
,,".# CENGAGE 
.- Learnjng~ 

MKTG 


1st Asia Pacific Edition 


Charles W.lamb 


Joseph F. Hair 


Carl McDaniel 


Jane Summers 


Michael Gardiner 


Publishing manager: Paul Petrulis 


Senior Publishing editor: Dorothy Chiu 


Senior Project editor: Nathan Katz 


Developmental editor: Belinda Monypennv 


Production controller: Catherine Harris 


Editor: Anne Mulvaney 


Cover and text design: Olga Lavecchia 


Photo research: Libby Henry 


Indexer: John Simkin 


Proofreader: James Anderson 


Typeset by Q2AMED1A 

Any URLs contained in this publication were checked for currency during 

the production process. Note, however, that the publisher cannot vouch 

for the ongoing currency of URLs. 

First Asia-Pacific edition published in 2009 

- -~. -.-~----------------'----

© 2009 Cengage Learning Australia Pty Limited 

Copyright Notice 


This Work is copyright. No part of this Work may be reproduced, stored 


in a retrieval system. or transmitted in any form or by any means without 


prior written permission of the Publisher. Except as permitted under the 


Copyright Act 1968, for example any fair dealing for the purposes of private 


study, research, criticism or review, subject to certain limitations. These 


limitations include: Restricting the copying to a maximum of one chapter 


or 10% of this book. whichever is greater; providing an appropriate notice 


and warning with the copies of the Work disseminated; taking all reasonable 


steps to limit access to these copies to people authorised to receive these 


copies; ensuring you hold the appropriate Licences issued by the Copyright 


Agency Limited ("CAL"), supply a remuneration notice to CAL and pay any 


required fees. For details of CAL licences and remuneration notices please 


contact CAL at Level 15, 233 Castlereagh Street. Sydney NSW 2000, 


Tel: (02) 9394 7600, Fax: (02) 9394 7601 


Email: info@copyright.com.au, Website: www.copyright.com.au 


For product information and technology assistance, 


In Australia call 1300 790 853; 


in New Zealand call 0800449 725 


For permission to use material from this text 

or product, please email aust.permlsslons@cengage.com 

National Library ofAustralia Cataloguing-in-Publication Data 

Title: Mktg / Summers, Jane ... let al.l 

Edition: 1st Asia Pacific ed. 

ISBN: 9780170180238 (pbk.) 

Subjects: Marketing--Textbooks. 

Other AuthorS/Contributors: Summers. Jane, 1962

Also Titled: Marketing 

Dewey Number: 658.8 

Cengage Learning Australia 

Level 7, 80 Dorcas Street 

South Melbourne, Victoria Australia 3205 

Cengage Learning New Zealand 

Unit 4B Rosedale Office Park 

331 Rosedale Road, Albany, North Shore 0632. NZ .. 
For learning solutions, visit cengage.com.au 

Printed in China by China Translation & Printing Services. 

1 2 3 4 5 6712 1110 09 08 

], 1)1: II I 

,:':mnJr'ief contents 
,... 
,.. 

~t I • I 

.. , 
" 

.. 
,h ~i) 

10 .4-,,'1 
!~•. , .,!\ 

•• II ~i ' 
,I 

"'il:I' 

". 

'" 

i~, 

II ~ -i.' 

' 

l 

Part 1 
An introdUction to marketing 

C 1 : An overview of marketing ................................. 2 
C2: The marketing environment ............................ 14

I' 

Part 2 
Customer information 

C3: Consumer decision making ............................ 30 

C4: Business decision making ............................... 52 

C5: Segmenting and targeting markets .................. 68 
C6: Market information, decision systems and 

marketing research ........................................ 88 

Part 3 
Managing the marketing elements: 
product and distribution decisions 

C1: Product and service concepts ....................... 106 

C8: Developing and managing products ........ ,..... 1.20 
C9: Marketing channels, logistics decisions 

and retailing ................................................ 138 

Part 4 
Managing the marketing elements: 
integrated marketing communication 
and pricing decisions 

C 10: Integrated marketing communication (IMC). 166 

C II: Promotions mix .......................................... 188 

CI2: Pricing concepts ........................................ 214 

Part 5 
The world of marketing 

CI3: Global marketing ....................................... 236 

C 14: Marketing strategy ..................................... .256 

.1' 
// 

// 

Endnotes .2,12 

Index 276 
Tear-Out Cards 

,11 

jl,: 11;lllj 
I If) 1,:1" I, 11" I:'; 


III ~ Ii .1 \ ~ >II 

I.i. ,,,. ,I "Ill ....

