Above-the-line promotion 252, 259

Absolute advantage 486

Accidental exporting 488

ACORN 87-89, 338, 379

Acquisition strategy 133

Active exporting 488

Adam Smith philosophy 3

Additional functions product 125

Administered vertical marketing
system 198-199

Adoption (of innovations) 147-150

Advertising 245-258

Advertising platform 250

Advocate 305-306

Agency (advertising) 252

AIDA 241, 247

AlO research 51, 90-91

American Marketing Association
(AMA) marketing definition 3

Analytical marketing 14, 372

Appraisal (sales/environmental)
281-282, 415-420

Approver (organizational buyer
behaviour) 55

Aspirational group 49

Assumptions (planning) 23

ATR model 241, 247

Attitudes (buyer behaviour) 51

Audience response repertoire 241

Audit (marketing) 22-23, 310,
438, 448-454

Audit Bureau of Circulation (ABC)
253

Bargain package 261

Bargaining 186, 210

Bargaining power (segmentation)
98

Barksdale and Harris combined
PLC/BCG matrix 475-477

Barriers to entry (segmentation) 98

Behavioural segmentation 91-92,
240

Below-the-line promotion 259

Benchmarking 151-152

Benefit segmentation 91-92, 178

Billboards 243

Black box model 43

Boston consulting (BCG) growth/
share matrix 465-468

Bottom-up forecasting 351

Box-Jenkins 359

Branding 92, 100-102, 117,
255-256, 319, 379

Breakeven point 171

British Audience Research Bureau
(BARB) 253

British Rate and Data (BRAD) 252

Broadcast faxing 342

Budget 26-27, 242, 250-251

Bundled promotion 261

Business analysis/mission 62,
144-145, 449, 310

Business problem analysis function

74-75

Business-to-business (B2B) marketing

32, 60-61, 265, 298, 316,

317-318, 319, 327, 331, 340,
383, 384-385

Business-to-consumer (B2C)
marketing 32, 265, 327

Buy classes 55

Buy one get one free (BOGOF) 261

Buy phases 56

Buyer behaviour 39-68

Buyer characteristics (segmentation)
97,165, 240

Buying centre 55, 57

Cable TV 332

Call frequency 285

Campaign planning 248-255

Capital goods 243

Cash cow 466

Casual exporting 488

Categories of life cycle 116-117

Causal forecasting 360

Channel captain 207-208

Channel conflict/co-ordination
204-211

Channel partnership 228-229

Channels of distribution 191-213

Charity marketing 32-33

Chartered Institute of Marketing
(CIM) marketing definition 3

Cinema 243

Cinema and Video Industry
Research (CAVIAR) 253

Client 305-306

Closed-ended questionnaire 384



520 Index

Closing (sales) 287

Clubs 336

Cold calling 244, 340

Collaborative innovation 154

Combination segmentation 75-77,
92

Commercialization (new product)
146-147

Commission (sales) 294

Commission Luxembourgoise pour
I'Ethique en Publicité (CLEP) 253

Committed international marketing
488

Communicability (new product) 150

Communications 208, 235-268,
288

Compatibility (new product) 149

Competitive benchmarking
151-152

Competitive forces 40, 412, 449

Competitive industry structure model
407-408

Competitors and pricing 172-173,
176

Complexity (new product) 150

Concentrated marketing 99

Concept testing 141-143

Conflict (channel) 206-211, 221

Consumer 41, 46-54, 191-192,
267,379

Consumerism 8-9

Contests 243

Contingency planning 26-27

Contractual vertical marketing 196

Control systems 15, 227, 244,
254,311, 433-454

Conventional marketing channel
194

Co-operative advertising 262

Co-operatives 197-198

Copy platform 251

Core competencies 427

Corporate constraints 22

Corporate objectives/mission
21-22,162, 310, 352-353

Corporate remit 21-22

Corporate vertical marketing
194-195

Cost based pricing 173-179

Cost benefit 225-226

Cost considerations in pricing
169-172

Coupons 243, 260, 342

Creative platform 250

Creative selling 275

Criticisms (marketing) 32,
114-115, 468, 473, 475, 477,
479

Cross elasticity 168

Cross selling 93, 380

Culture 48, 57, 490-493

Customer based pricing 176

Customer based sales force 283

Customer care 12, 29-39,
303-315

Customer function 74-75

Customer groups 75

Customer relationship marketing
(CRM) 93, 304, 329

Customer tracking 443

DAGMAR 241, 247

Data capture 390, 400

Data fusion 328

Data mining/warehousing 93,
390

Database marketing 330,
334-335, 389-391

Dealer mailings/support 336-337

Decider (buyer behaviour) 55, 240

Decision support system (DSS) 372

Decision-making process 51-54

Decision-making unit (DMU) 55, 57,
58, 60, 94, 389

Decline (product life cycle) 112,
114

Decoding 235, 236

Defensive strategy 131-132

Definitions of marketing 2-5

Delphi forecasting 135-136, 362

Demand chain 61, 228-229,
313-314

Demand considerations in pricing
163-164, 168-169, 191-192

Demographic segmentation 51, 84,
94

Demonstration (sales) 243,
286-287

Depositioning 102

Deprivation 46

Depth interviews 44-46, 385

Depth of product line 110-111

Derived demand (organizational
buyer behaviour) 55, 57

Development (product) 145-146

Differentiated marketing 99

Diffusion (of innovations) 147-150

Diffusion indexes 361

Diplomacy (in channels) 211

Direct cost pricing 175

Direct mail 327-328, 331-332,
335-339

Direct marketing 31, 212-213,
243, 265, 327-346, 333, 335,
339, 342-344

Direct Marketing Association (DMA)
327-328, 330-331

Direct response television (DRTV)
257,342-343

Dirty cash cow, dog, star 480-481

Discount 261

Discounted cash flow 145,
334-335

Display 243

Distinctive competency 419

Distribution channels 191-213

Distributor 267

Divisibility (new product) 150

Division of labour 3

Dodos 476

Dogs 466

Dominant competitor 182

Donor fatigue 41

Door-to-door selling 279

Drop error 139

Early adopter 147-149

Early majority 147-149

E-commerce 31, 61, 339

Econometric models 361

Economic environment 400, 449

Economic order quantity (EOQ)
221-222

Economist and pricing 160-169

Efficiency control 446-447

Elasticity 165-166

Electronic data interchange (EDI)
61,228,298,319

Electronic point-of-sale (EPOS) 290,
400

Email 243, 327, 332-333

Encoding 235

Environmental factors/forces 40,
47, 57-58, 396-404, 405-406,
448

Environmental scanning 23,
401-404, 415-420

Ethics and marketing 32

Ethnocentric orientation 500

European Advertising Standards
Alliance (EASA) 253

Evaluation 254, 289294, 311,
433-454

Exchange (relationship marketing)

317



Exclusive distribution 193
Exhibitions 262, 337
Experience curve 461-464
Experience factor 289
Experimentation (marketing

research) 380-381
Exponential smoothing 359
Extension strategy 118-123
Extranet 61

