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~Preface 
WHAT'S NEW IN THE NINTH EDITION? 
What's new in the ninth edition is what's new in marketing. To put it simply. we foe.I a 
newcomer to marketing today needs to g;rapple with three core issues: Value, analytics and 

metrics, and ethical and sustainable marketing;. 
Herc's just a sample of what we changed in this edition: 

• Today's marketer needs to be .. a numbers person." lncreasingly,. the field is data driven, 

and sophisticated analytics are revolutionizing the options organizations have at their 
fingertips to create, deliver, and m<!'asure \1alue. We're proud to say that with each eJi .. 

tion we continue to lead the field o( marketing principles books in coverage of analytics 

and metrics, and in this edition we've continued to expand that coverage significantly 
to show how marketers use the exciting new toots they have available to understand 
and ha.mess ,..Big Data" as they strive to identify and meet customer needs. To reinforce 

this focus throughout the book, each chapter provides a Melr-ics Moment box that de .. 
scribes some important ways to measure key marketing concepts and each chapter also 
includes an Apply Marketiug Metrics ~erci.se at the end. 

• ln U,e cighth edition, we wen~ proud to be the first marketing principles textbook to 
devote an entire chapter (Chapter 5) to the =crgmg and ,•ital topic of Big Data and 
ma.rketing anal),tics. Now in the ninth edition we've greatly expanded that chaptct's 

coverage to include nwnerous new key tlmnS, many more applic.ation examples to 
connect concepts to practice, and several nc-w tables and figures to further iUustrate 
this fascinating chapter material. 

• The ninth edition shines an even larg~ spotlight on the importance oJ e thical and 

sustainable marketing. The topic is so important to today's students that our cover• 
age of ethical issues begins right up front in Chapter 2. As soon as the s tudent basically 
understands what marketing is, he or she begins to learn how it should be. And ead\ 

chapter provides a boxed feature called Ripped from the Headlines: Ethical/Sustainable 
Decisions in the Real World. Here we describe a questionable marketing practice and 
then ask students for th.cir opinion on lhe subject All 14 of these boxes arc new for the 

ninth edition, induding attention to such firms as Coca..Cola, ChipotJc, Volkswagen, 
Kimberly Oark, and Allstar (the "Snuggie"). 

• Each chapter continues to fcature a Marketing in Action mini.case at the end, and 13 

of these are brand new for the ninth edition. Among the exciting firms with interesting 
problems and opportunities featured in these cases arc Getfeedback, Airbus, Sprig, 
Faccl>ook, Disney, Target, and Alit>aba. 

• The dOOS-ion•focUSL>d Real People vignettes that frame each chapter arc one of the sig• 
nature features of our book. We continue this tradjtion in the ninth edition with seven 

new vignettes (50 percent of the total). These new vignettes include executives from 
Twitter, Campbell Soup, Weight Watchers, Levi Strauss, Quaker, BOP International, 

and Pitch (the advertising agency for Burger King). 

• We emphasize active learning and decision making because we kn.ow that is what l?m• 

ployers sc>ck in today's graduates. We further sharpen our focus on employability in 
the ninth edition with the debut of a new supplemental fcatute, found in MyMarkct·· 
ingLab, called "Rising Stars in Marketing.• Here we present video clips contributed by 

xiii 



XIV I PREFACE 

roo,nt suc=sful graduates of marketing programs around the country. E!ach pc,son 
shares advice about jol,.,secking and offers "do's and do.n'ts'., to current readers. These 
clips are indexed by job type, so students have the option of exploring career wisdom 

from those who have followed the same path thei• hope to take. 
• Last but-certainly not least, as always we pride ourselves on the currency of ourcontc.,,t 

Today's student descr1cs to know what is going on in the marketing world today-and 
also tomorrow to the extent we can pn.>dict il Herc is a sampling of new Key Terms we 
introduce in the ninth edition: 

Chapter I 

accountability 
return on marketing 

investment (ROM!) 

