts of researchers, government regulators, and concerned industry people, sometimes consumers’ worst enemies are themselves. Humans tend to think of themselves as rational decision makers—sort of calmly doing our best to obtain products and services that will maximize our health and well-being and that of our families and society. But the truth is that our desires, choices, and actions often result in negative consequences to ourselves and also to the broader society in which we live. Some of these actions are relatively harmless, but others have more onerous consequences. Some harmful consumer behaviors, such as excessive drinking, cigarette smoking, and drug abuse, tend to stem from social pressures, and the cultural value that people may place on money can encourage activities such as shoplifting or insurance fraud. Also, exposure to unattainable ideals of beauty and success (which marketing historically can sometimes be culpable in fostering) can for some people create dissatisfaction with the self.


Let’s briefly review a couple of the manifestations of the “dark side” of marketing and consumer behavior: consumer addiction and anticonsumption.


Addictive consumption: Consumer addiction is a physiological or psychological dependency on goods or services. These problems, of course, include alcoholism, drug addiction, and cigarettes, and many companies profit from addictive products or by selling solutions. More recently, as we’ve already seen, many have become concerned about small-screen addiction. Although most people equate addiction with drugs, consumers can use virtually anything to relieve (at least temporarily) some problem or satisfy some need to the point that reliance on it becomes extreme. “Shopaholics” turn to shopping much the way addicted people turn to drugs or alcohol.20 Numerous treatment centers in China, South Korea, and Taiwan (and now also a few in the U.S.) deal with cases of Internet or small-screen addiction—some hard-core gamers have become so hooked that they literally skip eating and drinking.



          
          
              
                        [image: A photo of an internet café, full of people, who are surfing on the computers.] Internet overuse or addiction is a growing problem around the world. The South Korean government is concerned about teens who log a huge number of hours in Internet “bangs” where they play videogames for hours on end.
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Anticonsumption: Some types of destructive consumer behavior are anticonsumption, when people deliberately deface or otherwise damage products. This practice ranges from relatively mild acts, like spray-painting graffiti on buildings and subways, to serious incidences of product tampering or even the release of computer viruses that can bring large corporations to their knees.
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Marketing as a Process


1.4 OBJECTIVEExplain the basics of market planning.


Finally, the AMA official definition of marketing presented early in this chapter also refers to processes. By processes, it means that marketing is not a “one-shot operation.” When it’s done right, marketing is indeed a decision process in which marketing managers determine the strategies that will help the firm meet its objectives and then execute those strategies using the tools they have at their disposal. In this section, let’s briefly examine how marketers make business decisions and plan actions as well as the tools they use to execute those plans. We’ll build on this brief overview in Chapter 3, which focuses on strategic market planning.


In fact, a big part of the marketing process is indeed market planning, through which marketers consider carefully and strategically the “big picture” and where their firm and its products fit within it. The first phase of market planning is to analyze the marketing environment. This means understanding the firm’s current strengths and weaknesses by assessing factors that might help or hinder the development and marketing of products. The analysis must also take into account the opportunities and threats the firm will encounter in the marketplace, such as the actions of competitors, cultural and technological changes, and the economy.


Firms (or individuals) that engage in market planning ask questions like these:



	
                  What product benefits will our customers look for in three to five years?

              

	
                  What capabilities or distinctive competencies does our firm have that set it apart from the competition?

              

	
                  What additional customer groups might provide important market segments for us in the future?

              

	
                  How will changes in technology affect our production process, our communication strategy, and our distribution strategy?

              

	
                  What changes in social and cultural values are occurring now that will impact our market in the next few years?

              

	
                  How will customers’ awareness of environmental issues affect their attitudes toward our manufacturing facilities?

              

	
                  What legal and regulatory issues may affect our business in both domestic and global markets?

