Subject Index

A

Access to scarce resources,
148
Accommodate rush-hour
demand, 213
Acquisition, customer. See
Customer acquisition
Active information search, 92
Activity-based costing, 459
Adaptation
brand element, 481
communication, 483-84
as global product strategy,
479
Adapted marketing program,
478
Administered vertical marketing
system, 360
Ad placement policies and
extra services, 298
Advertising
definition, 297, 311
online advertising, 313-14
place advertising. See Place
advertising
print advertising, 312-13
radio advertising, 313
television advertising, 311-12
Africa, 472
“A geek brand,” 114
Agents, 349
foreign-based, 469
Age segmentation, 155
Alpha testing, 433
Amusement parks, 278
Appeals
informational, 301
message, 301
transformational, 301
Apple computers, 189, 203-4
Arranged interviews, 134
Asian Americans, 157
Assessing growth opportunities
growing sales to current
customer, 403-4
innovation and imitation,
401-2
market position, 402-3
mergers and acquisitions,
401
organic growth, 401
product-market growth
framework, 399-401
Associative network memory
model, 90
Attitudes, 94
Auction company, Pure Play,
111
Auction pricing, 276

Audience-attention probability,
298
Audience quality, 298
Automated teller machines
(ATMs), 228
Average cost, 271
Awareness, 291
company communications,
291-92
set, 92

Baby Boomers, 155, 159
Behavioral factors, 150
Behavioral research, 130-31
Behavioral segmentation
buyer-readiness stage,
158-59
loyalty status, 159
occasions, 159
usage rate, 158
user status, 158
Belief, 94
Benevolence trust, 461
Beta testing, 433
Big Mattress, 205
Billboards, 314
Blogs, 318
and blogging, influence of,
457
Bottom of the pyramid (BOP),
495
Bottom-up idea generation, 430
Brand, 63
Brand activism, 500
Brand associations, 90
Brand audit, 240-41
Brand authenticity, 171
Brand communities, 452-53
Brand-dominant hierarchy, 93
Brand elements, adaptation,
481
Brand-equity measures, 139, 140
Branding
design. See Designing the
brand
dynamics, 248-54
equity, 238-39
essence of, 235-36
firms, 237-38
hierarchy, 245-50
luxury. See Luxury branding
managing brand crisis,
254-56
power, 239-41
role of brands, 236-37
strategic brand management,
235
strong brand, 234

Brand mantra, 241-42
Brand metrics pathway, 140
Brand personality, 245
Brand personification, 131
Brand power, 177, 178
Brand substitution test, 170
Brand tracking, 240
Brazil as developing market, 474
Brick-and-mortar retailers, 457
automatic vending, 384
category killers, 384
extreme value or hard-
discount stores, 384
types, 383
vending machines, 385
warehouse clubs, 384
B-to-B marketing, 106
Bubble exercises, 131
Building brands, 181
Building preferences, 292
Building trust, 118
Business facilities, 436
Business infrastructure, 148
Business markets
business-to-business
relationships, 118-120
definition, 105
segmentation variables for,
160-61
Business-model design,
428-29, 434-35
Business-model validation,
428-29, 435
Business-to-business
relationships
building trust, 118
buyer-supplier relationship,
118
corporate credibility, 118
corporate expertise, 118
corporate likability, 118
corporate trustworthiness, 118
institutional market, 119-20
risks and opportunism, 119
Business-to-business sale, 504
Buyer-readiness stage, 158-59
Buyer-supplier relationships, 118
Buying alliances, 111
Buying center, 108

C

Canada as large U.S. export
market, 472

Carnival Cruises, 211

Cash-flow metrics pathway, 140

Casper (American e-commerce
company), 204-5

Catalog marketing, 342

Category membership, 170, 179
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Causal research, 128
Cause marketing, 496-99
Cause-related marketing, 497
CEO, marketing and, 491
Channel captain, 359
Channel conflict
causes of, 362
definition, 361
managing, 363
types of, 362
Channel cooperation, 361
Channel levels, 351-52
Channel-management
decisions
establishing channel
objectives, 355-56
evaluating channel members,
361
motivating channel members,
359-60
selecting channel members,
356-58
Channel members selection
franchising, 358
identifying major channel
alternatives, 356-58
Channel partnerships
conventional marketing
channels, 359
horizontal marketing
systems, 360
vertical marketing systems,
359-60
Channel power, 359
Channel pricing, 277
Channels, direct marketing
catalog marketing, 342
direct mail, 341-42
infomercials, 343
telemarketing, 342-43
Chase experiences, 164
Chase Sapphire, 164
Chatter, 123
Chief sustainability officers
(CSOs), 500
China, 471
as developing market, 474
joint ventures in, 475
Churners, 164
Closed-end questions, 131-32
Close supplier-customer
relationships, 106
Closing, selling process, 333
Club membership, 452
Cobranding
advantage and
disadvantages of, 248
dual branding, 247
ingredient, 248-50
joint-venture, 247-48
managers, 248
multiple-sponsor, 248
same-company, 247
Cohort, 155
Collaborator networks, 148
Collaborators, 60, 428
Collaborator value, 61

