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The intent of this manual is to provide instructors 
with an effective, practical approach to engage 
21st-century students in the study and application of 
modern-day marketing. Of course, there are many 
ways to provide instruction to the target student 
audiences. All instructors develop their own unique 
styles and approaches to teaching marketing. In 
addition, classes have different sizes, knowledge and 
experience bases, and their own unique personalities 
and chemistries. The objectives of delivering an effec-
tive class experience are to fit student needs, require-
ments, and expectations into a methodology that has 
them engaged, motivated, and actively participating 
in the learning experience. This manual offers a wide 
variety of suggestions, recommendations, methods, 
and choices for ready implementation in the 
classroom. We also offer ideas for instructors using 
distance-learning methodologies.

This manual for Capon’s Marketing Essentials is 
available online for free download to all instructors, 
both as a complete book and on a chapter-by-chapter 
basis. Other materials to aid instructors that are not 
specifically addressed in this manual are available  
in the textbook itself, or the instructor’s area of  
www.wessexlearning.com. These materials include:

• Powerpoint slides. A complete set of powerpoint 
slides is available for each chapter. Instructors are 
free to download these materials for personal use 
and to add, delete, and modify as they feel is appro-
priate to customize for their classes. The goal is to 
provide instructors with the flexibility to incorpo-
rate these slides with their own materials and vice 
versa.

• Testbank questions/answers. Each chapter has 
about 60 questions for instructors to use in student 
evaluation. Instructors are free to construct their 
own tests from the large variety of questions 
available. The testbank is available in word and as 
blackboard compatible.

• Interview videos. This book contains a variety 
of 10-to-15-minute videos of various marketing 
experts being interviewed by the author on their 
subject expertise. Instructors are free to use these as 
a means to generate class discussion.

• Audio interviews. Several chapters contain audio 
interviews with the author. Instructors may find 
this material useful for pedagogic purposes.

• Axcess capon codes. Students may access  
interview videos, and audio interviews by  
entering simple four-digit alphanumeric codes at 
 www.axcessvids.com. Other codes provide access 
to publicly available materials that instructors may 
find useful pedagogically. Beyond our control, some 
of these items may later be removed. Also, adver-
tisements may appear before the desired content.

The Flipped Classroom

A recent innovation that the authors of this manual 
have introduced at Columbia is the flipped class-
room. Traditionally, many class sessions require 
pre-reading; then the instructor conducts a lecture/
discussion session, frequently using slides or some 
other audiovisual aids.

The flipped classroom in part reverses this approach. 
Before class, students watch a video lecture. In class, 
the instructor conducts a more in-depth discussion 
since students come to class having seen and heard 
the basic material. Furthermore, the instructor may 
assign student groups to briefly recap the key points 
of the video lecture, then take the discussion further 
— critique the material, add more examples, and/or 
further develop ideas and concepts.

Using the flipped classroom requires a different set of 
pedagogic skills; furthermore, students typically have 
to work harder. But the results seem to justify the 
effort for both instructors and students. Both authors 
are available to talk to interested instructors about 
their experiences.

Instructors may also wish to check out the Preface 
to Capon’s Marketing Video Book at www. axcessvids.
com [838v] for a preview of the marketing videobook 
that we have used successfully.
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Chapter Description

Purpose of Chapter
The purpose of this chapter is to introduce students 
to the role of marketing in the modern corpora-
tion and to provide them with an introduction to 
important dimensions of marketing. They will also 
begin to develop a working vocabulary of marketing 
and other related business terminology.

Chapter Themes

• The fundamental business model:

 Customer value → attract, retain, and grow 
 customers → firm profits → organizational  survival 
and growth → improved shareholder value

• Marketing success leads to business success.

• Marketing success improves shareholder value.

• Marketing and innovation as the core purposes of a 
business

• The role of marketing today

• Customer satisfaction and brand loyalty

• The linkage between value for the customer and 
value for the firm

• The changing external environment

• Marketing as a philosophy

• Marketing as an investment

• The six marketing imperatives

• The four marketing principles

• External and internal orientations

Teaching Suggestions (topic coverage)

Overview and Focus
Although there is historical evidence of marketing 
success, we suggest a focus on current-day marketing 
challenges and opportunities as students engage in 
active learning through use of case studies and indi-
vidual and team  projects.

Be clear on what marketing expects to accomplish 
(attract, retain, and grow customers; deliver customer 
value; secure differential advantage; develop effective 
brands; engage customers with long-term solutions; 
provide clear and consistent communication), as well 
as what marketing is not (only advertising or sales).

Topic Coverage Suggestion

50% Overview of the marketing discipline 
 (terminology, value, business significance)

25% Current-day examples, written or video case on 
marketing significance

25% Introduce relevant projects that provide 
 opportunity to apply lessons learned

Lecture/Discussion Content

• What does marketing mean today?

• What is marketing? 
(describe the role of marketing — using specific 
functional roles [e.g., product/brand manager] in 
organizations today)

• Marketing and shareholder value

• Marketing as a philosophy: external, internal 
 orientations
• External orientation
• Internal orientations
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• The six marketing imperatives:
Strategic Marketing
• Imperative 1: Determine, recommend which 

markets to address.
• Imperative 2: Identify, target market segments.
• Imperative 3: Set strategic direction, positioning.
Implementing the Market Strategy
• Imperative 4: Design the market offer.
• Imperative 5: Secure support from other 

 functions.
• Imperative 6: Monitor, control execution/ 

performance.

 The point here is that, in general, people with 
 marketing titles are not lazy; they do a lot of 
 different things. The real issue is: Are they doing 
the right things as laid out in the six imperatives? 
For an easy-to-read discussion of marketing 
imperatives with lots of examples, see N. Capon, 
The  Marketing Mavens, New York: Crown Business, 
2007.

• The four principles of marketing
• Principle 1: Selectivity, Concentration  

(aka Concentration and Concession)
• Principle 2: Customer Value
• Principle 3: Differential Advantage
• Principle 4: Integration

• Terminology
• Segmentation and targeting
• Marketing imperatives (see above)
• Principles of marketing (see above)
• The role of sales
• Marketing Mix: 4Ps — product, promotion, place 

(distribution), price
• Branding, brand positioning, differentiation
• Buyer (consumer or business) behavior
• Communication (promotion, web-based 

 messaging)

• Marketing as the voice of the customer

• The value of marketing research (primary and 
secondary, with current-day examples)

• The challenges of marketing today

• The exciting opportunities marketers have today

• Examples of marketing success (e.g., partnerships, 
new brands, marketing decisions)

• How to measure marketing success (in both 
 customer and business terms)

Classroom Engagement

Teaching tips. Aim to establish a working vocabulary 
of marketing, including identifying (and eliminating) 
preconceived myths (e.g., marketing is simply 
advertising and sales). Foster a clear understanding 
of the role of marketing — from concept definition to 
implementation and execution of a marketing plan.

Use many current-day examples of how brands 
evolve, how organizations communicate core benefits 
and values, and how marketers gain the support of 
internal functions as well as establish relationships 
with customers — consumers (B2C) and organi-
zations (B2B). In addition, share a few examples 
that highlight inconsistencies or marketing failures 
resulting from poor execution of a plan or limited 
opportunity (e.g., misunderstood marketplace, inad-
equate marketing research, and/or just bad timing).

A quite common question that students will face 
in job interviews is: “What is marketing?” A good 
answer embraces the six marketing imperatives, 
the four principles, and marketing as a philosophy. 
Instructors can help students in a very tangible way 
by preparing them for this sort of question.

Regarding the firm’s overall orientation — external 
versus internal — and the extent to which it really 
understands the fundamental business model, we 
often ask how much time the CEO spends with 
customers. This is a simple (and probably flawed) but 
interesting proxy for the firm’s belief that, at the end 
of the day, customers are the firm’s only true assets.

Discussion starter. Have students prepare:

• A one-page document identifying what they believe 
are the two best marketing organizations in the 
world and the reasons for their choices. Give this 
assignment prior to the first class to get students 
thinking about marketing. Then:
• Part way through the first class, put students in 

groups of four or five and ask them to come up 
with a list of three best marketing organizations. 
This task typically produces vigorous discussion 
as students narrow down their selections.

• Go around group-by-group and write the selec-
tions on the board.

• Pick the two or three organizations that had 
the highest number of votes and ask students to 
explain why they chose these. Frequently, students 
make unexpected choices — recently I had the 
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Roman Catholic Church — that can lead to an 
interesting discussion of marketing issues.

 This exercise excites students and opens them up to 
learning about marketing; it works well at all levels, 
up to and including senior executives.

• A list of what they think the function of marketing 
includes; job description of a marketing role (e.g. 
brand manager) to include roles and responsibili-
ties, key skills, and experiences — this leads natu-
rally into a discussion of marketing as imperatives, 
principles, and orientation.

Group exercise/application project suggestions

• The best marketing organizations (see above and in 
PowerPoint deck)

• Describe roles and responsibilities for a marketing 
department.

• Assess key skills for specific marketing functions.

• Identify how marketing, sales, and advertising can 
support one another.

Distance Learning Considerations

As an introduction to marketing, the instructor 
should familiarize students with key terms and 
vocabulary through conversation (threaded dis-
cussions) by highlighting current-day marketing 
challenges — using concrete, well-known brand 
examples. Examples may include highlighting 
trends in appealing to children, teenagers, and baby 
boomers in the areas of fashion, music, entertain-
ment, and electronics. Additionally, include what 
marketing is not, focusing on eliminating myths or 
preconceptions.

In addition, ask questions related to the role of a 
member of the marketing team (i.e., brand/product 
manager, sales, media planner, event planner, distri-
bution channel, product development). Review how 
each member contributes to the business as well as 
delivering value to the targeted customer.

Project Descriptions
• Marketing roles and descriptions

• Marketing impact — to the customer (external) 
and to the brand (internal)

• Competitive assessment: Role-play two competitive 
brands (simulate strategy session).

• Budget decisions: Plan and decide how to allocate a 
marketing budget.

• Web solutions: Describe the role and expectations 
of the eCommerce (web site) for a firm or brand.

Other Sources

Web links (key search considerations)

• Marketing management
• Marketing strategy
• Marketing segmentation and targeting
• Brand positioning
• Competitive assessment
• Marketing mix
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Chapter Description

Purpose of Chapter
The purpose of this chapter is to engage students 
about the value of customers. In Chapter 1, we 
emphasize the notion of customers as firm assets 
and develop the relationship between attracting, 
retaining, and growing customers and improved 
profitability, organizational survival and growth, 
and enhanced shareholder value. In this chapter, we 
reemphasize the importance of attracting, retaining, 
and growing customers to firm success. The first part 
of the chapter moves from the general notion of the 
importance of customers to placing a quantitative 
value on customers via the customer lifetime value 
(CLV) concept. We discuss how to improve CLV 
and show the importance of measuring customer 
profitability as the vehicle for assessing CLV. We also 
show that, whereas attracting, retaining, and growing 
customers is, in general, a worthy firm objective, 
not all customers are firm assets. The second part 
of the chapter examines practical ways of binding 
customers closer to the firm. Specifically, we discuss 
customer relationship management (CRM) and 
customer loyalty programs.

Chapter Themes

• The concept of customer lifetime value (CLV)

• Increasing CLV

• Understanding how increased customer retention 
enhances profitability

• Acquiring new customers and CLV

• Options for addressing current and potential cus-
tomers

• Measuring customer profitability

• Lack of profitability and other reasons to fire or 
reject customers

• Customer relationship management

• Designing customer loyalty programs

Teaching Suggestions (topic coverage)

Overview and Focus
This chapter presents an analytical approach to 
defining and measuring CLV, and illustrates specific 
approaches to improve CLV. The instructor should be 
sure to move beyond CLV as an interesting customer 
measurement device to using CLV as the basis for 
hard-headed business decisions via customer rela-
tionship management (CRM) and customer loyalty 
programs.

Topic Coverage Suggestion

40% Describe and apply the marketing significance 
of customer lifetime value

20% Detail the analytics of identifying and mea-
suring customer profitability

20% Apply strategic lessons learned to real-world 
cases about profitable customers and selecting 
and retaining customers

10% Customer relationship management (CRM)

10% Customer loyalty programs

Lecture/Discussion Content

Why Customers Are So Important for the Firm

• Customer lifetime value (CLV)
• Calculating CLV
• Increasing CLV



 INSTRUCTOR'S MANUAL • CAPON’S MARKETING ESSENTIALS 11

• Increase profit margin (m) earned from 
 customers

• Increase customer retention rate (r)

• Acquiring new customers

• Options for addressing customers
• Current customers
• Potential customers

• Being selective about customers
• Customer profitability
• Customer suitability

How to Bind Customers Closer to the Firm

• Customer relationship management
• Developing a CRM system
• Assessing the value of customers, designing firm 

actions

• Customer loyalty programs
• Value of rewards programs: customers
• Value of the rewards program: firm

Classroom Engagement

Teaching tips. Emphasize the critical importance 
of CLV to the survival and long-term health of a 
firm. Focus on the fundamental understanding of 
customer satisfaction, brand differentiation, creating 
brand loyalty, identifying profitable customers, and 
engaging existing and new customers. Once this 
background is clear, begin processing the mea-
surements of business profitability and measuring 
long-term success, while focusing on specific cus-
tomer-focused strategies.

Depending on the class, sometimes it’s worth starting 
the CLV discussion by identifying the year 1 con-
tribution to CLV, then year 2, etc. — using specific 
margins and retention rates by year. The instructor 
can show that this formula is difficult to manipulate, 
but an assumption of constant margin and constant 
retention rate leads to the useful margin multiple. 
The Marketing Enrichment material can be useful for 
this discussion.

Students often gain an understanding of CLV in this 
manner but they really need to work with it. The 
Sonic case is very useful in this regard. We often put 
students into one of three different groups — niche, 
mass market, distribution — and ask them to figure 
out the CLV of each strategy. The instructor may ask 
one or more groups from each assigned strategy to 
report to the class, or simply present an approach to 

calculating the values. One approach is on the  
www.wessexlearning.com website in PowerPoint form 
(under cases) for instructor use.

Discussion starter. Ask students:

• What firms go out of their way to make their 
customers feel like important assets? How do they 
accomplish this objective?

• What are some examples of profitable and unprof-
itable firms? What could these firms do to improve 
or maintain financial strength?

• What firms do you know that are very focused in 
the approach to their markets?

• In what loyalty programs have you participated? 
How would you assess your experiences?

Group exercise/application project suggestions

• Describe how firms can go about creating customer 
loyalty.

• Provide examples of financially successful firms. 
What have they accomplished in their customer 
relationships to sustain financial health?

• Is profitability more important than market share, 
units sold, or other financial measures? Why?

Distance Learning Considerations

This chapter requires an extensive amount of 
 dialogue (threaded discussion or chat room) around 
CLV and the role of marketing in creating and 
enhancing CLV, measuring customer profitability, 
and identifying profitable customers — current and 
potential. As in the classroom, it is essential that 
students exhibit an understanding of the importance 
of establishing longterm customer relationships, 
identifying and engaging profitable customers, and 
remaining innovative to accomplish these goals.

Case study questions, Royal Bank of Canada appli-
cations, and current-day views of defining and mea-
suring success support how students can apply key 
lessons learned in this chapter. The ana lytic aspects 
should be viewed through both instructor-led dia-
logue and e-mailed assignments that address specific 
problems (particularly using the charts and formulae 
in the chapter).

Forming teams can bridge the gap between those 
strong in analytics and those strong in understanding 
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and recognizing specific brand strategies aimed at 
penetrating profitable markets. Finally, a valuable 
approach is for students to share their experiences 
with loyalty programs to seek some common ground 
on good design parameters. Questions to discuss 
include:

• How should firms use the CLV concept for making 
marketing decisions?

• Many firms seem to put extensive resources into 
establishing customer relationship management 
(CRM) systems. Do you think that this is money 
well spent?

Project Descriptions
• In-class project. Have students evaluate short-

term gain (e.g., trendy brand) versus longterm 
 profitability.

• Define and measure customer profitability for a 
highly competitive market (e.g. newspapers, on-line 
financial planning). Evaluate for a six-to 12-month 
cycle.

• Describe and recommend effective market 
 strategies that should lead to long-term brand 
loyalty (beyond loyalty programs), and result in 
market share increases and higher profits.

