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Longines watches 521
longitudinal continuous research 615
long-term commercial encounters 363
Lorange, P. 481

Lorenzoni, G. 187
loss leaders 448, 626
lost-for-good customers 198–200, 626
Lotte 424
Lou 559
Louis Vuitton Moët Hennesy 522
Lovable 559
low-involvement products 112
Lowe, R. 503
Lowitt, E. M. 370, 371
loyalty management and schemes 121,

366–71
and bonding 139–40
bonuses 370
building and personal selling 510–11
card 370, 574, 626
customer retention 574
e-loyalty created 370–1
maintaining 509
and relationship marketing 368–9
Volkswagen 369–70

LSEs (large-scale enterprises) 626
Lucas, J. 346
Lucky Film Corporation 247
Lucozade Energy 269
Lufthansa 319
Lukas, B. A. 504
Luxembourg 212, 277, 425

M&S see Marks & Spencer
Ma, H. 64, 90
McCawley, I. 549
McDaniel, S., Jr 612
McDonald, M. 377, 379
McDonald’s 5, 63, 354

brand theme and attributes 410
competitor analysis and intelligence

162, 178
value chain relationships 213, 214, 219

McGrath, R. G. 35
McIvor, R. 208
McKenzie, J. 378
McKinsey & Co. 257, 300
McLaren racing team 522
McNamara, S. 320
McPhee, W. 34
MacPherson, E. 562
McQueen, S. 522, 523, 524
macro/micro segmentation in B2B

market 296–8
macroeconomic data 597
macroenvironment 103, 537, 626
Madagascar 106
Maddocks, T. 30
magazine advertisements 502
Magrath, A. J. 77
Mahnert, K. F. 219

Maigan, I. 328
mail contact 606
Majd, M. 226
Majluf, N. S. 62
majority, early 624
Malawi 106
Malaysia 98, 221, 587
Malhotra, N. K. 608
Mali 106
management

category 623
customer relationship 624
human resource 38
key account 12, 626
marketing 2–7, 627
strategic see strategy
supply chain xxi, 630

manufacturers
contract 623
as customers 124
distributor relationships 464–5
objectives 480, 481
own brand 411, 412, 413, 414

margin 8
gross 625

Marie Jo (brand) 561, 562
market

attractive 260
see General Electric matrix

commonality and competitor
analysis 166–8

corporate growth strategy and 247–8
coverage and channel/distribution

decisions 467, 468–9
development/growth rate 247–8, 252,

626–7
identification 168
orientation view (MOV) 50, 627

compared with core competences
identification 28, 33–4

‘downstream’ activities 38–9
penetration 247, 627
potential see potential market
pricing decisions and 438, 440–1
relationships (classic, mega, nano

and special) 186
research and decision support system

592–621
customer information file 594–5
data warehousing/mining 

593–4, 624
linking 595–8
marketing information system

618–19
online surveys 613–14
see also ad-hoc; primary research;

secondary research
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market (continued)
segmentation 109, 284, 627
share, relative 252–3, 623
space 627
structures of B2B and B2C 

different 144
targeting 284
value-based pricing 441–2
see also marketing

marketing 38, 39
audit 6, 368, 534, 627
cause related 623
database 140, 624
direct 498, 506–8, 520
external see external marketing
green 625
information system (MIS) 5,

618–19, 627
internal see internal marketing
international see international

marketing
management xix, 2–7, 627
mass 8, 627
mix, Ps of 6, 77, 170, 345–6, 355, 622
myopia 627
niche 627
objectives 245, 537–8, 627
plan/planning 1, 2, 4, 5–6, 533–64, 627

budgets 438
building see building marketing

plan
controlling see under budgeting

and controlling
hierarchical approach to 6–7
implementation and control 538,

544–6
marketing audit 6, 368, 534, 627
objectives and goals 537–8
resources see marketing under

organisation
strategies and programmes 538
video case study of Pret A Manger

xxiii, 531–2
see also strategic marketing

planning; Triumph underwear
programme,controlling 6,578–85, 627

annual plan control 581–2
design of control system 578–80
feedforward control 580, 581, 625
global profit control 583–4
Jordan toothbrushes case study

586–90
overall economic value with

successful CRM 584–5
see also developing marketing

programmes; key areas of
marketing control; market

relationship (RM) 203, 205, 629
reverse 210–11, 630
social xxiv, 328–9, 329, 344–9
strategies 4, 232–358