Collaborator value map, 65
Commercial deployment, 68,
429, 436-38
Commercialization, 436
market expansion, 437-38
selective market deployment,
437
Communication adaptation,
483-84
Communication benchmarks, 293
Communication budget, 293-94
Communication campaign
benchmarks, 293
budget, 293-94
company, 291-92
setting, 291
Communication message, 295
Communication process
elements, 291
macromodel, 290
micromodel, 290-91
Communication program, 291
Communications, 63, 64
retailers, 382
shopper marketing, 383
Communication strategies,
global, 483-84
Communities of practice, 425
Company, 60
Company’s offering, 210
Company Call Centers
development, 230
Company communications
building preferences, 292
creating awareness, 291-92
inciting action, 292
objectives, 291
two offerings, 292
Company demand, 136
Company sales forecast, 136
Company sales potential, 137
Company stakeholders, 428
Company value, 61
Company value map, 66
Company website, 316
Competitive advantage, 176
Competitive communication,
294
Competitive frame, 170
Competitive-parity budgeting,
294
Competitive position, 173
Competitive pricing, 276
Competitors, 60
Competitors’ prices, 272-73
Complaints, customer, 457-59
Complementary services, 214
Composite of sales force
opinions, 137-38
Comprehensive marketing
audit, 72
Concept development, 432-33
Concept validation, 433
Conformance quality, 448
Conjoint analysis, 433
Conservatives (late majority), 439
Consideration set, 92

Consumer behavior
characteristics. See
Consumer characteristics
psychology. See Consumer
psychology
Consumer characteristics
cultural factors, 80-81
personal factors. See
Personal characteristics
social factors, 81-82
Consumer decision journey, 91
Consumer incentives, 282
Consumer preference, 291
Consumer psychology
buying decisions. See
Decisions process
emotions, 89
memory. See Memory
motivation, 85-87
needs, 85
perception, 88-89
Consumer psychology and
pricing
cues, 269
image pricing, 268-69
marketers, 267
purchase decisions, 268
reference prices, 267-68
Containerization, 366
Context, 60
Contextual placement, 314
Continuous replenishment
programs, 113
Contraction defense, 409
Contract manufacturing, 475
Contractual vertical marketing
system, 360
Control, 66
Controls audit, 73
Conventional marketing
channels, 359
Conversion rates, 446
Conviction, 291
Cooperative organizations,
474
Core competency, 148
Core functionality, 187
Core resource development,
435-36
Corporate and business unit
planning and management
corporate culture building,
56-57
corporate mission, 55-56
resource allocation, 58-59
strategic business units,
57-58
Corporate brand, 114
Corporate credibility, 118
Corporate culture, 56-57
Corporate expertise, 118
Corporate-image associations,
246
Corporate likability, 118
Corporate mission, 55-56
Corporate philanthropy, 494-95
Corporate profitability, 504-7



Corporate social responsibility
cause marketing, 496-99
low-income serving, 495-99
philanthropy, 494-95
social marketing, 499-500
sustainability and, 500-504
workplace, 492-93

Corporate trustworthiness, 118

Corporate vertical marketing

system, 360

Cost approach, 239

Cost-efficiency principle, 151

Cost-efficient manner, 470

Cost estimation
experience curve effects, 272
fixed, variable and total

costs, 271-72

Costs of serving target

customers, 149

Counterfeit products, 480

Counteroffensive defense, 409

Creating new market
identifying Niche Markets,

405-6
pioneer’s advantage, 404-5

Creative approach

determination, message
appeal, 301

execution, 302-3

selection, message source,
302

Creative brief, 295

Credibility, corporate, 118

Cross-functional teams, 425-26

Crowdsourcing, 432

Cues, pricing, 269

Cultural proximity, 472

Culture
global expansion and, 470
product standardization, 479

Customer acquisition
effective management, 446
funnel, 445
phases, 445-46

Customer acquisition funnel, 445

Customer assessments, 448

Customer-based brand equity,

239

Customer-centricity, 218

Customer churn, 450

Customer cloning, 158

Customer complaints, 457-59

Customer consulting, 222-23

Customer coproduction, 216-17

Customer demands, 113

Customer empowerment, 216,

456

Customer equity, 459

Customer expectations, 226-27

Customer lifetime value (CLV),

459-63
brand communities, 452-53
brand equity, 460
building loyalty, 450-52, 461
building trust, creating,
461-62
calculating, 462

customer profitability, 459
customer retention, 450
measuring, 462-63
Customer loss rate, 450
Customer loyalty, 444
Customer metrics pathway, 139
Customer-oriented
organization, 47-49
Customer privacy, managing,
505-6
Customer profile
behavioral factors, 150
and customer value, 151
definition, 150
demographic factors, 150
geographic (geolocation)
factors, 150
psychographic factors, 150
Customer profitability analysis,
459-60
Customer reference programs,
113
Customer relationship capital,
446
Customer relationship
management (CRM), 329,
451, 453, 466
customer complaints, 457-59
customer empowerment, 456
defined, 453
permission marketing, 455
Customer retention, 445-47, 450
Customer revenues, 149
Customer reviews, 319
Customers, 210
Customer satisfaction, 217-18
loyalty, 447
marketing tool, 448
measuring, 450
monitoring, 450
Net Promoter and, 463
product and service quality,
448-50
surveys, 450
Customer-segment pricing, 277
Customer touch point, 453, 461
Customer training, 222
Customer value, 61
analysis, 168
and customer profile, 151
management, 453
proposition, 168
and satisfaction, 167
total customer benefit, 168
total customer cost, 168
Customer value map, 65
Customization, 454-56
Customized marketing, 146
Custom marketing research
firms, 127