Other Sources

Web links (key search considerations)

• Customer lifetime value
• Customer retention
• Customer acquisition
• Generating long-term customer satisfaction
• Brand loyalty
• Measuring customer profitability
• Customer value proposition
• Customer satisfaction
• Increasing brand loyalty
• Competitive strategy
• Customer profitability
• Loyalty programs
• www.colloquy.com
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Chapter Description

Purpose of Chapter
Our aim is to identify and discuss the key areas of 
market insight that the firm should secure. In partic-
ular, we focus on market structure and market and 
product evolution, together with industry forces and 
environmental forces that the firm faces.

Chapter Themes

• Gaining market insight

• Market structure and products serving the market

• Factors driving market sizes

• Distinctions between and among product class, 
product form, product line, product item

• A life-cycle approach to market and product 
 evolution

• Porter’s five-forces industry model plus a sixth force

• Environmental forces that affect all industry players 
using the PESTLE acronym

• Interactions between and among PESTLE forces

Teaching Suggestions (topic coverage)

Overview and Focus
The major focus of this chapter is on forming a deep 
understanding of the market — market insight. 
Key considerations are learning about the structure 
of a market and how to recognize market trends, 
population shifts, technological changes, and socio-
economic shifts that impact market size and hence 
business opportunities. Students also learn to use 
several frameworks to heighten their understanding 
of how the market may evolve. Frameworks include 
life cycles, Porter’s industry forces model, and the set 

of environmental forces under the PESTLE acronym. 
The material in this chapter is especially useful for 
opportunity identification.

Topic Coverage Suggestion

50% Highlight the concept of market insight, using 
several examples, like Netflix, to understand 
market trends to identify opportunities

25% Capture relevant and timely data to assess 
marketing trends versus fads

25% Evolve market strategies to take account of 
market evolution

Lecture/Discussion Content

• Market structure
• The market
• Products serving the market
• Firm products
• Factors affecting market size
• Market, sales potentials, forecasts

• Market, product evolution
• The family of life cycles
• Product-form life cycles

• Industry forces
• Current direct competitors
• New direct entrants
• Indirect competitors
• Suppliers
• Buyers

• Environmental forces
• Political
• Economic
• Sociocultural
• Technological
• Legal/regulatory
• Environmental (physical)
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Classroom Engagement

Teaching tips. Use the latest research highlighting 
market trends (e.g., eCommerce and social media 
sites — Airbnb, Amazon, Netflix, Facebook, Google/
Bing, Groupon, LinkedIn, Match/Tinder, Uber/Lyft, 
YouTube) to reflect ongoing application interests. 
Push students to identify the market forces that led to 
these opportunities.

Straight lecturing on market insight can get a little 
boring. We have found the best approaches to be 
those that are heavily example-based. The professor 
could just pick a firm/brand at random and ask 
students to generate market insights based on the 
fourfold structure in the chapter. Or students could 
be put in groups to identify their own firm/brand, 
and then report their findings to the class. The latter 
approach has the benefit that students typically 
choose firms/brands that they already know some-
thing about; hence, insight and learning is greater.

Discussion starter. Ask students:

• What are some firms, brands, or products/services 
that have developed and/or evolved in the past 
three years? Of what opportunities did they take 
advantage? What key challenges did/do they face? 
Was the timing relevant? What market insight led 
to identifying the opportunity?

Group exercise/application project suggestions

• See Teaching Tips above.

• Describe general themes that engage today’s 
 consumers.

• How do Generation X and Millennials approach an 
interest in new products/services differently from 
how Baby Boomers did years ago?

Distance Learning Considerations

There is a unique opportunity here to capture 
 current-day data on a variety of industries that 
 highlight trends and fads, along with examples of 
how brands and industries evolve.

The remote learning opportunity here is to learn 
from others by sharing current-day data, massaging 
information to assess potential marketability, sharing 
and learning from class members (using threaded 
discussion) on the significance of capturing key data, 
and focusing on information (e.g., financial services, 

insurance, pharmaceuticals) that relates to potential 
brand evolution and consumer trends.

A key aspect here is not to generalize, but to divide 
the class into groups based on industry background, 
function, or geographic focus. Have students engage 
in dialogue that represents crossindustry discussion 
on:

a) gathering market insight

b) what data to focus on

c) leading indicators of marketability and brand 
evolution

d) benefits and risks of specific strategies

e) stage of the life-cycle relevance

f) external considerations in brand evolution

Project Descriptions
• Select a product/market and develop alternative 

scenarios.

• Marketing roles and descriptions

• Marketing impact — to the customer (external) 
and to the brand (internal)

• Competitive assessment: Role-play two competitive 
brands (simulate strategy session).

• Budget decisions: Plan and decide how to allocate a 
marketing budget.

• Web solutions: Describe the role and expectations of 
the eCommerce (web site) for the brand.

Other Sources

Web links (key search considerations)

• Product line planning
• Brand strategy
• Brand evolution
• New business development
• Technology-based marketing opportunities
• Product life cycle
• Market evolution
• Market planning
• Product/brand planning
• Life-cycle management
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Chapter Description

Purpose of Chapter
This is the second of four chapters on securing 
insight; here we address customer insight. The aim 
of this chapter is to show students how to secure a 
deep understanding of customers to better enable the 
firm to engage them in a journey to generate long-
term loyalty. In particular, students learn to identify 
customers, to discern their needs and wants, and to 
understand how customers buy. They also examine 
the many influences on consumer (B2C) and organi-
zational (B2B) purchase processes.

Chapter Themes

• The components of securing customer insight

• Different types of customer and various roles in the 
purchase decision

• Distinctions between attributes and features, and 
benefits and values

• Hierarchies of needs, features, and values

• Functional, psychological, and economic benefits 
and values

• Characteristics of benefits and values and customer 
experiences

• Customer purchase-decision processes

• Customer purchase-decision categories

• Influences on consumer purchase processes (B2C)

• Influences on organizational purchase processes 
(B2B)

Teaching Suggestions (topic coverage)

Overview and Focus
The major focus of this chapter is on forming a deep 
understanding of customers by securing insight. 
We want students to be able to identify customers, 
understand their needs, and know how they value 
the offers that firms make. We also want them to 
understand that customers go through a decision 
process before committing to a purchase, and that 
many factors influence the purchase process. Stu-
dents should be very clear that the firm must secure 
good customer insight before committing marketing 
resources. (Note that in B2B marketing, customers 
are sometimes called accounts.) Depending on 
student level, the instructor may wish to introduce 
choice process models from the Marketing Enrich-
ment 4.1. [806p]

Topic Coverage Suggestion

30% Identifying customers

30% Customer needs, benefits, and values

20% The purchase-decision process

20% Influences on the purchase-decision process

Lecture/Discussion Content

• Who are the customers?
• Macro-level customers, micro-level customers
• Roles in the purchase decision
• Current customers, potential customers
• Direct customers, indirect customers

• What do customers need/want?
• Customer needs: Recognized versus latent
• Attributes/features versus benefits/values
• Hierarchies — needs, features, benefits, values
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• Functional, psychological, economic benefits/
values

• Characteristics of benefits/values
• Beyond customer benefits/values — customer 

experiences

• How do customers buy?
• Purchase-decision stages

• Influences on consumer purchase decisions
• Environmental
• Individual

• Influences on organizational purchase decisions
• Changes in the procurement process
• Evolution in buyer-seller relationships
• Increased corporate attention to procurement
• Reducing the number of suppliers

Classroom Engagement

Teaching tips. This is a critical chapter for students. 
It is worth spending sufficient time on the mate-
rial; there’s a lot of it. The threefold framework of 
customer identification; customer needs and wants; 
and the purchase-decision process works very well. 
Cases can be useful to make the various topics come 
alive. The ICI Fibers case (available from the case list) 
does a good job of identifying customers at both the 
macro and micro levels. SaleSoft (A) does a good job 
on the purchase- decision process.

We make the point very strongly that the way to 
think about identifying customers is to cast a broad 
net. Later, the firm may decide it should not treat 
a particular entity as a customer, but this approach 
may turn up interesting entities that the firm had not 
previously considered (think intel inside), as well as 
avoiding the problem of missing what turns out to 
be a crucial entity. We also like to ask students about 
unusual customer purchase behavior. For example, 
we came across a man who walked into a GM dealer-
ship in Shanghai and bought 24 Hummers. Another 
man purchased a Lamborghini Murciélago LP640 
and later complained that the battery had run down: 
It turned out that he never drove the car; he just 
played the car radio in his garage!

Discussion starter. Ask students:

• Suppose you are the brand manager for ... (the 
instructor selects a brand).

• For the brand just identified, what individuals and/
or organizations must the firm convince about the 
benefits and values it offers?

• How do B2B customers differ from B2C customers 
in the benefits and values they seek in products/ 
services?

Group exercise/application project suggestions

• Suppose you are hosting a focus group with the 
objective of understanding the consumer decision 
process for a new online service. What questions 
would you ask to gain customer insight? In what 
order?

Distance Learning Considerations

As you would in a classroom setting, aim to have 
students understand how to capture insightful data 
that reveals how 1) consumers think, 2) how they 
learn, 3) what influences them, 4) what inspires long-
term loyalty, and 5) how the firm can motivate the 
purchasing process.

Additionally, review (using threaded discussions) 
how to better understand and predict the buyer deci-
sion process for specific brands (e.g., online news/
sport site, local clothing retailer, local mechanic, food 
store, or an accounting service targeted to busi-
nesses).

Form discussion groups to generate industry-specific 
insights (asking questions around brand preference, 
communications objectives, distinguishing among 
many acceptable offers, engaging customers, capti-
vating long-term interest). The instructor can use 
industries ranging from B2C (retailers, online music, 
coffee shops), B2B (marketing firms, accounting 
firms, insurance organizations), and also C2C (auc-
tion sites like eBay).

Online discussions should capture both the chal-
lenges and opportunities in engaging many types of 
customers. The aim is to learn about the complex 
process of decision-making and the challenges for 
firms to distinguish their brands.
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Project Descriptions

Have students examine a specific industry like insur-
ance, higher education, credit cards, bottled water, or 
information technology services and focus on:

• How do consumers (or business customers) 
develop decision criteria for purchases?

• How can firms capture relevant information to 
better understand and predict purchase behavior 
from both existing and new customers? Students 
should include the entire purchasing process, from 
recognizing problems to postpurchase processes.

• Review the relationship between building long-
term customer satisfaction with the opportunity to 
engage customers for the long term.

Other Sources

Web links (key search considerations)

• Consumer behavior
• Organizational purchase behavior
• Macro-level customers
• Micro-level customers
• Purchasing roles
• Decision-making unit (DMU)
• Direct customers
• Indirect customers
• Latent needs
• Product attributes and features
• Customer benefits
• The features/benefits/value ladder
• Economic value
• Economic value for the customer
• Maslow’s hierarchy of needs
• Customer experiences
• The purchase-decision process
• Decision-making process (DMP)
• Linear-compensatory model
• Purchase-decision categories
• Influences on consumer purchasing (B2C)
• Influences on organizational purchasing (B2B)
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Chapter Description

Purpose of Chapter
This is the third of four chapters on securing insight; 
here we address how to identify, describe, evaluate, 
project, and manage competitors. Students learn 
that the competitive set is not static, but rather 
evolves continuously. They also learn about several 
well-developed processes for securing competitive 
data. Students learn a comprehensive framework to 
describe competitors, together with powerful tools 
that evaluate competitors’ strategic options. Students 
also learn how to project competitors’ future actions 
and how to get competitors to behave in ways that 
are beneficial to the firm. Finally, students learn 
about complementers and different forms of comple-
mentarity.

Chapter Themes

• Identifying competitors

• Direct and indirect competitors

• Actual and potential competitors

• Describing competitors

• Evaluating competitors

• Projecting competitors’ actions

• Managing competitors

• Securing data for competitive insight

• Signaling

• Complementers and different types of 
 complementarity

Teaching Suggestions (topic coverage)

Overview and Focus
This is the third of three chapters on the types of 
insight the firm must have to develop robust market 
strategies. Here, we focus on competitors. In iden-
tifying competitors — direct and indirect, actual 
and potential — we make the same point as with 
identifying customers. If the firm casts a broad net, 
it can avoid being blindsided by a new (and possibly 
unorthodox) competitor. Getting students to identify 
the competitive set for current firms and products 
using the direct and indirect/actual and potential 
framework really drives the point home. The best 
way for students to learn the other components for 
developing competitor insight is to actually do it. 
Students can choose their own target firm/product/
brand, or the instructor may select and then compare 
what students (groups) come up with.

Topic Coverage Suggestion

20% Identifying competitors

20% Describing competitors

20% Evaluating competitors — focus on competitor 
assessment analysis and game theory

20% Projecting competitors’ actions

10% Managing competitors

10% Complementers
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Lecture/Discussion Content

Competitors

• Developing competitive insight

• Identify competitors – Step 1
• Structure of competition
• Competitive dynamics
• The firm as a competitor

• Describe competitors – Step 2
• Collecting competitor data
• Competitive data sources
• Processes to secure competitive data
• Framework to describe competitors
• Putting it all together

• Evaluate competitors – Step 3
• Competitor assessment analysis (CAA)

• Project competitor actions – Step 4

• Manage competitors – Step 5

The Company

• Company assessment analysis

Complementers

• Independent organizations

• Competitors
• Strong complementarity
• Unwelcome complementarity

Classroom Engagement

Teaching tips. We typically start the class by referring 
to the fundamental business model — Chapter 1 
(Figure 1.1, p. 2) to make the point that knowing a 
lot about customers is insufficient. To be successful, 
the firm must deliver value to customers, but do so 
better than competitors; hence, the firm must know 
a good deal about them. We link back to the industry 
forces (Porter) five-forces model from Chapter 3 
(Figure 3.3, p. 20) to show that identifying competi-
tors is the crucial first step. The firm cannot and will 
not address every competitor in its market strategy, 
but it must avoid being blindsided. When we have 
completed a discussion of identifying competi-
tors, we move through the framework for gaining 
competitive insight (Figure 5.1, p. 34). We then show 
that the framework for competitor insight leads to 
company insight, before moving to a discussion of 
complementers.

Discussion starter. The instructor selects a product/
brand and asks students:

• What are the current direct and indirect 
 competitors?

• What are the potential direct and indirect 
 competitors?

• What would you like to know about these 
 competitors?

• How would you go about securing this 
 information?

Group exercise/application project suggestions. 

Use the detailed case study on Boeing/Airbus and 
have students play a war game. Select three teams — 
Boeing, Airbus, and Bombardier or Embraer (Brazil):

• Each team develops a three-to-five-year market 
strategy.

• Each team presents its market strategy.

• Each team then revisits its strategy based on what 
they heard from their competitors.

Distance Learning Considerations

Threaded discussions should generate many real-
world anecdotes on how various firms compete 
— the actions that students observe in the market. 
Then students should try to infer firm objectives, 
along with broad-brush strategies. This exercise gives 
students experience in reverseengineering a firm’s 
market strategy. Note that in the market we observe 
only the firm’s implementation actions; we must 
reverse-engineer to understand the market strategy 
behind the implementation. To gain deep insight into 
competitive behavior, the instructor should ensure 
the discussion involves both B2B and B2C situations, 
and both products and services.

The instructor should establish dialog around the 
purpose and objective of competitive strategy in each 
case, the timeliness of action taken, and expected 
result — from the firm and student perspectives (for 
both short-term and long-term implications).
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Project Descriptions

Several team (in-class) projects mentioned above:

• Use the major tools for describing, evaluating, and 
projecting competitor behavior on competitors in a 
variety of industries.

• In particular, we strongly advocate providing 
 students with a war game experience.

Other Sources

Web links (key search considerations)

• Competitive structure
• Porter model
• Competitive dynamics
• Internal competition
• Competitive intelligence
• Value-chain analysis
• Partnerships
• Alliances
• Networks
• SWOT
• Game theory
• Misinformation
• Scenarios
• Scenario planning
• Signaling
• Strategic planning
• Complementers



TRANSITION TO

Strategic Marketing
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The purpose of this short section is to help students 
transition from the insight material — situation 
analysis — in Section 2 to strategic marketing — 
Section 3. The basic vehicle for this transition is 
planning assumptions; the Figure T.1 visual nicely 
captures this transition. The instructor should ensure 
that students are clear about the two core dimensions 
of assumptions — magnitude of effect and probability 
of occurrence.

Project Description

As you plan your approach for securing your dream 
job, form a list of important assumptions. For each 
assumption, assess the magnitude of effect and 
 probability of occurrence.
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Chapter Description

Purpose of Chapter
This is the first of three chapters to focus on Strategic 
Marketing. Chapter 76 addresses Marketing Impera-
tive 1 — Determine and Recommend Which Markets 
to Address. The chapter lays out a solid framework 
for thinking about market opportunities including a 
strategy for growth, screening criteria for individual 
opportunities, and implementation. By following 
such a systematic process, the firm can improve its 
chances of investing in opportunities that are ulti-
mately successful, while simultaneously reducing the 
risk of investing in opportunities that fail.

