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Preface

New to This Edition
All That’s New: Marketing in a Digital Age of Customer 
Value and Engagement
The nineteenth edition of Principles of Marketing reflects the major trends and shifting forces 
that impact marketing in this digital age of customer value, engagement, and relationships. 
Here are just some of the major new and continuing changes you’ll find in this edition.

•	 Customer engagement framework: This nineteenth edition continues to build on its cus-
tomer engagement framework—creating direct and continuous customer involvement in 
shaping brands, brand conversations, brand experiences, brand advocacy, and brand 
community. New coverage and fresh examples throughout the text address the latest 
customer engagement tools, practices, and developments.

•	 Digital marketing: In the nineteenth edition, the Digital Marketing chapter (Chapter 17) is 
retitled, heavily restructured, and much revised, with substantial new framing and con-
tent. Rather than treating digital marketing as a part of the promotion mix, the chapter 
is now a standalone digital marketing strategy chapter that focuses on special consid-
erations in preparing digital marketing campaigns. The recrafted chapter is organized 
around a four-step digital marketing process that involves understanding digital mar-
keting, preparing for a digital marketing campaign, employing digital channels (online, 
social media, and mobile marketing) in an omni-channel strategy, and addressing public 
policy issues in digital marketing.

•	 Marketing information and customer insights management: In the nineteenth edition, the 
Managing Marketing Information to Gain Customer Insights chapter (Chapter 4) has been 
heavily restructured and revised to reflect the extensive transformation of marketing re-
search and information insights management in the digital age—from data sources and 
digital insights gathering to big data and marketing analytics. The massive digital shift 
in managing marketing information is now fully integrated into the chapter.

•	 Marketing in the age of disruption: Throughout the nineteenth edition, you’ll find new cov-
erage of how companies are dealing with recent major disruptions in the marketing en-
vironment. The recent past has been marked by everything from the rapid rise of digital  
technologies and large economic swings to extreme environmental patterns, social and politi-
cal turmoil, and global health crises. For example, the digital age has caused an enormous shift 
in what, how, and where consumers buy. Wide-ranging social, environmental, and political 
developments require a new approach to social responsibility, sustainability, diversity, and 
brand activism. The global COVID-19 pandemic had a huge and lasting impact on consumers 
and, consequently, on the industries and brands that serve them. Such disruptions create both 
threats and opportunities for marketers, who must adapt quickly and create flexible strategies 
that can deal with uncertain times and futures.

•	 Diversity, equity, and inclusion (DEI): With guidance from DEI experts, every effort has 
been made to ensure that the nineteenth edition of Principles of Marketing fully and re-
sponsibly represents the interests of diversity, equity, and inclusion in its treatment of 
marketing topics, examples, and illustrations. We also take care throughout this edition 
to note how marketers are applying DEI values in their strategies and actions. As just 
a few examples, see the new Chapter 15 section on Diversity, Equity, and Inclusion (DEI) 
in Advertising and Real Marketing 15.2: Diversity, Equity, and Inclusion in Advertising: 
More Than a Catchphrase. Also see the substantially revised and updated Chapter 5 
Subculture sections, Chapter 3 Diversity section, and Chapter 7 discussion of gender seg-
mentation and gender-neutral marketing.

•	 Content marketing and marketing communications: The nineteenth edition continues to 
track fast-changing developments in marketing communications and the creation of 
brand content. Marketers no longer simply create advertising and integrated marketing 
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communications programs; they join with cus-
tomers and media to curate and share market-
ing content in paid, owned, earned, and shared 
media. You won’t find fresher coverage of these 
important topics in any other marketing text.

•	 Global marketing and sustainable marketing: The 
nineteenth edition’s Global Marketing and Sus-
tainable Marketing chapters (Chapters 19 and 20)  
have both been significantly restructured and 
revised, with new organizing frameworks, 
concepts, and examples. For example, in the 
sustainability chapter, the environmental  
sustainability sections have much new material, 
including new discussions of carbon footprint/
offsetting and a set of specific approaches to  
reducing environmental harm. The final section 
includes a new set of principles for building a 
sustainable marketing organization.

•	 Omni-channel marketing and retailing: Linked 
with all the new digital marketing develop-
ments, this edition addresses the substantial 
shifts toward omni-channel marketing and re-
tailing. Such discussions are integrated through-
out the text, but see especially the Marketing 
Channels and Retailing and Wholesaling chapters 
(Chapters 12 and 13) and the new sections in the 
Digital Marketing chapter (Chapter 17).

•	 Marketing technology: Keeping up with digital 
concepts, technologies, and practices is a top 
priority and major challenge for today’s mar-
keters. The nineteenth edition of Principles of  
Marketing provides thoroughly refreshed, up-to-
date coverage of these explosive developments 
in every chapter—from digital, online, mobile, 
and social media engagement technologies in 
Chapters 1, 4, 15, and 17; to “big data,” new mar-

keting analytics, the Internet of Things, and artificial intelligence in Chapters 1, 3, 4, and 
17; to the massive shift to omni-channel and digital marketing in Chapters 13 and 17; to 
marketing in the metaverse (Chapters 7 and 17). A Chapter 1 section on The Digital Age: 
Online, Mobile, and Social Media Marketing introduces the exciting developments in digital 
and social media marketing. Then a heavily revised Chapter 17 on Digital Marketing digs 
more deeply into digital marketing strategy and the digital tools by which marketers 
engage consumers anywhere, anytime via their digital devices.

•	 Fast-changing marketing trends and topics: This edition adds fresh coverage of both tra-
ditional marketing areas and fast-changing topics such as digital, mobile, and social 
media marketing; customer engagement marketing; the customer journey; big data, 
artificial intelligence, and new marketing analytics; influencer marketing; the major 
digital transformation in marketing research; omni-channel marketing and the game-
changing shifts in today’s retailing; real-time customer listening and marketing; mar-
keting content creation and curation; technology-driven customer service; B-to-B social 
media and social selling; online and dynamic pricing; and much more.

New Real-World Brand Stories, Highlights, Cases, 
and In-Text Examples
The nineteenth edition of Principles of Marketing is loaded with new brand stories, highlight 
features, cases, in-text examples, and end-of-chapter exercises and features that illustrate brand 
strategies and contemporary marketing issues and let students apply what they’ve learned.

•	 New company cases, applications, and exercises: The nineteenth edition provides 15 new  
company cases by which students can apply what they learn to actual company 

-
the surge in internet usage and buying as well as rapid advances 
in digital technologies—from smartphones, tablets, and IoT de-
vices to the spate of online, mobile, and social media. As you 
read this chapter, remember that although we address special 
considerations in digital marketing strategy separately here, digi-
tal marketing must be carefully integrated with other elements of 
marketing strategy and the marketing mix.