              




Answers to these and other questions provide the foundation for developing an organization’s marketing plan. This is a document that describes the marketing environment, outlines the marketing objectives and strategy, and identifies who will be responsible for carrying out each part of the marketing strategy. Marketing plans will be discussed in full detail in Chapter 3—in fact, in that chapter you will learn about the basic layout and content of a marketing plan. A major marketing decision for most organizations is which products to market to which consumers without simultaneously turning off other consumers. Some firms choose to reach as many customers as possible, so they offer their goods or services to a mass market that consists of all possible customers in a market regardless of the differences in their specific needs and wants. Market planning then becomes a matter of developing a basic product and a single strategy to reach everyone.


Although a mass market approach can be cost effective, the firm risks losing potential customers to competitors whose marketing plans instead try to meet the needs of specific groups within the market. A market segment is a distinct group of customers within a larger market who are similar to one another in some way and whose needs differ from other customers in the larger market. The basic concept of market segments forms the basis of market segmentation approaches, which you will much more about in Chapter 7. For example, automakers such as Ford, General Motors, and BMW offer different automobiles for different market segments. Depending on its goals and resources, a firm may choose to focus on one or on many segments. A target market is the segment(s) on which an organization focuses its marketing plan and toward which it directs its marketing efforts. These targeted markets are selected by the firm because it believes its offerings are most likely to win those customers. Marketers then develop positioning strategies to create a desired perception of the product in consumers’ minds in comparison to competitors’ brands. Besides gaining more insights on market segmentation approaches, you will also learn much more about target markets and positioning in Chapter 7.



          
          
              
                        [image: A parking lot for Ford Motor Company displaying multiple models of Ford vehicles.] Ford Motor Company serves several key market segments, including customers seeking automobiles, SUVs, and trucks, among other products.
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As marketers plan their strategies for the future, it is good to remember that marketing is not static but has changed greatly, even in your lifetime. And it will continue to change. To be successful, marketers need to be ready for disruptions, see them as opportunities, and respond accordingly.





















        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          
Brand You: A Framework for Managing Your Career


1.5 OBJECTIVEUnderstand how to increase your chances of getting a great first job and having a successful career by using the marketing process to create a personal brand.



We’d like to introduce you to Taylor. Taylor is an undergraduate business student. Well-meaning people keep asking Taylor what he plans to do when he graduates. Taylor has no idea, which actually is a bit embarrassing. Taylor is now thinking about his career after graduation and maybe an internship before he graduates. But just thinking isn’t getting him there. He knows he needs help.

In his marketing class, he heard about “Brand You” and immediately knew this was exactly what he needs to do. He is happy that he finally has a path that he believes will allow him to have the internship and career he wants.




What is the most important brand you will ever market? It’s Brand YOU!


If you’re one of those people who cringes whenever someone asks, “What do you want to do when you graduate?” . . .


If you’re someone who has several ideas about an internship that you might enjoy but aren’t sure of any one . . .


Or if you have an idea of what you want to do in your career but have no clue how to get a job in that area . . .


then . . . Brand You is for you!


Brand You is a process, using the same tools marketers have used to create brands like Nike and Starbucks and Apple, to create a personal brand. Your brand will help you present yourself to employers as a top candidate when you seek internships and jobs during college.


Developing a great brand doesn’t happen quickly. Branding is a process. In that process, marketers must identify the needs of the target market, create a product that provides value for customers, price it, and deliver compelling messages that convince customers to try the product. In going through the process of developing your brand, you have the opportunity to discover what makes you unique and what benefits you can offer an employer (who is your “customer”).








Starting the Brand You Process


The journey of developing your personal brand will help you answer many key questions, such as: Do you know what kind of job you want? Have you thought about the kind of company where you’d enjoy working? Do you know what steps to take to prepare for your field? Have you even thought about your future in terms of a career rather than simply what job you want when you graduate? Reading and working through the marketing strategies for Brand You can lead you to courses that teach the needed skills to increase your value to employers. And of course, these same marketing strategies will help you succeed whenever you search for work—you’ll be able to communicate your value with a clear, dynamic message.


