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 benei ts of, 125
 choosing market segments, 136–138
 dei ning channel customer segments and needs 

by segment, 293
 dei ning customer value proposition for 

segments, 439
 estimating segment demand, 139–142
 implementing segmentation strategy, 139
 isolating market segment proi tability, 138
 macrolevel bases of segmentation, 128–131
 microlevel bases of segmentation, 131–136

619

SUBJECT INDEX



620     Subject Index

 proi tability analysis by segment, 449
 recognizing new market opportunities, 126
 requirements for, 125
 services market, 271
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 integrated multichannel models, 285
 Internet as channel alternative, 321
 managing customer contact points, 285
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categories of goods, 22
entering goods, 23

facilitating goods, 23, 24
foundation goods, 23, 24

Google, search engine marketing, 
384, 395

Governments, 47–53
as business market customers, 6
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factors inl uencing choice of, 292
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Maps, strategy, 173–175, 441, 438
Margins and commissions (marketing channels), 
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Market orientation, 8
Market-centered organizations, 56, 57, 414
Market-driven i rms, distinctive capabilities, 8
Market segment, dei ned, 125. See also business 

market segmentation
Market-share analysis, 446
Marketing audit, 444
Marketing challenges for services, 263–267

differences in goods and services, 264
nonownership of services, 266
perishability of services, 266
simultaneous production and 

consumption, 265
tangibility versus intangibility, 264
variability of services, 265

Marketing communications. See business 
marketing communications

Marketing control, 438, 443–451
annual plan control, 446
efi ciency and effectiveness control, 448
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marketing performance dashboard, 446
marketing performance dashboard, 446–448
marketing performance measurement (MPM) 

strategies, 444–446
proi tability control, 449–451
strategic control, 443

Marketing implementation, 451–456
implementation skills, 453
interfunctional involvement in, 455
marketing strategy center, 454
strategy-implementation i t, 452
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Marketing performance measurement (MPM) 
strategies, 444–446
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Marketing synergy, 251
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Market-sensing capability, 8
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use of raw materials, 24
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Message development for advertising, 391
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basis, 136
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structure of decision-making unit as basis, 135
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advantage in high tech markets, 225
diversii ed customer portfolio, 106
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targeting SMB customers, 178
value-based selling tools, 43
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Mobile Clinical Assistant (Motion C5), 89
Modii ed rebuy, 69
Motion Computing, Inc., 89
Motivation, sales force, 422–425
Motivations for buying, commercial 

consumers, 21
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centralized procurement, 75
e-procurement, 46
supplier involvement in product development, 

74
supply chain management, 334

MPM (marketing performance measurement) 
strategies, 444–446

Multichannel models, integrated, 285
Multidomestic industries, 197
Multidomestic versus global strategies, 195–200

N
NAFTA (North American Free Trade 

Agreement), 36
NAICS (North American Industrial 

Classii cation System), 36, 127
National account success, 417
Negotiated contract buying (federal 

government), 52
Negotiated outcomes in collective decisions, 156
Net buying inl uences, 402
Net margin, 102
New-market disruptive strategy test, 242
New product development. See innovation and 

product development
New product strategy, 248
New-task buying situation, 67
Nokia, 337
Nondefense procurement (federal government), 51
North American Free Trade Agreement 

(NAFTA), 36
North American Industrial Classii cation System 

(NAICS), 36, 127

O
Objective-task method (advertising budgeting), 390
OEMs. See original equipment manufacturers
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Online open bid format, 378
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Open bidding, 378
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Operating costs, advantages in RDEs, 183
Operational linkages, 93
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Organizational buying behavior. See buying 
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Organizational forces inl uencing buying 

behavior, 73–77
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Partnering with customers, 10
Partnerships in supply chain management, 332
Patching (strategy in dynamic markets), 245
PC market, global battle for, 199
PCUs (planning and control units), 426

PCU opportunity, 428
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marketing performance measurement (MPM) 
strategies, 444–446

purchases affecting, 43
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Peripheral participants in strategic alliances, 115
Perishability of services and managing demand/

capacity, 275
Personal selling function, managing, 407–431

account management process, 418–421
relationship marketing strategy, 409–413
managing the sales force, 413–418

models for B2B sales force management, 
426–429

sales administration, 421–426
Phillips Electronics, 337
Philips Lighting Company, 136
Planning and control units (PCUs), 426