D

Data collection plan
contact methods, 134-35
data mining, 135
sampling plan, 134
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Data mining, 135
Data sources, 129
Decisions process
beliefs and attitudes, 94
decision heuristics, 95-96
elaboration likelihood model,
96
expectancy-value model,
94-95
information processing, 94
information sources, 92
intervening factors, 96-97
post purchase actions, 97-98
problem recognition, 91-92
Defection, reducing, 447
Defending market position
continuous innovation, 407
contraction defense, 409
counteroffensive defense,
409
flank defense, 409
position defense, 408
preemptive defense, 409
repositioning defense, 409
responsive marketing, 408
Demand
analysis, competitors’ prices,
272-73
customer, 113
derived, 106
different level of, 270
elastic, 270, 271
estimating costs, 271-72
final price, 277
fluctuating, 107
forecasts, 435
inelastic, 106-107, 270, 271
price elasticity of, 270
price indifference band, 271
selecting pricing method,
273-77
Demand measurement
company demand, 136
company sales forecast, 136
company sales potential, 137
market demand, 136
market forecast, 136
market potential, 136-37
Deming Prize, 449
Demographic factors, 150, 160
Demographic markets, 31
Demographic segmentation,
155-57
age, 155
gender, 155-56
Hispanic Americans, 157
income, 156
life stage, 155
non-demographic terms, 155
race and culture, 157
Demonstration, personal
selling, 332
Deregulation, 37
Derived demand, 106
Descriptive research, 128
Designer Shoe Warehouse
(DSW), 451
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Designing and managing
services
differentiation, 221-23
excellence, 218-21
innovation, 223-25
management, 225-230
nature of, 209-11
realities, new services,
215-18
Designing the brand
brand mantra, 241-42
choosing elements, 242-43
secondary associations,
243-44
secondary sources, brand
knowledge, 244
Design thinking, 190
Desirability, business-model
validation, 435
Developing market
Brazil, 474
China, 474
India, 474
succeeding in, 474
Development of the offering, 68
Differentiation, 324-25
Diffusion of innovation, 438
Digital media, 298
Direct exporting, 474
Direct investment, 476-78
Direct-mail marketing, 341-42
Direct marketing, 297
channels, 341-43, 351
definition, 341
future, 343
Direct purchasing, 107
Disintermediation, 37
Distinctive characteristics of
services, 211-15
Distribution, 63
Distribution channels, 349, 436,
484
channel levels, 351-52
functions, 350-51
global strategy, 471, 484-85
multichannel distribution,
352-55
Distribution strategies, global,
484-85
Distributors, foreign-based, 469
Diversified portfolio, 58
Domestic-based export agents,
474
Domestic-based export
department/division, 474
Domestic-based export
merchants, 474
Domestic market, 469
Donor markets, 31
Down-market stretch, 195
Driving online traffic, 316
SEM, 316
SEO, 316
Drug pricing, 283-84
Dual branding, 247

Dual-level channel, 351
Dumping, 483

“80-20" rule, 161
Early adopters, 438-39
Early majority (pragmatists),
439
Ease of ordering, 221-22
Eco-friendly technologies, 503
E-commerce, 150
Economic context, 60
Economic-value-to-customer
pricing, 274-76
Editorial quality, 298
EEG (electroencephalograph)
technology, 133
Effective management, 446
Effectiveness principle, 151
e-hubs
functional, 111
vertical, 111
Elaboration likelihood model, 96
Electronic marketplaces, 111
Emergency service, 170
Employees satisfaction,
217-18
Energy-bar market, 170
Episodic memory, 90
Ethical issues
corporate social responsibil-
ity, 504-5
direct marketing, 499
Ethical marketing
communication, 504-5
Ethnographic research, 129-30
European Quality Award, 449
Events, 324
Events and experiences, 297
Events management, 320
Everyday low pricing (EDLP),
381
Exclusive distribution, 356
Executive summary, 70
Exhibits, 71
Expanding market
geographical-expansion
strategy, 406, 487
new-market segment
strategy, 406
targeting new customers, 407
Expectancy-value model,
94-95
Experience-curve pricing, 272
Experiences, 320-21
Experiential marketing, 320
Experimental research, 130-31
Expertise, corporate, 118
Expert opinion, 138
Exploratory research, 128, 130,
131
Exporting
direct, 474
indirect, 474

Extension of brand
advantages of, 253-54
disadvantages of, 254
firms, 251
line, 251
marketers, 252-53
master brand or family brand,
251
Eye-tracking technology, 133

F

Facilitators, 349
Fair Packaging and Labeling
Act, 200
Family of procreation, 81
Feasibility, business-model
validation, 435
Fewer but larger buyers, 106
Final price, 276-77
Financial approach, 239
Financial risk, 97
5-C framework, 59-61
Five Forces framework, 61
Fixed costs, 271
Flagship product, 247
Flank defense, 409
Fluctuating demand, 107
Focus group, 130
Forecasting market demand
composite of sales force
opinions, 137-38
develop, 137
expert opinion, 138
GDP, 137
industry sales and market
shares, 137
macroeconomic forecast, 137
market-test method, 138
past-sales analysis, 138
survey of buyers’ intentions,
137
Foreign-based distributors or
agents, 469
Foreign markets, modes of
entry, 474
Frame of reference, 170, 171
Framing, 115
Franchising, 358, 475
Free-rider problem, 485
Functional magnetic resonance
imaging (fMRI), 133
Functional marketing
organization, 44
Functional value, 167

G

Gender, demographic
segmentation, 155-56
Generation segmentation
Baby Boomers, 155
Gen X, 155
Millennials (Gen Y), 155
Silent Generation, 155