Nivea face cream video case study
xxiii, 234–6

See also CSR strategy;
segmentation; SWOT analysis

tele 631
test 631
trade 630
undifferentiated 631
vertical system 631
see also market; sales; transactional

marketing; viral marketing
Markowitz, H. 251
Marks & Spencer 56, 312, 413, 553, 556,

557, 558, 562
mark-ups 440, 627
Marlboro 213
Marquis Jet Programme 385, 386,

387, 388
marriage metaphors 191–3, 195–6,

198, 627
Mars Inc. 548–9

Mars-Wrigley and Mars bar 424–8
passim, 485, 486

Marsh, G. 435
Maruti Suzuki India 26
Mascarenhas, O. A. 193, 373
Maslow, A. 117–18, 335–7
mass customisation 11, 205, 496–8,

520, 627
mass marketing 8, 301, 627
Massad, V. J. 453
Mateschitz, D. 269–70, 278
Matsushita 93
Mattel 213
Matthyssens, P. 445
Mauborgne, R. 82–3, 84, 85
Mauritania 106
Mauritius 106
Maxwell, S. 338
Maxwell Industries: Daisy Dee 559
Mead, J. 338
measurement 138–9, 287, 611–12
media advertising and promotion 

501–3
Meenaghan, T. 504
mega market relationships 186
Mela, C. F. 571
Melitta coffee 51, 53, 56
membership

-based customer retention 574
distribution and channels of

462–3, 623
private jet 386

memory and customer behaviour 
117, 118

Méndez, J. L. 202
Menon, A. and A. 341
Mercedes/Mercedes-Benz 213–14, 311
Mercer, G. A. 497
Meridol toothbrushes 590
message, advertising 501
Metcalfe, J. 531
Metro-Group 558
Mexico 278, 555, 561
Miceli, G. N. 140
Michaelidou, N. 613
Micheaux, A. 593
micro-environment 103, 186, 627
micro-segmentation 283, 627
Microsoft 93, 94, 171, 385

world sales 96
X box 92, 95, 97–8

Middle East 456
boilers 147
cars 24, 26, 219–27
cereals 179
soft drinks 278
Triumph underwear 550

Mikkelsen, O. S. 208
Millier, P. 298
Milligan, R. 455
Milliman, J. F. 504
Millman, T. 378
Minogue, K. 561
Mintel 557
Mintzberg, H. 7
MIS (marketing information system) 

5, 618–19, 627
Miskie, R. 398
mission statement 3, 5
Mitchell, V.-W. 298, 299
Mitki, Y. 164
Mitri, M. 473
Mitsubishi Belting Co. 300
Mittal, V. 198, 292
Miu (drink) 279
m-marketing (mobile marketing)

478–9
mobile defence 313
Mobile Energy Team 274
mobile phones 104, 478–9, 524
modified rebuy 125, 627
modularity 400–2, 418
Molineux, P. 42
moments of truth 362, 627
Mon Amour 559
Monaco 277, 523, 524
Monarch Beverage Company 276
Monitor Group 292–4
monopoly 440, 627
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Monster (drink) 277
Montgomery, C. A. 29
Moore, P. 94
Morehouse, J. 306
Morgado, A. 191
Morgan, D. 416
Morocco 105, 317, 550, 551
Mortimer, R. 505
Moss, G. D. 411
motorcycles xxv, 31, 248

Harley-Davidson xxv 308, 353, 454–8
Italy 416–17, 456, 457, 458
Japan 4–5, 26, 64, 68, 454–5, 456, 457

Motorola 290
Mouzas, S. 140, 360
MOV see orientation view under market
Mozambique 106
Mr Coffee 51, 52
MTS Group boilers 147
Mudambi, S. 108
Mueller, B. 503
Mui, C. 575
Mullins, J. W. 130, 509
multiclient studies 615
multidimensional segmentation 

294–5
multi-level selling 510
multiple branding 412, 415
multiple channel strategy 471, 472, 627
multiple convergent process model 

400, 401
multiple distribution channel 471–2
Munsingwear 561
Murphy’s Law 545
Muskopf, T. 371
mystery shopping 481–2