Now, if you are not a marketing major yourself, don’t fall into the trap of thinking you don’t need to create a personal brand. Your major doesn’t make any difference—everybody needs a Brand You to maximize personal success in the job market! So no matter what type of career you want, creating your personal brand will help you manage that career. A personal brand will help you to define who you are and what you want to do. It will prepare you to effectively communicate to a prospective employer why they should choose you for a job. And a strong personal brand can help distinguish you from other job candidates, whether you’re applying for a job in accounting, finance, operations, human resources, sales, marketing, or any other area.


The great news is that companies are always hiring and there are always excellent job opportunities out there. Given how dynamic all the business fields are nowadays, just imagine the new jobs that will appear in both the short term and long term! Like most everything in marketing, Brand You requires that you develop your own value proposition and communicate it—only this time, you are the product and you must communicate your value proposition successfully yourself.







        

      

    


      
        
          
Applying Marketing Concepts to Brand You


Developing a brand identity is the first step. Then, once a brand has been created, it must be successfully marketed. Here are three ways that key marketing concepts apply to your own personal brand:


	
Marketing is about meeting needs: This means that you have to figure out what kind of employer you want to work for and what skills and knowledge are needed for a position with that employer. Jobs exist because employers need people who accomplish tasks and solve problems.




	
Marketing is about creating and delivering value to your employer: The goal of your personal brand is communicating to prospective employers that your skills and knowledge will be highly valuable to them—that you will meet and exceed their expectations as a member of the team. To communicate value, marketers develop a value proposition—a statement that sums up the value the customer will realize if they buy the product. Thus, Brand You will guide you in developing your own personal value proposition tailored to the wants and needs of the employers you are targeting.




	
Marketing is about exchange relationships: In marketing a good or service, an exchange relationship exists when the marketer exchanges the good or service for some amount of money. Work is the ultimate exchange relationship—you exchange your knowledge and skills for learning opportunities and compatible work arrangements as well as financial rewards.




Taylor now understands some of the benefits of a personal brand and is ready to start the process. He hopes that through the process he will find answers to questions such as: What kind of job do I want? What kind of company do I want to work for? And Taylor also knows that to get the great job he wants, he needs to differentiate himself—favorably set himself apart—from all the other recent graduates trying to land the same job.






















        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          Now that you have learned about marketing in the modern world, let’s return to Andréa Mallard’s problem at Pinterest. Andréa went with Option 3, and Pinterest built a performance marketing engine while simultaneously running a series of small brand marketing test campaigns. As you learn more about Andréa’s choice, consider what you learned in the chapter, and demonstrate your understanding by answering the questions.







Here’s my choice…


My initial instinct—and to a certain degree, my ego—wanted to choose Option 1. After all, any CMO worth their salt fancies themselves to be a master communicator! Thus, it was tempting to believe I could simply lay out a cogent strategy and persuasive story to get theoretical buy-in to do the mix of scale brand and performance marketing I knew the business truly needed.


However, that wouldn’t have been honoring my target audience and the reality of the Pinterest culture in which I was operating at the time. So, I hired a world-class Head of Performance Marketing as my very first move at the company, within weeks of joining. Together, we chose Option 3. She quickly built a sophisticated performance marketing engine nationally. But although that helped bring mostly lapsed users back to the platform (as predicted), it wasn’t designed to drive awareness, sentiment (feelings about Pinterest), or cultural relevance—crucial dimensions to grow the brand more substantially.


So, we simultaneously ran a small-scale brand marketing test campaign in three U.S. cities and one German city, establishing control markets to measure awareness and sentiment lifts against our goals in each. In other words, we found pairs of cities that were similar in size, demography, and degree of Pinterest usage penetration. We ran brand marketing in one city and not in the other and compared whether sentiment scores shifted in a discernible direction in our test vs. control market, even at relatively modest brand spend. We tracked key leading indicators such as unaided awareness, consideration, and comprehension scores. But we also tracked incremental monthly active users, of course, to see if the brand marketing was translating into any measurable, real-time impact on the platform. 