Gen X, 155
Gen, 155
Geoclustering, 157, 158
Geofencing, 382
Geographically concentrated
buyers, 107
Geographic (geolocation)
factors, 150
Geographic markets, 31
Geographic organization, 44
Geographic segmentation,
157-58
Germany, developing markets,
474
Global communication
strategies, 483
Global distribution strategies,
484-85
Globalization, 33-34
Global marketing decisions
acquisition, 476, 477
developing markets, 474
direct investment, 476-78
entering global markets, 481
evaluating potential markets,
472-74
how many markets to enter,
471-72
how to enter markets,
474-78
joint ventures, 475-76
marketing program, 478-85.
See also Global marketing
program
Global marketing program,
478-85
global brand strategies,
481-83
global communication
strategies, 483-84
global distribution strategies,
484-85
global pricing strategies, 483
global product strategies,
479-81
pros and cons of standard-
ized, 478
Global markets, entering
how many markets, 471-72
indirect and direct export,
474-75
licensing, 475
modes of entry, 474
Global pricing strategies, 483
brand element adaptation,
481
counterfeit products, 480
gray markets, 485
price escalation, 483
Global product strategies
product adaptation, 479-80
product invention, 480
straight extension, 479
GMO (genetically modified
organism) ingredients, 502

Goal, 66
Goal audit, 72
Goal setting, 66-68
Goal-Strategy-Tactics-
Implementation-Control
(G-STIC) framework, 66, 71
Goddess skin, 156
Good hiring and training
procedures, 213
Google Maps, 77
Gray markets, 485
Greenwashing, 502
Gross domestic product (GDP),
137
Growing sales to current
customer
frequency, 403
increasing frequency of
consumption, 404
marketing program, 404
Growth
global competitors, 399
long-term market leader, 398

H

Haiti, 481
Hard-core loyals, 159
Heightened attention, 92
Heuristics, 95
Hierarchy of the brand
cobranding, 247-50
portfolio, 245-47
High-value customers, 220-21
Hispanic Americans
as demographic segment, 157
Holistic marketing
integrated marketing, 39-40
internal marketing, 40-41
performance marketing,
41-42
relationship marketing, 38-39
Homely products, 190
Honesty, 462
Horizontal channel conflict, 362
Horizontal marketing systems,
360
House-of-brands strategy, 246
Hybrid offering, 210

Iceland, 40
Idea generation
bottom-up, 430
market research tools, 431-32
top-down, 430
Idea validation, 431-32
Identifying market segments,
144-65
Identifying targeting customers,
145-47
logic of targeting, 146
needs-based targeting
approach, 145

SUBJECT INDEX

strategic. See Strategic
targeting
tactical. See Tactical targeting
Identity media, 324
Image pricing, 268-69
Implementation, 66
Implementation audit, 73
Incentives, 63, 64
consumer, 282
EDLP, 381
geofencing, 382
high-low pricing, 381
marketing device, 280-81
objectives of, 281
sales force incentives, 283
size and approach, 281-82
trade, 282-83
Inciting action,
communications, 292
Income demographic
segmentation, 156
Income segmentation, 156
Incremental innovation, 424
India
as developing market, 474
direct investment in, 477
joint ventures, 475-76
Indianapolis Zoo, 214
Indirect exporting, 474-75
Individualism vs. Collectivism,
485
Individual marketing, 146
Industry sales and market
shares, 137
Inelastic demand, 106-107
Influencer marketing, 163, 318
Influencers
buying center, 108, 110
key buying, 110
Infomercials, 343
Informational appeals, 301
Information value, 149
Ingredient branding, 248-50
Innovation, 423
centers, 425
diffusion of, 438
incremental, 424
management, 425-26
Rogers’ model of adoption
of, 438-39
with services, 222-25
Innovative imitation
adapter, 402
cloner, 402
conscious parallelism, 402
imitator, 402
product imitation, 401
Innovators, 438
Inseparability, services, 212
Installation, 222
Institutional market, 119-120
Intangibility, 211-12
Integrated marketing, 39-40
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Integrated marketing
communications (IMC),
298, 310

criteria, 310-11
distinct levels, 310

key principles, 310-11
management, 310-11
word of mouth, 321-22

Intensive distribution, 358

Intercept interviews, 134

Internal marketing, 40-41, 231

“Hello London” campaign,
233

International Design and
Excellence Awards (IDEA),
191

Internet

marketing research using, 127
online research, 134

internet banking, 185

Interruption marketing, 455

Interviewing, telephone, 135

Interviews, intercept, 134

Intrapreneurs, 425

Intuit, 102-103

Inventory, 365-66

Investment, good hiring, 213

J

Jamaica, 481

Joint ventures, 475-76

Just-in-time inventory
management, 365

K

Kenya, 472
Key buying influencers, 110
Knowledge, 291

L

Labeling, 200
Labor markets, 31
Laddering “why” questions, 131
Laggards (skeptics), 439
Late majority (conservatives),
439
Lesbian, gay, bisexual, and
transgender (LGBT)
market, 160
Leverageable advantage, 176
Life cycle stage, 155
Life stage, 155
Likability, corporate, 118
Liking, brand, 291
Line filling, 197
Line stretching
down-market stretch, 195-96
Purina Dog Food, 196
two-way stretch, 196
up-market stretch, 196
Localized marketing program,
478
Locate-compare-select
process, 378
Location pricing, 277

Logical resistance, 333
Logic of targeting, 146
mass customization, 146
mass marketing, 146
Long-tail theory, 161
Low-income communities,
495-96
Loyalty
building, 446, 450-53
in business-to-business
customer interaction, 459
customer relationships, 453
defined, 447
goods and service, 450
Loyalty programs, 451-52
Loyalty status, 159
Luxury branding, 261
characteristics of, 256-57
management, 257-60