mobile marketing 

usc.r•gcncratcd content 
corporate citizenship 
screen addicts 
growth hackers 
haul videos 

competitive advantagt? 
consumer addiction 
Web 1.0 

Web3.0 
Web4.0 

screen addicts 

Cloud 
positioning 

Chapter2 
Arab Spring 
Cn.--cohousc Effect 
global warming 
World Bank 
International Monetary Fund (IMF) 

foreign exchange rate (forex rate) 
balance of payments 
BRICS countries 

drones 
unmanned aerial vehicles (UAVs) 

Chapter3 
market planning 
activity mettics 

outcome metrics 
leading indicators 

Chapter4 
market research online 

community (MROC) 

mechanical observation 
eye tracking technology 

intcmal validity 
external validity 

Chapters 
mar .. tech 
marketing automation 
channel partner model 

emotion analysis 

digital matketing channels 
A/8 test 

landing page 
chum rate 
margin on sales 

Chapter6 
evoked set 

consideration set 

determinant attributes 
compensatory decision rules 
multitasking 

rich media 
sadvertising 
conscientious con.$umerlsm 

Chapter ? 
gcne:ratfonaJ marketing 

digital natives 
buying P0\ .. 1er 
organizational demographics 

positioning statement 
bra.nd anthropomorphism 

Chapters 
tech.i\ica} SUCCt.'.'SS 

commercial success 
beta test 
bleeding edge technology 

Chapter 9 
brand dilution 
sustainable packaging 

copycat packaging 



ChapterlO 
vcrtica.1 integration 
shopping for control 

keystoning 
high/low pricing 
promo pricing 

price segmentation 
f'<"'k load pricing 
surge pricing 

bottom of the pyramid pricing 
decoy pricing 
prestige ot premium pricing 

Chapter11 
direct channel 

product diversion 
dive:rter 
grey market 

level loading 
subscrip tion boxes 

Chapter12 
experiential mcn:handising 
destination retailer 

omnichanncl marketing 
organiud retail crin,c (ORC) 

beacon marketing 

digital walJcts 
fair trade goods 
bifurcated retailing 

services 

Chapter13 
comparative advertising 
brand storytclling 

slice of life advertising 
lifestyle advertising 
ad fraud 

ad blocking 
mobile hijacking 
search engines 

s..>arch marketing 
srorch engine marketing (SEM) 
sponsored search ads 

text message advertising 
monetize 

in•app advertising 

QR code advertising 

Chapter14 
partner rclationship 

management (PRM) 

telecommute 
virtual office 

key account 
cross-functional team 
multilevel selling 

direct selling 
video news release (VNR) 
sock p uppeting 

paid influencer programs 

Features of the Ninth Edition of Real 
People, Real Choices 
Meet Real Marketers 
Many of the Rt.v.il People, Real O,oices vignt."ttes arc new to this edition, featuring; a variety 
of decision makers., from CEOs to brand managctS. Here is just a sample of the marketers 

WC feature: 

• Michael Baumwoll, Twitter 

• Keith Sutter, Johnson & Johnson 

• Dondccna Jlradley, Weight Watchers 

• 8..'Cky Frankiewicz, Quaker Foods 

• Neal Goldman, Under Armour 

• Jennifer Sey, Levi Strauss 

• Stephanie Nashawaty, Oracle 

• Stan Clark, Eskimo Joe's 
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Ethics and Sustainability in Marketing 

Because the role of ethics and sustainability in business and in 1narketing is so important, 
we focus on these topics not just in a single <:hapter but in ewry cltaptRr of the book. These 

Ripped from tlte Headlines boxes feature real-life examples of e thical and sustainable decl· 
sions marketers are faced with on a day .. to-,day basis. 

Easy-to-Follow Marketing Plan Template 

Marketing: Real People, Real Cltoias, ninth edition, includes a handy supplement at the end 
of Chapter 3 that is a tc'tnplate of a marketing plan you can use as a road map as you make 

your way through the book. The template provides a framework that is keyed to the major 
topics in the book, which will enable you to organize marketing concepts by chapter and 
create a solid marketing plan of your own. 