NAFTA 186
Nagle, T. T. 35, 441
Nair, A. 71
Namibia 106
Nanfu batteries 309
nano-relationships 186, 627
Narayandas, D. 452
Naspal, A. 292
NASSCOM (National Association 

of Software and Service
Companies), India 70

national account 627
national competitiveness, analysis of

(Porter’s Diamond/fiveforces
model) 65, 67–71, 92, 99, 628–9

chance 70–1
demand conditions 68
factor conditions 67–8
firm strategy, structure and rivalry 69
government 70

related and supporting industries
68–9

Nayle, T. T. 443
Neal, W. 409
needs 361, 367

Maslow’s classification of 117–18
recognition 126–7

Nellore, R. 134, 267
Nelsons (firm) 18
Nespresso 51, 54
‘nested approach’ in B2B market 296–8
Nestlé, 548

breakfast cereals 176–7, 178
chocolate 55, 56, 425, 485, 486, 487

net marketing contribution to
budgeting 569

net present value 570, 627, 628
net profit before tax 569–70
net value see under value
Netherlands

boilers 147
chewing gum 424–5
and China 309
coffee makers 53, 54
KLM 316, 317
soft/energy drinks 212, 270, 277
toothbrushes 587

Netjets Inc. 381, 385, 386, 387
Netto 169–70
networks 16

social 49, 122–3, 186
value 42

Neves, M. F. 187
New, C. 398
new customers 372, 509
New Delhi car sales 24
new entrants and competition analysis

73–4
new product development 400–2

acceptance 509
for international market 405–7
multiple convergent process model

400, 401
pricing decisions 443–5
product platform/modularity 

400–2
see also international market

New Yorker (German store) 553
New Zealand 270, 277, 550
new-task buying 125, 627
newspaper advertisements 502
Next 555, 556
niche marketing 170, 303, 627
Nielsen, A.C. (firm) 160, 615
Niger 106
Nigeria 106, 587
Nike 39, 410, 411, 416, 420

Nintendo 96–7, 96, 97, 171
see also ‘Blue Ocean’; Wii

Nipkow, J. 52
Nippondenso 300
Nissan 26, 221, 300
Nivea face cream video case study xxiii,

234–6
Nomura Research Institute 93
non-probability sampling 607, 608
non-response problem 610–11
non-tariff trade barriers 440, 628
Normann, R. 40
North America 147, 277, 456

see also Canada; United States
North Korea 104
Norway: toothbrushes see Jordan
not-for-profit organisations 108, 628
NPD see new product development
NPV (net present value) 570, 627, 628
Nutra Sweet 215
nylon 247

objectives 4, 5
advertising 499, 622
of competitors, understanding 168–71
corporate
growth 245
marketing 245, 537–8, 627
profit 245
quantifiable 244
retailing 480, 481
societal 630
and task approach 500–1, 628
see also goals; SWOT analysis

O’Brien, J. M. 94, 95
observation in primary research 605
Ocean boilers 151
O’Connor, P. J. 514
OCVP (online customer value

proposition) 49–50
OEM (original equipment

manufacturer) 108, 628
offensive investment 464
offensive strategies 310–12, 314, 464
off-peak pricing 450
Oh, S. 192
Ohlsson, B. 320
Ojasalo, J. 373
O’Kane, B. 25
Old El Paso 176
Old Navy 555
O’Leary, M. 316, 317, 318, 321
oligopoly 440, 628
Oliver, G. 162
Olsen, R. F. 5, 264
O’Mahoney, P. 306
omnibus studies 615, 628
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one-to-one marketing
and mass customisation 496–8
relationship 203, 205
target 301, 303

Onex jets 383
Onkvisit, S. 411–12, 506
online

customer value proposition 49–50
primary research methods 612–14
social networks 122
see also Internet

open tendering 125
open-ended questions 628
operating/operational

control 582
costs reduced 576
level capabilities, developing 375–6
statement see profit-and-loss

statement
variables in B2B market 296, 297

opinion leadership 123, 492–3, 628
opportunity

business, ‘green’ market as 340–3
to see (OTS) 501, 628
see SWOT analysis

Oral-B toothbrushes 590
Orascom Telecom case study xxiii, 104–5
order point 628
organic food (Duchy Originals) xxiv,