Macroeconomic forecast, 137
Macromodel of marketing
communication, 290
Macroscheduling decision, 300
Mail and E-mail, 135
Mail questionnaire, 135
Maintenance and repair
programs, 223
Make it Meaningful (internal
design slogan), 191
Malcolm Baldrige National
Quality Award, 449
Management of brand crisis,
254-56
Managing brand portfolios,
245-47
Managing customer
complaints, 221
Manufacturing contract, 475
Market approach, 239
Market challengers
bypassing, 417
encirclement attack, 417
frontal attack, 417
guerrilla attack, 417
Market demand
demand measurement,
136-37
forecasting, 137-38
Market expansion, 437-38
Market forces
globalization, 33-34
physical environment, 34
social responsibility, 34-35
technology, 32-33
Market forecast, 136
Marketing
brand substitution test, 170
campaigns, 180
clever marketing, 182
defined, 29
iceberg, 30
and positioning, 181
role of. See Role of marketing
social definition, 29
value creation and sharing, 30

Marketing channel flows, 351
Marketing communication, 504
branding, 290
Celebrity Endorsements, 304
crafting message, 295
creative approach, 301-3
customer equity, 290
development, communication
program, 291
meaning, 290
measures, communication
effectiveness, 303-4
media, 295-300
process, 290-91
setting objectives of, 291-94
target audience, 294-95
Marketing dashboards,
139-40
Marketing departments
functional organization, 44
geographic organization, 44
market organization, 45-46
matrix organization, 46
product/brand organization,
44-45
role of CEO and CMO,
46-47
Marketing domains
events, 30
experiences, 30
goods, 30
ideas, 31
information, 31
organizations, 30
persons, 30
places, 30
properties, 30
services, 30
Marketing exchange
consumer markets, 31
financial success, 32
flows, 31
government markets, 31
innovation, 32
intermediary markets, 31
manufacturer markets, 31
resource markets, 31
services and
communications, 31
Marketing insights, 125-126
Marketing management, 29,
491-92
Marketing metrics, 138-39
Marketing mix, 59, 62
Marketing-mix modeling, 139
Marketing network, 38
Marketing plan, 69-71
marketing audit, 72-73
updating, 71-72
Marketing productivity,
measuring
demand measurement,
136-37
marketing dashboards,
139-40
marketing metrics, 138-39
marketing-mix
modeling, 139



Marketing research, 124-143
definied, 125
firms, 127, 137
generating insights with,
125-126
goals of, 129
market demand, measuring,
136-38
measuring marketing
productivity with, 138-40
who does?, 127-28
Marketing research department,
127
Marketing research firms, 127,
137
Marketing research process,
128
analyze information, 135-36
collect information, 134-35
decision making, 135-36
defining problem, 128
developing research plan,
128-33
make decision, 135-36
Marketing sins, 49-50
Marketing tactics, 62-64
Market logistics
decisions, 365-67
definition, 363
objectives, 364
supply chain management,
364
Market-logistics decisions
inventory, 365-66
order processing, 365
transportation, 366-67
warehousing, 365
Market offering, 429, 434, 436
Market offerings
controls, 69
goal setting, 66-68
G-STIC approach to action
planning, 66
marketing strategy, 59-62
marketing tactics, 62-64
market value map, 64-66
seven Ts and four Ps, 64
strategy development, 68
tactics design, 68
Market opportunities, 58
Market organization, 45-46
Market outcomes
company capabilities, 36-37
competitive environment, 37
consumer capabilities, 35-36
Market partitioning, 93
Market penetration, 270
Market position
dimensions, 401
market leader, 402
Market potential, 136-37
Market research tools, for idea
generation and validation
competition analysis, 432
crowdsourcing, 432
interviewing customers,
431-32
interviewing employees, 432

interviewing experts, 432
observing customers, 431
Market segmentation,
consumer, 154-60
behavioral segmentation,
158-59
definied, 154
demographic segmentation,
155-57
geographic segmentation,
157-58
psychographic segmentation,
159-60
Market segments, business
markets, 160-61
Market share, 293
Market skimming, 270
Market specialization, 153
Market test, 429
Market-test method, 138
Market value map, 64-66
Markup pricing, 273
Mass customization, 146
Mass marketing, 146
Mass media, awareness buying
stage and, 107
Matrix organization, 46
Maturity stage
decaying maturity, 413
market growth, 414
product modification, 414
stability, 413
Measurement devices, 132-33
Measuring communication
effectiveness, 303-4
Media communication
media mix, 296-98
modes of, 295
substitutability, 295
Media mix, communication
consumer communities, 296
digital media, 298
formats, 297
integrated marketing
activities, 296
owned media, 298
paid media, 298
Media plan
communication programs,
298-99
cost determination, 298
factors consideration, 298
media reach, frequency and
Impact, 299-300
timing and allocation, 300
Winning the Super Bowl of
Advertising, 299
Media reach, 299-300
Media timing and allocation,
300
Mega-brands, 37
Memory
encoding, 90
long-term memory, 90
retrieval, 90-91
short-term memory, 90
Memory encoding, 90
Memory retrieval, 90

SUBJECT INDEX

Mercedes-Benz
customization, 189
form, 189
history, 188
prototypes, 189
style, 189
Merchants, 349
Mergers and acquisitions, 401
Message
appeal, 301
complexity, 294
crafting, communication, 295
source, 302
Mexico
developing markets, 474
as large U.S. export market,
472
Micromodel of marketing
communication, 290-91
Microscheduling decision, 300
Millennials, 155
Minimum viable offering, 436
Minor goods and services, 210
Mission, 56
Mobile communication, 297, 319
Modern marketing, 288
Modified rebuy, 107, 108, 110
Monetary goals, 66
Monetary value, 149, 168
Moneyconstrained/time-
constrained, 84
Monitor customer satisfaction,
213
Moore’s model of adoption of
new technologies, 439
Most Interesting Man in the
World ad campaign, 304
Multichannel conflict, 362
Multichannel distribution,
352-55
Multicultural marketing, 157
Multiple buying influences, 106
Multi-segment targeting,
153-54
Mystery shoppers, 450