Marketing Plan Appendix 
Appendix A, Marketing Plan: 11,e S&S Smoothie Company, provides a basic marketing 

plan for this interesting, if fictitious, firm. The extended example gives s tudents the founda· 
tion they need to craft a complete marketing plan for a class project. ln addition, the plan 
includes hclpful "how to" guidcl..incs that answer many of the questions that students ask 

while developing their own plans. 

Career Appendix 
Appendix B, Your Future in a Markctu,g Career, provides guidance for students on how to 
plan for a succe;sful and rewarding career in the 6eld. Success is framed as de,•cl0ping a 
unique brand for yourself that mec'IS the nec--ds of the job market. Career guidance recommcn• 

dations follow the s teps in a marketing plan with suggestions at each s tep for critical thinking 
and specific actions. 

End-of-Chapter Study Map 

Each chapter has an integrative study map for students that includes an Objective Summa• 
ry, Key Terms, and studeot assessment opportunities of several types: Concepts: Test Your 

Knowledge; Activities: Apply What You've Learned; Apply Marketing Metrics (more on this 
one follows); Choices: What Do You Think?, and Mini project: L.rom by Doing. 8y completing 
these assessments, students and instructors achieve maximum assuranw of lea.ming. 

Measuring the Value of Marketing through Marketing Metrics 
Just how do marketers add value to a company, and how can they quantify that value? 

More and more., businesses demand accountability,. and marketers respond as they develop 
a variety of ·'scorecards'' that show how specific marketing activities directly affect their 
company's return on invesunent (ROI). And on the job, ~,. decisions that marketers make 

increasingly are informed by a mix of data-based facts coupled with good old markctu,g 
instinct. Each chapter provides a Metrics Momt'tll box that describes some important ways 
to measure key marketing concepts, including a short Apply lite Mttric exercise that asks the 

student to actually work with some of these measures. And every end-o(--chapter includes 
an Apply Marketing Metrics exercise th.at provides additional opportunities for students to 
practice measures that marketers use to hclp Ult.."tn make good decisions. Pricing excrciSL:.s 
included at the md of the Marketing Math Supplement following Chapter 10 provide the 
opportunity for students to work real-Life pricing problems. 



New and Updated End-of-Chapter Cases in This Edition 

Each d,apt~ concludes with an exciting Marketing in Action mini<a.,;c about a real firm 
fuci.J,g real marketing challenges. Questions at the c,,d lt?t you make the call to get the com .. 

pany on the right track. 

Instructor Resources 
At the Pt>arson's Higher Ed catalog, https:/ /www.pearsonhigherod.com/sign•in.htrnl, in· 

structors can easily register to gain access to a variety of instructor resources available v.rith 
the book in downloadable formal. If assistance is needed, Pearson's dedicated technical 
support team is ready to help with the media supplements that accompany th(' book. Visit 

https:/ /supporl.pearson.com/getsupport for answers to fr<>quently asked questions and 
toll-free user support phone numbers. 

The following supplements are available with the ninth edition: 

• Instructor's Resource Manual 

• Test Bank 

• TestCcn"' Computerized Test Bank 

• l'owerPoint J''rcse:ntation 

This title is available as an eBook and can be purchased at most cBook rctaiJc-rs. 
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Michael R. Solomon 
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MICHAEL R. SOLOMON, Ph.D., joined the Haub 
School of Business at Saint Joseph's University in 

rhiladdphia as Professor of Marketing in 2006. From 2007 to 

2013, he also held an appointment as Profussor of Consumer 
Bchaviout at the University of Manchester in the UnitOO King• 
dam. From 1995 to 2cn;, he was the Human Sciences Professor 