Let’s start by looking at Swatch. When the Swiss watch indus-
try needed saving in the 1980s, Swatch burst onto the scene with 
bold campaigns that pushed the boundaries of traditional market-
ing. When Swatch itself needs saving, even bolder digital marketing 
campaigns show how the company makes use of the hype train. 

counterparts. As a result, the Swiss watch industry su
ered, fac-
tories were shut down, and watchmakers that had trained for a 

Swatch is credited with the revival of the Swiss watch 
industry and as one of the reasons it was able to endure the 
quartz crisis. Thanks to technological advancements that 
allowed manufacturing of plastic watches at a fraction of the 
cost of hand-made luxury watches by Swiss subsidiary ETA 
SA, Swatch was able to manufacture and release the first line of 
a
ordable plastic, quartz-powered, but Swiss-made timepieces 

What really made Swatch stand out was how they mar-
keted their largely identically shaped injection-molded watches. 

Digital Marketing

digital marketing and discuss its rapid growth and benefits to customers and companies.

In previous chapters, you explored the basics 
of marketing. You learned that the aim of mar
keting is to engage customers and to create 

value for them in order to capture value from them in return. 
Good marketing companies win, keep, and grow customers 
by understanding customer needs, designing customer value–
driven marketing strategies, constructing 
keting programs, engaging customers, and building customer 
relationships. In this chapter, we dig deeper into the fastest-
growing form of marketing: digital marketing (which includes on
line, social media, and mobile marketing). Over the past decade, 
marketing has undergone a dramatic transformation spurred by 

MOONSWATCH: Countdown to a Hype-Fueled Launch 

S
wiss watches are widely considered the gold standard 
of timepieces, involving meticulous craftsmanship and 
serving as a status symbol to those who want to show 
that they appreciate the finest things in life. However, 

not so long ago, the Swiss watch industry was on the brink of 
collapse. In the late 1970s, low-cost and cheaply manufacturable 
Japanese quartz-powered watches captured much of the market. 
During a period dubbed the quartz crisis, it became clear that 
the institution of Swiss watchmaking was not keeping up with 
the times. It had failed to see that, when presented the option, 
most buyers preferred the low-frills yet highly reliable cheaper 
quartz options over their prestigious, heritage-soaked Swiss 

 CHAPTER 
PREVIEW

17
 OBJECTIVES OUTLINE

OBJECTIVE 17-1 Define 

OBJECTIVE 17-2 Discuss the consumer and market research required to design an effective digital marketing 
campaign.

OBJECTIVE 17-3 Discuss the different digital channels and media and explain how companies employ them to 
create an omni-channel marketing strategy.

OBJECTIVE 17-4 Identify and discuss the public policy issues presented by digital marketing.

   

 

476   PART 3 | Designing a Customer Value–Driven Strategy and Mix

If you ask Amazon’s Alexa “What is love?,” 
Alexa will share a response from one of eight 
people representing eight different back-
grounds. “Love is supporting people in pursu-
ing their dreams, no matter their abilities,” says 
Rajee, a disability activist who was given up 
for adoption in her native India after polio left 
her with limited leg mobility. “We gotta look out 
for each other, that’s how we show love,” says 
Jim, an anti-bullying activist who experienced 
bullying throughout his childhood. “Love is 
when true allies protect my voice,” says Shujaa, 
a student who started activism work at age 10 
working for a collective focused on health jus-
tice for Black people. “Love is opening your 
doors to others without expecting anything 
in return,” says Igor, a filmmaker from Mexico 
who experienced injustices because he was 
an immigrant. Each voice presents a different 
take on love. But they all center on a common 
theme—that an everyday act by someone 
made them feel seen, heard, included . . .loved.

Alexa’s response isn’t just a clever tactic  
designed to make people see Amazon as a car-
ing entity. Rather, it’s representative of the kind 
of inclusive storytelling that lies at the heart of 
“Love Has No Labels,” a multimedia campaign 
produced in partnership by Amazon and the 
Ad Council. “We made sure from the concept 
through the production . . .to make this as inclusive 
as possible,” says an Amazon marketer. “Love 
is unique. It’s very complex, and it’s different for  
everyone. I think this is a celebration of that.”

At the center of the campaign is a 
 documentary-style film that takes a deep dive 
into the stories and life experiences of the eight 
people who lent their voices to the campaign. 
Campaign elements include Amazon audio ads, 
Amazon streaming TV ads, social media place-
ments, and digital formats, as well as a campaign  
microsite where people can learn more about 
the campaign, the film, the individuals fea-
tured, and how to take action to make others 
feel loved and included. Ads in the broader 
Ad Council “Love Has No Labels” campaign  
proclaim that love has no race, no religion, no 
sexuality, no disability, no age, and no gender.

The “Love Has No Labels” campaign is 
just one example of how brands large and 
small are working to make a difference by 
highlighting issues related to diversity, equity, 
and inclusion (DEI). There’s Nike’s award-
winning “You Can’t Stop Us” campaign—one 
90-second ad, 24 sports, 53 athletes, and  
72 clips joined by split-screen magic to cel-
ebrate, as only Nike can, the similarities and 
differences of athletes around the world. Or 
Etsy’s “Gift Like You Mean It” campaign, 
made up of multiple videos highlighting how 

Real Marketing 15.2 Diversity, Equity, and Inclusion in Advertising 
(DEI): More Than a Catchphrase

gifts purchased on Etsy make people of di-
verse backgrounds feel seen. Dating app 
Bumble’s “Find Me on Bumble” campaign 
delivers a powerful message of diversity sim-
ply by highlighting a diverse group of real-life 
Bumble users of different genders, races, 
abilities, religions, and sexualities.

Almost every brand these days ad-
dresses DEI issues in its advertising and 
marketing, whether it’s diversity and repre-
sentations of people in their ads, full cam-
paigns supporting DEI causes, or both. 
Whatever they do, it’s critical that such ef-
forts be authentic. Consumers want more 
than just superficial DEI tactics. They want 
to see evidence that companies practice 
what they preach.

Nabisco’s Oreo brand does just that. The 
longtime leading cookie brand has also been 
a longtime leader in supporting the cause of 
LGBTQ+ rights. For example, two years ago 
Oreo launched its #ProudParent campaign, 
designed to educate and empower par-
ents and families to come out in loud, public 
support of their LGBTQ+ child and inspire  
others to do the same. “As a brand that is 
interlaced with family bonds,” says the com-
pany, “we’ve resolved to take a stand in mo-
ments where these bonds may be threatened. 
. . .A loving world starts with a loving home.” 
The #ProudParent campaign was a collabora-
tive effort with PFLAG—the first and largest 
support organization for the LGBTQ+ com-
munity. PFLAG works with dozens of other 
“Pride Partners”—ranging from Walmart, Bank 

of America, Verizon, and GEICO to J.Crew, 
GM, Marriott, MetLife, and Major League 
Baseball.