Chapter Themes

• Identifying growth opportunities

• A strategy for growth including vision, mission, 
growth path, and timing of entry

• Screening potential opportunities to select those in 
which the firm will invest

• Implementing growth strategies

Teaching Suggestions (topic coverage)

Overview and Focus
As noted in the text, Peter Drucker said that the firm 
has two major purposes — marketing and innova-
tion. There are many possibilities for innovation in 
marketing; this chapter focuses on strategic innova-
tion, the type that can spawn new businesses. There 
is a great opportunity to generate many student 
perspectives on how businesses generate ideas for 
new business ventures, new partnership opportuni-
ties, and new ways of looking at, and growing, their 
businesses.

The broad purpose of the chapter is to highlight 
the importance of establishing a framework for 
pursuing strategic innovation. The firm must be for-
ward-looking, willing to take risks, and aim to estab-
lish and re-establish itself in the minds of current and 
future customers as well as potential partners. Once 
the firm has established an overarching framework 
for searching for opportunities, it must assess them 
by clarifying the benefits and risks, and then imple-
ment those that it chooses.

Topic Coverage Suggestion

10% Establish purpose/objective/foundation for 
strategic growth thinking

20% Provide concrete examples/applications of 
identifying and evaluating growth opportuni-
ties

30% Outline the strategic growth process

20% Describe how to research, evaluate, and justify 
strategic plans using screening criteria

20% Provide a basis for implementing the selected 
growth strategy

Lecture/Discussion Content

• Strategy for growth
• Vision
• Mission
• Growth path
• Timing of entry

• Screening criteria: evaluating opportunities
• Objectives
• Compatibility (fit)
• Core competence
• Synergy
• Contribution to the venture portfolio
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• Implementing growth strategies
• Internal development
• Insourcing
• Outsourcing
• Acquisition
• Strategic alliance
• Licensing, technology purchase/sale
• Equity investment

Classroom Engagement

Teaching tips. This chapter provides a solid frame-
work for addressing opportunities; its aim is to 
improve the firm’s chances for success and to reduce 
its chances of failure. In addition to lecturing 
through the material, it’s a good idea for the class 
to study some real-world examples. One way is to 
identify a firm that has invested significantly in new 
opportunities, some of which were successful and 
others that were not. These may range from internal 
developments to mergers and acquisitions and 
partnerships. Of course, these data may be difficult 
to secure, but the general idea is for students to try 
to identify why some were successful and others 
not successful. Hopefully, they can use the frame-
works in this chapter to help explain their findings. 
Another approach is to use the business press to 
identify some recent announcements of mergers, 
acquisitions, and/or joint ventures and to assess the 
chances for success. The instructor could also take 
a current well-known firm, have students identify 
potential opportunities, then decide which ones the 
firm should invest in and which it should not. This 
approach typically generates vigorous discussion.

Discussion starter. Ask students the following 
 question:

• If Jackson Inc. (fictional) continues with its current 
strategy, management expects revenue and profit 
growth will be five percent annually. The board of 
directors has requested ten percent annual growth 
and set a stretch target of 15 percent. How should 
the firm approach closing these gaps?

Group exercise/application project suggestions. 

Divide students into two groups. One group identi-
fies firms that have done a good job with their growth 
strategies and attempts to explain the successes. The 
other group identifies firms that have done a poor job 
with their growth strategies and attempts to explain 
the failures. Hopefully, the instructor can use the 

frameworks in this chapter to explain the successes 
and failures.

Distance Learning Considerations

This chapter requires a lot of examples, applications, 
and clarification on the process of developing growth 
strategy as well as the business due diligence required. 
Some formal evaluation using recent case studies 
supports the opportunity for students both to think 
outside the box and use their business acumen. Have 
students form three- or four-person teams, then 
share their understanding (using concrete examples) 
of:

• When should a firm to develop a growth strategy

• Successful and unsuccessful growth strategies

• When and how the firm should identify partners 
for success

Using threaded discussions, the instructor should set 
up conversations to engage students to share their 
experiences as business professionals by focusing 
on the growth strategy journey and process. Suc-
cessful engagement requires encouraging students 
to think creatively about growth strategy while also 
being analytic in probing the reasons for success 
and failure. Students can learn a great deal from 
one another, but of course they may come up with 
extreme/ unusual examples that do not depict a con-
sistent methodology.

Project Descriptions

Using a current-day example, describe the steps in 
implementing a growth strategy.

• Strategy for growth

• Screening criteria

• Implementation

Firms use several implementation methods for 
growth strategies. These include internal develop-
ment, insourcing, outsourcing, acquisition, strategic 
alliance, licensing and technology purchase, and 
equity investment. Select two methods and provide 
examples of how you can engage a potential partner. 
Determine criteria for partner selection; what issues, 
conflicts, etc. should you be prepared to address?
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Other Sources

Web links (key search considerations)

• Strategic growth
• Strategic planning
• Growth strategy
• Market development
• Market growth
• New markets
• Vision
• Mission
• Growth path
• Diversification
• Business expansion and extension
• Conglomeration
• Timing of market entry
• Core competence
• Synergy
• Venture portfolio
• Insourcing
• Outsourcing
• Acquisitions
• Strategic alliance
• Joint venture
• Partnerships
• Licensing
• Technology purchase
• Equity investment
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Chapter Description

Purpose of Chapter
Chapter 7 focuses on the second marketing imper-
ative — Identify and Target Market Segments. The 
chapter’s goal is to show students that firms should 
not typically approach a market as a whole, but rather 
decompose the market into relatively homogeneous 
groups based on customer needs — market segments. 
The chapter discusses approaches to segmentation 
and presents numerous examples. The latter part of 
the chapter shifts from the creative and analytic task 
of identifying segments to the decision-oriented task 
of targeting individual segments. We defer discussion 
of positioning until Chapter 8.

Chapter Themes

• Market segments

• The market-segmentation process

• Levels of segmentation

• Developing market segments

• Effective criteria for forming market segments

• Market segmentation examples

• Key questions about market segments

• Targeting market segments

• The multifactor matrix approach to targeting 
( strategic position analysis)

• Market segmentation and targeting and firm size

Teaching Suggestions (topic coverage)

Overview and Focus
Students should leave this chapter being very clear 
about the role of market segmentation as a funda-

mental precursor to developing the market strategy. 
They should clearly understand the distinction 
between the creative and/or analytic process of 
developing market segments, and the decision-ori-
ented task of deciding which segment(s) to target. 
In general, we find that this chapter benefits from 
lots of examples — some presented by the instructor 
and others that students develop in class or via 
project work. The instructor should focus strongly 
on different approaches to forming segments and 
the criteria for forming effective segments. We also 
find it highly valuable to work through a targeting 
example for a firm using the process described in the 
chapter.

Topic Coverage Suggestion

30% Review purpose, value, and benefits of effective 
segmentation

30% Approaches to developing market segments

20% Current-day segmentation challenges and 
opportunities

20% Multifactor matrix approach to targeting 
market segments

Lecture/Discussion Content

• The market-segmentation process
• Levels of segmentation
• Developing market segments
• Forming market segments: methodological 

approaches

• Market segments
• Market segmentation example
• Key questions about market segments
• Should we target large segments or small 

 segments?
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• Targeting market segments
• Multifactor matrix approach to targeting 

( strategic position analysis)

Classroom Engagement

Teaching tips. Start the class with a good example of 
effective segmentation and targeting. The Marriott 
case is a good one; another example is Enterprise in 
the U.S. car rental market. Ask students to identify 
the market leader — most say Hertz. Hertz is leader 
in the executive rental segment; Alamo is leader in 
the leisure segment. Enterprise pioneered the car-in-
garage segment and is now the overall market share 
leader.

The material offers good opportunities for students to 
do their own market segmentation. We favor picking 
a firm and a market. Students segment the market 
and then decide which segment(s) the firm should 
target. Selecting several different firms/markets 
and several groups per firm/market generates great 
discussion and learning.

Discussion starter. Ask students:

• "Why has Marriott been so successful?” When 
 students make the segmentation and  targeting 
point, ask them to identify other examples of firm 
success for the same reason.

Group exercise/application project suggestions

• See Teaching Tips above.

• Assign students to different firms in a well-known 
industry. Ask each student team to assess how its 
firm segments the market and which segments 
it targets. Students should reverse engineer from 
marketing-mix data to make their assessments. 
When each group has reported its findings, stu-
dents should be able to identify market areas where 
competition is very fierce and others where it is 
relatively benign. Possible industries are:
• Airlines: American, Delta, Jet Blue, Southwest, 

United
• Beverages: Coke, Pepsi, 7-Up, Snapple
• Business information: BusinessWeek, Forbes, 

 Fortune, Wall Street Journal
• Online dating services: eHarmony, Match, 

OkCupid, Tinder

Distance Learning Considerations

The goal is to establish the foundation for:

• Identifying and evaluating segmentation decisions

• Defining and measuring success in developing 
market segments

• Linking segmentation and targeting concepts, and 
showing where positioning fits in (Chapter 8)

Threaded discussions can include:

• Identifying creative and innovative organizations in 
segmentation and positioning

• Identifying lessons learned from successful and 
unsuccessful segmentation and targeting

• Reviewing the process of:
• Successful market segmentation
• Effective targeting

Project Descriptions

See earlier in this chapter. Good projects involve 
segmenting markets, then making targeting decisions 
for individual firms. In each case we discuss these 
methods in the chapter; they are shown in more 
detail in The Market Planning Workbook. [827p]

Other Sources

Web links (key search considerations)

• Market segmentation
• Market segments
• Customer segments
• Segmentation variables
• Prizm®
• Segments of one
• Targeting
• Segmentation and targeting
• Segments of one
• Strategic position analysis
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Chapter Description

Purpose of Chapter
Chapter 8 provides students with a clear under-
standing of the purpose of designing a market 
strategy. They learn that a market strategy comprises 
several integrated market-segment strategies. They 
also learn an effective framework for setting perfor-
mance objectives and developing and implementing 
individual market segmentstrategies. The chapter 
emphasizes that the firm must not only integrate its 
actions in the market, but also integrate its actions 
internally to secure cross-functional alignment.

Chapter Themes

• The purpose of market and market-segment 
 strategies

• Elements of a market-segment strategy including 
performance objectives, strategic focus, posi-
tioning, and implementation programs

• Managing multisegment strategies

• Integrating actions in the market and among firm 
functions

Teaching Suggestions (topic coverage)

Overview and Focus
In our experience, some instructors have difficulty 
articulating the components of a market strategy. On 
the one hand, they view market strategy as targeting 
and positioning alone; on the other, they view 
market strategy as comprising the marketing mix 
and little else. The presentation of market strategy in 
this chapter encompasses segmentation, targeting, 
positioning, and the marketing mix, but ties them 
together in a way that also embraces firm objectives 

and the resource allocations required to achieve 
them. It also clearly shows that a market strategy 
integrates several market-segment strategies.

Topic Coverage Suggestion

30% The purpose of market and market-segment 
strategies

60% Components of a market-segment strategy: 
performance objectives, strategic focus, 
positioning, and implementation programs

10% Multisegment strategies

Lecture/Discussion Content

• The purpose of market-segment/market  strategies
• Provide strategic direction in the market
• Secure differential advantage
• Guide effective allocation of scarce resources
• Achieve cross-functional integration

• Elements of the market-segment strategy

• Performance objectives
• Strategic objectives
• Operational objectives
• Setting performance objectives

• Strategic focus*

• Increase unit sales — branch A
• Improve margins, investment returns — branch B
• Choosing a strategic focus: Increase unit sales? 

Improve margins and investment returns?

• Positioning
• Select customer targets
• Frame competitor targets
• Design the value proposition
• Articulate reasons to believe
• Developing positioning statements

* Strategic focus and positioning are sometimes referred to jointly 
as core strategy.
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• Implementation programs
• Implementing the marketing mix
• Aligning cross-functional support

• Managing multisegment strategies

Classroom Engagement

Teaching tips. The teaching goal is to ensure that stu-
dents understand and can develop a complete market 
strategy. A useful approach is to ask them, individ-
ually or in groups, to lay out the market strategy for 
a firm/brand of their choice — just give them 10 
minutes or so for this exercise. Then have a few pre-
sentations. By the time the class sees several of these 
(on a single selected firm/brand or several), it will 
be clear that there are many different views of what 
constitutes a market strategy. This exercise provides 
the deficit condition for a lecture that lays out the core 
elements of a market strategy.

In class, the instructor should clarify that the quality 
of the market strategy is highly related to the quality 
of the market, customer, competitor, company, 
and complementer insight, and the firm’s planning 
assumptions. The instructor should also empha-
size that, in contrast to the chapters that focused 
on gaining insight, and the transitional planning 
assumptions, in the market strategy the firm actually 
makes decisions.

A key issue is the role of performance objectives in 
market-segment strategies: We like to make the point 
that, at root, strategy is about resource allocation, but 
it makes no sense to allocate resources unless you 
know what you’re trying to achieve!

In a very real sense, positioning is at the heart of the 
market-segment strategy. The instructor should be 
especially sure that students understand the compo-
nents of the positioning statement.

Discussion starter. Ask students:

• Select two products/brands. Based on your knowl-
edge (or market observations), lay out the key 
elements of the market strategy for each choice on a 
separate page. What are the similarities and differ-
ences in the structure of these market strategies?

Group exercise/application project suggestions. See 
Teaching Tips above to have students understand the 
structure of a market strategy. For a more in-depth 
project, students should develop a market strategy 
based on market, customer, competitor, company, 
and complementer insight. The Market Planning 
Workbook [827p] provides the analytic framework for 
students to be able to accomplish this task.

Distance Learning Considerations

The instructor should develop threaded discus-
sions around the twin themes of the purpose of a 
market strategy and the components of market and 
market-segment strategies. Aim to capture varied 
examples of market strategies from firms in mul-
tiple industries — from initial launch to migrating 
to a global strategy, to introducing brands in new 
markets, to repositioning brands for entirely new 
markets. Ask questions relative to:

• Securing timely and relevant insight for developing 
a market strategy

• Identifying successful and not-so-successful market 
strategies

Project Descriptions

See earlier in this chapter. Good projects involve 
developing market strategy for a firm/product using 
the learning from prior chapters to develop the nec-
essary market, customer, competitor, company and 
complementer insight, and planning assumptions. 
Detailed analytic frameworks are in The Market 
Planning Workbook. [827p] There are many ways to 
accomplish this goal: Students often come up with 
their own sites based on contacts they develop; the 
instructor may identify a site(s) and executives may 
provide an initial briefing and give access to company 
data. For students who are working in marketing 
positions, the site can be their job, and their team 
colleagues may act as consultants.
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Other Sources

Web links (key search considerations)

• Market strategy
• Marketing strategy
• Market segmentation
• Selecting target market segments
• Performance objectives
• Strategic objectives
• Operational objectives
• Strategic focus
• Positioning
• Customer targets
• Competitor targets
• Value proposition
• Reason to believe
• Implementing a marketing strategy
• Marketing mix
• 4Ps
• Integrating functional programs
• Marketing to multiple segments
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Chapter Description

Purpose of Chapter
Chapter 9 builds on material previously discussed in 
Chapters 3 and 6. In Chapter 3, we introduced the 
idea of life cycles in the context of securing market 
insight. In Chapter 6, we presented Timing of Entry, 
different options for market-entry strategy based on 
life-cycle stages. In this chapter, we focus on man-
aging products through the life cycle. We use nine 
specific scenarios based largely on the various life-
cycle stages, conditioned on the firm’s leader/follower 
position, to develop strategic options that can allow 
the firm to preempt competitors. The chapter also 
discusses managing marketing in tough times.

Chapter Themes

• Preempting competitors

• Managing through the life cycle

• Developing competitive strategic options

• Stages in the product life cycle

• Life-cycle scenarios

• Leader/follower

• Growing in mature markets

• Concentrated and fragmented markets in maturity

Teaching Suggestions (topic coverage)

Overview and Focus
The major purpose of this chapter is to provide 
students with the tools to develop strategies that pre-
empt competition. Students gain an understanding 
of the challenges and opportunities of managing 
through the life cycle. They learn that options differ 

markedly across the nine scenarios that we develop. 
They learn that leaders generally have more and dif-
ferent options than followers, but that followers also 
have options that can allow them to win.