of Consumer Behavior a l Aubum University. Before joining 
Aubum in 1995, he was chairman of the Ot."P"artment of Market• 
ing in the School of Business at Rutgers Universit}~ New Bruns,. 
wick, New Jersey. Professor Solomon's primary research intcras:ts 
indude consumer behavior and Lifestyle issues; branding strat• 
cgy; the symbolic asJX'ClS of product<; the psychology of fashion, 

dcco·ration,. and image; services marketing; and the development 
of visually oriented onlinc research methodologies. He currcn~y 
sits on the editorial boards of the founral of Consumer Bellaviour, 
the Journal far tlie Admncmrmt of Mnrkdurg £d11cntion, the Jo11r-
1tnl of Marketing Theory and Practice, and Critical Studies i11 Fashion 
and Benuty. In addition to other books, he is also the author of 
Prentice Hall's text Consumer Behavior: Buyiug. Having, and IJe... 

ing, which is \'o'idcly used in universities throughout the world. 
Professor Solomon frequently appears on television and radio 
shows, such as n,e Today Slunu, Good Moruing Americ.n, Channel 

One, the Wall Stn...t Jourml Radio Network, and National Public 
Radio to comment on consumer behavior and marketing issues. 

Greg W. Marshall 

GREG W. MARSHALL, Ph.D., is the Charles Har­
wood rrofessor of Marketing and Strategy in th<, 
Crummcr Graduate School of Business at Rollins 

College in Winter Park, Florida. For three years, he also served 
as vice president for strategic marketing for Rollins. Before join• 
ing Rollins, he was on the faculty of Oklahoma State University, 

the University of South t-1orida, and Texas Christian University. 
He also holds a visiting professorship in the Marketing Croup at 
Aston BLL<iness School, Birmingham, United Kingdom. Professor 

Marshall earned a BS8A in marketing and an MBA from the Uni­
versity of Tulsa and a Ph.D. in marketing from Oklahoma State 

Univcrsi ty. His research interests include sales management, mar• 
keting management decision making, and inb'aorganization.al re,. 
lationships. He is editor-in-chic/ of the Jourru,t of Mnrlceti11g Theory 
and Practice and former editor of the Jounra/ of Personal Se11i11g & 

S../es Mn11ngem,,,u and currcn~y serves on the editorial boards of 

the Jorrnra/ of tire Acade111y of Mnrkdittg Science, the Jounral cf Busi-
1rc_,ss /u.'Se(Jrdr, and Industrial M.arkt'ting Mnuage,ni,it . I>rofcssor 
Marshall is a member of the board of directors of the A,n.,rican 

Marketing Association, past president of the American Market­
ing A5SOCiation Academic Division, a distinguished fellow and 
past president of the Academy of Marketing Scien<c, and a dis­

tinguished fellow and past president of the Society for Marketing 
Advances. His industry experience before entering acadc-me in· 

dudes pmduct managcmen~ field sales management, and retail 
management positions with firms such as Warner-Lambert, the 
Mennen Company, and Target Corporation. 

Elnora W. Stuart 

ELNORA W. STUART, Ph.D., is professor of 
marketing and associate dean of the George 
Dean Johnson, Jr. College of Business and 

Economics at the University of South Carolina Upstate. Prior 
to joil\ing USC Upstate in 2008, she was professor of market­
ing and the BP Egypt Oil rrofcssor of Management Studies at 

the American University in Cairo and professor of marketing at 
Winthrop University in Rock Hill, South Carolina, and on the 
faculty of the University of South Carolil\a. She has also been 
a regular visiting professor at lnsHtuto de Empresa in Madrid, 
Spain. She earned a B.A. in theater and speech from the Uni­
versity of North Carolina a t Greensboro and both an M.A. in 
jouma.lism and mass communication and a Ph.D. in marketing 
from the U11iversity of South Carolina. Ptofossor Shtart's re• 
search has been published in major academic journals, includ• 
ing the Jottrrtnl of Co11s11mer Res,arc/1, the Joumal of Adt1'1'1isi11g, 
the Jounrat of Business Rese,m:/J, and the Jourual of Public Policy 
and Markett'ng. For over 25 years, she has served as a consulta.nt­
for numerous businesses and not•for-profit organizations in the 
United States and in Egypt. 
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PART ONE: Understand the Value Proposition Chapter 1 