The first phase of the #ProudParent 
campaign—“Inform the Head”—was all 
about providing information and resources to 
families to provide education and  direction. 
The second phase—“Trigger the Heart”—
consisted of a short film telling the heart-
warming story of a young woman bringing 
her girlfriend home to meet her family for 
the first time. In the campaign’s final phase, 
“Encourage Action,” Oreo created 10,000 
packages of #ProudParent Oreos, with 
seven  different-colored cream fillings inspired 
by the colors of the Pride flag. The limited-
production cookies were distributed free of 
charge to people who followed the @Oreo 
account on Instagram or Twitter and tagged 
it in their photos along with the #ProudParent 
hashtag.

Within hours of kickoff, the #ProudParent 
campaign took over the internet. On social 
media, it produced more than 315 million  
impressions and 2 million engagements. On 
Instagram alone, more than 600,000 people 
posted the campaign hashtag to show their 
support. In total, the campaign generated more 
than 400 press placements on every major 
media outlet. And #ProudParent took multiple 
honors in last year’s Shorty Awards for real-time 
short-form content across the social web.

Like Oreo, brands in every industry are 
committed to efforts across a wide range of 
DEI issues. For example, to address potential 

Successfully incorporating DEI into the fabric of a brand’s advertising and identity 
requires a deep and continuous commitment. Love has no race, no age, no gender, 
no religion . . . no labels.
Courtesy of Ad Council
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situations. End-of-chapter discussion questions, 
critical thinking exercises, and other applica-
tions features are also mostly new and revised.

•	 Chapter-opening stories, Real Marketing highlights, 
and in-text examples: The nineteenth edition 
brings marketing to life with new or heavily re-
vised chapter-opening vignettes, boxed features 
that highlight relevant companies and market-
ing issues, and loads of new in-text examples 
and images throughout that illustrate contem-
porary marketing practice.

CHAPTER 7 | Customer Value–Driven Marketing Strategy: Creating Value for Target Customers   215

questioned the wisdom of the acquisition, especially given that 
Facebook’s own Messenger app had already grown quickly to 

illion  koobecaF evag ppAstahW ,margatsnI ekil tuB .sresu      
immediate access to new customer segments. WhatsApp boasted 

   naht erom illion      registered international users, most of 
whom were not on Facebook. And five-year-old WhatsApp 

-siger fo smret ni yrotsih ni ynapmoc gniworg-tsetsaf  eht saw
tered users. Facebook anticipated that WhatsApp would exceed 

billion  .sraey wef a tsuj nihtiw sresu      
 htiw smroftalp sti fo hcae poleved ot seunitnoc koobecaF 

innovative features designed to meet the needs of di�er-
ent customers in varied ways. At the same time, Facebook is 
keeping a keen eye out for the “next big thing.” What’s next 
for Facebook? The company’s recent restructuring suggests 
an exciting future. Facebook, Inc. is now Meta Platforms, 
which overarches its Facebook, Instagram, WhatsApp, and 
Messenger platforms. 

 tnerap wen eht taht slangis eman eht ni ”ateM“ eht tuB 
company intends to develop and dominate the “metaverse”—
a network of 3D virtual reality worlds in which people so-
cialize, recreate, learn, work, and shop. Moving toward that 

   diap yltnecer smroftalP ateM ,laog $2 illion  sulucO rof      
VR—a maker of virtual reality headsets. And it launched a 
beta version of Horizon Worlds, a virtual reality game world 
and independent platform designed to be accessed through 
Oculus VR products. 

 hcet ynam tub ,if-ics dna citsirutuf yrev mees lla yam sihT 
experts think that the metaverse will be the next evolutionary 

   ,6202 yb ,etamitse eno yB .tenretni eht fo esahp ercent  fo      
people will spend at least one hour 
per day in the metaverse for work, 
shopping, education, socializing, 
or entertainment. Along with doz-
ens of startups, many established 
tech giants are investing heavily in 
major metaverse futures. Among 
these are the likes of Google, 
Amazon, and Microsoft. In fact, 
Microsoft recently announced that 

can do that. Instead, it has built a portfolio of brands, each tar-
geting the diverse needs of di�erent social media segments. 

 laicos a rof ledom eht emaceb koobecaF ,no ylraE 
media network—a place where friends and family meet, 
share their stories, display their photos, pass along infor-
mation, and chronicle their lives. But as the platform grew, 
its interface remained a work in progress. The company 
added features to appeal to the varying needs of its rapidly 
diversifying user base. For example, it introduced Facebook 
Chat, an in-platform messaging service the let users more 
readily carry on conversations with other users or groups. 
As it became more popular, Facebook Chat morphed into 
the Messenger feature on the Facebook mobile app. Finally, 
Messenger became a standalone app, letting its overlap-
ping but separate segment of users send, receive, and react 
to messages, photos, and videos without logging on to 
Facebook. 

-eb ti ,sdnuob tuohtiw ylgnimees ,werg koobecaF sa tuB 
came almost too common to be cool for some users. As its 
user base began “aging up,” many teens and young adults 
started viewing Facebook as a place for the older gen-
eration. Although Facebook continued to grow, the younger 
generation—with its more visual and interactive orientations 
and broader set of social relationships—began shifting to 

   .elyts noitcaretni sti devres retteb taht aidem laicos rewen
-kat saw regnesseM sa neve ,taerht gniworg taht teem oT  

ing shape, in 2012 Facebook made a bold move. It stunned 
   gniyap yb dlrow hcet eht $1 illion  gnirahs-otohp eriuqca ot      

app Instagram. The purchase price was widely considered 
to be much too high. Instagram was less than two years old, 

   erem a dah dna ,seeyolpme 31 ylno dah illion       users com-
   neht s’koobecaF htiw derap billion       users. Besides, the critics 

claimed, Instagram was redundant to Facebook, which already 
provided multiple ways for users to share photos. 

 hcum a fo trap saw margatsnI ni tseretni s’koobecaF tuB 
broader vision. At the time, social media startups such as 
Twitter, Snapchat, and Instagram were growing rapidly. 
Facebook recognized that its core platform could not fully sat-
isfy the social media needs of all users and uses. Younger seg-
ments were flocking to the newer platforms, eager for a place 
where they could connect in their own styles and in places not 
frequented by their parents and other boomers. 