II 'j II 
I I 0 [I II (111 ~ 

I' "II 

, , . 

, , 


•• H 

j' I J.I U 
, 1 '0 

lI'll t I! 111::~ J 

'/' II 

J 


:,r 

:, 

I 

:1 

1 

mailto:aust.permlsslons@cengage.com
www.copyright.com.au


............-. 

,{ 

LtS~~,'lj ~ IJflI 

" 

, 

I 

I 

~ 
1I 
It 

I.]",
"I 
II! 

Contents 

o./~
.~ 

Part one: An introduction 
to marketing 

Chapter 1: 
An overview of marketing ............................. 2 

What is marketing? ................................................................ 3 
Marketing exchange ................................ , ............................. 3 
Marketing orientations ........................................................... 4 

Production orientation ............................................................ 4 
Sales orientation ..................................................................... 4 
Marketing orientation ............................................................. 5 
Relationship marketing orientation ...................................... ,.8 
Societal marketing orientation ................................................ 6 
Sales and marketing orientations ....................................... ;.. ... 6 

The marketing process........................................................... 9 
Why study marketing? ......................................................~, 10 

Marketing plays an important role in society ........................ 10 
Marketing is important to businesses.................................... 1 0 
Marketing offers outstanding career opportunities .............. 11 
Marketing is important to you ...... ..................................... .... 11 
Looking ahead ...................................................................... 11 

Chapter 2: 
The marketing environment ....................... 14 

The external marketing envirorunent ................................... 15 
Understanding the external environment.. ............................ 15 
Environmental management ................................................. 16 

Sociocultural environment ................................................... 17 
Baby boomers: demanding change ...................................... 17 
Generation X: savvy and cynical ........................................... 18 
Generation Y: born to shop.............. ...................................... 19 
Generation Z: the silent generation .................................. ..... 19 
Growth of component lifestyles ............................................. 20 

Demographic envirorunent .................................................. 21 
The changing character of families ....................................... 2l 
Multiculturalism .................................................................... 21 

Economic envirorunent ........................................................ 21 
Rising incomes ...................................................................... 2l 
Inflation ................................................................... : ............. 21 
Recession .............................................................................. 22 

Technologit:al envirortment .................................................. 22 
~ ,/ 

Political and legaJ:Emvirorunent ............................................ 23 
Federallegizl'i:tion ................................................................. 23 
Regulatory agencies ............................................................. 23 

Competitive environment .................................................... 24 
..... Industry ........ ........................................................................ 24 

Competition ...... .................................................................... 24 
Competitors .......................................................................... 24 

Ethical behaviour ................................................................. 25 
Morality and business ethics ................................................. 26 
Ethical business decision-making ......................................... 26 
Ethical guidelines ................................................................. 2,7 

Corporate social responsibility 28 



--.~,.,,\ 

.~,/
4,~1I" 

....,..- ." 

,/ 

-

------------......-----~~ 

Part two: Customer information 

Chapter 3: 

Consumer decision making ................. .. ..... 30 


The importance of understanding consumer behaviour....... 31 

The consumer decision-making process .............................. 32 


Need recognition .................................................................. 32 

Information search .... ............................................................ 33 

Evaluation ofalternatives and purchase ................................35 


Post-purchase behaviour................................. ···· .. · .. ·········· .. 36 

Types of consumer buying decisions and involvement ........ 37 


Factors determining the level ofconsumer involvement .. ..... 38 

Marketing implications of involvement .................................39 

Factors influencing consumer buying decisions ................... 39 


External influences on consumer buying decisions ............ .41 

Social influences on consumer buying decisions ................ .43 

Internal influences on consumer buying decisions .............. 46 


Psychological influences on consumer buying decisions ..... 48 


Chapter 4: 

Business decision making .......................... 52 


What is business-to-business marketing?............................. 53 

Business versus consumer markets ...................................... 53 


Demand ................................................................................53 

Purchase volume .............................................................. · .... 55 

Number ofcustomers ........................................................... 55 


Location ofbuyers...... ........................................................... 55 


Distribu tion structure .... ........................................................ 55 


Nature ofbuying ...................................................................55 


Nature ofbuying influence....................................................55 


Type ofnegotiations .............................................................56 

Use ofreciprocity.......................................................... ........56 


Use of leasing ....................................................................... 56 


Primary promotional method..... ........................................... 57 


Business buying behaviour .................................................. 57 


Buying centres ...................................................................... 57 
; 


Implications ofbuying centres for the marketing manager... 58 

Evaluative criteria ................. ................................................ 58 


Buying situations ........................................ ····· .... ·· ..l··· .......... 59 