Welcome to the World 
of Marketing 
Create and Deliver Value 

1.1 Explain what marketing ls. the 
marketing mix. what con be 
marketed, and the value of 
marketing. pp. 4-11 

MARKETING: WHAT IS IT? p. 4 

I .2 Explain the evolution of the 
maketing ooncept. pp. 11- 15 

WHEN DID MARKETING BEGIN? THE 
EVOLUTION OF A CONCEPT p. 11 

I .3 Understand value from the 
perspectives of customers. pro­
ducers, and society. pp. 16-23 

THE VALUE OF MARKETING AND THE 
MARKETING OF VALUE p. 16 

Meet Michael Baumwoll 
Y A Decision Maker at Twitter 

1.4 Explain the basics of market 
planning. p . 24 

MARKETING AS A PROCESS p. 24 

Check out the Chapter 1 Study Map 
on page 25. 

I am currently an Account Manager at Twiner. Aflet I graduated from Lafayette College in 2009, my caree-r focused on 
digital media and advertising with brief stints in entrepreneurship. For lhe fim five yeafS of my p,of es.sional fife, I wo,ked 

fot an advertising technok>gy company with the goal of ,evolutionizing the digital media landscape.. Similar to 
exchanges like Nasdaq and eBay, lhis company built a platfOl'm that allov-•ed websites {pubfishers) to auction off 
their advertising space to the highest advertising biddet. I joined this young. growth startup and quickty learned 
the robust, technical, and (highly) relationship.dtive,n llldustry of digital advertising. Working in a tun. supportive, 
Google,.esque culture. J was able to grow personally and ultimately manage relatklnships with majo, adverti:s· 
ing agencies and their digital media-buying arms, called "trading desks.,. I was atso lucky enough to manage a 
smaO group of coworkets and help them develop their understanding of the adw<tising landscape, technic:aJ skills 
and-most i.mportantt;,, to me-themselves, professionally. 

Simultaneously, I co-founded an iPhone application called BarSocial with the goaJ of aeating a social media 
platform for nightlife. On the a.pp, users connected with their friends and other bar-hoppets to dete!J'Oine lhe best places to go out. It was, es­
sentially. Twitter for bars. SarSocial was five i.n the App Store for more than a year and was briefly featured on Wl!ed.com. I quickly 5eamed the 
facets of mai:ntaining and buikfing a tech.nology business. Building 8arSocial was ooe of the most exhilarating and chaDengi.ng experie,nces I've 
ever had: I'd highfy recommend building somethi:ng of yout own if the oppo<tunity presents it.self. 

With a passion for sotial media, I now h.ave the pleasllre of 'NOOOng at one of the wortd'S roost recognized technology companies. Twiner. 
Twitter is a social media pfatf0tm that d(>(Ooaatizes the wotld by providing a forum for use-rs to share their experiences .and views. Similat to my 
previous ptofessionaJ experience, Twiner has successfully built a culture desig.ned to hetp their e~s thrive p,ofessionally. My role at Twiner 
is to manage and develop ,elationsh.ips with advertisers and their crNt.ive and media agencies. To simplify, I am a Twiner consuJtant helpi.ng to 
demystify the ever~towing workf of Twiner and showcase the power of its advertising solutions to tny clients. 

Whal I do when I'm not working: 
Watching movies, spending time with rrry 
family, and breaking it down on the dance 
ftoor. 

A Jol>reloted mistake I wish I hadn't 
mode: 
I avoided speaking up in meetings where I 
could have conuibu1ed value. 

Business book I'm reading now: 
Contagious: Why Things (arch On by 
Jonah Berger 

My motto to Dve by: 

At.Nays focus on developing 
relationships-ilew and old. They will be 
the driving force in your professional and 
peISonal growth. 