Narrative branding, 181
Nation-dominant hierarchy, 93
Native advertising, 314
Nature of services
distinctive characteristics,
211-14
government sector, 209
manufacturing sector, 209
offering, 209-11
private nonprofit sector, 209
Needs-based targeting
approach, 145
Needs of customers, 167
Net Promoter Score (NPS), 450
Neuromarketing, 133
New marketing realities
fundamental pillars. See
Holistic marketing
key market outcomes. See
Market outcomes
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New market offerings,
development of. See
Stage-gate framework for
developing new offerings
News, 324
New-product departments, 425
New-product development. See
Stage-gate framework for
developing new offerings
News, 324
New services realities, 215-18
Niche Marketer
product or service specialist,
406

Nigeria, 472

Nokia
conformance quality, 188
drop test, 188
durability, 188
features, 188
performance quality, 188
reliability, 188

Nonpeak demand, 214

(0

Objective-and-task budgeting,
293
Observational research, 129-30
Occasions, behavioral
segmentation, 159
Offering, restaurants, 210
Offering attributes, 167, 168, 179
Offering implementation, 429,
435-36
Omnichannel retailing
brick-and-mortar retailers,
383-85
Victoria’s Secret, 383
Walmart, 386-87
On-demand CRM, 123
One-to-one marketing, 118, 146
Online advertising, 313-14
Online and social media
communication, 297
Online communication, 150
company website, 316
driving online traffic, 316
Online communities and
forums, 317-18
Online contacts, 134
Online metrics, 139
Online retailers
business-to-business sites,
385
consumers and businesses,
385
customer communities, 386
market makers, 386
Online retailer Zappos, 217
Online travel agents, 223, 224
Open-end questions, 131, 132
Operating variables, 160
Opinion leader/influencer, 81
Opportunism, 119
Opportunity risk, 97

Optimal value proposition, 62

Order processing, 365

Order-to-payment cycle, 365

Organizational buying, 105

Organization of the marketing
plan, 70

Original equipment
manufacturer (OEM), 119

Overnight Hotel Stay blueprint,
213

Overseas sales branch/
subsidiary, 475

Owned media, 298

P

Packaging, 297
color, 198
company and brand image,
197
consumer affluence, 197
differentiation, 324-25
engineering tests, 199
environmentally friendly
packaging, 199
as a “five-second
commercial,” 197
functional and aesthetic
components, 198
hygiene and regulations, 199
innovation opportunity, 198
self-service, 197
Sun Chips, 199
transparency, 325
visibility, 324
Western culture, 198
Paid media, 298
Papua New Guinea, 481
Pareto principle, 161
Past-sales analysis, 138
Patagonia, 41-42
Penetration pricing, 270
Perceived risk, 97
Performance benchmarks,
67-68
Performance marketing, 41-42
Periodic marketing audit, 72
Periodic surveys, 450
Perishability, services
accommodate rush-hour
demand, 213
complementary services, 214
differential pricing, 214
Nonpeak demand, 214
reservation systems, 214
yield management, 214
Permission marketing, 139, 455
Personal characteristics, 160
critical life events/transitions,
82
family life cycle, 82
lifestyle, 84
personality, 83
psychological life-cycle, 82
self-concept, 83
value system, 83-84

Personal interviewing, 134
Personal selling, 297
closing, 333
notable qualities, 331
persuasion, 333
pre-approach, 332
presentation and
demonstration, 332
prospecting and qualifying,
332
servicing, 333
Personal transportation
Cruiser’s retro, 87
Personas, 151-52
Persuasion, personal selling, 333
Pharmaceutical companies, 176
Physical context, 60
Physical environment, 34
Physical proximity, 472
Physical risk, 97
Place advertising
billboards, 314
point of purchase, 315
product placement, 315
public spaces, 314
Platforms, social media
blogs, 318
customer reviews, 319
online communities and
forums, 317-18
social networks, 318-19
Podcasts, 117
PODs. See Points of difference
(PODs)
Point-of-purchase advertising,
315
Points of difference (PODs)
attributes/benefits, 171
brand authenticity, 171
deliverability, 172
desirability, 172
differentiability, 172
financial payoffs, 171
good positioning, 175
intended, 174
strong brands, 171
on taste, 174
Points of parity (POPs)
attribute/benefit associations,
172
BMW, 174,175
category, 173
competitive, 173
correlational, 173
good positioning, 175
on health, 174
intended, 174
POPs. See Points of parity
(POPs)
Portfolio management, 58
Positioning, 167
brand and competitors, 170
frame of reference, 170, 171
goal, 169
good positioning, 170
marketing strategy, 169



Positioning statement, 178-79
Postpurchase actions, 97-98
Power distance index, 485
Pragmatists (early majority), 439
Pre-approach, personal selling,
332
Preemptive defense, 409
Presentation, personal selling,
332
Price, 63
Price changes
anticipatory pricing, 279
competitors price changes,
279-80
cost inflation, 279
initiating price cuts, 279
Price discrimination, 277
Price elasticity of demand, 270
Price escalation, 483
Price image, 392
attributes, 393
effectively managing, 394
known-value items, 392
range, 392
sales promotions, 393
store policies, 393
Price indifference band, 271
Pricing
changes, 279-80
competitors’ prices, 272-73
components, 265
consumer psychology and,
267-69
costs estimation, 271-72
decisions, 265
determination, 266
determining demand, 270-71
discount stores, 379
ethical issues, prescription
drug pricing, 283-84
final price, 276-77
image drivers and market
outcomes, 393
incentives. See Managing
incentives, price
internet, 266-67
Lumber Liquidators, 380
method selection, 273-76
overview, 264
pay for goods and services,
265
policies, 380
product-mix, 278
variation, 267
Pricing differences, 214
Pricing method
auction, 276
competitive, 276
economic-value-to-customer
pricing, 274-76
markup pricing, 273
setting, 273
target-rate-of-return pricing,
273-74
Pricing strategies, global, 483
Primal branding, 181