17–20
organisation/organisational/organising

buying behaviour 628
culture 543–4, 628
customisation 418
decision making, B2B, influences 

on 123–32
forms of relationship marketing

15–17
implementing and controlling

marketing effort 528–91
case studies see Jordan; Pret A

Manger; Triumph
see also budgeting and controlling;

marketing plan
influence on buying process 133–5
marketing resources 539–44

bureaucratic or adaptive 540
centralised or decentralised 540
forms, organisational 540–2
structure 539
transition from product focus 

to customer focus 542–3
vertical or horizontal organisation

539–40
markets, buyers in 124–5
not-for-profit 108, 628
structure development 375

original equipment manufacturer
(OEM) 108, 628

Oronamin (drink) 279
Orsay 553
Ortiz, M. J. 320
Osborn, D. 365
Oticon 69
OTS (opportunity to see) 501, 628
Otsuka (Japan) 276, 279
Ottesen, O. 21, 493
Otto 558
outdoor advertisements 503
outsourcing 86–91, 628

advantages and disadvantages 91
definition and example 86
framework 87–9
reasons for 87
salesforce 511–12
Sony 64, 89–90
stages 87–9

own label products 628
Oysho 553

packaging 124, 628
Pakistan 104
Palumbo, F. 398
Pan American World Airways 380
paradigm 9, 628
parallel importing 443, 628
Pardo, C. 135
parity, competitive 500, 623
Parker pens 494
Parkhe, A. 193
participants

in distribution 462–3
in marketing mix 354
in trade shows 514–15

partners 5, 266
KAM stage 378
Swiss cereal business 175–83
in value chains 188, 189, 211–16

Parvatiyar, A. 10
Pass, L. 359
Passionata 561
passive decision making/learning 

112, 113
Patek watches 521
Pavoni, D. 52
Payne, A. 8–9, 12
Peattie, K. 341
Peck and Cloppenburg 555
penetration 628

customer 139
market 627
price 440, 443–5, 628

Penrose, E. 29
people see human resources

Peppers, D. 10, 203, 303, 374
Pepsi/Pepsi Cola 160, 161, 182, 212,

276, 277–8, 283
percentage of sales 628
perception/perceived 628

customer behaviour 117, 118
differences 195–8
product 466
risk 112, 628
value 34–7, 137–40, 628

advantage 76–7, 76
net present 570, 627, 628

Perfetti Van Melle 424, 427
performance

evaluation in buying process 115
improvements 34–5
indicators, early 581

Peri-dent Ltd 586
perishability 394–5, 479

see also food
Perry Ellis 560
personal characteristics see personality
personal competences 33
personal contact in primary 

research 607
personal interviews 606–7
personal selling 89, 498, 508–13,

520, 628
approach 508–9
closing deal and loyalty building

510–11
different from advertising 510–11
effectiveness, assessing 51
functions 509
international 512–13
outsourced salesforce 511–12
planning 508
relationship building 509–10

personalisation 191
personality of customers 108–9, 113,

297, 298
personnel see human resources
Peter, J. P. 328
Peugeot 223
Pfizer 444
Pham, C. T. 46
pharmaceutical industry 69, 174
Phelps, M. 523
Philip Morris 63, 313, 494
Philippe watches 521
Philips 189

coffee maker 51, 53, 55, 56
mocked by spoof ‘Quintippio’

campaign 519–20
and Sony (CD format) 90

Philipsen, K. 200
Phillips, C. 503
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physical address, lack of 613
physical evidence in marketing mix 

77, 355
physical product pricing 442–3
Piercy, N. F. 547
Pillsbury Doughboy 176
PIMS (profit impact of marketing

strategy) 253, 628
Pirog, S. F. 467
Pitt, B. 522
Pitt, L. F. 572, 573
Pitta, D. A. 335, 337, 415, 496
place in marketing mix 170
planning

annual plan control 581–2
gap 245
marketing 1, 2, 4, 5–6, 627

budgeting 438, 538
see strategic marketing planning

portfolio 629
sampling 607–8, 607
top-down method 631
see also portfolio planning

PlayStation 170
Playtex 55, 558, 560
PLC see life cycle under product
Pocari Sweat 279
Pohlen, T. L. 584
point-of-sale displays 505, 628
Poland 550, 555, 558, 590
Polaroid 240
political environment 103
Poole, I. 503
poor people see ‘bottom of the pyramid’
Popper, E. T. 404
population see demographics
Porsche cars 308, 523–4
portable phones 104, 478–9, 524
portal 302, 628
Porter, M. E.

buyer bargaining power 73
buyer purchasing criteria 34–5
competitive strategies

Competitive Advantage of Nations
67, 157

generic 74, 82, 83, 306–9
diamond/five forces model see

national competitiveness
value chains 37, 38, 42, 48, 75,

78–9, 332
portfolio planning and analysis 

249, 251
distributor 463–4
product 250, 629
see also strategic marketing planning;