Facility visit 266
Family group (buyer behaviour)
-50

Family life cycle 84-85

Fastmoving consumer goods
(FMCG) 64, 243, 260-261, 274

Favourable competitor 182

Feedback 244

Field sales 273

Five forces (Porter) 409-410

Fixed costs 171

Flows (channel) 202-204

Focus group 44-46, 309

Follow-up (sales) 287, 336

Ford, Henry 5-6

Forecasting (sales) 26, 349-367,
370, 405

Four Cs (segmentation) 89-90

Four Ps 30, 123

Fragmentation (media) 258, 332

Franchise 195-197

Functional objectives 354-356

Fundraising 336

Futures research 46, 384

Gap analysis 119-121, 310-311

Gatekeeper (organizational buyer
behaviour) 55

General Electric (GE) business
screen 468-473

Generic needs 71-74

Geocentric orientation 500

Geodemographic segmentation 87

Geographic segmentation 84

Geographically based sales force
283

Give aways 261

Global marketing 31, 57, 229,
484-501

Go error 139

Goal incompatibility (channels) 207

Goals (sales) 280-281

Going rate pricing 176

Green consumer 32, 54, 92,
480-481

Growth (product life cycle) 112,
114
Guerrilla strategy 133

Heterogeneous demand 78

Hierarchy of effects 241, 247

High involvement (buyer behaviour)
54

Historical analogy 363

Holistic approach (new product
development) 152-153

Homogeneous demand 78

Horizontal conflict 206

Horizontal linkages 422

Hotspots 290

Idea generation 137-138

Implementation (of marketing) 15

Improved performance product 123

In supplier 55

Incentives (sales) 295

Incentives (sales) 295-296

Increased cost/difficulty factor
(new products) 130-131

Industrial buyer 55

Industrial goods 243, 274

Industrial marketing research
385-386

Industrial revolution 4

Industry maturity/competitive
position model 459-461

Infants 476

Inflation 46

Influencer (buyer behaviour) 55,
240

Information flow (channels) 194

Information technology (IT) 228,
263-264, 274, 322, 332, 400

Informative advertising 246

In-house magazine 243

Initiator (organizational buyer
behaviour) 55

Innovative strategy 102, 121,
126-127, 147-149

Input-output models 361

Inseparability (service marketing)
506, 513

Institute of Practitioners in
Advertising 252

Institutional buyer 55

In-store sales promotion 263

Intangibility (service marketing)
504-506, 513

Integrated marketing communications

(IMC) 245-247, 277

Index 521

Intensive distribution 193

Interaction (relationship marketing)
317

Interactive marketing 243, 257

Interconglomerate structure 499

Intermediaries (in channels) 199-202

Internal accounting system 372,
373-374

Internal audit 450-454

Internal marketing 9, 31-32, 320,
510

International marketing 31, 57,
229, 377-378, 385-386,
485-501

Infernet 31, 154, 185, 213, 229,
243, 298, 339

Interstitial strategy 132

Intertype conflict 206

Intra-firm environment 398

Introduction (product life cycle)
112-113

Inventory level 224

ltem by use analysis 77

Journey planning 282, 285-286

Junk mail 331-332

Jury voor Ethische Praktijken inzake
Reclame/Jury d’Ethique
Publicitaire (JEP) 253

Just in time (JIT) 59-60, 61, 64,
215-218, 318, 355

Keegan's five strategies 497-498

Kennedy's consumer rights 8-9

Key account management (KAM)
275, 297

Key factors for success (KFS) 413

Knowledge (for sales) 281

Laggards 147-149

Laid-back competitor 414

Late majority 147-149

Launch (product) 127-129

Llead time 223-227

Leaflets 243

Leaflets 329, 342

Lean manufacturing 215-218, 318,
355

Legislation (pricing) 185-186

Levitt, marketing myopia 9-10

Licensing strategy 132

Life cycle segmentation 84-85

Lifecycle analysis 362

Lifestyle (buyer behaviour/
segmentation) 51, 89-90
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Line depth/width 110