 htiw mroftalp a deriuqca koobecaF ,margatsnI htiW 
a young user base and brand image. It didn’t matter that 
Instagram was at the time primarily a photo-sharing service. 
Rather than incorporating Instagram as just another feature, 
Facebook maintained the app as an independent brand with its 
own youthful personality and users. And it poured resources 
into developing Instagram into a more complete social media 
platform. 

 eht dewollof koobecaF 
Instagram acquisition with yet 
another shocker. It bought stand-
alone messaging app WhatsApp 

   gnihsinotsa na rof $1 illion      —a 
figure roughly equal to Facebook’s 
total revenues in the previous year 

   tuoba gnitneserper dna ercent
of Facebook’s total value at the 
time. Once again, many analysts 

         Thanks to successful segmentation and targeting, Facebook/Meta’s four 
huge social media platforms—Facebook, Instagram, WhatsApp, and 
Messenger—now constitute four or the world’s top five social media 

  .sdnarb

  rvlsoft/Shutterstock   

 a detaerc sah )ateM( koobecaF 

differentiated portfolio of social media 

platforms that meet the diverse needs 

of multiple consumer segments. So far, 

its segmentation strategy has paid off 

handsomely. What’s next? 

46   PART 1 | Defining Marketing and the Marketing Process

Real Marketing 1.2 Zoom: A Winning Product and Agile Marketing 
in the Digital Age

1900 percent between December 2019 and 
September 2020!

Zoom’s primary appeal comes from its 
simplicity and the user-friendly experience 
it o�ers. The app is easy to get started with 
and the user interface is simple. The com-
pany prides itself on delivering happiness to 
its users by enabling them to connect with 
others, express ideas, and pursue future 
dreams and goals. Zoom has o�ered scal-
able and secure communication and col-
laboration solutions for individuals, small 
businesses, and large corporates alike. It has 
developed plans specifically tailored for dif-
ferent industries, including the  government, 
education sector, healthcare sector, finance 
sector, and IT sector, to o�er appropriate 
features and customer-support systems for 
their respective needs. As the usage and 
popularity of the app increased in the early 
days of the pandemic, the company contin-
ued to innovate, adding features to enhance 
the user experience. Some of its most popu-
lar capabilities preferred by its users include 
in-meeting chat, meeting recordings, screen-
sharing, breakout rooms, virtual back-
grounds, the raise-hand feature, remote sup-
port, personal meeting ID, the waiting room, 
and integration with Google and Outlook 
calendars.

Although Zoom reached unprecedented 
levels of popularity during the COVID-19 
pandemic, it was already on an impressive 
growth path before the coronavirus trig-
gered lockdowns 
and stay-at-home 
orders were en-
forced. It had already 
done the ground-
work for its exem-
plary success based 
on three key factors: 
1) having a strong 
customer focus as 
part of its DNA; 2) 
building an innova-
tive product that 
sells itself; and 3) 
spending on market-
ing and brand build-
ing. According to the 
founder and CEO 
of Zoom, Eric Yuan, 
“From the start, 
Zoom’s main focus 
had been to pro-
vide a cloud-based 
video conferencing 

platform that would exceed customers’ ex-
pectations and make them happy.” 

Zoom believed that they had to break 
out of the crowded market space populated 
by companies like Microsoft, Cisco, Adobe, 
Polycom, Citrix, and newcomers like 
Highfive and JoinMe. To build a product that 
can outsell the competition in a crowded 
market, Zoom always operated under the 
philosophy of being customer-driven, and 
it sought to provide a product that would 
provide the best user experience. Zoom 
gathered extensive customer feedback to 
understand customer needs and to develop 
features that match expectations.

One of the most successful aspects of 
Zoom’s marketing strategy has been o�ering 
a free version of the platform with up to 40 
minutes of free video conferencing. Along with 
the positive word of mouth it received, Zoom’s 
freemium model played a huge role in its cus-
tomer acquisition e�orts. Amid tough compe-
tition, getting customers to test the product is 
important, and a freemium product helped in 
achieving this for Zoom. Once a customer has 
tested Zoom and its features, they are often 
converted to loyal customers who transition 
from freemium to subscription plans.

Besides its focus on developing a 
 customer-driven product, Zoom emphasized 
brand building. It believed that it had to get 
the Zoom brand in front of as many people 
as possible. To that end, it targeted the ad-
venturous early adopters of the product who 

The COVID-19 pandemic triggered a sud-
den move to the digital world, with remote 
working, virtual learning, online consulta-
tions, and online socializing becoming the 
norm. The lockdowns and work-from-home 
requirements urged businesses to be nimble 
in responding to the fast-changing situation 
and to come up with ways to stay connected 
with their customers and employees. This 
propelled the need for e�cient communica-
tion tools and video conferencing platforms. 
Although many video conferencing apps like 
Skype, Cisco, Webex, and Google Meet 
existed, Zoom, which was already a major 
player in the video conferencing industry, 
came into the limelight in a matter of days 
during the pandemic.

Zoom was founded in 2011 by Eric Yuan 
and is headquartered in San Jose, California. 
Zoom is a cloud-based video communica-
tions app that enables its users to set up 
online video and audio conferences and we-
binars with live chats, screen-sharing, and 
other functions for e�cient virtual collabo-
ration. In 2019, it was listed on the Nasdaq 
stock exchanges. During the pandemic, 
Zoom quickly became the benchmark for 
video conferencing and a platform provid-
ing real-time collaborative communication 
for businesses, organizations, public bodies, 
schools, colleges, universities, and personal 
use around the world.

Before the pandemic, people normally 
imagined video conferencing as a serious 
corporate meeting with participants who 
could not be physically present in the board-
room. However, the coronavirus changed 
this perception within a few days as video 
calling became the means through which 
society operated. Millions of people across 
the globe who were locked in their homes 
resorted to using video conferencing to at-
tend not just work meetings but also birth-
day parties, school and college classes, 
virtual concerts, religious events, and even 
funerals. These unforeseen circumstances 
led to a race in the tech industry to fulfill 
the urgent communication needs of busi-
nesses and individual consumers. Some ex-
perts have commented that the accelerated 
adoption behavior exhibited by people is 
comparable to seven years’ worth of adop-
tion behavior as the market was pushed to 
plan, implement, and adopt a seven-year 
plan in two weeks. Zoom seemed to be 
the most ready to respond to the market 
needs. According to Business Insider, the 
usage of Zoom increased by a whopping 

Real-time marketing: Video conferencing app Zoom has 
made skillful use of real-time social media marketing to 
create a fresh, relevant brand personality and spark real-time 
engagement.
Seemanta Dutta/Alamy Stock Photo

Solving Teaching and 
Learning Challenges
Today’s marketing is all about creating customer 
value and engagement in a fast-changing, increas-
ingly digital and social marketplace. Marketing 
starts with understanding consumer needs and 
wants, determining which target markets the 
organization can serve best, and developing a 
compelling value proposition by which the orga-
nization can attract and grow valued consumers. 
Then, more than just making a sale, today’s mar-
keters want to engage customers and build deep 
customer relationships that make their brands a 
meaningful part of consumers’ conversations and 
lives.