And…the approach worked! Not only did we see an increase in sentiment scores (which was expected), but we also saw near-term positive impact on monthly active users (MAUs)—a real bonus result. Even more surprising: we saw an unintended and outsized positive impact on advertisers and ad revenue. Advertiser revenue increased in the markets where we ran brand marketing, though the message was firmly targeting consumers. Upon reflection, this did actually make perfect sense. Advertisers are consumers first. Building awareness of Pinterest, even in smaller markets, reminded those working in marketing or advertising fields that they had perhaps recently been forgetting Pinterest as a viable part of their own media mix.


The results helped underscore the key point that brand marketing could indeed be a powerful tool in our growth story with both consumers and advertisers. And it also provided evidence that brand and performance tactics each delivered stronger results to the business when deployed together! So, we were able to fully demonstrate within Pinterest’s engineering/data-led culture that good marketing actually does work, after all!



          
          
              
                        [image: The logo for Pinterest] The Pinterest logo is ubiquitous, which is always a sure sign of great branding and marketing by a firm.
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          Objective Summaries and Key Terms







1.1 Objective Summary


Explain what marketing is, the marketing mix, what can be marketed, and the value of marketing.


Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. Therefore, marketing is all about delivering value to stakeholders, that is, to everyone who is affected by a transaction. Organizations that seek to ensure their long-term profitability by identifying and satisfying customers’ needs and wants adopt the marketing concept.


The marketing mix includes product, price, place, and promotion. The product is what satisfies customer needs. The price is the assigned value or amount to be exchanged for the product. The place or channel of distribution gets the product to the customer. Promotion is the organization’s efforts to persuade customers to buy the product.


Any good, service, or idea that can be marketed is a product, even though what is being sold may not take a physical form. Consumer goods are the tangible products that consumers purchase for personal or family use. Services are intangible products that we pay for and use but never own. Business-to-business goods and services are sold to businesses and other organizations for further processing or for use in their business operations. Nonprofit organizations, ideas, places, and people can also be marketed.


Marketing provides value for customers when they practice the marketing concept and focus on identifying and satisfying customer needs. Marketing provides form, place, time, and possession utility. In addition, marketing provides value through satisfying the needs of diverse stakeholders, society, and the earth.








Key Terms


consumers


customer experience (CX)


marketing


marketing mix


four Ps


product


promotion


place


channel of distribution


price


exchange


consumer goods


services


business-to-business marketing (B2B marketing)


industrial goods


e-commerce


nonprofit organizations or nongovernmental organizations (NGOs)


marketing concept


need


want


benefit


demand


market


marketplace


customer value


utility


stakeholders







        

      

    


      
        
          
1.2 Objective Summary


Explain the evolution of marketing.


Early in the 20th century, firms followed a production orientation in which they focused on the most efficient ways to produce and distribute products. Beginning in the 1930s, some firms adopted a selling orientation that encouraged salespeople to aggressively sell products to customers. In the 1950s, organizations adopted a customer orientation that focused on customer satisfaction. This led to the development of the marketing concept. Today, many firms are moving toward a triple-bottom-line orientation that includes a commitment to quality and value and a concern for both economic and social profit while protecting the environment. The societal marketing concept maintains that marketers must satisfy customers’ needs in ways that also benefit society while still delivering a profit to the firm. Similarly, companies think of ways to design and manufacture products with a focus on sustainability, or “doing well by doing good.” Experts believe marketing will continue to change with greater reliance on key elements such as user-generated content, artificial intelligence, machine learning, chatbots, and other new-age tools and approaches. Finally, we’ve moved to a service economy globally—that is, an economic system where the main activity is the provision of services rather than the production of goods. This change has necessitated the shift in marketing to a service-dominant logic, which requires that we consider customers as co-creators of value with an understanding that they bring more than just their money to business transactions. 