Purchasing ethics .................................................... : ............. 60 

Customer service .......................................... · .... · .. ···· .. ·· ..·..··· 60 


Relationship marketing and strategic alliances .................... 60 

Major categories of business customers .............................. 62 


Producers ............................................................................. 62 


Resellers ............................................................................... 62 

Governments ........................................................................ 63 


Institutions ................ ............................................................ 63 


Types of business products .................................................. 63 


Major equipment ............... ................................................... 63 


Accessory equipment ........................................................... 64 


Raw materials ..... .................................................................. 64 
Component parts ..................... ............................................. 65 


Processed materials ....................................... ....................... 65 


Supplies ... .............. : .............................................................. 66 

Business services ....... ........................................................... 66 
, 

Chapter 5: 

Segmenting and targeting markets .............. 68 


Market segmentation ........................................................... 69 


The importance of market segmentation.............................. 69 

Steps in segmenting a market .............................................. 71 


Selecting a market or product category for study................. 71 

Choosing a basis or bases for segmenting 

consumer markets................................................................ 71 


Choosing a basis or bases for segmenting 

business markets ................................................................. 77 


Selecting segmentation descriptors....................... ............1.:79 

Selecting target markets ...................................................... 81 

One-to-one marketing.......................................................... 83 

Privacy concerns with one-to-one marketing ....................... 84 


Positioning strategy ............................................................. 85 


Global issues in market segmentation and marketing.......... 87 


Chapter B: 

Market information, decision systems and 

Inarketing research .................................... 88 


Marketing decision support systems.................................... 89 


The role of marketing research ............................................ 91 

Steps in a marketing research project .................................. 92 


Problem definition ................................................................ 92 


Research design ....... ............................................................ 92 


Sampling .................................................................... ........ 101 

Data collection and analysis................................... ............. 103 

Reporting and recommendations ............................ ........... 104 

Following up ....................................................................... 104 


Scanner-based research .................................................... 105 

When should marketing research be conducted? .............. 105 


Part three: Managing the marketing 
el,ments: product and 

" ,distrihution decisions 
,/"

,,"" 
Chapter 7: 

Product and service concepts .....................106 


The importance of services marketing ............................... 107 


How services differ from goods ......................................... 108 

Intangibility ........................................................................ 108 

Inseparability...................................................................... 108 

Heterogeneity ........... .......................................................... 109 


Contents 



1IIfi#"....... ,,.-,:., c 

">,);'
_~"_.~ ___~~~_____-"c,. ir 

Perishability....... ................................................................. 109 

What is a product? ............................................................. 110 

Types of products .............................................................. III 


Convenience products........................................................ 111 

Shopping products ............................................................. 111 

Specialityproducts .............................................................112 

Unsought products.............................................................. 112 


Branding ............................................................................ 113 

Benefits ofbranding.. .......................................................... 113 

Branding strategies ............................................................. 116 

Generic products versus branded products ....................... 116 

Manufacturers' brands versus private brands ...................... 116 

Individual brands versus family brands .............................. 117 

Co-branding....................................................................... 117 

Trademarks.........................................................................117 


Chapter 8: 

Developing and managing products ............ 120 


Product items, lines and mixes ........................................... 121 

Adjustments to product items, lines and mixes ................... 122 

Product line contraction ...................................................... 123 


Product life cycles.............................................................. 124 

Introductory stage .............................................................. 125 

Growth stage ....................................................................... 126 

Maturity stage ..................................................................... 126 

Decline stage ...................................................................... 127 

Implications for marketing management. ........................... 127 


The importance of new products ........................................ 128 

Categories of new products ............................................... 128 

The new-product development process ............................. 129 


New-product strategy ............................... ........................ .. 130 


Idea generation ·· ..······· ....................................................... 130 

Idea screening ....... .............................................................131 

Business analysis ................................................................. 131 


Development ...................................................................... 132 

Test marketing .................................................................... 132 

Commercialisation............. ................................................. 133 


The spread of new products ............................................... 134 
,. 