Primary data, 129, 131
Primary target, 437
Prime contractors, 113
Principle of congruity, 302
Print advertising, 312-13
Private aviation, 223
Private exchanges, 111
Private label, 37
collaborators and
competitors, 388
generics, 388
national brands, 388
recessions, 388
strategic recommendations,
389
Privatization, 37
PRIZM Perimeter, 157, 158
Procedural memory, 90
Product, 62
Productservice bundles,
229-30
Product assortment and
procurement
breadth and depth, 376
destination categories, 376
gourmet food outlet/discount
warehouse hybrid, 377
merchandise managers, 376
Product/brand organization,
44-45
Product concept, 428
Product design, 189-91
Product development,
at W. L. Gore, 424
Product differentiation, 187,
293
Product-form pricing, 277
Product guarantees, 41-42
Product life cycle
characteristics, objectives,
and strategies, 411
common product life cycle
patterns, 416
concept, 410
decline stage, 414-15
fads, 416
growth stage, 412
introduction stage, 412
maturity, 411
maturity stage, 412-14
rapid market acceptance,
410
trends, 416
Product line
car manufacturers, 192
length, 194-95
line stretching, 195
multibrand companies, 193
piecemeal approach, 194
product map, 193
supermarkets, 193
Product map, 193
Product-market growth
framework
Ansoff matrix, 399
diversification strategy, 400

SUBJECT INDEX

ESPN, 400
market-penetration strategy,
399, 400
product-penetration strategy,
400
Product markets, 31
Product-mix pricing, 278
Product-oriented vs.
market-value-oriented
definitions, 43
Product performance, 448
Product pioneer, 405
Product placement, 315
Product portfolio
consistency, 192
depth, 192
length, 192
width, 192
Product quality, 448-50
Product specialization, 153
Product standardization, 479
Professional purchasing, 106
Profitable customer, 459, 461
Projective techniques, 131
Promotion, 64
Prospecting, personal selling,
332
Prototypes, 432-33
Psychographic factors, 150
Psychographics, 150
Psychographic segmentation,
159-60
Psychologically young
consumers, 159
Psychological resistance, 333
Psychological value, 168
Publications, 324
Publicity, 322-23
and public relations, 297
Public relations (PR), 323-24
Public service activities, 324
Public spaces, 314
Pull strategy, 281
Purchase, 291
Purchasing approaches, 160
Pure service, 210
Pure tangible good, 210
Push strategy, 281

Q

Qualifying, personal selling,
332
Qualitative measures, 131-32
Qualitative research tech-
niques, 131
Quality, 448
leadership, 270
products and services,
448-51
Quantitative benchmarks, 67
Questionnaires, 131, 132,
135
Questions
closed-end, 131, 132
open-end, 131, 132
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Race, segmentation by, 157
Radio advertising, 313
Radio frequency identification
(RFID) systems, 376
Rebuy, straight and
modified, 107
Reference prices, 267-68
Regulatory context, 60
Relationship marketing, 38-39
Repositioning defense, 409
Reputation, 118
Research instruments,
131-33
qualitative measures,
131-32
questionnaires, 131
Research plan
approaches to research,
129-31
contact methods, 134-35
data sources for, 129
research instruments, 131-33
sampling plan, 134
Reservation systems, 214
Resource allocation, 58-59
Resource development, 68
Restaurant brands, Panera
Bread, 210
Retail health clinics, 224
Retailing, 373
Retail marketing
communications, 382-83
competitors and competi-
tion, 373
fast retailing, 374
forms and combinations,
373
growth of mobile retailing,
374
growth of omnichannel, 374
incentives, 141, 382-83
middle-market retailers, 375
product assortment and
procurement, 376-77
retailer consolidation, 373
services, 377
store atmosphere, 378-79
technology, 374
Retail transformation, 37
Retention rate, 447
Returns, 223
Revenue leaders, 439
Reverse flow channels, 351
Reverse innovation, 495
Risk and opportunism, in
business relationships, 119
Rogers’ model of adoption of
innovations, 438-39
Role of marketing
marketing concept, 43
market-value concept, 43
product concept, 42
production concept, 42
selling concept, 42

S

Sale management, 333-34
Sales decline
divesting, 415
harvesting, 415
weak products, 415
Sales force
compensation, 337-38
evaluating, 340
incentives, 283
motivating, 339-40
objectives, 334-35
productivity management,
339
recruiting, 338
size, 337
strategy, 335-37
structure, 337
training and supervising,
338-39
Sales promotions and pricing,
264-84
Sales representatives, traveling
export, 475
Sample size, 134
Sampling plan, 134
Sampling procedure, 134
Sampling unit, 134
Satisfaction
defined, 448
monitoring, 456-58
Savvy services marketers, 215
Scale value, 149
Search benefits, 210
Search engine marketing
(SEM), 316
Search engine optimization
(SEO), 117, 316
Secondary data, 129
Second-tier contractors, 113
Selective attention, 88
Selective distortion, 88
Selective distribution, 357
Selective market deployment,
437
Selective retention, 91
Selective specialization, 153
Self-service, 377-78
Self-service management,
228-29
Semantic memory, 90
Service, 62
Service excellence
catering to high-value
customers, 220-21
customer-centricity, 218
managing customer
complaints, 221
quality, 219-20
Service-performance process,
213
Service quality, 219-20, 448-50
assurance, 228
customer expectations,
226-27