Lobbying 243

Logistics 213-229

Logo (logotype) 243

Long-term forecasting 351-352

Lostfor-good customers 318-319

Low cost product 126

Low involvement (buyer behaviour)
54

Loyalty 92, 264-265, 305-306

Luxury product 167

Macro-environment 399-401

Macropyramid structure 499

Mail order 328, 337-339

Mall intercept 383

Management by objectives (MBO)
296

Management information system
(MIS) 27, 372

Marginal cost pricing 175

Market boundary 70-74, 77

Market challenger 183

Market creation strategy 132

Market entry 495-496

Market follower 183

Market forecast 353

Market intelligence system 372,
375-380

Market leader 183

Market nicher 183

Market research (forecasting)
362

Market segmentation 70, 77

Market share analysis 440-442

Marketing assets 427

Marketing audit 22-23, 310,
438, 448-454

Marketing budget 444-446

Marketing channels (structure)
199-202

Marketing concept 2

Marketing definitions 2-5

Marketing expenses 442-443

Marketing information system
(MKIS) 27, 276-277, 369-391,
500-501

Marketing management 12-17

Marketing mix 26, 27, 238-239,
496-499

Marketing myopia 9-10, 71

Marketing obijectives 24, 162,
310-311

Marketing orientation 9-12, 370,
516

Marketing planning 15, 25, 28,
19-28, 350-351

Marketing principles 15

Marketing research 24, 255,
276-277, 337, 380-387,
500-501

Marketing strategy 24-25,
143-144, 172-173, 310-311

Marketing tactics 21, 24, 311

Marketing trends 29-33

Maslow’s hierarchy 51-52

Materials management 219-220

Maturity (product life cycle) 112,
114

Maverick strategy 132-133

McCullough philosophy 4

McKinsey report (new products)
129

McKinsey/General Electric business
screen 468-473

Measurement (of marketing) 244

Media Expenditure Analysis Limited
(MEAL) 253

Media planning/selection 236,
251-253, 267

Media shop 252

Medium-term forecasting 351-352

Merchandising 262, 289-290

Micro-environment 398

Middleman 3

Mission statement 62, 308, 310

Missionary selling 275, 295

Mobile marketing, 93

Models of buyer behaviour 42-43

Modified re-buy 55-56

Monitoring (of plans) 26-27

Monopoly 164, 407

MOSAIC 87-89

Motivation (sales staff) 509-510

Motivation research 384

Moving averages 359

Multi-channels system 212

Multifactor portfolio matrix 468

Multi-level marketing (MLM)
344-345

Multinational company (MNC)
489-490

Multiple causation 343

Multivariate models 43

Muting 257-258

Mystery shopping 381-382

National Business Readership
Survey 253
Negotiation 186, 210, 287

Nested approach (segmentation)
94, 96-97

Network marketing 345

Networks 317

Neuromarketing 382

New product development
123-133, 137-147

New task (organizational buyer
behaviour) 56

Niche marketing 99

Noise 210, 237, 435

Non-ownership (service marketing)
506

Non-shop shopping 327

Non-viable competitor 183

Notfor-profit marketing 503,
515-517

Obijections (sales) 287

Obijective forecasting 359-362

Objectives (marketing) 24,
249-250

Observation (marketing research)
380-381

Occupation (segmentation) 85

Odd pricing 179

Offensive strategy 131

Offthe-peg research data 378-380

Oligopoly 164

One level channel 193

On-street survey 383

Operating variables (segmentation)
96

Opinion leader 49, 267

Opportunity analysis 62

Opportunity matrix 405-406

Optimum strategy report (PIMS)
478

Order cycle 223-227, 305

Organizational buying behaviour/
segmentation 55-61, 93-97

Out supplier 55

Packaging 263

Panel consensus 362-363

Panels 46

Par report (PIMS) 478

Partner(ship) 228-229, 305

Payback period 145

Payment 186

Penetration pricing 180-181

People 30, 123, 507-510

Perceptions (customer) 50-51,
308-309

Perfect competition 164, 407



Performance analysis (sales)
289-294

Perishability (service marketing)
506-507, 513

Personal interview (marketing