Diffusion of innovation....................... .................................. 134 

Product characteristics and the rate ofadoption ................. 135 

Marketing implications of the adoption process .......~........ 136 


Chapter 9: 

Marketing channels, logistics decisions 

and retailing......................................... III •• 138 


Marketing channels structure and relationships .............. 139 


Providing specialisation and division of labour.. ................. 139 

Overcoming discrepancies ...... ........................................... 140 

Providing contact efficiency ......... ....................................... 140 


Channel intermediaries and their functions ....................... 141 


viii Contents 

. ~ 


Types ofchannel intermediaries ...... .................................. 141 

Channel functions performed by intermediaries ................ 143 


Channel structures ............................................................. 143 

Channels for consumer products ..... ................................... 143 

ChariTJels for business-to-business and industrial products 145 

Alternative channel arrangements ...................................... 145 


Channel strategy decisions ................................................ 147 

Factors affecting channel choice ...... ,. ................................. 147 

Levels ofdistribution intensity ............................................ 148 


Channel relationships ........................................................ 149 

Channel power, control and leadership .............................. 150 

Channel conflict ....... ........................................................... 150 

Channel partnering ............................................................ 151 


Logistics decisions and supply chain management ............ 151
Benefits ofsupply chain management ................................. 152 


Balancing logistics service and cost.. ................................. 153 


Integrated functions ofthe supply chain ............................ 154 

Sourcing and procurement ................................................. 1,.§4 

Production scheduling..... ................................................... 155 

Orderprocessing................................................................ 156 

Stock control ............. ..........................................................156 

Warehousing and materials handling ................................. 157 

Transportation .................................................................... 158 


Trends in logistics .............................................................. 159 

Automation ......................................................................... 159 

Outsourcing logistics functions ........................................... 159 


Channels and distribution decisions - services ................. 160 

Channels and distribution decisions - electronic ............... 160 


Electronic retailing ............................................................. 161 

Channel and distribution decisions - retail ........................ 161 


The role ofretailing ............................................................ 161 


Classification ofretail operations........................................ 162 

Ownership .. ........................................................................ 162 

Level ofservice ................................................................... 163 

Product assortment ............................................................. 163 

Price ...................................................................................163 

Main types ofretail operations............................................ 163 

Retail outlets ....................................................................... 163 

Non-store retailing......... ..................................................... 164 


Part four: Managing the marketing 
, ele..P.,lents: integrated 
~ marketing communication 

/and pricing decisions 

Chapter 10: 
.,r 

Integrated marketing conununication (IMC) .. 166 


The role of promotion in the marketing mix ....................... 167 

The iJromotional mix .......................................................... 168 


Personal selling .. ................................................................168 


Contents 

I 



Direct marketing .................... ............................................. 168 
 Media selection considerations ............................. .............. 201
~ 
[. 
t.. 

t 

:ij 

if 
I 


iii 


, 

.. 

I 

.. 

I 


~ 

X Contents 

Advertising ......................................................................... 168 

Sales promotion .................................................................. 169 


Public relations ................................................................... 169 

Integrated marketing communications ............................... 170 


Marketing communication ................................................. 171 

The communication process ............................................... 172 


The sender and encoding ................................................... 172 

Message transmission ......................................................... 173 

The receiver and decoding..................................... ............ 173 

Feedback ............................................................................ 173 


The communication process and the promotional mix .. ..... 173 

The goals and tasks of promotion....................................... 174 


Persuading.................................................. ........................ 175 

Reminding .......................................................................... 175 


Promotional goals and the AlDA concept ........................... 176 

AIDA and the promotional mix............................................ 177 


Factors affecting the promotional mix ................................ 178 

Nature of the product .......................................................... 178 


Stage in the product life cycle ............................................. 179 

'larget market characteristics ........ ...................................... 180 

Type ofbuying decision ..................................................... 180 

Available funds for promotion............................................. 180 


Push and pull strategies ...................................................... 181 

Personal selling ................................................................. 182 

Relationship selling............................................................ 183 

Direct marketing ................................................................ 184 


Personal retailing .... ............................................................ 184 

Direct mail ............. ............................................................. 185 

Catalogues and mail order ................................................. 185 

Telemarketing..................... ................................................ 185 

Electronic retailing ............................................................. 186 


Chapter 11: 

Prom.otions mix ................... "." ................. 188 


Effects of advertising ......................................................... 189 

Advertising and market share ............................................. 190 


Advertising and the consumer ............................................ 190 


Advertising and brand loyalty ........ ..................................... 191 

Advertising and product attributes ..................................... 191 


Main types of advertising......................................... L ....... 191 

Institutional advertising ...................................................... 191 


Product advertising ....... ...................................................... 192 

Steps in creating an advertising campaign......................... 193 


Determine campaign objectives ......................................... 194 

Make creative decisions ....... ............................................... 194 


Making media decisions ....................................... · ............ 196 

Media type .......................................................................... 196 


Media scheduling ............................................................... 202 


Evaluating the ad campaign.................. .............................. 202 


Sales promotion ................................................ ...................203 