empathy, 228
model, 227
reliability, 227
tangibles, 228
Services, definition of, 209
Servicing, selling process, 333
Setting a price
definition, pricing objective,
270
firm, 269
Seven Ts and four Ps, market
offerings, 64
Shifting loyals, 159
Short-term profit, 270
Silent Generation, 155
Single-level channel, 351
Single-segment marketing, 152
Single-segment targeting,
152-53
Situational factors, 160
Situation overview, 71
Size and approach for
incentives, 281-82
Skeptics (laggards), 439
Skilled employees, 148, 436
Social marketing, 499-500
Social media, 150
campaigns, 172
growth of, 317
platforms, 317-19
presence, monitoring, 139
Social networks, 318-19
Social responsibility, 34-35
Social responsible marketing,
491-500
balance, 504
business models, 495
cause-related marketing, 497
corporate profitability, 504
corporate social
responsibility, 491-92
role of, 491-92
sustainability, 500-504
Social risk, 97
Social stratification, 80
Social value, 149
Sociocultural context, 60
Specialization
market, 153
product, 153
Specialized portfolio, 57
Specialty-line marketing
research firms, 127
Specific investments, 119
Speeches, 324
Speed and timing of delivery,
222
Spinners, 447
Split loyals, 159
Sprinkler approach, 471
Stage-gate framework for
developing new offerings
business-model design, 426,
428-29
commercial deployment, 427,
429



concept development, 426,
428
idea generation, 426-28
offering implementation,
426-27, 429
Stage in product life cycle, 293
Standardized marketing
program, 478
Stockless purchase plans, 112
Store atmosphere
customer’s experience, 378
e-commerce, 379
Straddle positioning, 174
Straight rebuy, 107, 108, 110
Strategic business unit (SBU),
57-58
Strategic goals, 67
Strategic planning processes,
55-56
Strategic supply departments,
108
Strategic targeting, 146-47
identification, 147
target attractiveness, 149
target compatibility, 148
Strategic value, 149
Strategy, 59, 66
Strategy audit, 72
Strong brands, 148
Sub-brand strategy, 246
Subliminal perception, 88
Supplier search
electronic marketplaces, 111
e-procurement, 111
Supply chain management, 364
Survey burnout, 130
Survey of buyers’ intentions,
137
Survey research, 130
Surveys, periodic, 450
Sustainability, 500
Sustainable competitive
advantage
brand’s positioning, 176
competitive advantage, 176
existing attribute, 177
GEICO, 176
Harley-Davidson, 177
new attribute, 177
strategies, 176-78
valuable source, 177
Switchers, 159
Syndicated-service research
firms, 127
Systematic marketing audit, 72
Systems buying, 113
Systems contracting, 113
Systems selling, 113-114

T

Tactical targeting, 146-47
cost efficiency, 151
customer profile, 150-51
definied, 150

effectiveness, 151
personas, 151-52
Tactics, 59, 66
Tactics audit, 72
Tangible good and services,
210
Target attractiveness
monetary value, 149
strategic value, 149
Target audience, 294-95
Target compatibility, 148
Target customers, 428
Targeting
identifying customers, 145-47
multi-segment, 153-54
single-segment, 152-53
Target customers, 60
Target market, 59-60, 65, 68,
428, 434
Target market, whole foods,
375
Target-rate-of-return pricing,
273-74
Target segments, personas,
151-52
Technological context, 60
Technological devices, 131
Technological expertise, 148
Technology, 32-33, 215-16
Telemarketing, 295, 342-43
Telephone interviewing, 135
Television advertising, 311-12
Temporal benchmarks, 67
3-V Market Value Principle, 62
Time-and-duty analysis, 339
Time pricing, 277
Timing and allocation, media,
300
Tonga, 481
Top-down idea generation,
430
Total costs, 271
Total customer benefit, 168
Total customer cost, 168
Trade incentives, 282-83
Transaction theory, 119
Transformational appeal, 301
Transparency, 325
Transportation, 366-67
Traveling export sales
representatives, 475
Triple bottom line, 491-92
Trust, corporate, 118
Trustworthiness, corporate, 118

U

Ultimate rewards, 164

Unbiased marketing audit, 72

Undifferentiated marketing, 146

Unit metrics pathway, 140

Up-market stretch, 196

U.S. consumers,
middle-market, 156

Users, buying center, 108

SUBJECT INDEX

Vv

VALS segmentation framework,
159
Value
of company’s offering, 428
customer lifetime, 459-63
proposition, 65, 68, 167, 434
Variability, services, 212-13
Variable costs, 271
Vendor-managed inventory
(VMI), 113
Venture teams, 425
Vertical channel conflict, 362
Vertical marketing systems,
359
Vertical markets, 111
Viability, business-model
validation, 435
Visionaries (early adopters), 439
Visualization, 131
Voter markets, 31

w

Warehousing, 365
Waterfall approach, 471
Webinars, 117
Website analytics, 139
Websites
country-specific content,
475
redesigning, 117
Wholesaling
bulk breaking, 391
business, 390
distributors, 391
individual retailers, 391
merchant, 390
risk bearing, 391
selling goods or services,
390
transportation, 391
Wi-Fi networks, 166
Word associations, 131
Word-of-mouth (WOM),
321-22, 456
brick-and-mortar retailers,
457
creating buzz, 457
marketers, 457
online, 457
Workplace, corporate social
responsibility, 492-93

Y

Yield management,
214
Yield pricing, 214

Z

Zero-level channel, 351
Zone of tolerance, 228
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