research) 383

Personal selling 243-4, 273-300,
343-344

Personnel specification (sales) 279

Persuasive advertising 246

PEST 22-23

PESTLE 22

Physical distribution 213-238

Physical environment 401

Physical evidence 30, 123,
511-512

Physical flow (channels) 194

Physical influences (organizational
buyer behaviour) 57

PIMS 312-314, 478-480

Place 30, 64, 238

Place utility 202

Planning 14-15,19-28, 235,
238-239, 244

Planning gaps 121-123

Platform (advertising) 250

Point of sale (POS) 243, 263

Political/legal environment
399-400

Politics (in channels) 211

Polycentric orientation 500

Portfolio analysis 457, 466-468

Positioning 25, 77, 99-102

Positive forces (new products) 131

Possession utility 202

Postal survey 383

Posters 243

Post-purchase behaviour 53-54

Precision marketing 327

Preparation (sales) 286

Press release/conference/reception
266

Price 30, 64, 159-189, 238

Primary data 378-379

Primary group 49

Problem children 466

Process 30, 123, 510-511

Product 30, 63-64, 108-155, 238

Product adoption model 247

Product based definition 71

Product based sales force 283

Product category life cycles
116-117

Product development 145-146

Product item 108-109

Product launch 337

Product life cycle 111-117,
180-181

Product life cycle for international
trade 487

Product life cycle portfolio matrix
475-477

Product line 109-110

Product mix 110-111

Product orientation 5-6

Product screening 138-139

Product testing 337

Production orientation 4-5

Profiling systems 422-426

Profit control/planning 357-358,
444-446

Promotion 30, 64-65, 235-237,
245

Promotional kiosks 263

Promo-tools 242-244

Prospect 305-306

Prospective method 43

Psychodrama/Psycho-drawing 384

Psychological pricing 179

Public relations (PR) 244, 265-267

Public sector marketing 32-33

Publicity 266

Pull promotion 258

Purchase occasions/approaches
(segmentation) 21, 96

Push promotion 258

Pyramid selling 344-345

Qualitative research 384

Quality 179, 312-315

Quality function deployment (QFD)
150-152, 154

Question marks 466

Questionnaire 383-384

Quota (sales) 288

Radio Joint Audience Research
(RAJAR) 253

Recall tests 254-255

Recognition 252

Recruitment (sales) 277-280,
508-509

Reduced reward factor (new
products) 130

Reference group, 49-50

Region-centric orientation 500

Regression analysis 360

Regulation (pricing) 185-186

Relationship marketing (RM) 29-30,
221, 298-299, 304, 315-323

Index 523

Relative advantage 149

Relevance trees 136-137

Reminder advertising 246

Remuneration (sales) 294-296

Repackaged product 126

Report on look alikes [ROLA] (PIMS)
478

Repositioning 102

Research brief/proposal 386-387

Restyled product 126

Retail audit 254, 379

Retailing 55, 274

Retrospective method 43

Return on capital 145

Return on investment (ROI) 312

Reverse marketing 320

Review (of planning) 26-27

Rifle approach 80

ROLA 313

Rorschach ink-blot test 384

SAGACITY 92

Sales analysis 290-294, 438-440

Sales brick 283

Sales budget 356-357

Sales engineer 283

Sales force opinion (forecasting)
363

Sales force promotions 262

Sales forecasting 26, 349-367,
370

Sales interviews 285

Sales journey cycle 274

Sales lead 337

Sales management 273-300

Sales manual 282-283

Sales office 296

Sales orientation 6-8, 26, 516

Sales performance index 290

Sales promotion 244, 258-265,
335

Sales ratios 442-443

Sales report 292

Sales sequence 286-287

Sales target/quota 288

Sales training/skills 279, 280-283

Samples 243, 260-261, 331

Sampling 382

SAPPHO 128

Satellite TV 332

Saturation selling 285

Scenario writing 136

Scheduling (media) 251-253

Screening 138-139

Secondary group 49
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Secret shopping 381-382