Whal drives me: 
The opportunity to impact the world in my 
own personal way. 

Don' t do this when lnteNlewlng 
with me: 

Be inauthentic 

My pet peeve: 
Talking during movies 



Twitter is a pubOc microphone that gives those with a 
handheki device or access to the Internet the ability to 

step up and speak. It gives each of us the opportunity to share our experiences 
and thoughts 24 hou" a day, 7 days a week. As a result. Twitte, has become a 
democratized pladorm for human expression and thought. 

Just like the product externally, Twiner's management team aeates an 
envirorvnent that encourages team members to speak up and share ideas. 
Employees are constantly reminded of their value and given channels to be cre­
ative and productive. It's an internal cultura1 choice that was made in the eart>,, 
days of Twitter to reflect the founders' beliefs in transparency and cooperation. 

Internally at Twine, there are muhiple ways to share ideas and feed­
back. There are e-majl chains, discussion boards, water cooler conversations. 
feedback form~ and many other methods that allow you to express your,;elf. 
M hough there are a number of option~ it's (a) dllficult to navigate and select 
the right method to share your idea and (b} hard to determine who the ideal 
person is with whom to share it. 

As a member of the saJes team, rrry focus is to understand the needs 
and concerns of my dients and relay that information to the Twitter team. It 
addition. and just as inportant, as an involved member of the Twitter com­
munity, it's my responsiboity to conttibute to building an even stronger p<0duct 
and experience for users. The question then becomes: how do we harness the 
innovation within Twitter's wans and leverage it to solve challenges the team 
faces with empk>yees. consumers. and marketers? And subsequently, how can 
we trad: it? 

Michael considered his Options 1·2 ·3 

1 Make a case for the- management team to hold weekty meetings 
to dJscuss ideas and innovations within Twitter. This change would 
provide a dedicated rime fOf team members to share their opin­
ions, views, and ideas in an hour-long weetJy meeting. Employees 

Option feel they are part of the process when they help to make decisions 
for the company. And different teams could interact with one anothef to come 
up with productive ideas because of this aoss-poOination that onty comes from 
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face-to-face encounters. However, some employees a1e hesitant to voice their 
concerns and suggestions in ,uch a public forum. Also getting a bunch of busy 
people to give up an hour of their time each week might not go over well with 
some people. 

Build an intemaJ onUne tool to alJOW' empklyees to share, build, 
and measu1e ideas {ie., a Twitter within Twitter). Like Twittei. the 
fon.m would allow any team member to carefully think and craft 
ideas he or she could then share with cov.'Orkers or with entire 

Option teams. Employees could vote on ideas to showcase demand for an 
idea or product. And we could measure the success of the platform bit track· 
ing posts_ votes, commeni,. etc. On the other hand, some ernpl"'fees might be 
reluctant to post ideas to the group if everyone votes on the ones they like and 
don't 6ke. It's also not clear that there would be enough demand for mern the 
time and other resources to build this app that could be dewted to building 
business ror Twitter instead. 

1 
Share ideas on Twitter to gaNanize support and subsequently share 
findings with the Twitter team. This approach would include the ex­
ternal Twitter community to help shape Twitter's product vision. We 
could get real-time feedback from potential rustome,s about the 

Option ideas we're considering and engage chem as partners rather than 
just as customers.. On the other hand. we wouldn't be able to share some sensi· 
tive issues with non-Twitter emp!OjeeS. And we couldn't aM'ays be confident 
about the perspectives we get-not everyone necessarily has the experience 
and perspective ro v.-eigh in on how to run a complex business like oors.. 

Now, put yourself in Michael's shoes. Which option would you choose, 
and why? 

0·1119,H·MJ 
Which Option would you choose, and why? 
D Option 1 D Option 2 0 Option 3 

See wha t option Michael chose in My Marttetinglab1
M 

Over 10 million students improved their results using the Pearson Mylabs. 
Visit mymktlab.com for simulations, tutoriaJs. and end-of-chapter problems. 
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