In this digital age, marketers have a dazzling 
set of online, mobile, and social media tools for 
engaging customers anytime, anyplace to jointly 
shape brand conversations, experiences, and com-

munity. If marketers do these things well, they will reap the rewards in terms of market 
share, profits, customer advocacy, and customer equity. In the nineteenth edition of Prin-
ciples of Marketing, students learn how customer value and customer engagement drive 
every good marketing strategy.

Six Major Customer Value and Engagement Themes
The nineteenth edition of Principles of Marketing builds on six major customer value and 
engagement themes:

1.	 Creating value for customers in order to capture value from customers in return. To-
day’s marketers must be good at creating customer value, engaging customers, and manag-
ing customer relationships. In return, they capture value from customers in the form of 
sales, profits, customer advocacy, and customer equity. This innovative customer value 
and engagement framework is introduced at the start of Chapter 1 in a unique five-step 
marketing process model, which details how marketing creates customer value and cap-
tures value in return. The framework is carefully developed in the first two chapters and 
then fully integrated throughout the remainder of the text.

2.	 Customer engagement and today’s digital and social media. Digital, mobile, and social me-
dia have dramatically changed how companies and brands engage consumers, and how 
consumers connect and influence each other’s brand behaviors. The nineteenth edition 
thoroughly explores the exciting digital technologies that help brands to engage custom-
ers more deeply and interactively. It starts with two major Chapter 1 sections: Customer 
Engagement and Today’s Digital Media and The Digital Age: Online, Mobile, and Social Media 
Marketing. A completely restructured and revised Chapter 17 on Digital Marketing summa-
rizes the latest developments in digital marketing strategy and digital engagement tools. 
Chapters  13 and 17 discuss the massive shift toward digital and omni-channel buying  
and marketing. Everywhere in between, you will find revised and expanded coverage of 
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the exploding use of digital and social marketing 
tools.

3.	 Building and managing strong, value-creating 
brands. Well-positioned brands with strong 
brand equity provide the basis upon which to 
build customer value and profitable customer 
relationships. Today’s marketers must position 
their brands powerfully and manage them well 
to create valued brand experiences. The nine-
teenth edition provides a deep focus on brands, 
anchored by a Chapter  8 section on Branding 
Strategy: Building Strong Brands.

4.	 Measuring and managing return on marketing. 
Especially in uneven economic times and an un-
certain marketing environment, marketing man-
agers must ensure that their marketing dollars are 
being well spent. “Marketing accountability”—
measuring and managing marketing return on 
investment—has now become an important part 
of strategic marketing decision making. This em-
phasis on marketing accountability is addressed 
in Chapter  2, in Appendix 2 Marketing by the 
Numbers, and throughout the nineteenth edition.

5.	 Sustainable marketing around the globe. As 
technological developments make the world an 
increasingly smaller and more fragile place, mar-
keters must be good at marketing their brands 
globally and in sustainable ways. New material 
throughout the nineteenth edition emphasizes 

648

Marketing by the Numbers

Marketing managers are facing increased accountability for the financial implications of 
their actions. This appendix provides a basic introduction to measuring marketing finan-
cial performance. Such financial analysis guides marketers in making sound marketing 
decisions and in assessing the outcomes of those decisions.

The appendix is built around a hypothetical manufacturer of home automation  
products—Wise Domotics (“domotics” refers to information technology in the home). The 
company is introducing a device that allows users to control all internet-connected smart 
devices in their homes. Users will be able to control lighting, temperature, multimedia, 
security systems, appliances, windows and doors, phones, and any other smart devices in  
their homes that are connected to the internet. In this appendix, we will analyze the vari-
ous decisions Wise Domotics’s marketing managers must make before and after the new 
product launch.

The appendix is organized into three sections. The first section introduces pricing, break-
even, and margin analysis assessments that will guide the introduction of Wise Domotics’s 
new product. The second section discusses demand estimates, the marketing budget, and 
marketing performance measures. It begins with a discussion of estimating market poten-
tial and company sales. It then introduces the marketing budget, as illustrated through a 
pro forma profit-and-loss statement followed by the actual profit-and-loss statement. Next, 
we discuss marketing performance measures, with a focus on helping marketing managers 
to better defend their decisions from a financial perspective. In the third section, we analyze 
the financial implications of various marketing tactics.

Each of the three sections ends with a set of quantitative exercises that provide you 
with an opportunity to apply the concepts you learned to situations beyond Wise Domotics.

Pricing, Break-Even, and Margin Analysis
Pricing Considerations
Determining price is one of the most important marketing mix decisions. The limiting fac-
tors are demand and costs. Demand factors, such as buyer-perceived value, set the price 
ceiling. The company’s costs set the price floor. In between these two factors, marketers 
must consider competitors’ prices and other factors such as reseller requirements, govern-
ment regulations, and company objectives.

Most current competing home automation products sell at retail prices between $100 
and $500. We first consider Wise Domotics’s pricing decision from a cost perspective. Then 
we consider consumer value, the competitive environment, and reseller requirements.

Determining Costs
Recall from Chapter 9 that there are di�erent types of costs. Fixed costs do not vary with 
production or sales levels and include costs such as rent, interest, depreciation, and clerical 
and management salaries. Regardless of the level of output, the company must pay these 
costs. Whereas total fixed costs remain constant as output increases, the fixed cost per unit 
(or average fixed cost) will decrease as output increases because the total fixed costs are 
spread across more units of output. Variable costs vary directly with the level of produc-
tion and include costs related to the direct production of the product (such as costs of 
goods sold—COGS) and many of the marketing costs associated with selling it. Although 
these costs tend to be uniform for each unit produced, they are called variable because 
their total varies with the number of units produced. Total costs are the sum of the fixed 
and variable costs for any given level of production.

Wise Domotics has invested $16 million in refurbishing an existing facility to manu-
facture the new home automation product. Once production begins, the company esti-
mates that it will incur fixed costs of $18 million per year. The variable cost to produce each 

Fixed costs
Costs that do not vary with production  
or sales level.