SWOT analysis
Portugal 52, 270, 413, 450

positioning 284, 303–6, 314, 629
and customer behaviour 117
defence 312
international apparel and Björn Borg

305–6
product 408
see also targeting under segmentation

post-purchase activities 116, 369, 595
post-testing 629
potential market 401, 627

see also foreign market potential
potential suppliers 128–9
Potterton heaters 145
poverty see ‘bottom of the pyramid’
Powers, T. L. 295
Powertrain Group (General Motors) 451
Prahalad, C. K. 90, 191, 415

core competences identified 30,
31–2, 40

CSR strategy and sustainable global
value chain 334–5, 338

Pratt & Whitney 385
pre-emptive defence 313
preference inputs 401
Premier jets 383
premiums, price 575, 576–7
pre-sale contact and B2B customer 

file 595
Pressey, A. D. 197, 198
Preston, S. 208
Pret A Manger case study xxiii, 531–2
pre-testing 609, 629
price/pricing 77, 595

break-even 622
decisions 432–60

accountant’s perspective 435–7
bundling 448–9, 629
changes 445–6
competitor’s response 434–5
different segments 449–50
economist’s perspective 433–5
experience curve 446–7
framework 437–41
Harley-Davidson case study 454–8
internet 452–3
market value-based versus cost-

based 441–2
new products 443–5
product line 447–8
relationship 450–2
services versus physical product

442–3
target markets, communication

with 453
escalation 439–40, 629
in marketing mix 170
penetration 440, 443–5, 628

premium 575, 576–7
product line 629
relationship 14, 450–2
skimming 443–5, 630
supplier’s 130

PriceWaterhouseCoopers 69
Pride, W. 328
Prima Donna 561
Primark 557
primary activities 38, 43
primary data 288, 596–7, 629
primary research 601–12

approaches 604–6
contact, medium of 608–11
design 603–4
experiments 605
measurement 611–12
observation 605
online see online primary research
problems using 610–12
qualitative 601–3, 602
quantitative 601–3, 601
sampling plan 607–8, 607
surveys 605–6, 610–14
triangulation 602–3
see also contact medium

privacy/private 142
brand/label 411, 412, 413, 629
contracting 125
jet membership 386
Private Air 385

probability sampling 607, 608
problems

field survey sampling 605–6, 610–12
identification in buying process

113–14
non-response 610–11
primary research 610–12
recognition 126–7
refusal to respond 611
solving 43, 626
see also barriers

process 77, 111–12, 354–5
model, multiple convergent 400, 401

Procter & Gamble 31, 55, 420, 588, 590
procurement 38
product 77

-based resource organisation 541–2
brand equity 408–9
cannibalisation 407–8, 623
changes 401
and channel decisions 466
concept 629
convenience 624
development 375
factors and pricing decisions 438–40
-focused business units 543
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product (continued)
generic 414, 625
gross national 625
life cycle (PLC) 249–51, 255–6,

402–5, 629
levels and limitations 404–5
and time-to-market see TTM

line pricing 447–8, 629
in marketing mix 170
offer, components of 394
platform and new product

development 400–2
portfolio 250, 629
relationship marketing 14
and service decisions 392–431

brand equity 408–9
cannibalisation 407–8, 623
chewing gum industry 424–8
Fisherman’s Friend case study 422–4
importance of service 393
‘long tail’ strategies 420–1, 626
offer, components of 394
positioning of product 408
product offer, components of 394
see also branding; new product;

positioning; strategies under
services and under Internet

value chains 44–6
production 39, 186–7, 401

-oriented (upstream) activities 38–9
productive SWOT analysis 239–41
productivity 5
profit 5

-and-loss statement (operating
statement/income statement)
566, 629

base 576
before tax, net 569–70
control 582, 583
impact of marketing strategy 

253, 628
objectives 245
profitability analysis 566–7, 629
realising full value of customer

relationship 571–2
see also profitability under customer

promotion (communication) see
advertising and promotion

‘Pronto’ toothbrushes 586
proposals (samples) from 

suppliers 129
proprietariness and competence 31
prospect 629
Prost, A. 522
Proton 221
Ps, four see marketing mix
psychic distance 194–5, 196, 629
psychographics 289, 291–4, 629

psychological bond between buyer and
seller 205

public relations 498, 503–4, 520
public sector tendering 124–5
Puma 560
purchases see buying/purchase
push and pull strategies 495–8, 629