Key Terms


production orientation


selling orientation


customer orientation


total quality management (TQM)


triple-bottom-line orientation


societal marketing concept


sustainability


green marketing


accountability


return on investment (ROI)


artificial intelligence (AI)


machine learning


chatbots


user-generated content, or consumer-generated content


branded content


corporate citizenship, or corporate social responsibility


service economy


service-dominant logic







        

      

    


      
        
          
1.3 Objective Summary


Understand value from the perspectives of customers, producers, and society.


Value is the benefits a customer receives from buying a good or service. Marketing communicates these benefits as the value proposition to the customer. For customers, the value proposition includes the whole bundle of benefits the product promises to deliver, not just the benefits of the product itself. Sellers determine value by assessing whether their transactions are profitable, whether they are providing value to stakeholders by creating a competitive advantage, and whether they are providing value through the value chain. Society receives value from marketing activities when producers stress ethics and social responsibility. Criticisms of both marketing and consumer activities may be valid in a few instances, but most are unfounded.








Key Terms


co-creation of value


value proposition


competitive advantage


distinctive competency


differential benefit


value chain


consumer-generated marketing (CGM)


digital native


Web 1.0


Web 2.0


social networking platforms


recommendation engines


folksonomy


wisdom of crowds


crowdsourcing


consumer addiction


anticonsumption







        

      

    


      
        
          
1.4 Objective Summary


Explain the basics of market planning.


The strategic process of market planning begins with an assessment of factors within the organization and in the external environment that could help or hinder the development and marketing of products. On the basis of this analysis, marketers set objectives and develop strategies. Many firms use a target marketing strategy in which they divide the overall market into segments and then target the most attractive one(s). Then they design the marketing mix to gain a competitive position in the target market.








Key Terms


mass market


market segment







        

      

    


      
        
          
1.5 Objective Summary


Understand how to increase your chances of getting a great first job and having a successful career by using the marketing process to create a personal brand.


Brand You is a process to create a personal brand that will help you present yourself to employers when you seek an internship as a student or a job when you graduate. Brand You strategies are not just for marketing majors. No matter what type of career you want, a personal brand can set you apart from other job candidates and will help you manage that career.


Three marketing concepts apply to your personal brand:



	
                  Marketing is about meeting needs.

              

	
                  Marketing is about creating utility.

              

	
                  Marketing is about exchange relationships.

              









        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          
Chapter Questions and Activities


Concepts: Test Your Knowledge



	
1-1.Briefly explain what marketing is.


	
1-2.Describe the marketing mix and explain the four Ps represented in it.


	
1-3.Define the terms consumer goods, services, and industrial goods. What do we mean by marketing ideas, people, and places?


	
1-4.What is the difference between a want and a need? What is a benefit? Explain demand. What is a marketplace?


	
1-5.What is customer value? What is utility? List, describe, and give an example of the different types of utility.


	
1-6.Explain the different stages in the evolution of the marketing concept. What is the triple-bottom-line orientation? What role is artificial intelligence (AI) playing in the evolution of marketing?


	
1-7.Explain the term green marketing. Why is it an increasingly important element in the creation of marketing strategies?


	
1-8.Why is corporate citizenship, or corporate social responsibility, important for a global business?


	
1-9.Explain the concept of co-creation of value.


	
1-10.What does it mean for a firm to have a competitive advantage? What is a distinctive competency? What is a differential benefit?


	
1-11.What is involved in marketing planning? Explain the difference between mass market and a market segment.










        

      

    


      
        
          
Activities: Apply What You’ve Learned



	
1-12.In Class, 10–25 Minutes for Teams Assume that you are a marketing consultant employed by retail giant Target, which offers consumers products in a number of brick-and-mortar stores and online. Target wishes to increase its loyal customer base by engaging customers through interaction opportunities on social networks. Develop a list and describe at least 10 specific social network activities that will work together to increase customer engagement.