Topic Coverage Suggestion

20% Value of preemption and developing scenarios

80% Discussion of strategic options at each life-cycle 
stage

Lecture/Discussion Content

• Generating competitive strategic options

Building Product Life-Cycle Scenarios

• Scenario 1: Introduction stage — pioneers
• Government-imposed barriers
• Product-specific barriers
• Firm-driven barriers

• Scenario 2: Early-growth leaders
• Continue to be leader — enhance position
• Continue to be leader — maintain position
• Continue to be leader — conclusion
• Surrender leadership — retreat to a market 

 segment(s)
• Surrender leadership — exit the market

• Scenario 3: Early-growth followers
• Seek market leadership
• Settle for second place
• Focus on a market segment(s)
• Exit the market

• Scenario 4: Late growth

• Scenario 5: Maturity — but not really
• Increase product use
• Improve the product/service
• Improve physical distribution
• Reduce price
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• Reposition the brand
• Enter new markets

• Scenario 6: Maturity — concentrated market 
leaders
• Maintain leadership over the long run
• Harvest

• Scenario 7: Maturity — concentrated market 
 followers
• Improve market position
• Keep on truckin’
• Exit

• Scenario 8: Maturity — fragmented markets
• Acquisition
• Standardization, branding

• Scenario 9: Decline
• Leverage the brand

Classroom Engagement

Teaching tips. A good way to teach this material is for 
the instructor to have students work with products in 
different stages of the product life cycle and occupy 
different scenarios. Use specific examples, say two 
or three for each scenario; the instructor should 
have students identify problems, opportunities, and 
strategic options for each example. In this manner, 
students will come to understand the very different 
strategic situations and begin to build a strategic 
option framework for themselves. This effort 
provides a valuable background for the instructor 
to discuss the contents of the chapter. The chapter 
also includes special focus on the experience curve, 
addressing low-price competitors, and managing 
marketing in tough times that allow for enriched 
discussion.

Discussion starter. Ask students:

• Identify a firm and product occupying scenario X. 
What problems does it face? What do you think are 
its strategic options?

Group exercise/application project suggestions

• Have students pick a firm/product with a long his-
tory. Challenge them to figure out how the strategy 
changed over time. Tie the strategies to scenarios 
discussed in the chapter.

• The instructor picks a firm/product in each of 
several scenarios and asks students to compare 
and contrast the different scenarios, actual current 
strategies, and other options the firm may pursue.

Distance Learning Considerations

As in the classroom, be sure to establish the founda-
tion for this chapter by:

• Outlining the significance of the product life cycle.

• Show how the product life cycle gives rise to the 
nine scenarios.

• Show how each scenario generates different stra-
tegic options.

If appropriate, the instructor should engage students 
in sharing experiences in the business world as they 
relate to strategies at different scenarios. It would be 
especially useful for students to show how strategies 
evolved as products moved from one scenario to 
another, or how strategic options are different for 
firms/products that are at similar life-cycle stages but 
in different scenarios (e.g., leader/follower in mature 
concentrated markets).

Project Descriptions

See material on classroom engagement. Having 
students compare and contrast different firm/product 
options from different scenarios can become excel-
lent projects.

Other Sources

Web links (key search considerations)

• Life-cycle management
• Product life cycle
• Preemptive strategy
• Experience curve
• Entry barriers
• Competitive strategy
• Barriers to growth
• Leader, follower (challenger) strategies
• Introduction (launch) strategy
• Roll-up strategy
• Kenneling
• Harvest strategies
• Concentrated markets
• Fragmented markets
• Exit strategy
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Chapter Description

Purpose of Chapter
The purpose of Chapter 10 is to provide students 
with the background to identify, manage, and 
implement challenging decisions about brands. 
Students learn fundamentals about brands and 
branding, understand about brand equity and the 
value of brands, and learn how to build and sustain a 
strong brand. They also learn about critical issues in 
brand architecture, including multibranding versus 
umbrella branding, brand broadening (leveraging), 
and brand migration.

Chapter Themes

• What is a brand?

• The basis for branding

• Levels of branding

• Brand associations

• Brand equity and the value of brands

• Customer brand equity and firm brand equity

• Monetizing brand equity

• Brand identity and brand image

• Building and sustaining a strong brand

• Brand architecture

• Multibranding versus umbrella branding

• Brand broadening (leveraging)

• Brand migration

• Aging and defunct brands

Teaching Suggestions (topic coverage)

Overview and Focus
The major focus of Chapter 10 is to emphasize the 
power of brands and branding, as well as the value 
of a strong brand both to the firm and customers. 
Brand value is the crucial underlying issue con-
cerning many branding issues. Students should come 
away from the chapter with a deep understanding of 
brands and branding, a sense of how to measure the 
value of brands, how to build and sustain a strong 
brand, and some frameworks to address the myriad 
branding issues that firms face.

Topic Coverage Suggestion

25% Fundamentals of branding

25% Brand equity: Distinctions between customer 
brand equity and firm brand equity

25% Building and sustaining a strong brand

25% Managing brand architecture

Lecture/Discussion Content

• What is a brand?
• Brand associations
• Branding is not just for consumers ...
• ... and is not just about advertising

• Brand equity and the value of brands
• Customer brand equity (CBE)
• Firm brand equity (FBE)

• Monetizing brand equity
• Customer brand equity
• Firm brand equity

• Building, sustaining a strong brand
• Building a strong brand
• Sustaining a strong brand
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• Managing brand architecture
• Multibranding versus umbrella branding
• Brand broadening (leveraging)
• Brand migration
• Strategic alliances
• Aging, defunct brands

Classroom Engagement

Teaching tips. Develop an understanding of the pur-
pose and objective of building and sustaining strong 
brands. Make sure that students understand the 
nature of brands, the associations that people make 
with brands, and the differences (yet relationships) 
between customer brand equity (CBE) and firm 
brand equity (FBE). Be sure to highlight the impor-
tance of building strong positive brand associations, 
and the difference between brand identity and brand 
image.

Discussion starter. Among the questions we like to 
ask students are:

• What comes to mind when you think of a brand?

• What are your five favorite brands? Why are these 
brands important to you?

• What five brands do you not like? Why not?

• The instructor picks a few brands and for each asks 
the question: When you think of this brand, what 
associations come to mind?

• What do you think are the world’s strongest 
brands? (The instructor may back up this discus-
sion with Interbrand/BusinessWeek data. [me1101]) 
What has made these brands so strong?

Group exercise/application project suggestions. 

The instructor and students together agree on a list 
of weak or failing brands. Student groups develop 
a turnaround plan for one or more selected brands. 
Note the instructor should push students to move 
beyond communication approaches.

Distance Learning Considerations

The branding topic requires a strong understanding 
of what a brand is, the value and dimensions of a 
brand, the benefits and challenges of developing and 
sustaining a brand, along with the opportunity for a 
brand to evolve over time. These issues are funda-
mental to understanding how to manage a brand, 
and supports students in strategizing the consider-
ations for broadening brand scope, or simplifying the 
brand, with the objective of market and market-share 
growth.

Have students engaged in discussion around the 
themes of:

• Examples of strong and weak brands (providing 
rationale)

• The marketing significance of brand equity

• Examples of brand evolution, brand simplification, 
brand growth

• Challenges and opportunities for brand manage-
ment

• How to develop brands beyond your core compe-
tence including entry into new markets

Project Descriptions

Consider the following in-class or external projects 
regarding managing brands:

• Select an established firm of your choice and iden-
tify its brand portfolio. What, if any, changes would 
you advise? How would you implement these 
changes?

• Develop a brand plan for the introduction of a new 
brand (e.g., downloading music sites, online news-
papers, trendy beverages).

• Select two competing brands, identify their current 
market strategies, including brand positioning, 
and assess their brand equities. Using a war-game 
approach — Chapter 5 — each team reviews the 
strategy for its brand and decides what actions to 
take to build a successful brand.
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Other Sources

Web links (key search considerations)

• Managing brands
• Brand equity
• Measuring brand equity
• Monetary value of brand equity
• Dollarmetric
• Brand strength
• Brand vision
• Brand image
• Brand architecture
• Brand portfolio
• Brand architecture
• Multibranding
• Umbrella branding
• Brand broadening
• Brand leveraging
• Brand migration
• Strategic alliances
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SECTION 4

Implementing the Market Strategy

IMPERATIVE 4
Design the Market Offer

PART A: PROVIDING CUSTOMER VALUE

CHAPTER 11

Managing the Product Line

CHAPTER 12

Managing Services, Customer Service

CHAPTER 13

Developing New Products
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Capon’s Marketing Essentials

SECTION 2: FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING

SECTION 1: MARKETING AND THE FIRM

CHAPTER 1

Introduction to Managing Marketing

CHAPTER 2

The Value of Customers

SECTION 3: STRATEGIC MARKETING

CHAPTER 6

Identifying, Choosing Opportunities
CHAPTER 7

Market Segmentation, Targeting

CHAPTER 9

Managing through the Life Cycle

CHAPTER 8

Market Strategy – Integrating Firm 
Efforts for Marketing Success

CHAPTER 10

Managing Brands

IMPERATIVE 1

Determine, Recommend Which Markets to Address
IMPERATIVE 2

Identify, Target Market Segments

IMPERATIVE 3

Set Strategic Direction, Positioning

SECTION 4: IMPLEMENTING THE MARKET STRATEGY

CHAPTER 12

Managing Services,  
Customer Service

CHAPTER 15

Mass Communications,  
Digital Marketing

CHAPTER 17

Distribution, Retailing, Wholesaling

CHAPTER 11

Managing the Product Line

CHAPTER 14

Integrated Marketing 
Communications

CHAPTER 13

Developing New Products

CHAPTER 16

Directing, Managing  
Field Sales Efforts

IMPERATIVE 4

Design the Market Offer

Part A: Providing Customer Value

Part B: Communicating Customer Value

Part C: Delivering Customer Value

CHAPTER 19

Ensuring the Firm Implements  
the Market Offer as Planned

CHAPTER 20

Monitoring, Controlling  
Firm Performance, Functioning

IMPERATIVE 5

Secure Support from Other Functions
IMPERATIVE 6

Monitor, Control Execution/Performance

CHAPTER 18

Critical Underpinnings of Pricing Decisions

Part D: Getting Paid for Customer Value

CHAPTER 3

Market Insight

CHAPTER 5

Insight about  
Competitors, Company, 

Complementers

TRANSITION  
TO STRATEGIC 

MARKETING

CHAPTER 4

Customer Insight
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Chapter Description

Purpose of Chapter
Chapter 11 is the first of three chapters in Part A 
of Imperative 4 — Design the Market Offer. Part A 
focuses on Providing Customer Value. This chapter 
concerns Managing the Product Line. The objective 
Chapter 11 is to better understand some of the key 
responsibilities of a product manager. We advocate 
a portfolio approach to managing the product line 
and discuss the financial and other interrelationships 
among the firm’s individual products. The product 
manager must trade off product proliferation and 
product simplification and deal with many other 
issues like: bundling, counterfeiting, evolving the 
product line, product quality, product safety, sec-
ondary market products, packaging, and packaging 
and product disposal. We address new product devel-
opment in Chapter 13.

Chapter Themes

• The product portfolio concept

• Financial analysis methods for assessing opportuni-
ties

• Portfolio analysis approaches to assessing opportu-
nities

• The growth-share matrix: cash cows, stars, dogs, 
problem children

• Product interrelationships at the customer: positive 
and negative complementarity

• Product interrelationships at the firm: strategic 
roles, multiple business units

• Product line breadth: proliferation and simplifica-
tion

• Bundling

• Counterfeiting

• Evolving the product line

• Product quality

• Product safety

• Secondary market products

• Packaging

• Disposal: Packaging and products

Teaching Suggestions (topic coverage)

Overview and Focus
The focus of Chapter 11 is on managing the product 
line and addressing a series of product line issues. 
Much of the chapter focuses on interrelationships 
among products in the product line, including 
both resource issues and more substantive matters 
involving both customers and firm strategy. We 
spend considerable space on the conflicting drivers 
for product proliferation and product simplification. 
We also address several product line issues including 
bundling, counterfeiting, evolving the product line, 
product quality, product safety, secondary market 
products, packaging, and disposing of packaging and 
products.

Topic Coverage Suggestion

30% Financial and portfolio approaches to man-
aging the product line

25% Interrelationships at the customer and at the 
firm

15% Product proliferation versus simplification

30% Bundling, counterfeiting, evolving the product 
line, product quality, product safety, secondary 
market products, packaging, and packaging 
and and product disposal
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Lecture/Discussion Content

• The product portfolio concept
• Financial analysis methods
• Portfolio analysis (PA) methods

• Other important product interrelationships
• At the customer
• At the firm

• Product-line breadth: Proliferation versus 
 simplification
• Product proliferation
• Product proliferation, market segmentation
• Simplifying the product line

• Other product-line issues
• Bundling
• Counterfeiting
• Evolving the product line
• Product quality
• Product safety
• Secondary market products
• Packaging
• Disposal

Classroom Engagement

Teaching tips. The major part Chapter 11 focuses 
on interrelationships among products; students 
should become very clear about these. They should 
understand that at one level these interrelationships 
are financial — resources allocated to one product 
cannot be allocated to another. This is the power of 
the portfolio framework, especially when contrasted 
with the straw man of financial analysis techniques 
to make resource allocation decisions. Students gen-
erally enjoy learning about the growth/share matrix, 
though the instructor should be careful to clarify the 
assumptions and pitfalls.

Students should also learn about other interrelation-
ships and understand the tension between product 
proliferation and product simplification. They should 
also be very clear on the real danger of indiscrimi-
nately dropping products that appear to be unprofit-
able — fixed cost allocations are an important topic 
here. They should also become familiar with a set of 
other issues involved in managing the product line.

Discussion starter. Ask students:

• Provide an example of one firm’s product/service 
line. Why does the firm have each of these products 
in its product/service line?

• Suppose you were the product manager responsible 
for managing this product line. What challenges do 
you face? What opportunities are open to you?

Group exercise/application project suggestions. You 
are the product manager for Snapple beverages or 
Ben & Jerry’s ice cream. As you review the financial 
results for your product line, you notice that several 
flavors are not doing well. What decision(s) will you 
make? How will you approach implementing these 
decisions?

Distance Learning Considerations

The instructor should establish a set of working 
themes around the topic of managing the product 
line. These should includes an overview of:

• The contents of a product line

• Success measures for a product line

• Roles and responsibilities of a product manager

• Challenges and opportunities in managing an 
existing or potential product line

• The growth-share matrix — cash cows, stars, dogs, 
problem children

• Product line interrelationships at the customer and 
at the firm

Students may also engage in dialogue around:

• Examples of strong and weak product lines

• Decisions of when to evolve and cut back on the 
product line

• How to maintain customer loyalty while evolving 
or cutting back on the product line

• How the firm can become innovative and stay 
innovative

Project Descriptions
• Have students identify a specific firm whose 

product line seems to need attention — sales are 
sluggish or profits are below historical levels and 
inferior to peer firms. Provide specific recommen-
dations to improve the product line.

• It’s your first day as product manager for your local 
bank. What information will you request as the 
basis for developing a plan to manage your product 
line? (These data will include, but not be limited 
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to, product item and product line sales by segment 
— current and trends, customer research reports, 
competitive analysis reports, trends in banking 
services.) What information would you seek on 
customers and competitors, and how would you go 
about securing it?

Other Sources

Web links (key search considerations)

• Managing the product line
• Product portfolios
• Capital budgeting
• Financial analysis
• Internal rate of return
• Net present value
• The growth-share matrix
• Stars, cash cows, dogs, problem children
• The multifactor matrix
• The stoplight matrix
• Interrelationships among products
• Product complementarity
• Product proliferation
• Product simplification
• Product mix
• Product cannibalization
• Product quality
• Product safety
• Secondary market products
• Packaging
• Packaging and product disposal
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Chapter Description

Purpose of Chapter
Chapter 12 is the second of three chapters in Part 
A of Imperative 4 — Design the Market Offer; the 
chapter focuses on Managing Services and  Customer 
Service. The purpose of Chapter 12 is to provide 
students with an introduction to services marketing, 
an increasingly important sector of developed and 
developing economies. Students learn about the 
special characteristics of services, how to diagnose 
and manage service quality, the distinctions between 
services and customer service, and how to deliver 
exceptional customer service.