PCU opportunity, 428
Points of difference, 11
Points of parity, 11
Pragmatists (technology customers), 225
Price elasticity of demand, 11, 366
Price sensitivity, customer satisfaction and, 366
Price versus service tradeoffs, importance to 

buyers, 132
Pricing services, 275
Pricing strategy, 358–382

competition, 370
competitive bidding, 377–379
cost determinants, 368–370
demand determinants, 363–365
effects of Internet on, 322
legal considerations, 373
Parker Hamlin Corporation case study, 382
price attacks by competitors, 374–377
price objectives, 362
pricing new products, 372
product line considerations, 373
value in business markets, 359–371
value-based pricing, 365–368

Print advertising, business publications, 394–396
Private exchanges, 44, 319
Problem solving

extensive, 66
limited, 69
routine, 68

Process (new product development), 246
matching to development task, 253

Processes
core, 164
internal processes impacting marketing 

strategy, 440
Procter & Gamble (P&G), 25

Internet initiative, working with Cisco, 34
Procurement. See purchasing
Product advantage, 251
Product development. See also innovation and 

product development
determinants of new product success, 251
fast-paced development, 252
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major drivers of new product performance, 
247

managing technology, 238–245
new product development process, 246–251
product championing and the informal 

network, 236
supplier involvement in, 42

Product families, 239
Product life cycle, pricing across, 371–374

economic value of new products, 373
new products, 372

Product lines
considerations in pricing, 373
types of, 218

Product market, dei ning, 219
Product organization (sales force), 414
Product positioning, 221–223
Product/market scope, 163
Product/service application in macrolevel 

segmentation, 129
Products, managing for business market, 

208–231
building strong B2B brand, 209–215
planning industrial product strategy, 221–223
product quality and customer value, 215–218
product policy, 218–221
product support strategy, 218
technology adoption life cycle, 223–228

Proi t focus, 10
Proi t management tool, target pricing as, 369
Proi tability

customer proi tability, 99–103
impact of inventory management, 353
levels of logistics service, 348
market segment, 138
service, 276

Proi tability control (marketing strategy), 
449–451

Promotion of Web sites for e-commerce, 324
Promotional strategies for services, 276
Proprietary or catalog products, 218
Psychological contracts, 115
Purchase decision, impacts of advertising on, 398
Publications for potential government vendors, 

50
Purchasing

centralization of procurement, 75
centralization versus decentralization, 76
e-procurement, 44–47

goals of the purchasing function, 38
government buying, 47–53
growing inl uence of, 73
institutional buying, 53–57
levels of procurement development, 40–43
organization of, 37
organizational position of, 75
purchases affecting performance, 43
segmenting purchase categories, 43
strategic priorities, 73
strategic procurement, 39
understanding total cost, 39

Purchasing situation in macrosegmentation, 130

Q
Quality, 215

elimination of inventories in TQM programs, 
352

service quality, 268–271

R
Rapid product development, 252
Rapidly developing economies (RDEs), 72, 

181–190
capabilities advantage of workforces, 187
capturing global advantage in, 181
cost advantages in, 183–185
following key customers to, 187
hidden costs of RDE operations, 185
making the outsourcing decision, 189
market access advantages, 186
risk management in, 203

Raw materials, 24
Raytheon, purchasing strategies, 133
Readiness, measuring strategic readiness, 173
Real-time communication (product innovation), 

244
Recruitment and selection of salespersons, 421
Regression, 144
Relational strategies in services marketing, 271
Relationship commitment, 94
Relationship marketing, 16, 92–95, 409–413

drivers of relationship marketing effectiveness, 
409–411

evaluating relationships, 112
nature of relationships, 94
relationship marketing (RM) programs, 

411–413
strategic choices in, 94
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types of relationships, 93
value-adding exchanges, 94