	
1-13.In Class, 10–25 Minutes for Teams In small groups, survey 20 fellow students outside your marketing class for their own individual definitions of marketing. Compare these informal interpretations with the formal definition provided by the American Marketing Association (AMA) at the beginning of the chapter. What were the significant overlaps between the professional definition and the casual definitions? What gaps exist between the student responses and the AMA definition? Present your group’s findings to the class. Lead the class in a brief discussion about the potential opportunities and challenges that these insights may present for marketing professionals in promoting their field and work among diverse audiences who may not specialize in marketing.
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@ Pearson Mini-Sim on Branding
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Progress 14%

Building and Managing a Brand

Building and managing a brand are some of the most important goals of marketing. After developing a new
product or company, branding is how a business connects with consumers. For consumers, a brand can

be just as important as other features that add value to a purchase. As a result, brands have meaning well
beyond a product’s physical attributes.

Successful brands have an identity that resonates with a product's core consumers. This identity is consistent
across a brand's name, logo, look, packaging, and marketing messages. It also needs to reflect a product's
benefits.

Impossible Foods has focused its marketing efforts on two distinct benefits: eco-consciousness and meat-like
taste and texture. However, branding is never quite that simple. The following video explores the benefits and
drawbacks of Impossible Foods' focus on sustainability and being the first meatless burger to "bleed.”

>

Click Next to continue.
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Chapter 12 Deliver the e Chapter restructured to enhance its depiction of the customer experience, focusing on the
Customer Experience following:

- Physical experience

- Service experience

- Digital experience

- Phygital experience

e Updated statistics on vending machines/automated retailers
e New content regarding phygital experiences

e New and updated photos/art throughout

e Updated examples and figures throughout

e New key term: phygital

e End-of-chapter material updated

Chapter 13 Promotion I: e New explanation of pinkwashing and diversity issues in advertising
Planning and Advertising ¢ Enhancement of coverage on in-game advertising and advergaming
e Updates on use of billboards and transit advertising

e New and updated photos/art throughout

e Updated examples and figures throughout

e New key terms added:

- Algospeak - Music streaming services
-Web 3.0 - Cultural consultant

- Purpose pandering - Pinkwashing

- In-game advertising - Representation

- Sonic branding

e End-of-chapter material updated

Chapter 14 Promotion II: e New sections on Threads and Pinterest
Social Media Platforms and | o Greatly updated content on TikTok and X (formerly Twitter)
Other Promotion Elements « Content added on deepfakes
e Updated statistics on social media and digital marketing
e New and updated photos/art throughout
e Updated examples and figures throughout
e New key terms added:

- Deepfakes

- Stitch

- Threads

- Pinterest

e End-of-chapter material updated

- New end-of-chapter case on Dove
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Era Description Example

Production Era Consumers had to take whatever was A production orientation allowed
available; marketing played a relatively Henry Ford’s Model T to be sold for
insignificant role. a price low enough that a massive

new market of buyers could afford
it.

Sales Era Product availability exceeded demand ina A selling orientation rapidly devel-

buyer’s market. Management relied primar- oped after World War Il when post-
ily on a sales force to move products out of war demand had been satisfied and
warehouses and into the hands of custom-  companies relied heavily on their
ers so that inventories didn't pile up. sales forces to move product into
distribution in the marketplace.

Relationship Era  Firms have a customer orientation, which is Organizations research customer
an overall business approach that prioritizes needs and develop products to meet
understanding customers’ needs and wants the needs of various groups.
and then works holistically and consistent-
ly to meet and exceed those needs and

wants.
Triple-Bottom- Business emphasizes the need to maximize  Companies try to create financial
Line Era three components: profits for stakeholders, contribute

to the communities in which the
company operates, and engage in
sustainable business practices that
3. The environmenta/ bOt'tom /ine minimize damage to the environ-

ment or that even improve it.

1. The financial bottom line
2. The social bottom line
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Chapter 5 Marketing
Analytics: Welcome to the
Era of Data-Driven Insights!