Segmentation 25, 77-98

Selection (sales) 277-280, 508-509

Selective competitor 414

Selective distribution 193

Self reference criteria (SRC) 492

Self-liquidating offer 260

Sequential approach (new product
development) 152-153

Service marketing 123, 184,
503-517

SERVQUAL 512-514

Seven ‘Os’ (of buyer behaviour) 41,
43

Seven ‘Ps’ 123

Shell directional policy matrix
473-475

Shortterm forecasting 351-352

Shotgun approach 80

Single European currency 186

Situation analysis 370

Situational factors (buyer
behaviour/segmentation) 96,
50-51

Size (sales force) 296

Skimming (pricing) 180

SLEPT 22

Social class (segmentation) 85-87

Social class 49

Socio-cultural environment 399,
490-493

SPAM 333

Spectral analysis 360

SPIN model 281

Sponsorship 243, 245, 267-268,
433

Staffing 26

Stars 466

STEEPLE 22

Stochastic competitor 414

Straight re-buy 55

Strategic business unit (SBU) 17-18,
27, 469

Strategic fit/control 425, 447

Strategic group analysis 410-411

Strategic marketing 2, 12-13,
16-17, 19-28, 40, 143-144,
172-173, 184, 192-193, 389,
395, 403-405, 457-482,
493-501

Strategic windows 425-426

Strategy analysis report (PIMS) 478

Structured marketing 345

Subijective forecasting 362-363

Substitutes threat (segmentation) 98

Superordinate goals (channels) 209

Supply chain 55, 61, 228-229,
313-314

Supporter 305-306

Survey research 382-384

Switching costs 168

SWOT 22-23, 24, 62, 310,
395-428

Symbols 243

Systems approach 214

Tactical planning 21, 24, 311,
388-389

Target (sales) 288

Target market 24, 25, 70, 77-81,
98-99, 235, 238-239, 252

Team building 345

Technological environment 400

Technological forecasting 133-137

Technology (in segmentation) 75

Telemarketing 297-298, 327, 328,
340

Telephone interview (marketing
research) 383

Telephone marketing 340-342

Tenable competitor 182

Territory design (sales) 284

Test marketing 146

Three level channel 193

Three Ps (of service marketing) 30,
123

Tied indicators 361

Tiger competitor 414

Time factor (forecasting) 366

Time scales in planning 23-24

Time utility 202

Title flow (channels) 194

Top-down forecasting 351

Torrens philosophy 3

Total quality management (TQM)
313-314

Total relationship marketing (TRM)
320

Touch screen 263

TOWS matrix 25

Tracking 53, 321, 443

Trade and marketing 3

Trade associations 376

Trading stamps 322

Training (sales) 279, 280-283,
508-509

Transactional marketing 29,
316-317

Transport 224

Trend extrapolation/projections
134-135, 359

Two level channel 193

Umbrella structure 499

Undifferentiated marketing 98-99

Unique selling point or proposition
(USP) 52, 250, 286-287

Up-selling 380

Usage (segmentation) 91

User (buyer behaviour) 55, 240

Utility product 167

VALS 90-91

Value analysis (VA) 56

Value based pricing 176, 178-179

Value chain 61, 228-229,
313-314, 419, 420-423

Value measures (forecasting) 364

Variability (service marketing) 507,
513

Variable mark-up pricing 175

Vertical conflict 206

Vertical linkages 422

Vertical marketing system (VMS)
194

Viral marketing 332-333

Visionary forecast 362-363

Volume measures (forecasting) 364

Voluntary groups 197-198

Warhorses 476

Weak competitor 183

Which2 9

Width of product line 110-111

Wildcats 466

Word association test 384

Word-of-mouth (buyer behaviour)
52,243, 333

Workload (sales) 285

Workload factor 289

World Federation of Direct Selling
Associations 330

Worldwide web (www) 327, 339

X-11 360
Zero defects 60, 61

Zero level channel 193
Zipping/Zapping 257-258