Chapter Themes

• Products, services, customer service

• Growth in the service sector

• Characteristics of services

• Measuring and managing service quality

• Limitations of customer satisfaction

• Service quality issues

• Types of customer service

• Delivering exceptional customer service

Teaching Suggestions (topic coverage)

Overview and Focus
To set up the material in this chapter, the instructor 
should clearly distinguish among products, services, 
and customer service, and should clarify the growth 
of the service sector. The message should be clear: 
Services and customer service are a big deal, and they 
are different from physical products in ways that have 

important implications for marketers. Because of this 
importance, measuring and managing service quality 
are critical issues.

Topic Coverage Suggestion

15% Why focus on services?

25% Characteristics that distinguish services from 
physical products

30% Measuring and managing service quality

30% Customer service

Lecture/Discussion Content

• Products, services, customer service

• Growth in the service sector

• Characteristics of services
• Intangibility
• Inseparability
• Variability
• Perishability
• Divisibility
• Lack of acquisition
• Role of customers

• Service quality
• Measuring, managing service quality
• Issues in improving service quality

• Customer Service
• Types of customer service
• Delivering exceptional customer service

Classroom Engagement

Teaching tips. Early on in class, the instructor should 
clarify the importance of the service sector to the 
economy and establish the differences among prod-
ucts, services, and customer service. The distinction 
between services and customer service is a little 
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tricky, so it’s worth spending sufficient time here. 
With this background, the instructor should high-
light the characteristics of services as a prelude to a 
focus on service quality. This discussion should be 
peppered with a series of case examples (e.g., hotels, 
car mechanics, banks, accountants, doctors, retail) 
that highlight the challenge of offering high levels of 
service quality. We have found that getting students 
to chart out a service blueprint and to assess quality 
using the SERVQUAL scale are excellent exercises 
that considerably enhance learning.

The service quality discussion morphs easily into the 
topic of customer service, where the robust flower- of-
service framework and pre-, during-, and postpur-
chase customer service distinctions pave the way for 
discussing the managerial processes necessary to 
deliver exceptional customer service.

Discussion starter

• How would you distinguish among physical prod-
ucts, services, and customer service?

• Give an example of a time when you received excel-
lent service; what factors lead you to say that this 
experience was excellent?

• Give an example of a time when you received ter-
rible service; what factors lead you to say that this 
experience was terrible?

Group exercise/application project suggestions. Pick 
a service offering and have students administer the 
SERVQUAL scale to each other. They can plot the 
results similarly to Figure 12.2 and make recommen-
dations for service improvement.

Distance Learning Considerations

Using a threaded discussion approach, address such 
questions as:

• What are the special challenges of services mar-
keting? Illustrate with examples.

• What are the characteristics of an effective services 
organization?

• How would you go about improving a firm’s cus-
tomer service performance?

• Are you loyal to a firm or product? Does your 
loyalty relate to the customer service you received?

Project Descriptions

Earlier in this chapter, we identified several topics 
that can lead to good out-of-class projects:

• Pick a service with which students are familiar and 
have them administer the SERVQUAL scale to 
several customers. They plot the results similarly to 
Figure 12.2 and make recommendations for service 
improvement.

• The class together identifies several service organi-
zations that offer exceptionally high service quality. 
Student groups visit/experience these organizations 
to glean the fundamental underpinnings of their 
service success.

• Students identify a local services organization; 
they develop and implement a marketing research 
project to improve service quality.

Other Sources

Web links (key search considerations)

• Services marketing
• Dimensions of services

• Intangibility
• Inseparability
• Variability
• Perishability
• Divisibility
• Lack of acquisition
• Role of customers

• Service quality
• SERVQUAL
• Customer satisfaction
• Customer service
• Flower of customer service
• Customer service strategy
• Service infrastructure
• Type of customer service
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Chapter Description

Purpose of Chapter
Chapter 13 is the third of three chapters in Part 1 of 
Imperative 4 — Design the Market Offer; the chapter 
focuses on Developing New Products. Chapter 13 
concerns innovation and the new product develop-
ment process. The chapter’s purpose is to introduce 
students to some of the drivers of innovation and 
to familiarize them with a common approach to 
developing new products. Students learn the value of 
a structured process but understand that they should 
not view the process as a straitjacket. The chapter 
details each of nine steps in the new product devel-
opment process; it concludes by discussing product 
adoption and adopter categories, classified by time of 
adoption, and the challenge of crossing the chasm.

Chapter Themes

• How does innovation occur?

• Factors that enhance the firm’s innovative success

• The customer’s role in successful product innova-
tion

• Categories of new product development

• The stage-gate process (9 stages) for new product 
development
• Idea generation
• Preliminary screening
• Concept development
• Business case analysis
• Development
• Product testing
• Market factor testing
• Test marketing
• Commercialization

Teaching Suggestions (topic coverage)

Overview and Focus
The core objective of Chapter 13 is to familiarize 
students with the nine-element stage-gate process 
for new product development. Before getting into 
the details of the process, the instructor should talk 
about innovation in general and highlight the impor-
tance for the firm to have an innovative culture. With 
this background, students are ready to dig into the 
nine-stage process, from idea generation to commer-
cialization.

Topic Coverage Suggestion

15% The nature of innovation and factors that 
enhance innovation

70% Nine stages of the stage-gate new product 
development process

15% Product adoption and adopter categories

Lecture/Discussion Content

• Where and how innovation occurs

• What fosters product innovation

• New product development

The Stage-Gate Process for New Product 
 Development

• Idea generation
• Number of ideas
• Scope of search
• New idea sources
• New idea processes

• Preliminary screening

• Concept development

• Business-case analysis
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• Development
• Product design
• New product development portfolio

• Product testing

• Market-factor testing

• Test marketing

• Commercialization

• Product adoption

Classroom Engagement

Teaching tips. In our experience, students like struc-
ture. Hence, they typically receive the material in this 
chapter very well because of the logical sequence of 
the stage-gate process. Hence, the instructor should:

• Provide a clear understanding of the marketing 
significance and impact for a firm of focusing on 
innovation and having an ongoing culture of new 
product development.

• Make the point that much innovation is not about 
large-scale research projects but about identifying 
the dots and linking them together — Quotes by 
Drucker, Edison, and Jobs help make this point.

• Clarify where firms get feedback and input to iden-
tify new product ideas.

• Address the discipline of going through the nine-
step new product development process — from 
idea generation to commercialization.

• Emphasize the importance of the kill-point con-
cept.

• Share success stories for firms (e.g., 3M, Apple, 
Microsoft, Intel, P&G) that have an innovation 
culture that drives ongoing product launches.

Discussion starter. A good way to start the class is 
to have students draw on their own experience. Ask 
students:

• What firms do a particularly good job of product 
innovation? (Students tend to select firms like 
Apple and 3M.)

• Why did you select these firms?

• What factors have made these firms successful 
innovators?

This discussion gets student ready to learn about 
how to innovate, but first let’s return to a question we 
addressed in Chapter 1:

• Why is it important for firms continually to develop 
and introduce new products?

Responses should address increased competition and 
the requirement to deliver customer value, secure 
differential advantage, improve profitability, survive 
and grow, and increase shareholder value.

Group exercise/application project suggestions. This 
chapter is sympathetic to a variety of group exercises, 
especially in the areas of idea generation. Pages 372 
to 373 detail a variety of idea-generation methodolo-
gies. The instructor should pick a product class/form 
and ask students to generate ideas for a new product; 
for example, laptop computers, chairs, bicycles. 
The instructor may assign individual groups to use 
different methods like brainstorming, provocation, 
or the idea generator. When student groups have 
completed their tasks, they present their ideas; they 
may learn something from the numbers and types 
of ideas that classmates develop. This exercise can 
become quite sophisticated by having independent 
raters assess the quality of ideas.

As a follow-up, students could develop a customer 
questionnaire to explore the viability of several ideas, 
turn a selected idea into a concept, and even develop 
a commercialization plan for the product idea, given 
that development were successful.

Distance Learning Considerations

Considerations for threaded discussions:

• Establish a basis for engaging customers and 
benchmarking competitors in an industry to pro-
vide input for new product development consider-
ation.

• Identify the marketing significance of customers 
viewing the firm and/or brand as innovative.

• Work through the nine-stage new product develop-
ment process and ask questions at every stage:
• Idea generation. Where do/should firms get their 

new product ideas?
• Preliminary screening. Pick a firm: What cri-

teria do you think it should use for preliminary 
screening?
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• Concept development. Select a relatively new 
product: Write out the product concept that led to 
its development.

• Business-case analysis. What data would you 
require to assess the feasibility/viability of a 
product concept?

• Development. What processes would you put in 
place to make sure product development stays on 
track?

• Product testing. Take the product that you selected 
for the concept development question. How 
would you go about testing this product?

• Market-factor testing. Take the product that you 
selected for the concept development question. 
How would you go about market-factor testing 
for this product?

• Test marketing. Take the product that you selected 
for the concept development question. Design a 
test market.

• Commercialization. How would you launch the 
product?

• Develop a discussion for why developing and com-
mercializing new products is such a challenging 
activity for firms.

Project Descriptions
• A good individual project is to have students write 

up (2 to 3 pages), and be prepared to present, a 
marketing innovation. They also have to justify 
why they consider their choice to be an innova-
tion. We assign this project early in the semester 
and schedule presentations late in the semester. 
Students typically come up with a broad variety 
of innovations; the modal group is usually new 
product innovations.

• See Teaching tips above. Students form teams to 
develop new ideas for a product class/form. After 
discussion with the instructor, they develop ideas 
using one or more of the idea-generation meth-
odologies discussed in the chapter. As a variation, 
student teams can play dual roles. As marketing 
consultants, they have the job of developing new 
ideas. They can also respond as the client firm for 
whom the consultants are developing ideas. The 
consultants present their findings to the clients. Cli-
ents and consultants agree on the most promising 
idea; the consultants turn the idea into a product 
concept, then develop a launch plan on the assump-

tion that the development process is successful. 
As a related task, the consultants may design a 
marketing research project to assess feasibility and 
determine whether the idea is worth pursuing.

Other Sources

Web links (key search considerations)

• Product innovation
• Types of innovation
• Innovation challenges and opportunities
• New-product-development process
• Stage-gate process
• Risk in developing new products
• Idea generation
• New product ideas from customers
• Independent inventors
• Attribute listing
• Morphological analysis
• Idea generator
• Brainstorming
• Random input
• Provocation
• Six thinking hats
• Mind mapping
• Preliminary screening
• Product concepts
• Conjoint analysis
• Business-case analysis
• BASES
• Product development
• Product design
• Quality function deployment
• The house of quality
• Product testing
• Market-factor testing
• Test marketing
• Commercialization
• Product adoption
• Adopter categories
• Crossing the chasm
• New product success
• New-product-development challenges
• Cost of new products
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SECTION 4

Implementing the Market Strategy

IMPERATIVE 4
Design the Market Offer

PART B: COMMUNICATING CUSTOMER VALUE

CHAPTER 14

Integrated Marketing Communications

CHAPTER 15

Mass Communications, Digital Marketing

CHAPTER 16

Directing, Managing Field Sales Efforts
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Capon’s Marketing Essentials

SECTION 2: FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING

SECTION 1: MARKETING AND THE FIRM

CHAPTER 1

Introduction to Managing Marketing

CHAPTER 2

The Value of Customers

SECTION 3: STRATEGIC MARKETING

CHAPTER 6

Identifying, Choosing Opportunities
CHAPTER 7

Market Segmentation, Targeting

CHAPTER 9

Managing through the Life Cycle

CHAPTER 8

Market Strategy – Integrating Firm 
Efforts for Marketing Success

CHAPTER 10

Managing Brands

IMPERATIVE 1

Determine, Recommend Which Markets to Address
IMPERATIVE 2

Identify, Target Market Segments

IMPERATIVE 3

Set Strategic Direction, Positioning

SECTION 4: IMPLEMENTING THE MARKET STRATEGY

CHAPTER 12

Managing Services,  
Customer Service

CHAPTER 15

Mass Communications,  
Digital Marketing

CHAPTER 17

Distribution, Retailing, Wholesaling

CHAPTER 11

Managing the Product Line

CHAPTER 14

Integrated Marketing 
Communications

CHAPTER 13

Developing New Products

CHAPTER 16

Directing, Managing  
Field Sales Efforts

IMPERATIVE 4

Design the Market Offer

Part A: Providing Customer Value

Part B: Communicating Customer Value

Part C: Delivering Customer Value

CHAPTER 19

Ensuring the Firm Implements  
the Market Offer as Planned

CHAPTER 20

Monitoring, Controlling  
Firm Performance, Functioning

IMPERATIVE 5

Secure Support from Other Functions
IMPERATIVE 6

Monitor, Control Execution/Performance

CHAPTER 18

Critical Underpinnings of Pricing Decisions

Part D: Getting Paid for Customer Value

CHAPTER 3

Market Insight

CHAPTER 5

Insight about  
Competitors, Company, 

Complementers

TRANSITION  
TO STRATEGIC 

MARKETING

CHAPTER 4

Customer Insight
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Chapter Description

Purpose of Chapter
Chapter 14 is the first of three chapters in Part B 
of Imperative 4 — Design the Market Offer. Part 
B focuses on Communicating Customer Value. The 
chapter focuses on Integrated Marketing Communi-
cations. Chapter 14 sets the stage for Chapters 15 and 
16 that focus, respectively, on mass communications, 
digital marketing, and managing the sales force 
effort. This chapter acquaints students with the com-
munication process and the many communications 
tools the firm has available. Students also learn how 
to formulate a communications strategy — including 
push and pull, along with clarifying communications 
objectives. Most importantly, they learn the impor-
tance of integrating communications efforts.

Chapter Themes

• The communications process

• Communications tools

• Communications strategy

• Push, pull, and integrated push/pull strategies

• Deciding on communications objectives

• Selecting communications tools

• Integrating communications efforts

Teaching Suggestions (topic coverage)

Overview and Focus
The focus of this chapter is to establish an under-
standing of the role of marketing communications in 
implementing the marketing effort and the diffi-
culties the firm faces in carrying out this task. The 

chapter demonstrates the types of communications 
the firm has available to educate, inform, motivate, 
and remind customers, partners, and other entities 
it needs to address. The instructor should clarify the 
importance of an overall communications strategy 
and attune students to the need of integrating many 
disparate communications efforts.

Topic Coverage Suggestion

50% The communications process and 
 communications tools

30% Developing communications strategy

20% Integrating communications efforts

Lecture/Discussion Content

• The communications process

• Communications tools
• Personal communications
• Mass communications
• Word-of-mouth communications (WOM)
• Digital communications

• Developing a communications strategy
• Communications targets
• Communications objectives
• Communications messages
• Selecting communications tools
• Budgeting, timing

• Integrating marketing communications

Classroom Engagement

Teaching tips. By the time they complete this chapter, 
students should grasp the importance of communi-
cations to the entire marketing effort, yet understand 
that communications professionals must deal with 
many different challenges and issues. They should 
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also understand the importance of clear, consistent 
messaging, both externally to customers, suppliers, 
and partners, and internally to employees and share-
holders.

Students should learn that the firm’s communications 
come in many forms — from public relations to per-
sonal selling to advertising to web-based messaging 
to brochures to in-store displays to social media. In 
any communications campaign, each type of com-
munication should have a specific communication 
objective and be targeted at a particular audience. 
Students should learn how to integrate the various 
available communications tools into an integrated 
communications strategy.

Discussion starter. A good way to start the class is 
to have students draw on their own experiences. Ask 
students:

• On a day-by-day basis, you are exposed to many 
forms of commercial (mass and digital) and social 
media communications. Which of these do you 
think is the most effective? Why?

• Firms have many different types of communica-
tions targets. Pick two different types like con-
sumers, shareholders, government officials, or firm 
employees. Compare and contrast the communica-
tions approach you would take for each target.

Group exercise/application project suggestions.

• Let students identify the variety of communications 
types they have received.

• Have students select a specific brand they choose 
to represent. Their task is to develop a communica-
tions strategy for that brand.

Distance Learning Considerations

Themes for a threaded discussion include:

• The role and responsibility of marketing in devel-
oping a communications strategy and executing a 
communications plan

• The causes of miscommunication

• The challenges of a developing a communications 
strategy

• The potential value and limitations of various 
communications tools, highlighting examples of 
excellent and poor practice of each

• Assess the effectiveness of the students’ educational 
institutions’ communications and provide ideas for 
improvement

Project Descriptions

Have student groups identify a firm of interest to 
them. Then:

• Use whatever data you can find to highlight your 
firm’s communications strategy.

• Critically assess the communications strategy.

• Develop a revised communications strategy that 
takes full account of your critique.