New material on AL
- Additional information on adoption of Al
- Chobani’s use of Al for enhanced consumer insights from unstructured text
- Using chatbots to add value to digital marketing channels

New and updated photos/art throughout

Updated examples and figures throughout

End-of-chapter material updated

Chapter 6 Understand
Consumer Markets

New Real People, Real Choices opening vignette: Adam Wexler at PrizePicks
New treatment of the three types of buying conflicts
New section focused on “Disruptions in Consumer Behavior—New Trends in Technology”
New key terms added:
- Generative Al
- Metaverse
New and updated photos/art throughout
Updated examples and figures throughout
End-of-chapter material updated

- New end-of-chapter case on Virgin Voyages

7

Chapter 7 Segmentation,
Target Marketing, and
Positioning

New Real People, Real Choices opening vignette: Christina Mallon at Microsoft
New key terms added:
- Inclusivity mindset in marketing
- Stereotyping
New and updated photos/art throughout
Updated examples and figures throughout
End-of-chapter material updated

Chapter 8 Product I:
Innovation and New
Product Development

New and updated photos/art throughout
Updated examples and figures throughout
End-of-chapter material updated

- New end-of-chapter case on iFixIt

Chapter 9 Product II:
Product Strategy, Branding,
and Product Management

New and updated photos/art throughout
Updated examples and figures throughout
New key term added:

- Manufacturer’s suggested retail price (MSRP)
End-of-chapter material updated

Chapter 10 Price: What Is
the Value Proposition
Worth?

New and updates photos/art throughout
Updated examples and figures throughout
End-of-chapter material updated

-New end-of-chapter case on Live Nation

Chapter 11 Physical

Distribution Concepts and
Business-to-Business
Markets

New Real People, Real Choices opening vignette: Daniil Kulchenko at calmbox
New and updated photos/art throughout
Updated examples and figures throughout

New key term added:
- Consumer-to-consumer (C2C) channel
End-of-chapter material updated

- New end-of-chapter case on Shein
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— Brand You: Career and
Internship Information and
Research

4.4 OBJECTIVE Understand how to research both online and offline resources to search for a job or

internship.

Taylor recognizes the importance of a good “fit” with the company and industry where
he will work and spend his career. He also knows that he must investigate the culture of
companies where he is interviewing. Understanding this, he is set to research different

companies and industries in planning his personal brand.

How many times has someone asked you, “What do you want to do when you finish college?”
Although you may not know the answer to the question now, this is an excellent time to begin
finding out more about your options. Yes, you need to find where there are some cool jobs, but

at the same time, you also need to explore careers.

Just as a brand manager or a professional salesperson or an online retailer continuously gathers
and analyzes information about their customers and other important factors relative to the
product’s success, your success in marketing yourself for a great internship or your dream job
requires that you have information. And the more information you have, the better decisions

about your marketing strategy you can make. This section can help you to:
+ Know how to gather relevant information
« Understand how trends will potentially affect your career

+ Identify resources you can use to find companies
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Term

Need

Want

Benefit

Demand

Market

Marketplace

Definition

The recognition of some difference be-
tween a customer’s actual state and some
ideal or desired state.

The desire to satisfy needs in specific ways
that are culturally and socially influenced.

The outcome sought by a customer that
motivates buying behavior that satisfies a
need or want.

Customers’ desires for products coupled
with the resources needed to obtain them.

All the customers and potential customers
who share a common need that can be
satisfied by a specific product, who have
the resources to exchange for it, who are
willing to make the exchange, and who
have the authority to make the exchange.

Any location or medium used to conduct an
exchange.

In Practice

If the difference is big enough, the consumer is motivated to take action
to satisfy the need. When you're hungry, you buy a snack. If you're not
happy with your hair, you get a new hairstyle. If your tablet crashes, you
buy another one.

Shared college dorm rooms are notorious for housing different wants be-
tween occupants. For example, one freshman might come from a family
where a big breakfast and a light lunch was the norm at home, while
the other freshman might have grown up with lunch being the major
event of the two. These types of different “wants” are usually ironed out
amicably-it's all a part of the college experience!