Variable costs
Costs that vary directly with the level  
of production.

Total costs
The sum of the fixed and variable costs 
for any given level of production.

APPENDIX 2

Marketing by the Numbers  Evaluating Alternatives
One way that consumers can evaluate alternatives is to 
identify important attributes and assess how purchase alter-
natives perform on those attributes. Consider the purchase 
of a tablet. Each attribute, such as screen size, is given a 
weight to reflect its level of importance to that consumer. 
Then the consumer evaluates each alternative on each at-
tribute. For example, in the following table, price (weighted 
at 0.5) is the most important attribute for this consumer. The 
consumer believes that Brand C performs best on price, rat-
ing it 7 (higher ratings indicate higher performance). Brand B 
is perceived as performing the worst on this attribute (rating 
of 3). Screen size and available apps are the consumer’s 
next most important attributes. The operating system is the 
least important.

Importance Alternative Brands

Attributes Weight (e) A B C

Screen size 0.2 4 6 2

Price 0.5 6 3 7

Operating System 0.1 5 5 4

Apps available 0.2 4 6 7

A score can be calculated for each brand by multiplying the 
importance weight for each attribute by the brand’s score on 
that attribute. These weighted scores are then summed to deter-
mine the score for that brand. For example, =Score Brand A
× + × + × + × = + + +(0.2 4) (0.5 6) (0.1 5) (0.2 4) 0.8 3.0 0.5  
=0.8 5.1. This consumer will select the brand with the highest 

score.

the concepts of global marketing and sustainable marketing—meeting the present needs 
of consumers and businesses while also preserving or enhancing the ability of future gen-
erations to meet their needs. The nineteenth edition integrates global marketing and sus-
tainability topics throughout the text. It then provides focused coverage on each topic in 
Chapters 19 and 20, respectively. Both chapters are substantially restructured and revised 
in this edition for clarity and currency.

6.	 Marketing in the age of disruption. Disruptions in the marketing environment have 
always been around. There will be a constant flow of future disruptions, and the “new 
normal” will always be elusive and evolving. Throughout the nineteenth edition, you’ll 
find discussions and examples of how companies and brands are successfully meet-
ing disruptive challenges—from the digital revolution and large economic swings 
to new-age disruptive brands, the aftermath of the global COVID-19 pandemic, and 
wide-ranging environmental, social, and political movements. As a basic tenet of mar-
keting, to prosper in this age of disruption or even to survive, marketers must bend and 
adapt to fend off the threats and take advantage of the opportunities. They must learn to 
serve customers profitably in the face of constant change and uncertainty.

In-Text Teaching and Learning Features
Principles of Marketing provides a wealth of chapter-opening, within-chapter, and end-of-
chapter learning features that help students to learn, link, and apply major concepts.

•	 Integrated chapter-opening preview sections. The active and integrative opening spread 
in each chapter starts with an Objectives Outline that provides a helpful preview of 
chapter contents and learning objectives. Next, a Chapter Preview section briefly pre-
views chapter concepts, links them with previous chapter concepts, and introduces the 
chapter-opening story. Finally, a chapter-opening vignette—an engaging, deeply devel-
oped, illustrated, and annotated marketing story—introduces the chapter material and 
sparks student interest.

•	 Author comments and figure annotations. Throughout each chapter, author comments 
ease and enhance student learning by introducing and explaining major chapter sec-
tions and figures.
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•	 Reviewing and extending the concepts. Sections 
at the end of each chapter summarize key chap-
ter concepts and provide questions and exercises 
by which students can review and apply what 
they’ve learned. The Objectives Review section 
reviews major chapter concepts and links them 
to chapter objectives. The Key Terms section pro-
vides a helpful listing of chapter key terms by 
order of appearance to facilitate easy reference. 
Discussion Questions and Critical Thinking Exer-
cises sections provide discussion questions and 
critical thinking exercises that help students to 
keep track of and apply what they’ve learned in 
the chapter.

•	 Applications and cases. Sections at the end of 
each chapter provide brief Digital Marketing; 
Marketing Ethics; and Marketing by the Numbers 
applications cases that facilitate discussion of 
current  issues and company situations in ar-
eas such as mobile and social marketing, eth-
ics, and financial marketing analysis. Company 
Cases at the end of each chapter help students 
apply major marketing concepts and critical 
thinking to real company and brand situations. 
Each case now includes a small group exer-
cise that encourages students to debate among 
themselves and arrive at conclusions to key case  
issues.

116   PART 2 | Understanding the Marketplace and Consumer Value

Marketing Ethics Alexa Is HIPPA Compliant
Amazon’s Alexa AI virtual assistant is typically used to play 
music, answer questions, schedule tasks and appointments, 
shop, and manage smart home devices. In 2019, Alexa was 
certified as compliant with the Health Insurance Portability and 
Accountability Act of 1996 (HIPAA), a federal law requiring the 
creation of national standards to protect sensitive patient health 
information from being disclosed without the patient’s consent 
or knowledge. Developing the proper physical, administrative, 
and technical safeguards needed to keep health information se-
cure has allowed Alexa to expand into health care.

For example, Alexa has expanded into senior and assisted-
living communities. In addition to setting reminders to man-
age daily living activities such as grooming, homemaking, and 
leisure, Alexa has helped people manage health-care tasks in 
novel ways. Thus, Alexa is thriving in a fast-changing market. 
Being able to manage daily tasks and health care by voice can 
potentially benefit everyone. But there are multiple concerns on 

this front. And doing so through global tech giant Amazon invites 
additional ethical concerns such as whether and when the pur-
suit of profits trumps the goal of enhancing health care for Alexa 
users.

3-12 What are three pros and three cons of using Alexa 
devices for health care? (AACSB: Written and 
Oral Communication; Reflective Thinking; Ethical 
Understanding and Reasoning)

3-13 Consider the case where Alexa becomes a common 
and useful part of the  health-care ecosystem, leading 
to better-coordinated, higher-quality care for the Alexa 
user. In this situation, could the social divide between 
socioeconomic groups related to health-care access 
become even deeper? (AACSB: Written and Oral 
Communication; Information Technology; Reflective 
Thinking)