Other Sources

Web links (key search considerations)

• Marketing communications
• Communications challenges
• Encoding, distortion, decoding
• Personal communications
• Nonpersonal communications
• Quasi-personal communications
• Word-of-mouth communications
• Communications strategy
• Push and pull communications strategies
• Communications objectives
• Communications tools
• Communications effectiveness
• Integrated marketing communications
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Chapter Description

Purpose of Chapter
Chapter 15 is the second of three chapters in Part 
B of Imperative 4 — Design the Market Offer. Part 
B focuses on Communicating Customer Value. 
Chapter 15 addresses Mass Communications, Digital 
Marketing. In this chapter, students learn how to 
design and implement various types of nonpersonal 
communications. Students learn how advertising 
works and how to construct, execute, and evaluate an 
advertising program. They also learn about commu-
nications tools like direct marketing, publicity and 
public relations, and sales promotion that together 
comprise the mix of mass communications tools that 
marketers can leverage to achieve their communica-
tions objectives.

Chapter 15 also addresses Digital Marketing; it pro-
vides students with an overview and understanding 
of digital marketing as a key component of the 
overall communications mix. The chapter focuses on 
understanding key digital marketing components, 
setting realistic objectives, distinguishing among 
various options, highlighting the impact on buyer 
behavior, and leveraging the popularity of social 
media. Specific considerations include e-mail, search, 
blogs, social media, advertising, websites, and mobile 
marketing.

Chapter Themes

• The advertising process

• Linking advertising to marketing

• Choosing the target audience

• Advertising objectives

• Messaging

• Execution

• Rational and emotional advertising appeals

• Media selection and timing

• Advertising budgeting

• Program evaluation

• The advertising process

• Direct marketing

• Publicity and public relations

• Sales promotion

• Connecting with customers online

• Elements of digital marketing: blogs, social media 
options and considerations

• Online content: advertising, video, programmatic 
advertising

• Digital marketing: promotional challenges and 
opportunities

• Website navigation, mobile marketing, targeted 
messaging and related apps

• Defining and measuring digital marketing success

Teaching Suggestions (topic coverage)

Overview and Focus
The main focus of traditional communications is on 
advertising. We lay out the various elements in devel-
oping an advertising program: from selecting the 
target audience through objective setting, messaging, 
execution, media selection, budgeting, and evalua-
tion. We also discuss the role of the creative brief as 
a vehicle for integrating the advertiser and the adver-
tising agency. Secondarily, the chapter details the 
mix of additional mass communications methods — 
direct marketing, publicity and public relations, sales 
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promotion — available to engage, inform, educate, 
and motivate current and potential customers, and to 
reinforce brand value.

Digital Marketing is a constantly changing and 
evolving topic. Keep in mind that the focus is on 
delivering timely, impactful communications that 
engage, motivate, and drive desired behavior. The 
specific technologies and corresponding apps will 
continue to change, and firms will introduce new 
technologies and apps. But objectives and measure-
ment may well remain similar — cost effectiveness, 
ROI, impact on brand reputation — short- and long-
term considerations.

Topic Coverage Suggestion

5% The advertising process and models of 
 advertising

35% Designing and executing an advertising 
 program

10% Other elements of nonpersonal communica-
tions — direct marketing, publicity and public 
relations, sales promotions

10% Digital marketing methods and approaches to 
connect effectively

30% Components of a digital marketing campaign

10% Social media elements

Lecture/Discussion Content

Mass Communications

• Advertising foundations

• The advertising program
• Communications targets

• Advertising objectives

• Messaging

• Execution

• Media selection and timing

• Advertising budget

• Evaluation

• The advertising agency system

Other Mass Communications

• Direct marketing

• Publicity & public relations

• Sales promotion

Digital Marketing

• E-mail

• Search

• Social media

• Advertising
• Display
• Classifieds
• Video
• Placing advertisements
• Advertising challenges

• Websites
• The website experience
• Website design

• Blogs

• Mobile marketing
• Mobile messages
• Mobile marketing factors

• Measuring success

Classroom Engagement

Teaching tips. Because advertising is so preva-
lent in the culture, students are highly exposed to 
advertising and generally have many views about 
it. Hence we have found it good practice to have a 
general discussion about advertising early on, discuss 
effective and ineffective advertising, and other related 
issues. We often ask students to bring in advertising 
examples and probe to see if they can identify the 
advertiser’s purpose. Only after a general discussion 
do we provide content. We focus on advertising 
fundamentals and then show the key elements of an 
advertising program step-by-step. When we have 
finished discussing advertising, we move to other 
nonpersonal communication methods.

Digital Marketing includes a very exciting, innova-
tive, and ever changing set of topics. All students 
will have experience viewing, and being engaged 
(as consumers) and some (as business people) in 
designing, implementing, and measuring the success 
of social media campaigns. The objective and focus of 
delivering the content in this chapter is to introduce 
digital marketing, to review strategic elements for 
consideration in the promotional mix, align content 
and tools for segmentation and positioning, and 
define and measure performance.
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It is important not to generalize or trivialize the 
potential impact of digital marketing. Digital 
 Marketing can be used effectively for all ages, 
 genders, cultures, businesses of any size, and geog-
raphies. Of course, we encourage testing to evaluate 
tools and messages to ensure they are effective.

Discussion starter. Ask students:

• What are some examples of effective advertising? 
What are some examples of ineffective advertising? 
(These questions may form the basis of a preclass 
assignment.)

• What are some examples of effective communica-
tions that are not paid advertising? (This question 
may form the basis of a preclass assignment.)

• What are firms trying to do with nonpersonal com-
munications?

• Some people complain that there is too much 
advertising. What do you think?

• Use a few current day B2C and B2B examples 
of digital marketing campaigns to demonstrate 
methods and approaches.

• Have students share their perspective on both 
marketing and promotional objectives for digital 
marketing, along with the benefits and risks of 
using specific tools like Twitter, Facebook, and 
Instagram. This approach will trigger an opportu-
nity to begin a more detailed discussion on effective 
methods, approaches, segmentation, positioning, 
and messaging.

Group exercise/application project suggestions. The 
most effective nonpersonal communications project 
that we have used centers around a developing a 
creative brief and related communications. We have 
used this exercise with many groups including MBA 
students and senior executives; they learn a lot, and 
it’s fun. The slides for conducting the exercise are in 
the chapter’s PowerPoint deck. Specifically:

• The instructor divides the class into six groups 
and provides each group with a brand-positioning 
statement. The PowerPoint deck has brand-posi-
tioning statements for six analgesic products. (If the 
instructor has a large group, multiples of six groups 
also work fine.)

• Using the creative brief template (PowerPoint 
deck), each group prepares a creative brief for its 
brand. We typically allow 30 to 45 minutes for this 
task in which the group plays the advertiser role.

• Each group gives its creative brief to another group; 
the receiving group prepares a communication 
based on the creative brief it receives. For this task 
the group role-plays the advertising agency. (One 
option for the assignment of groups to products 
and tasks is in the PowerPoint deck.) We suggest 
that each advertiser group appoints an account 
manager to answer any questions about the cre-
ative brief from the advertising agency group. In 
addition to preparing the communication, each 
advertising agency group prepares a critique of the 
creative brief it received.

• The instructor concludes the exercise by having 
advertising agency groups present their advertising 
to the advertiser group that hired them.

The power of this exercise is that students play both 
the advertiser and advertising agency roles and 
experience first-hand the issues that each organiza-
tion faces.

• Develop a digital marketing campaign for a brand 
launch. The instructor should identify a new 
product/service.

• Alternatively, a recently launched product/service 
would also be an option — then the group can 
compare their approach with the launch plan actu-
ally implemented.

• Divide students into groups to define promotional 
objectives, segmentation/targeting, positioning, 
messaging content, digital marketing tool consid-
erations — benefits/ risks for each — define key 
metrics to monitor success.

• Simulate client/agency meeting. One group of 
students plays the agency role; another group plays 
the client.

• As host of the meeting, have students develop 
an agenda that includes a set of key topics to be 
addressed with the client to begin developing key 
components of a digital marketing campaign.

• Using the proposed agenda, have students prepare 
a set of questions for the client to address and 
 identify key issues.
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Distance Learning Considerations

The instructor has many opportunities to engage 
students in advertising and related issues:

• Establish a forum for sharing a wide range of 
advertising and other nonpersonal communication 
challenges and opportunities.

• Have students share their experiences about 
examples of effective and ineffective advertising. 
The instructor may set up a site for students to post 
examples and appropriate web links.

• Have students identify specific examples of web-
based persuasive communications. They should 
detail the objective of each communication and 
assess its effectiveness.

• Use a version of the creative brief exercise in which 
a developing creative brief is passed from student 
to student as each tries to improve what he or 
she received. After several rounds, freeze on the 
creative brief and repeat the process for developing 
a communication as specified in the brief.

Identify a few YouTube videos that highlight digital 
marketing trends, as well as specific brand/case 
examples. These videos should highlight the process 
of planning, and performing relevant research, as 
well as designing and implementing an impactful, 
memorable and engaging campaign.

• Have students research and show evidence of both 
effective and ineffective digital marketing cam-
paigns across several of industries.

• Set up threaded discussions that focus on key com-
ponents of a digital marketing campaign, measures 
of success, impact to both the business and the 
consumer.

Project Descriptions

Some of the questions discussed above lead to good 
out-of-class projects:

• Group exercise/application project. We presented 
this project on the creative brief as an in-class 
project. It also works very well as a combination 
in-class/out-of-class project. We have used it many 
times as follows:
• In class. Student groups prepare creative briefs 

under the instructors’ supervision.

• Out of class. Student groups develop communica-
tions based on assigned creative briefs.

• In class. Student groups present critiques of these 
creative briefs and present their communications.

• In class. The instructor provides an exercise 
wrap-up.

For in-class discussions, group project, or distance 
learning:

• Digital marketing campaign. Brands compete for 
share of mind, reputation, customer satisfaction, 
customer loyalty, revenues, market share, and 
profits. The availability of so many media options 
poses both difficulties in gaining attention through 
the clutter, but also considerable opportunities for 
developing long-lasting relationships with existing 
and potential customers.
• Marketing objective: Develop an effective brand 

strategy for a new consumer durable — estimated 
price — $400 to $600.

• Segmentation/targeting: Assume target customers 
are aged 30–40 years, located globally.

• Assignment: Develop a digital media focus.
• Messaging: Highlight the key components of your 

messaging for each segment. Focus on life style, 
self-esteem, and proud-to-own considerations.

• Media vehicle criteria: Identify evaluation and 
selection criteria.

Digital Media Purchase Criteria

1 Facebook

2 Twitter

3 Interactive web content

4 Blogs

5 Mobile messaging

6 Online search tools

7 Video (YouTube/Vimeo)

8  Other (Snapshot/Pinterest; 
Tumblr/Foursquare)

• Measurements: How and what should be mea-
sured to determine campaign effectiveness:
• Evaluation of a social media campaign
• Metrics/measures of overall success

• Client/agency meeting. To develop a digital mar-
keting campaign for an Amex credit card launch for 
college students:
• Marketing objective: American Express college 

student credit card brand launch.
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• Promotional objective: Engage, educate, and 
motivate college students to secure trial. Amex 
is introducing a new credit card targeted to 
college students. The expectation is to engage new 
younger consumers; provide relevant offers and 
associated services, and aim to generate long-
term (loyal) relationships.

• Target: College students — millennial generation
• Challenge: Engage young consumers with a legacy 

brand; alter traditional image to appeal to this 
target

• Assignment:
• Prepare meeting agenda; identify key issues; 

research needs
• Outline brand considerations — offer posi-

tioning, mobile and app marketing — for 
effective launch

• Develop social media plans — content mes-
saging — to engage, motivate, and generate trial

• Identify key metrics/measures for the social 
media campaign

• Review social media app selection and evalua-
tion criteria

Other Sources

Web links (key search considerations)

• Nonpersonal communication
• Hierarchy of effects
• Advertising programs
• Media selection
• Messaging
• Advertising execution
• Advertising appeals
• Rational appeals
• Emotional appeals
• Advertising budgeting
• Advertising effectiveness
• Advertising agencies
• Sales promotion
• Publicity
• Public relations
• Direct marketing
• Internet advertising
• Digital media — Facebook, Instagram, LinkedIn, 

Pinterest, Twitter
• Blogs and microblogs — Twitter
• Wikis
• Social media
• Mobile marketing
• Data analytics
• Digital marketing metrics
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Chapter Description

Purpose of Chapter
Chapter 16 is the third of three chapters in Part B 
of Imperative 4 — Design the Market Offer. Part B 
focuses on Communicating Customer Value. Chapter 
16 addresses Directing and Managing the Field Sales 
Effort. In this chapter we focus on the field sales orga-
nization. Of all organizational units within the firm, 
field sales has the major responsibility for generating 
revenues in the near term. The sales force is also typi-
cally well positioned to provide insight into customer 
needs and the competitive landscape and ascertain 
how the marketplace views the firm and its products 
and services.

Chapter Themes

• Marketing’s role in the field sales effort

• Leading the sales effort

• Evolution in managing the field sales effort

• The tasks of sales force management, including:
Developing the sales strategy:
Task 1: Set and achieve sales objectives
Task 2: Determine and allocate selling effort
Task 3: Develop sales approaches
Implementing the sales strategy:
Task 4: Design the sales organization
Task 5: Create critical organizational processes
Task 6: Staff the sales organization

• Strategic/key account management

Teaching Suggestions (topic coverage)

Overview and Focus
Chapter 16 emphasizes the critical role the sales 
force plays in securing revenues for the firm. If the 
sales force fails, no one gets a paycheck! This chapter 
shows how traditional sales force effort is in part 
morphing into key (strategic) account management. 
Firms secure the best results from their sales forces 
by focusing on six welldefined sales management 
tasks comprising two groups of three tasks each: 
developing the sales strategy and implementing the 
sales strategy.

Topic Coverage Suggestion

10% Integrating marketing and sales

60% The tasks of sales force management

20% Strategic/key account management

Lecture/Discussion Content

• Marketing’s role in field sales efforts

• Leading sales efforts

Sales Force Management

• Developing Sales Strategy

• Task 1: Set, achieve sales objectives

• Defining sales objectives
• Relating sales objectives to marketing objectives
• Breaking down sales objectives
• Alternative sales objective measures

• Task 2: Determine, allocate selling effort

• Sales force size
• Sales force activities
• Selling effort allocation
• Telesales/live chat
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• Task 3: Develop sales approaches

• Tailoring sales messages for different customer 
targets

• Designing a process to explain benefits/values

• Implementing Sales Strategy

• Task 4: Design the sales organization

• Should the firm conduct its own selling effort, 
or outsource to others?

• How should the firm organize/reorganize an 
employee-based sales force?

• How should the firm design sales territories?

• Task 5: Create critical organizational processes

• Sales planning
• Pipeline analysis, sales forecasting
• Evaluation methods
• Reward systems

• Task 6: Staff the sales organization

• Strategic/key account management

Classroom Engagement

Teaching tips. In most classes, some students will 
have had experience with a sales organization, either 
as salespeople or in a sales manager role. This expe-
rience is a good basis for asking what worked well in 
their organizations, what did not, and what action 
they would have taken to improve the situation had 
they been able to do so. The instructor can capture 
and organize the various comments based on their 
relationship to the six tasks of sales management and 
strategic (key) account management. This discussion 
sets up the structure of the class using the chapter’s 
organizing theme. If time permits, we recommend 
several cases for use in the sales management section 
of the course. (See case study list.)

• Bowen series: sales performance at various organi-
zational levels

• Hausser Food Products Company: sales force moti-
vation

• Van Leer series: strategic (global) account 
 management

Discussion starter. Ask students:

• What role does the sales force play in implementing 
the market strategy?

• In general, do you think the job of managing the 
sales force is easy or difficult? Why?

• What do you think of the shift to strategic (key) 
account management?

Group exercise/application project suggestions

• Select a firm. Prepare a job description for sales-
people, including roles, responsibilities, key skills, 
and experiences.

• When the salesperson job description is complete, 
have student groups repeat the process for a first-
line sales manager and the executive VP (head) of 
sales.

• Develop a process for monitoring both the effort 
and the performance of the sales team.

Distance Learning Considerations

Using a threaded discussion approach, a student 
with selling experience describes the essence of the 
salesperson’s role. Other students probe the student’s 
experience to isolate the scope of the job, together 
with its positive and negative aspects; they also make 
suggestions for improvement. Students can use a 
similar approach to secure insight into the first-line 
sales manager’s job from students who have experi-
ence in that role. By conducting several discussions 
of each type, students gain insight into the broad 
scope of both of these roles across many industries 
and types of selling jobs.