And speaking of college freshman...transportation sometimes is an
issue once they get settled in on campus. Both public transportation and
having one’s own vehicle have benefits (and drawbacks). The decision

is usually made for a combination of financial and convenience benefit
reasons.

At its most basic interpretation, demand for a snappy white BMW 4 se-
ries convertible includes the people who want the car minus those who
can't afford to buy or lease one, even with financing.

The higher education market has changed dramatically over the past several
decades with the increased availability of scholarships, government aid, and

loans. Today, many more people than before can afford to enroll, which has
increased the market significantly from the past (when higher ed was mostly
for more wealthy families).

So where does the actual exchange take place today? For physical prod-
ucts, we all know it is shifting heavily to online channels. For services,
and especially many professional services requiring face-to-face interac-
tion, the exchange is more skewed to in-person.
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Thinking Small for Big Results: Lululemon & Microinfluencers

Examining Lululemon'’s Use of Microinfluencers to Make a Big Impact in Local
Communities

To complete your assignment, read the case study on the Brief tab and provide
your responses in the Questions tab. You can switch between tabs while working
to review the case brief.

Brief Teaching Notes Questions Grading

You can't talk about fashion in the twenty-first century without talking about
“athleisure” wear. The push for comfortable and flexible clothing, inside and
outside of the gym, has driven estimates of up to 8 percent annual growth year-
over-year through 2025 for the athleisure industry.! The pandemic likely
accelerated growth in this arena as more people worked from home and opted for
more comfortable attire than what is considered appropriate for the office. When
looking at the industry as a whole, the majority of athleisure sales are captured by
high-end brands like Lululemon.?

Lululemon is a premium clothing retailer whose designs are inspired by yoga but
have been expanded into apparel lines for any activity (workwear included). As of
2021, Lululemon operates over five hundred stores around the world.3 Despite
their rapid growth, the company continues to achieve its vision of creating places
where people can be part of local communities and make real connections.” One
way it does this is through the use of influencer marketing strategies. Specifically,
while many other premium athleisure brands focus on big-name celebrities,
Lululemon has found its niche with microinfluencers.
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Chapter 1 Welcome to
Marketing in the Modern
World

Entire chapter content is heavily revised to reflect the reframed role of marketing for the future.
New Real People, Real Choices opening vignette: Andred Mallard at Pinterest
New and updated photos/art throughout
Updated examples and figures throughout
New key terms added:

- Customer value

- Artificial intelligence (AI)

- Machine learning

- Service economy

- Consumer-generated marketing

- Digital native
End-of-chapter material updated

- New end-of-chapter case on Early Majority

Chapter 2 Global, Ethical,
and Sustainable Marketing

New and updated photos/art throughout
Updated examples and figures throughout
New content on Group of 20 (G20) added
Content on cultural values updated and enhanced
Updated and extended Purdue Pharma example of unethical marketing practices
Updated American Marketing Association Statement of Ethics
New key terms added:
- Hidden import quotas
- Voluntary export restraints (VERs)
- Group of 20 (G20)
- Direct investment
- Non-convertible currency

End-of-chapter material updated

Chapter 3 Strategic Market
Planning

New Real People, Real Choices opening vignette: Marissa Solis at the National Football League
(NFL)

New and updated photos/art throughout

Updated examples and figures throughout

Fully threaded examples throughout the chapter that link the NFL’s strategies to best practices
in marketing strategy in general

End-of-chapter material updated
- New end-of-chapter case on Grab
- Continue to offer the very popular end-of-chapter feature “How to Build a

Marketing Plan”

Chapter 4 Market Research

New Real People, Real Choices opening vignette: Stephanie Scalice at LinkedIn
Updated content on syndicated research (Nielsen One)

New tables on Types of Exploratory Research Approaches and Common Mechanical Observa-
tion Techniques Used by Marketers

Section on “Steps in the Research Process” reorganized for additional clarity to students
New and updated photos/art throughout

New key term: Correlational research

Updated examples and figures throughout

End-of-chapter material updated
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