Marketing by the Numbers Targeting Americans 65 and Older
As marketers focus on Generation Z and its sizable purchasing 
power, another generation should not be forgotten: the aging baby 
boomers. The U.S. 65-and-older population will increase to almost 
100 million people by 2060. One reason for this trend is the sheer 
size of the cohort to begin with—76 million people born between 
1946 and 1964. Another major factor is that Americans are living 
longer. In 1950, the average life span was 68 years, but it is now 
78.7 years. And the life-span gap between men and women is de-
creasing because of reduced smoking rates among men. In addition 
to longer life spans, families are spreading out—as children embark 
on careers and start their own families, they are no longer staying 
close to their hometowns. These factors contribute to a greater 

need for caregiver support for the elderly. There is already a prolifera-
tion of services such as Visiting Angels and A Place for Mom. The 
number of Americans needing long-term care is expected to double 
by 2030, reaching 24 million individuals, where costs could reach 
$2 illion by 2030. The following chart shows the population es-
timates for the 65-and-over population for 2020, 2025, and 2030:

2020 2025 2030

Females & Males 56,051 65,227 73,137

Females 25,014 29,300 32,922

Males 31,037 35,925 40,215

APPLICATIONS AND CASES

Digital Marketing The Trendiness of Brand Support for Social Causes
Brand support for sociopolitical causes often seems trendy, 
leading critics to accuse brands of trying to cash in on causes. 
Research shows, however, that when firms express their val-
ues by supporting or opposing sociopolitical issues, their stock 
prices and sales decline. Research published by Bhagwat and 
colleagues in the Journal of Marketing analyzed 293 events initi-
ated by 149 firms across 39 industries and found that, on aver-
age, corporate social activism (CSA) elicits an adverse reaction 
from investors. Regardless of adverse reaction from investors, 
many brands continue to support sociopolitical causes. How 
companies design, support, and communicate CSA initiatives 
can be impactful.

3-10 Identify one brand that has supported a sociopoliti-
cal cause within the past five years and that has also 

benefited from that initiative. Research the sociopoliti-
cal cause and discuss how the brand communicated 
its position to customers. In particular, how did the 
company use the digital environment and digital media, 
including social media platforms, to support and com-
municate the initiative? How has the support evolved 
over time? (AACSB: Written and Oral Communication; 
Reflective Thinking)

3-11 The marketing environment is characterized by a diz-
zying array of social media and digital communications 
channels. How should companies think strategically 
about fully utilizing the capabilities of the digital environ-
ment in their CSA campaigns? (AACSB: Written and 
Oral Communication; Reflective Thinking)
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You’ve heard of DuPont, but can you name any product it 
makes? Probably not. DuPont makes a load of successful prod-
ucts. Since the early 1900s, DuPont has developed hundreds 
of products that have revolutionized a wide range of industries, 
from agriculture and textiles to plastics and paints. But they’re 
industrial brands that serve as ingredients or components for the 
goods people use every day.

How has DuPont succeeded in continually making revolu-
tionary advancements? For starters, DuPont has always been 
dedicated to achieving breakthroughs in science and technol-
ogy. DuPont’s mission is to put “science to work by creating 
sustainable solutions essential to a better, safer, healthier life for 
people everywhere.” From its earliest days, the company has 
been driven to discover solutions to the world’s most challeng-
ing problems, even when a profitable outcome isn’t apparent. 
It’s that mindset, instilled at the start by the company’s founder, 
that keeps DuPont focused on helping humanity thrive through 
science and technology.

From Gunpowder to Nylon
Founder Éleuthére Irénée du Pont arrived in the United States 
on January 1, 1800, fleeing the political turmoil in his native 
France. Only 18 years old, E. I. du Pont was already well edu-
cated and trained in advanced chemistry and the manufac-
ture of gunpowder. Although he had no intention of pursuing 
gunpowder production as a business, he quickly realized that 
 American-made gunpowder was very poor in quality and high 
in price. In fact, legend holds that du Pont decided to go into 
the gunpowder business in the United States during a hunting 
trip when his gun misfired. After some investigation into the 
gunpowder industry, du Pont deduced that the ingredients be-
ing used to produce gunpowder in the United States were not 
the problem. Rather, it was ine�ciencies in the refining process. 
In 1802, du Pont built two powder mills on the Brandywine Riv-
er in Delaware and established E. I. du Pont de Nemours and 
Company—DuPont for short. In so doing, he also laid the foun-
dation for a company that would a�ect the future of just about 
everything it did.

Throughout the 1800s, DuPont focused almost entirely on 
making explosives, developing a culture of discovery and never-
ending improvement. In the early 1900s, DuPont organized its 
research and development activities into two categories. Applied 
research laboratories focused on developing new products or 
finding new uses for existing ones. Basic research laboratories 
pursued solutions to scientific questions without any connection 
to specific  products or markets. Such research endeavors were 
a leap of faith—faith that changes in the  marketing environment 
and advancements in science would eventually open up new 
possibilities for DuPont discoveries.

rubber—and nylon, the world’s first truly synthetic fiber and one 
that stood up to both heat and solvents.

With nylon fiber in place, DuPont needed a commercial ap-
plication. Its target market? Women’s hosiery. Until the late 
1930s, women’s hosiery products were primarily made of 
silk, an ingredient that made them extremely delicate and very  
expensive. After the company perfected a suitable nylon cloth, 
the first nylon hosiery went on sale in May 1940. Nylon hosiery 
was a huge and instant success, evidenced by the long lines of 
women at stores across the country, forever changing the way 
people around the world dressed.

But the discovery of nylon was extremely important to DuPont 
internally as well. It proved that the company’s basic research R&D 
e�orts could pay o�. And the uses for basic discoveries such as 
nylon stretched well beyond one product line. For example, with 
the onset of World War II, DuPont found a host of national defense 
applications. It developed nylon for use in such products as para-
chutes and tires for B-29 bombers. These developments gave 
DuPont a leg up in the postwar economic boom. Nylon became 
the standard fiber for belting in car and truck tires. Developing 
new varieties, nylon staples and fibers revolutionized the carpet 
industry. Further developments created equally revolutionary ap-
plications for nylon in appliances, wire insulation, sporting gear, 
and home furnishings. And while nylon’s profitability diminished 
over time as competitors entered the market, it became one of 
DuPont’s most successful products ever. Today, DuPont remains 
the world’s leading producer of nylon products.

In Search of New Nylons
Because of DuPont’s commitment to open-ended basic re-
search, the continual growth and success of the firm have never 
been tied to the life cycle of a single product. If the revenue and 
profit growth of a successful product such as nylon slow down 
and even decline, DuPont has plenty of other products at vari-
ous stages of development and commercialization. The success 
of nylon gave DuPont a firm foothold in synthetic textiles. It also 
ushered in an era when DuPont began staking its future on the 
discovery of “new nylons.” DuPont’s commitment to both applied 
and basic research in textiles led to such game changing prod-
ucts as Orlon—an acrylic fiber that proved e�ective as a substi-
tute for wool in sweaters, pile fabrics, and carpeting; Dacron—a 
polyester fiber that set o� the wash-and-wear revolution of the 
1970s; and Lycra—an elastomeric fiber that stretches up to six 
times its original length and is found today in everything from yoga 
pants to business suits.