Project Descriptions

Some of the questions discussed above lead to good 
out-of-class projects:

• Page 313. Talk to a salesperson about current and 
potential customers. Do IBM’s six stages in the 
selling process — Discover, Identify, Validate, 
Qualify, Conditional Agree ment, and Business 
Won — work for them? Don’t forget to check if 
customers’ expectations were met.

• Assume that a new bank has moved into your town 
and is planning to build a sales force to develop 
relationships with local businesses. How would 
you go about this task to gain substantial business? 
How will you measure performance for the first six 
months? After you have completed this exercise, 
interview one or more bank managers to see how 
they approach the challenge of attracting, growing, 
and retaining local business customers.
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Other Sources

Web links (key search considerations)

• Sales management
• Sales and marketing integration
• Sales leadership
• Sales effectiveness
• Sales efficiency
• Sales strategy
• Sales planning
• Sales objectives
• Sales approaches
• Allocating selling effort
• Sales force organization
• Sales force sizing
• Sales forecasting
• Lead generation
• Sales funnels
• Sales pipelines
• Sales negotiation
• Sales compensation
• Sales force staffing
• Sales managers
• Strategic account management
• Key account management
• Managing global accounts
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SECTION 4

Implementing the Market Strategy

IMPERATIVE 4
Design the Market Offer

PART C: DELIVERING CUSTOMER VALUE

CHAPTER 17

Distribution, Retailing, Wholesaling

PART D: GETTING PAID FOR CUSTOMER VALUE

CHAPTER 18

Critical Underpinnings of Pricing Decisions
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Capon’s Marketing Essentials

SECTION 2: FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING

SECTION 1: MARKETING AND THE FIRM

CHAPTER 1

Introduction to Managing Marketing

CHAPTER 2

The Value of Customers

SECTION 3: STRATEGIC MARKETING

CHAPTER 6

Identifying, Choosing Opportunities
CHAPTER 7

Market Segmentation, Targeting

CHAPTER 9

Managing through the Life Cycle

CHAPTER 8

Market Strategy – Integrating Firm 
Efforts for Marketing Success

CHAPTER 10

Managing Brands

IMPERATIVE 1

Determine, Recommend Which Markets to Address
IMPERATIVE 2

Identify, Target Market Segments

IMPERATIVE 3

Set Strategic Direction, Positioning

SECTION 4: IMPLEMENTING THE MARKET STRATEGY

CHAPTER 12

Managing Services,  
Customer Service

CHAPTER 15

Mass Communications, 
Digital Marketing

CHAPTER 17

Distribution, Retailing, Wholesaling

CHAPTER 11

Managing the Product Line

CHAPTER 14

Integrated Marketing 
Communications

CHAPTER 13

Developing New Products

CHAPTER 16

Directing, Managing  
Field Sales Efforts

IMPERATIVE 4

Design the Market Offer

Part A: Providing Customer Value

Part B: Communicating Customer Value

Part C: Delivering Customer Value

CHAPTER 19

Ensuring the Firm Implements  
the Market Offer as Planned

CHAPTER 20

Monitoring, Controlling  
Firm Performance, Functioning

IMPERATIVE 5

Secure Support from Other Functions
IMPERATIVE 6

Monitor, Control Execution/Performance

CHAPTER 18

Critical Underpinnings of Pricing Decisions

Part D: Getting Paid for Customer Value

CHAPTER 3

Market Insight

CHAPTER 5

Insight about  
Competitors, Company, 

Complementers

TRANSITION  
TO STRATEGIC 

MARKETING

CHAPTER 4

Customer Insight
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Chapter Description

Purpose of Chapter
Chapter 17 is the sole chapter in Part C of Imper-
ative 4 — Design the Market Offer. Part C focuses 
on Delivering Customer Value via Chapter 17 — 
 Distribution, Retailing, Wholesaling. The purpose of 
this chapter is for students to learn about the role of 
distribution systems in transferring products from 
the firm to its customers. The chapter shows that dis-
tribution systems are continually in flux; hence, firms 
have many alternatives for competing the necessary 
distribution tasks. The chapter lays out key elements 
of a distribution strategy and addresses the very real 
problems of managing distribution channels. We also 
discuss the role of power and conflict and highlight 
the emerging partnership model in distribution.

Chapter 17 also provides an overview and assessment 
of current-day retailing and wholesaling along with 
customer/partnership relationship considerations. 
Included is a focus on the value retailers offer, partic-
ularly in a highly competitive and changing mar-
ketplace. Other topics addressed include identifying 
consumer retail needs, identifying and measuring 
retail performance, sources of retail value, trends and 
gaps in retailing, wholesaler value to suppliers and 
customers, and wholesaler/retailer partnerships.

Chapter Themes

• Distribution strategies: broad and narrow

• Developing a distribution system

• Direct and indirect distribution

• Exclusivity in distribution

• Distribution channel breadth

• Criteria for selecting and evaluating intermediaries

• Eight steps in a distribution strategy

• The Internet’s role in distribution

• Managing distribution channels

• Power and conflict in distribution systems

• The partnership model

• The value retailers offer

• Alternative retail forms: traveling stores, direct 
 marketing, online, bending, fixedlocation retail 
stores

• Contemporary retailing trends: online shopping, 
tracking shopping behavior

• Connecting online and physical stores

• Globalization of retailing, peer-to-peer (P2P) 
 transactions, payment systems

• Retail profitability

• Wholesaling: value to suppliers, retailers, end users

Teaching Suggestions (topic coverage)

Overview and Focus
The chapter emphasizes the important role that 
distribution plays in marketing activity and high-
lights the functions of a distribution system. Students 
learn that, although distribution arrangements often 
seem to be fixed, distribution is actually variable and 
firms may gain significant competitive advantage 
through innovative distribution arrangements. Stu-
dents should also learn that power and conflict are 
endemic in distribution systems, that firms can often 
engender strategic conflict, but that partnership may 
be a viable alternative.
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Retailing and Wholesaling are key topics that 
relate to overall distribution strategy. The market 
is constantly evolving; marketing relationships and 
particular distribution channels are changing. Orga-
nizations must focus on aligning with the needs and 
requirements of traditional and online channels — 
relationships/partnerships with retailers/wholesalers, 
and consumers/end users. In many ways, retailers/
wholesalers can enhance (or detract from) supplier 
brand value propositions, while motivating engage-
ment and continuing to influence brand choice. 
Brand companies must continue to educate and drive 
support through a variety of intermediaries.

The chapter emphasizes the importance that 
retail distribution plays in marketing activity, and 
highlights retail alternatives, and retailer functions. 
Students learn that, although retail distribution 
arrangements often seem to be fixed, retail distribu-
tion is actually variable and firms may gain signif-
icant competitive advantage through innovative 
arrangements.

Topic Coverage Suggestion

5% The functions of distribution systems

10% Alternative distribution arrangements

10% Elements of a distribution strategy

20% Power and conflict in distribution systems

5% Partnership arrangements

15% Value retailers offer

5% Online retailing

10% Fixed-location retail stores

10% Retailing trends

5% Online/retail store connection

5% Wholesaling

Lecture/Discussion Content

Distribution Systems and Their Evolution

Developing Distribution Strategy

• Distribution functions

• Distribution channels: direct, indirect
• Reaching consumers through direct channels
• Reaching consumers through indirect channels
• Reaching organizational customers

• Distribution channel breadth

• Criteria for selecting, evaluating intermediaries

• Putting it all together: The distribution strategy

Managing Distribution Channels

• Intermediary compliance

• Power in distribution systems

• Conflict in distribution systems

• Planning for power changes

• The partnership model

Retailing

• Value retailers offer

• Alternative retail forms
• Traveling retail stores
• Direct marketing
• Internet retailing
• Fixed-location retail stores

• Retail store location

• Contemporary retailing trends
• Growth of Internet shopping
• Tracking shopping behavior
• Integrated physical/digital operations
• Globalization of retailing
• Peer-to-peer transactions (P2P)
• Evolution in purchasing, payment systems

• Retail profitability
• Margins
• Setting retail price
• Profitability

Wholesaling

• Value to suppliers

• Value to retailers/end users

Classroom Engagement

Teaching tips. The instructor should emphasize 
the importance of the distribution function as one 
important element in implementing the market 
strategy (marketing mix). Students should also learn 
the many functions that must be performed by one 
entity or another in the distribution system and the 
choices firms have in evolving their distribution 
strategies. The instructor should distinguish between 
formulating a distribution strategy and the very real 
challenges of managing a distribution system, placing 
emphasis on power, conflict, and emerging partner-
ship arrangements.



 INSTRUCTOR'S MANUAL • CAPON’S MARKETING ESSENTIALS 67

As browsing and purchasing online has become 
simpler and more widespread, the retail industry 
— physical and virtual — must pay attention to 
the unique and customized value it can offer. The 
instructor should pay attention to how retail owners 
— bricks & mortar and Internet — and the cus-
tomer experience is evolving. The instructor should 
highlight an opportunities for retailers of all types to 
differentiate their offers. A core retailer focus should 
be to build long-term relationships with current and 
potential consumers.

Discussion starter. Ask students:

• Why do FMCG firms sell their product through 
retailers? What’s the point?

• Why did Samsung stop selling its products through 
Walmart and Kmart and put major effort with 
Circuit City and Best Buy?

• Suppose you developed a new consumer product 
for toddlers that you believe has nationwide appeal 
and that you manufactured at a factory in Mich-
igan. How would you go about making distribution 
arrangements?

• How can the retailer clearly differentiate their offer 
compared to an online distributor?

• What are the challenges and opportunities for 
retailers in today’s highly competitive marketplace?

• Provide an example of a retailer that engages their 
consumers, delivers consistent value, and generates 
brand loyalty.

Group exercise/application project suggestions

• Assign two groups a new toothpaste brand 
imported from Japan that is competitive with 
Colgate and Crest in price and performance. Ask 
each group to develop a distribution strategy and 
provide the rationale for distributor selection. Have 
each group present and defend its conclusions in 
the face of the other group’s presentation.

• The instructor selects a well-known snack food. 
Students bring to class their assessment of its retail 
distribution.

• Identify a struggling retailer — losing market share 
and facing profit problems. Conduct an audit — 
focus on strengths and weaknesses, opportunities 
and threats. Assign groups to develop recommen-
dations to improve/turn around the situation.

• Assign various retailers to student groups, like 
pharmacies, supermarkets, big box stores. Using 
specific product classes, like shampoo, cosmetics, 
cereal, soft drinks, have student groups identify 
an appropriate retailer strategies for these product 
classes. Students should focus on issues like shelf 
space, relati0nships with suppliers, and success 
measures.

Distance Learning Considerations

Using a threaded discussion approach:

• Students present examples of products that they 
believe were well, and poorly, distributed.

• Students provide examples of products that seem to 
be exclusively, selectively, and intensively distrib-
uted.

• Have students debate the assertion: “Despite its 
evident importance, the Internet is not really 
changing the basic way in which firms distribute 
goods and services.” An effective process is for each 
of two groups to develop arguments either pro or 
con. Each group then presents its set of arguments; 
then develops counterarguments to the other 
group’s presentation. Through this process, students 
gain significant insight into both conventional and 
Internet distribution.

Identify relevant YouTube videos that highlight:

• challenges and opportunities of managing and 
marketing retail stores

• global trends in online shopping

• buyer behavior — retail versus online shopping

• opportunities for fixed-location retail that is not 
available online

• relationship between retailers and wholesalers

Students select a retail store — franchise or individ-
ually owned. Students research and provide evidence 
of retail trends, marketability, competitive assess-
ment, and how to establish presence and leadership 
in the retailer’s product class.

Initiate a threaded discussion highlighting lessons 
learned on how (to):

• promote and generate retail loyalty in the market-
place
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• fixed-location retail stores compete against online 
shopping

• develop a sustainable physical presence

Wholesaler relationships. Have students identify a 
national wholesaler/retailer partnership:

• Identify roles and responsibilities for wholesalers 
and retailers

• How does each define and measure success?

• Evaluate partnership values for end users

Project Descriptions

One question discussed above leads to a good out-of-
class project:

• Page 324. Review websites for Hockey Monkey, 
Lands’ End, or 1-800-Flowers. Order a product; in 
a couple of days, order another product. What data 
did the firm request on each occasion? Did the firm 
remember you from the first order to the second 
order?

• Interview an executive(s) at a local distributor. 
Seek insight into the issues the distributor faces 
in dealing with its direct customers and with its 
suppliers.

• Suppose that you work for a manufacturer of dental 
products that dentists purchase for their prac-
tices. You must appoint a new distributor in New 
England. Develop a set of questions and preferred 
answers for interviewing potential distributor can-
didates.

Divide students into groups.

Group A

• Ask this group to identify a brand (e.g., HP Inc. 
printers, Canon digital cameras, L’Oreal  shampoos).

• Ask the group to identify relevant retailers (local, 
regional, or franchisees (and provide appropriate 
rationale on selection and evaluation criteria.

Group B

• As a retailer — Best Buy, Staples, Supermarket, 
Home Depot — ask students to identify locations, 
and demographic breakdowns. With limited shelf 
space, what criteria does the store use for brand 
(product) selection? What is expected performance 
(sales)? In particular, if you have choices of brands 

in a product class like shampoo, but limited inven-
tory space, how will you decide which brands to 
carry?

After completion, have the two groups compare and 
contrast their decisions from both a retail and brand 
perspective.

Other Sources

Web links (key search considerations)

• Distribution systems
• Distribution functions
• Distribution strategy
• Direct distribution
• Indirect distribution
• Telemarketing
• Franchising
• Distribution exclusivity
• Selecting distributors
• Intermediary compliance
• Distribution power
• Distribution conflict
• Distributors, wholesalers
• Supply-chain management
• Internet distribution
• Distribution partnerships
• Price discrimination
• Resale price maintenance
• Tying agreements
• Terminating distributors
• Unrelenting competition: the biggest story of 2015 

[596p]

• 5 ways small retailers can compete [972p]

• How your business can compete with big box 
retailers [330p]

• Strategies for understanding customers needs while 
competing in digital retailing [730p]
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Chapter Description

Purpose of Chapter
Chapter 18 is the sole chapter in Part D of Impera-
tive 4 — Design the Market Offer. Part D focuses on 
Getting Paid for Customer Value. The purpose of this 
chapter is to provide students with a foundation for 
pricing, and explores the critical underpinnings of 
pricing — perceived value, costs, competition, and 
strategic objectives. We also discuss setting prices.

Chapter Themes

• Pricing impact on profitability

• Perceived customer value

• The role of costs

• The impact of competitors on pricing

• The role of strategic objectives

• Setting prices for new and existing products

• The pricing toolkit

• The pocket price and the price waterfall

• Key issues in setting prices

Teaching Suggestions (topic coverage)

Overview and Focus
Start off by emphasizing the important role of pricing 
in determining profitability. Then discuss the roles 
of perceived customer value, costs, competition, 
and strategic objectives in price-setting and show 
how too much emphasis in any one area can lead to 
poor pricing decisions. The chapter also focuses on 
actually setting prices. We start with setting price for 
a new product, then move to making and avoiding 
price changes. Then the instructor should move to 

the pricing toolkit, and pocket prices, and the price 
waterfall.

Topic Coverage Suggestion

20% Perceived value

10% Costs

10% Competition

5% Strategic objectives

15% Setting prices for new and existing products

20% Using the pricing toolkit, the pocket price, and 
the price waterfall

20% Pricing management

Lecture/Discussion Content

• Perceived customer value
• Creating value
• Measuring value
• Capturing value
• Customer price sensitivity

• Understanding costs
• Using costs inappropriately: Cost-plus pricing
• Appropriate roles for costs

• Competition
• How will competitors respond to firm price 

changes?
• Responding to competitor price reductions

• Strategic objectives
• Sales/market-share growth
• Profits
• Cash flow

• Approaches to pricing
• Improper approaches

• The right  way to set price

• The pricing toolkit
• Pocket prices, price waterfalls
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• Alternative pricing methodologies

• Setting the actual price
• Fees, surcharges

• Promotional pricing versus steady pricing

• Psychological pricing

• Pricing bases

• Special topics in setting prices
• Complementary product pricing

• Gray-market pricing

• Topsy-turvy pricing

• Transfer pricing

Classroom Engagement

Teaching tips. It is important early on to get students’ 
attention regarding the importance of pricing in 
determining profit. Then:

• Initiate dialog around the key issues that underpin 
the pricing decision. Show how too heavy a focus 
on one or the other can lead to inappropriate 
pricing decisions. It is especially important to 
emphasize the problems with cost-plus pricing and 
focusing too heavily on competitors’ prices.