Qiu, T. 156, 197, 198
Quaker Foods 176, 182

Quaker Oats 276
qualitative research 601–3, 602
quality 130

buyer-seller relationship 362–3
gap in services, determining 395–7

quantifiable objectives 244
quantitative research 601–3, 601
Quelch, J.A. 414, 452
question

marks in BCG model 253, 254
open-ended 628

questionnaire design 606, 608–9
Quinn, J. B. 90
‘Quintippio’ spoof campaign 519–20

R&D (research and development) 39,
186–7

race, segmentation by 290
radio advertisements 502
Rafiq, M. 77, 218
Raggio, R. D. 409
Räikkönen, K. 522
Ramaswamy, V. 39, 40, 191, 415
Ramirez, R. 40
Ranchhod, A. 508
Rangaswamy, A. 141, 142
Rao, S. K. 447
Raskin, O. 612
Rauch, Roman 269
Ravald, A. 75
Ray, P. H. 18
Raynor, M. E. 284
Rayport, J. 48
Raytheon jets 383, 384, 385
RBV see resource-based view
reach (advertising) 501, 629
Reagan, President R. 455
Real Gold (drink) 279
realised sales 600
rebuy

modified 125, 627
straight 125, 126, 630

recession and brand-switching 123
reciprocity 203
recognition of problem or 

need 126–7
recruitment market 9
recycling 462

Red Bull energy drinks case study 269–80
advertising and promotion 

273–4, 275
and competition 274, 276
described and illustrated 270–2
market 276–80
price and distribution 272–3

red oceans 82, 629
Red Rose 559
Redknapp, L. and J. 562
reference groups 109, 113, 117, 629

see also family
referrals 9, 575, 576, 629
regulations see law
Reichheld, F. F. 370, 371, 571
Reinartz, W. 400
relationships and relationship

marketing xix–xx, 1, 401, 629
analysis see value chain relationships
audit 368
B2B market 298–300
building in personal selling 509–10
chain of 16
concept 8–12
distribution 14–15
focus in exchange 198–200
management 464–5
organisational forms of 15–17
pricing 14, 450–2
product 14
promotion (communication) 15
six-markets model of 9
and traditional marketing 13–17
and transactional marketing 7–13
see also value chain relationships

relative cost 77–9, 78, 623
relative market share 252–3, 623
reliability 598, 611–12, 611
Renault 25, 26, 221
repositioning 243, 630
Rese, M. 360
research

and development 39, 186–7
qualitative and quantitative 601–3,

601, 602
see also primary research; secondary

research
resellers/reselling see intermediaries
resources

allocation 4
-based view of core competences 28,

29–34, 50, 630
competence described 30–3
and competitive advantage 

32–3
resources defined 29–30
testing 30

centralised/decentralised 540
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core competences see -based view
above

high market commonality 166–8
organisation see organising 

resources
similarity and competitor analysis

166–8
response

competitor 171–2, 434–5
consumer 111–12, 481
non-response problem 610–11
and segmentation 287
stimulus/process (SPR) 111

responsibility, social 245, 538, 630
corporate see CSR

retailing
distribution decisions 462, 479–82
ECR (efficient consumer 

response) 481
mystery shopping 481–2
objectives 480, 481
panels in longitudinal research 615
trade marketing 479–81

retention, customer 366–7, 372, 571–4,
577, 630

return on investment (ROI) 4, 630
Reve, T. 74
revenue generation and growth 87, 576
reverse auction 630
reverse channel 462
reverse marketing 210–11, 630
reverse segmentation 299–300, 299
Rezazadeh, H. 224–5
Rhapsody.com 421
Riello Burners 147, 151–2
Ries, A. 310
Rigby, D. 326
Ringland, G. 618
risk 402

perceived 112, 628
Ritter GmbH 486
RM see relationship marketing
Roberts, K. 344–6
Robertson, D. 400–1
Robinson, D. A. 326
Robinson, P. J. 127
Rogers, M. 10, 374, 516
ROI (return on investment) 4, 630
Rolex watches 308, 521, 523
Rolls Royce 381, 385
Romania 144, 145, 503, 558
Rosenberg, J. 550
Ross, W. T., Jr 512
Rosson, P. J. 514
Rossum, E. 346
Rosy 559
Rotel coffee machine 52
routine items in Kraljic’s model 32

Rowenta coffee machine 52
Roy, M. 332
royalty (remuneration) 630
Rukh Khan, Shah 349, 523
Rukstad, M. G. 80
Runners stove 553
Russia

Baxi boilers 144, 145
car sales 26
cereals 179
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