Relationship orientation (RO), 412
Representatives for manufacturers. See 

manufacturers’ representatives
Research in Motion Ltd. (R.I.M.), 31
Resources

allocating for marketing strategy, 441–443
identifying for marketing strategy, 440
resource commitments (new product 

development), 247
strategic, 164

Responsibility charting, 159
Responsive marketing strategy, 82
Reverse auctions, 46, 52, 319

strategic approach to, 379
Rewards (sales force), 422
Risk, managing in emerging markets, 203
Risk-reduction strategies, 83
RM (relationship marketing) programs, 411–413
Robinson-Patman Act, 373
Routine problem solving, 68
Russia, increasing importance in global 

market, 14
Ryder Truck Company, 308

S
SafePlace Corporation, 280
Sales. See personal selling function, managing
sales administration, 421–426

evaluation and control, 425
recruiting and selecting salespersons, 421
supervision and motivation, 422–425
training, 421

Sales analysis, 446
Sales force composite (forecasting technique), 

143
Sales force

models for sales force management, 426–429
role of, impact of Internet strategies on, 324
service-savvy, 276

Sales force management, 413–421
key account management, 414–417
models for B2B sales force management, 

426–429
national accounts success, 417
organizing personal selling effort, 413

Sales resource opportunity grid, 427
Salesforce.com, 243

Sales-marketing-logistics integration, 343
SBU (strategic business unit), 155
Schwinn, case study, 206
SCM. See supply chain management
Scorecard. See balanced scorecard
Sealed Air Corporation, 60
Search process in organizational buying, 66
Segments, 449

proi tability by market segment, 450
Segmentation of business market. See business 

market segmentation
Segmentation of purchase categories, 42, 43
Selective processes (in cognition), 83
Selling tools, value-based, 43
Service bundling, 275
Service concept, 273
Service delivery system, 274
Service offer, 273
Service packages, 272–275
Service personnel, 275
Service, product, 218
Service recovery, 269
Services, 25, 257–280

building strong brand with (BASF), 221
challenges in marketing services, 263–267
customer experience, 258–260
customer experience management, 260
industrial services, 219
marketing mix for business services, 271–277
SafePlace Corporation (case study), 280
service quality, 268–271
solution-centered perspective, 260–263

Set-aside program (government contracts), 49
SGA (strategic global alliance), 192
Share-of-wallet, 442
Siemens, tracking marketing success, 452
Skimming (pricing), 372
Small and medium-sized businesses (SMB)

business market for Dell Computers, 6
Federated Insurance targets SMB sector, 149
importance as IT customers, 106
Microsoft targets SMB sector, 178

Smucker Company. See J.M. Smucker Company
Social ingredients in strategic alliances, 116
Solutions, customization via Internet marketing, 

304, 311, 316, 321
Solutions approach to services, 260–263
Sonoco, customer value proposition, 11
Sony, relationships with suppliers, 119
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Southeast Asia, rapidly developing economies, 
72, 181

Staples, customized solutions via Internet, 321
Steelcase, Inc., 256
Straight rebuy purchasing situation, 68
Strategic alignment, 171, 173
Strategic alliances, 112–117

accessing complementary skills, 112
benei ts of, 113
determinants of alliance success, 114–116
social ingredients in alliance success, 116

Strategic assets, 164
Strategic business unit (SBU), 155
Strategic control (marketing strategy), 443
Strategic factors in new product success, 251
Strategic global alliance (SGA), 192
Strategic new-task decisions, 67
Strategic positioning, 163–167
Strategic priorities in purchasing, 73
Strategic readiness, measuring, 173
Strategic resources, 164
Strategic themes, critical, 440
Strategy guidelines for marketers

buyer-seller relationship management, 97
buying center members, 81
key account management for centralized 

procurement
modii ed rebuy situations, 70
new-task buying situation, 68
responsive marketing strategy, 82
straight rebuy situations, 66

Strategy map, 167, 173–175, 437
Strategy plan, building, 167–175
Subjective technique (demand 

forecasting), 142
SunPower Corporation, 301
Suppliers

evaluation by organizational buyers, 47
involvement in new product 

development, 42
selection of and performance review by 

organizational buyers, 66
value drivers in key supplier relationships, 96

Supplies, 25
Supply chain, 17–22

commercial enterprises as consumers, 21
iPhone, triumph of supply chain management, 