The objectives of sales promotion...................................... 204 

Tools for consumer sales promotion................................... 204 

Tools for trade sales promotion .......................................... 207 

Public relations .................................................................. 208 


Major public relations tools ................................................209 


Managing unfavourable pUblicity ....................................... 211 


Chapter 12: 

Pricing concepts ......................................214 


The importance of price ..................................................... 215 
.,.... What is price?.....................................................................215 


The importance ofprice to marketing managers .. ............. 216 

Pricing objectives .............................................................. 2'16 


Profit-oriented pricing objectives ....................................... 217 

-

Sales-oriented pricing objectives ....................................... 218 

Status quo pricing objectives .............................................. 218 


The demand determinant of price...................................... 219 

The nature ofdemand...... ................................................... 219 


..", 

~ 

~ cr~ Elasticity ofdemand ........................................................... 219
-, ~~ The cost determinant of price ............................................ 221 

Mark-up pricing ... ............................................................... 221 


Break-even pricing ............................................................. 222 

Other determinants of price............................................... 223 


Stages in the product life cycle ........ ................................... 223 

The competition ..................................................................224 


Distribution strategy ...........................................................224 


The impact of the electronic environment.. ........ ................. 225 
~ 
Promotion strategy ..............................................................225 


Demands oflarge customers .............................................. 225 

The relationship ofprice to quality ...... ............................... 226 


How to set a price on a product .......................................... 226 

Establish pricing goals ................................ ........................ 227 

Estimate demand, costs and profits .....................................227 

Choose a price strategy ......................................................227 


The legality and ethics of price strategy ............................ 229 

Unfair trade ............................................................. : .......... 229 

Price fixing or collusion ...................................................... 229 

P'rIce ~erlmlnailo!)~· d'~" . ".... ..................................................... .. 
" 229 


Predatory pricing· ... ................ '" .......................................... 230 


Tactics for fine-'tuning the base price ................................. 230 

Discounts, allowances, rebates and value pricing .......... ..... 230 


Value-based pricing ...........................................................231 


,F' Geographic pricing ...................... ...................................... 231 

Special pricing tactics ................... ...................................... 232 


Contents 

7~ 



_____ .___._-----..10. _______~ 

Part five: The world of marketing 

I. 	 Chapter 13: 

Global m.arketing ........ .: ..............•......•...... 236 


Discuss the impact of global marketing ............................. 237 

Benefits ofglobal marketing ...............................................237 


I 
;~ 
 Importance ofglobal marketing ......................................... 238 


External environment facing global marketers .................. 239 

Culture................................................................................ 239 

Economic and technological development ......................... 241 

Political structure ................................................................ 243 

Demographic make-up....................................................... 246 

Natural resources ................................................................ 247 


Global marketing by the organisation ................................ 247 

Exporting............................................................................ 247 

Licensing ............................................................................ 248 


Contract manufacturing ...................................................... 248 

joint venture ........................................................................ 248 

Direct foreign investment.. ................... ............................... 248 


The global marketing mix .................................................. 249 

Product and promotion ....................................................... 249 

Pricing ................................................................................ 252 


Distribution ......................................................................... 252 

Global retailing .................................................................. 253 

Impact of the electronic environment. ................................ 254 


Chapter 14: 

Marketing strategy ................................... 256 


An organisational view of strategy ..................................... 257 

Why plan? .......................................................................... 258 

The nature of strategic planning......................................... 259 

Marketing strategy and plans ............................................. 260 

Developing and implementing a marketing plan ............... 261 


Why write a marketing plan? .............................................. 261 

What is a marketing plan? .................................................. 261 

Defining the organisational mission and objectives ............261 


Marketing objective ........................................................... 262 

Performing a situation analysis ........................................... 263 

Strategic directions ................................................... f ......... 266


" Establishing components of the marketing mix for each target 

market. ............................................................................... 268
1 


j 
 Implementation and control processes .............................. 269 


I 


Endnotes 272 
Index 276 

Tear-Out Cards 

'xii Contents 

.~ 
-j ~ 

¥ 

.It 
) 

With MKTG you have a multitude 

of study aids at your fingertips. 

After reading the chapter, check 

out these ideas for further help: 

Chapter review cards at the back include 
all learning outcomes, definitions and 
visual summaries for each chapter. Tear 
out each card to study on the run! 

Flashcards, crosswords and games give 

you three additional ways to check your 

comprehension of key marketing concepts. 


Other great ways to help you study 
include interactive marketing games, 
videos podcasts, audiovisual summaries 
and online quizzes with feedback. 

You can find it all at www.41trpress.com.au/mktg 

" 

.. 

www.41trpress.com.au/mktg