• Spend time on customer value to identify ways that 
firms can add value and hence improve pricing 
flexibility.

It’s important early on to reinforce the message 
regarding the importance of pricing in determining 
profit. Then:

• Show how to approach setting prices for new 
 products.

• Show how to modify prices for existing products.

• Show how to avoid price changes.

• Make students aware of the various ways of altering 
the actual price (what the customer actually pays) 
as a lead into discussing the pocket price and the 
price waterfall.

Discussion starter

• What do you think of Southwest Airlines’ pricing 
actions in Texas in the early 1970s?

• On the importance of price. Ask students: Write 
down a sales revenue figure that is meaningful to 
you; be sure to write down all of the zeros. (For 
working students, this may be the revenues of their 
product, business unit, or firm. For non-working 
students, this could be for a company that they 
admire, or not!) Now erase the last two zeros. What 
figure are you left with? (Write these figures on the 

board.) There’s bad news and good news. The bad 
news is that this is the amount by which profits 
would reduce if the firm cut prices by one percent 
without any volume increase! The good news is that 
this is the amount by which profits would increase 
if the firm raised prices by one percent without any 
volume decrease! This exercise generates vigorous 
discussion.

• On the importance of perceived customer value 
versus cost. Make sure that you have collected all 
chalk and marker pens and bring a student volun-
teer to the front of the class. Say something like this 
to the student: “I’m going to give you a task. If you 
are successful in the task, this class will turn out to 
be the most valuable class that every student here 
has ever taken, and as a result of this class they will 
each get the job they desire with a vast increase in 
salary. But if you fail, none of them will get a decent 
job, and most will end up working at McDonalds, 
and everyone will know who is responsible. So 
there’s quite a lot riding on your performance! Here 
is the task: Without changing your position, write 
your name on the board. What, you don’t have a 
writing implement? I’m the only one with any; I’ll 
sell you this piece of chalk for $1,000.” This little 
game generates vigorous discussion. Typically some 
class members want to offer competitive products; 
this spices up the class.

Group exercise/application project suggestions

• Identify several products or services to which stu-
dents have easy access. Give each student the out-
of-class task of identifying a price for each product 
or service. Form student groups to collect the 
various prices together with the circumstances of 
securing the prices. Each group’s task is to explain 
why the several prices for each individual product 
or service differ.

• The instructor brings to class several different com-
petitive brands of the same product form, possibly 
purchased from a grocery store. The instructor 
forms student groups to conduct dollarmetric 
studies on customer value. Using customer value 
data from each member, the group generates 
recommended prices for the several brands. The 
instructor conducts a comparison of recommended 
prices by the groups and with the actual in-store 
prices.

• Have students participate in the Competitive 
Pricing Game.
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Distance Learning Considerations

There are many concepts to cover in this chapter. 
Some starting questions for a threaded discussion 
approach include:

• What are the core elements upon which you would 
base your pricing strategy?

• How can you determine if your pricing strategy is 
consistent with the desired brand position?

• Why do so many firms use cost-plus pricing? 
Would you use cost-plus pricing? Why or why not?

• What are the challenges of setting price for a 
new product and changing price for an existing 
product?

• How can you approach avoiding price changes?

• Describe the benefits and risks of using compet-
itors’ prices as a benchmark for setting your own 
prices.

• Firms typically face some internal pressures 
for raising prices and other internal pressures 
for  lowering prices. What is the source of these 
 pressures and how would you deal with them if you 
were the product manager?

Project Descriptions

The in-class group exercise/application project sug-
gestions also make for good out-of-class projects.

• Identify several products or services to which stu-
dents have easy access. Give each student the out-
of-class task of identifying a price for each product 
or service. Form student groups to collect the 
various prices together with the circumstances of 
securing the prices. Each group’s task is to explain 
why the several prices for each individual product 
or service differ.

• The instructor brings to class several different com-
petitive brands of the same product form, possibly 
purchased from a grocery store. The instructor 
forms student groups to conduct dollarmetric 
studies on customer value. Using customer value 
data from each member, the group generates 
recommended prices for the several brands. The 
instructor conducts a comparison of recommended 
prices by the groups and with the actual in-store 
prices.

• The instructor selects a real or fictitious new 
product or service that is due to be launched in the 
next 30 days. Students determine a pricing strategy 
to engage early adopters and innovators.

Other Sources

Web links (key search considerations)

• Pricing strategy
• Customer value
• Dollarmetric method
• Conjoint analysis
• Costs
• Competitive pricing
• Elastic demand
• Inelastic demand
• Strategic objectives
• Effective pricing
• Segmented pricing
• Penetration pricing
• Skim pricing
• Demand pricing
• Barter
• Pocket pricing
• Price waterfall
• Price discrimination
• Variable pricing
• Dynamic pricing
• Variable-rate, flat-rate pricing
• Customer-driven pricing
• English auction
• Dutch auction
• Vickrey auction
• Reverse auction
• Loss-leader pricing
• Everyday low pricing (EDLP)
• Psychological pricing
• Pricing bases
• Transfer pricing
• Pricing management and pricing policy
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CHAPTER 19

Ensuring the Firm Implements  

the Market Offer as Planned

IMPERATIVE 6
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CHAPTER 20

Monitoring, Controlling  

Firm Performance, Functioning
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Chapter Description

Purpose of Chapter
The purpose of Chapter 19 is to focus on the internal 
requirements for effective marketing implementa-
tion. Important decision areas for the firm include 
functional excellence, key interfaces both inter-
nally between marketing and other functions and 
externally with the market environment, alternative 
organization forms for marketing, and the design 
of systems and processes for improving marketing 
effectiveness. The overarching concern is to develop 
and maintain an organization with an external versus 
an internal orientation.

Chapter Themes

• Functional excellence in successful externally ori-
ented firms

• Integrating functional areas for an external orienta-
tion

• Transforming the organization to become exter-
nally oriented

• Organizing the firm’s marketing efforts

• Hard and soft systems and processes for effective 
marketing

• Human resource management

• Sustaining an external orientation

Teaching Suggestions (topic coverage)

Overview and Focus
Many of the chapters in this book focus on the firm’s 
external environment and on the actions it must 
take to select markets and segments, develop market 

strategy, and design the marketing offer. By contrast, 
this chapter focuses on what has to happen inter-
nally so the firm accomplishes these tasks effectively. 
Chapter 19 is concerned with internal functional 
excellence and effective interrelationships among 
marketing and other firm functions including, but 
not limited to, customer service, human resources, 
finance, operations and the supply chain, research 
and development, and sales. Although marketing 
represents the voice of the customer, to a very large 
extent, other functions do the work to produce and 
deliver customer value; seamless interfunctional rela-
tionships improve overall organizational effective-
ness. The chapter discusses alternative organization 
arrangements for marketing, the systems and pro-
cesses, and human resource practices necessary for 
marketing to be truly effective. Finally, the chapter 
includes a model for developing an external orien-
tation and concludes by highlighting key problems 
in maintaining this orientation and how to address 
them. (For a fuller exposition of the interrelation-
ships among marketing and other functions, J.M. 
Hulbert, N. Capon, and N.J. Piercy, Total Integrated 
Marketing, New York: Free Press, 2003.)

Topic Coverage Suggestion

20% Functional excellence and integration with 
marketing

20% A model for developing an external orientation

20% Organizing the marketing function

20% Systems and processes, and human resource 
practices for improving marketing practice

10% Sustaining an external orientation
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Lecture/Discussion Content

• Functional excellence in successful externally 
 oriented firms
• Customer service
• Finance
• Human resources
• Operations/supply chain
• Research, development
• Sales
• Integrated systems

Transforming to an External Orientation

• Values, vision, mission, strategy

• Organizing the firm’s marketing efforts
• Traditional organizational models
• Newer nontraditional organizational models

• Systems/processes
• Hard systems
• Soft systems
• Optimizing firm systems/processes

• Managing human resources

Sustaining an External Orientation

Classroom Engagement

Teaching tips. A key objective of this chapter is 
to highlight how marketing interfaces with many 
internal and external firm functions to deliver 
value consistently and to implement cost-effective 
plans. We recommend that the instructor create 
illustrations on how marketing interfaces with such 
functional areas as:

• Customer service: consistency and effectiveness of 
customer service, for example

• Finance: developing and managing inventory and 
billing systems, for example

• Human resources: talent management and ongoing 
training, for example

• Operations and supply chain: distribution strategy, 
for example

• Research and development: providing voice of the 
customer input to R&D and/or engineering depart-
ments as input for new product development, for 
example

• Sales: partnership to generate qualified leads and/or 
develop customized offers, for example

A useful exercise is to have students go online to 
identify values statements from different firms and 
to compare and contrast them. A related task has 
students focus on a single firm and investigate the 
relationship between the firm’s values statement and 
the firm’s actual behavior toward customers.

Discussion starter. Ask students the following 
 questions:

• The chapter highlights many ways to organize the 
firm’s marketing effort. Select the organization 
structure that you would use if you became a mar-
keting director. Why would you use this structure? 
What do you see as the advantages and disadvan-
tages? Under what conditions do you believe this 
structure would be most effective? (The instructor 
may use this question to highlight the roles, respon-
sibilities, communications needs, and interfaces for 
various organizational positions.)

• What difficulties do you see in implementing the 
framework for developing an external orientation 
(Figure 19.1)?

Group exercise/application project suggestions

• Divide students into two groups. One group plays 
the role of salespeople; the other group comprises 
marketing executives. The salespeople develop a 
list of things they would like marketing to provide 
so they could do their jobs better. The marketing 
executives have similar requests of marketing. The 
groups identify the conflicts and work on ways to 
overcome them.

• Marketing executives have developed a new 
product concept for cleaning teeth that requires 
consumers to gargle rather than use a toothbrush 
and toothpaste. Identify the organizational function 
with which marketing should interface to get this 
project moving and the nature of the initial discus-
sions.

Distance Learning Considerations

Distance learning with this chapter provides the 
opportunity to interconnect many students with 
diverse functional backgrounds. Those with expe-
rience in accounting, customer service, finance, 
information technology, operations, R&D, and sales 
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can each contribute to discussions of key challenges 
and opportunities in working with one another and 
especially with marketing. A few key questions to 
establish focus and learn from one another include:

• [For those not in a marketing department] 
Describe the challenges and opportunities of 
working with the marketing organization.

• [For those who are members of a marketing team] 
Identify key issues in working with other functions. 
Present a success story; present a disaster story.

• [For those not in a marketing department] What 
are your expectations in working with the mar-
keting organization?

• [For those who are members of a marketing team] 
What are your expectations in working with 
accounting, customer service, finance, etc?

• What skills (e.g., functional, personality, leader-
ship) do you think members of the marketing team 
should have?

• How can systems (e.g., CRM) and processes (e.g., 
best practice transfer) support the marketing func-
tion?

• “All functions in a firm have marketing responsi-
bilities.” Do you agree? Provide examples based on 
your experience.

Project Descriptions
• Identify a specific organization. What do you 

believe are its internal marketing challenges? What 
actions should the firm take to improve marketing 
effectiveness?

• Highlight a firm that you believe has great mar-
keting and/or a great reputation. What internal fac-
tors can you identify that contribute to its success?

• Select any three of the following departments: 
accounting, customer service, finance, human 
resources, information technology, operations, 
R&D, and sales. As CEO, what actions would you 
take to improve the manner in which these depart-
ments support one another and better interface 
with marketing?

Other Sources

Web links (key search considerations)

• Marketing excellence
• Brand management/brand strategy
• Marketing culture
• Product management interfaces
• Supply chain
• Customer service organization
• Human resource management
• External and internal orientation
• Organizational behavior
• Marketing organization structure
• Global marketing organization
• Sales management
• Marketing interfaces
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Chapter Description

Purpose of Chapter
Chapter 20 contains critical material that is absent 
from many marketing texts. The key underlying prin-
ciple is captured in the statement “If you can’t mea-
sure it, you can’t manage it.” Throughout the book we 
have talked about allocating scarce resources: This 
chapter addresses the question of whether or not 
those resources are being well spent. In particular, 
the chapter shows how to evaluate the firm — both 
its marketing and business results, as well as the 
actions it took to achieve those results. By securing 
and evaluating feedback on its actions, the firm can 
make changes to improve overall performance.

Chapter Themes

• Principles of the monitor-and-control process

• Market levers and alternative plans

• Input, intermediate, and output variables

• Critical elements of the monitor-and-control pro-
cess

• Monitoring and controlling firm performance

• Monitoring and controlling firm functioning

• The marketing audit

• The balanced scorecard

Teaching Suggestions (topic coverage)

Overview and Focus
Key topics include principles of monitor and control, 
types of metrics, the monitor-and-control process, 
and monitoring and controlling both firm per-

formance and firm functioning. In particular, the 
instructor should focus on:

Topic Coverage Suggestion

15% Principles of the monitor-and-control process

15% Elements of the monitor-and-control process

25% Monitoring and controlling firm performance

25% Monitoring and controlling firm functioning

10% The balanced scorecard

Lecture/Discussion Content

• Key principles of monitor/control processes
• Focus on market levers; develop alternative plans
• Generally, implement steering control, not 

postaction control
• Use the right performance measures at the right 

organizational levels
• Model relationships among input, intermediate, 

output measures
• Tie compensation to performance

• Critical elements of the monitor/control process

Monitoring, Controlling Firm Performance

• Output measures
• Internal hard measures: Sales
• Internal hard measures: Product profitability
• Internal hard measures: Customer profitability
• Internal hard measures: Summary
• External hard measures: market share
• Soft measures

• Intermediate measures

Monitoring, Controlling Firm Functioning

• Input measures
• Implementation control
• Strategy control
• Managerial process control
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Classroom Engagement

Teaching tips. The instructor should highlight the 
significance of monitoring and controlling the mar-
keting effort. Lots of hard work, company resources, 
and various types of budget have been allocated 
and spent in identifying and selecting markets and 
segments, developing market strategy, and designing 
and implementing marketing offers. Now is the time 
to assess whether or not the firm is achieving an 
adequate return on these investments and whether 
the marketing function is operating effectively. The 
instructor may make a useful comparison with 
simple capital budgeting procedures in finance. In 
building a new factory or buying a piece of capital 
equipment, the finance function typically requires 
extensive financial analysis before the investment 
and detailed assessment after the investment. No less 
should be required of marketing investments.

Discussion starter. Ask students the following 
 questions:

• Think beyond traditional tangible measures of mar-
keting success like sales revenues and market share. 
As a CEO, how would you assess the performance 
of the marketing function in your organization?

• Describe specific criteria that you would use to 
evaluate the marketing function.

• What are the implications of your answers to the 
first two questions for rewarding marketing and 
other executives?

Group exercise/application project suggestions

• Use key dimensions of a marketing audit to eval-
uate the marketing function at your organization. If 
you are a full-time student, use the marketing audit 
to evaluate the admissions department.

• Divide the class into pairs. In each pair, one 
member role-plays marketing; the other member 
role-plays accounting, customer service, finance, 
human resources, information technology, oper-
ations, R&D, or sales. Each pair develops metrics 
for assessing the degree of cooperation between the 
functions. (Refer to the distance learning material 
in this chapter.)

Distance Learning Considerations

Consider the following set of questions to encourage 
students to share backgrounds and experiences in 
measuring both marketing performance and mar-
keting functioning. The instructor should encourage 
those students with experience of a marketing audit 
to share those experiences.

• What is the purpose and objective of a marketing 
audit?

• What functions should participate in a marketing 
assessment? Who should receive the findings?

• Describe the monitor-and-control process. What 
are the challenges and opportunities of executing 
this process?

• Share your experience of participating in a 
marketing audit. Describe a specific example of a 
lesson-learned that the firm implemented as a result 
of this analysis.

• Provide examples of how the marketing team 
assesses its competencies and effectiveness.

• What are the challenges of providing timely feed-
back to marketing?

Project Descriptions
• You have been asked by an organization to develop 

plans for conducting an audit of its marketing 
activities. Describe how you would approach this 
assignment.

• You have been appointed as the new vice president 
of marketing, reporting to the CEO. He has given 
you 90 days to assess the current effectiveness of 
the marketing organization and to report back with 
recommendations for change. How would you 
approach this assignment? What measures would 
you use to assess current performance and future 
performance?
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Other Sources

Web links (key search considerations)

• Marketing audit
• Balanced scorecard
• Customer satisfaction measurements
• Monitor-and-control process elements, variables
• Performance metrics and measures
• Internal and external measures (profitability, sales, 

efficiency)
• Customer profitability
• Implementation control
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