22
integration through use of Internet, 312

managing relationships in, 19
sales forecasts, vital to smooth functioning 

of, 141
Supply chain management (SCM), 18, 36, 

329–357
benei ts to i nal customer, 336
breakdown of supply chain, 337
business-to-business logistical management, 

349–354
business-to-business logistical services, 

346–349
calculating logistics costs, 346
concept of, 331–333
i nancial benei ts perspective, 337
goals of, 335
information and technology drivers, 336
logistics as critical element, 341–345
logistics management at TransPro, 357
making supplier relationships work, 340
SCM software, 338
stages in adoption of, 334
successful supply chain practices, 340

Sustain stage, 170
Sustaining innovation, 240
Switching costs, 96, 367

T
Tablet PC for nurses, 89
Target audience for advertising, 389
Target costing, 368
Technical synergy (in new product 

development), 252
Technological inl uences on buying 

behavior, 72
Technology adoption life cycle, 223–228

bowling alley analogy for technology market, 
226

strategies for, 225
types of technology customers, 224

Technology enthusiasts, 224
Territory sales response, 426
Third-party logistics, 353
Thought-worlds, 156
3M, 155, 177

business plan, 158
encouraging innovation, 234
product championing, 236
Web site for custom Post-it Notes, 315

Touchpoints (customer experience), 259
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Time compression in order-to-delivery cycle, 
335

Time line for marketing strategy 
results, 439

Time pacing (product innovation), 245
Time segmentation (pricing), 372
Time series techniques (forecasting), 144
Tornado strategy, 227
Total buying plans, 402
Total cost approach to logistics management, 

344
Total cost of ownership (TCO), 40

calculating logistics costs, 346
Total cost in use, 361
Total cost and value of a good or service, 39
Toyota

identifying suppliers for 
innovativeness, 134

supplier relationships, 19, 340
Trade show strategy, 400–404

benei ts of, 400
evaluating performance, 403
investment returns, 401
managing exhibits, 402
planning strategy, 401
selecting shows, 402

Training (sales force), 421
Transaction costs, reduction with Internet 

use, 311
Transaction customers, 98
Transactional exchange, 93, 95
Transactional relationships, 95, 108
Transportation, 350–352

logistical service and, 350
performance criteria, 351
speed of service, 351

TransPro, logistics management, 357
Trust, building in marketing channels, 298
Turf issues and thought-world views, 156

U
Unit cost reduction goal of SCM, 116
Unbundling strategy, 107
Unique focus, 166
UPS

e-commerce technology, 310
UPS Solutions, 261

Users (buying center), 79
Users (commercial enterprises), 21

V
Value, 106, 174, 175

customer value, 216–218, 359–362
Value-adding exchanges, 94
Value analysis, 40
Value buy, 40
Value-based pricing, 361, 365–368
Value-based segmentation, 368
Value-based selling tools, 43
Value-based strategies in microsegmentation, 

132
Value drivers in collaborative relationships, 97
Value network, 164
Value proposition, crafting, 107–109. See also 

customer value proposition
bandwidths of industry relationships, 107
distinctive value proposition, 167
l aring out by unbundling, 107
l aring out with augmentation, 108
l exible service offerings, 109
instituting best processes, 109
key value propositions and customer strate-

gies, 170
learning to retain customers, 111
motivating employees, 110
in strategic alliances, 114
unique value propositions for key accounts, 

415
Value in use, 129
Vietnam, 182
Visionaries (technology customers), 225

W
W. W. Grainger, Inc., 7, 317

Internet and e-commerce strategies, 327
Walt Disney Company, 75
Warehousing function, outsourcing, 350
Waste reduction through supply chain 

management, 335
Web, synchronizing with marketing strategy, 314
Web sites, 316–319. See also e-commerce; 

e-commerce strategies
B2B, borrowing from consumer sites, 318
Internet catalogs, 319
private exchanges, 319
promotion of, 324
reverse auctions on, 319
successful design, 318
W.W. Grainger example, 317
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Wendy’s International, Inc., 36
Whale curve of cumulative proi tability, 100

X
Xerox Corporation, 238

career path for CEO, 9

global strategy, 199
joint venture with Fuji Film, 193

Y
YRC Worldwide, account management, 431