In addition to textile products found in consumer apparel 
items, DuPont’s basic research in developing fibers has produced 
numerous non-apparel applications for its synthetic fibers. In the 
1950s, DuPont researchers developed a flash-spinning process 

Company Case  DuPont: Improving Everyday Life by Solving the  
World’s Most Challenging Problems

Developing Employability Skills
•	 Real Marketing features. Each chapter contains a chapter-opening story and two 

deeply developed Real Marketing highlight features that provide in-depth looks at 
real brand marketing strategies and contemporary marketing issues. For example, 
students learn how Emirates Airline’s deep-down passion for creating customer val-
ue, engagement, and relationships earns customer patronage and loyalty in return. 
They see how brands like Wendy’s, Jollibee, and Zoom harness real-time market-
ing’s power to engage customers in the moment. They see what makes LinkedIn the 
place to be for B-to-B marketers; how Mayo Clinic has become a model for service 
quality; how luxury cosmetics brand L’Occitane en Provence builds success in the 
new marketing environments it has entered; and how brands ranging from Walmart 
and Target to beverage maker Keurig Dr Pepper have learned to deal with market-
ing in this age of disruption. They learn that artificial intelligence in marketing is 
now “a bigger deal than fire and electricity”; how brands are racing to establish 
spaces in the young but exploding marketing metaverse; and how marketers are 
incorporating diversity, equity, and inclusion values into the fabric of their brand 
identities and marketing. No other text brings marketing to life like the nineteenth 
edition of Principles of Marketing.

•	 Marketing Plan appendix. Appendix 1 contains a detailed sample marketing plan that 
helps students to apply important marketing planning concepts.

•	 Marketing by the Numbers appendix. An innovative Appendix 2 provides students with 
a comprehensive introduction to the marketing financial analysis that helps guide, as-
sess, and support marketing decisions. A new or revised exercise at the end of each text 
chapter lets students apply analytical and financial thinking to that chapter’s concepts 
and links the chapter to the Marketing by the Numbers appendix.

•	 Careers in Marketing. A newly revised Appendix 3 helps students to explore marketing 
career paths and lays out a process for landing a marketing job that best matches their 
special skills and interests.
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Instructor Teaching Resources
The nineteenth edition of Principles of Marketing comes with the following resources:
•	 Instructor’s Manual
•	 Test Bank
•	 Computerized TestGen
•	 PowerPoints
For more information and resources, please visit www.pearson.com.
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PART 1: Defining Marketing and the Marketing Process (Chapters 1–2)

The company has built a fast-growing and profitable hub-
based business model. It has successfully capitalized on its 
location—a small city-state strategically located to reach three-
fourths of the world population in a flight of fewer than eight 
hours. Emirates Airlines has become one of the leaders in the 

T
he Emirates Group operates across six continents and 
flies to 157 cities.  Headquartered in Dubai, UAE, the 
airline was founded in 1985 and has become one of the 
largest airlines in the world, employing over 45,000 

people across 172 different nationalities. 

EMIRATES’ Customer Value–Driven Marketing: Engaging Customers and Building 
a Brand Community

concepts and forming your own ideas about what they really 
mean to you will provide a solid foundation for all that follows.

Let’s start with a good story about marketing in action at 
Emirates, the largest international airline in the world and one 
of the best-known brands on the planet. Emirates’ success 
results from much more than just offering a way to connect 
people from Point A to Point B. It’s based on a customer-
focused marketing strategy by which Emirates creates cus-
tomer value through deep brand–customer engagement and 
close brand community with and among its customers. You’ll 
see this theme of creating customer value in order to cap-
ture value in return repeated throughout this chapter and the 
remainder of the text.

This first chapter introduces you to the 
basic concepts of marketing. We start with 
the question: What is marketing? Simply 

put, marketing is engaging customers and managing profitable 
customer relationships. The goal of marketing is to maximize 
long-term profitability by creating value for customers in order to 
capture value from customers in return. Next we discuss the five 
steps in the marketing process—from understanding customer 
needs to designing customer value–driven marketing strategies 
and integrated marketing mix programs to building customer 
relationships and recapturing value for the firm. Finally, we dis-
cuss the major trends and forces affecting marketing in this age 
of digital, mobile, and social media. Understanding these basic 

CHAPTER 
PREVIEW

OBJECTIVES OUTLINE
OBJECTIVE 1-1 Define marketing and outline the steps in the marketing process.

OBJECTIVE 1-2 Explain the importance of understanding the marketplace and customers and identify the five 
core marketplace concepts.

OBJECTIVE 1-3 Identify the key elements of a customer value–driven marketing strategy and discuss the 
marketing management orientations that guide marketing strategy.

OBJECTIVE 1-4 Discuss customer relationship management and identify strategies for creating value for 
customers and capturing value from customers in return.

OBJECTIVE 1-5 Describe the major trends and forces that are changing the marketing landscape in this age of 
relationships.

Marketing
Creating Customer Value and Engagement1
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CHAPTER 1 | Marketing: Creating Customer Value and Engagement   25

invests in traditional advertising, it now spends an increasing 
amount of its marketing budget on cutting-edge digital and 
social media marketing that interacts with customers to build 
brand engagement and community.

Emirates uses online, mobile, and social media mar-
keting to connect with its customers. Emirates also creates 
brand “tribes”—large groups of highly engaged users—with 
the help of social media platforms such as Facebook, Twitter, 
Instagram, YouTube, and Pinterest. For example, the main 
Emirates Facebook page has almost 11 million likes. The 
Emirates Twitter page adds another 1.5 million; the Emirates 
Instagram page has 6.2 million followers, making it the larg-
est in the industry; and the company’s LinkedIn page has 2.5 
million followers, also no. 1 in the airline business. Emirates’ 
social media presence engages customers at a high level, gets 
them talking with each other about the brand, and weaves 
the brand into their daily lives through cross-media cam-
paigns that integrate digital media with traditional tools to 
connect with customers. A compelling example is the com-
pany’s “Hello Tomorrow” campaign. Launched in 2012, it 
targeted travelers seeking new experiences and cultures 
and sought to position the airline as a lifestyle choice that 
would connect people with different cultures worldwide, in-
spiring new conversations on food, fashion, art, and music. 
The campaign was launched in over 80 markets around the 
world and featured print, TV, and digital advertising, includ-

ing iconic billboards in New York’s 
Times Square and Milano Centrale 
railway station. According to Sir 
Maurice Flanagan, the found-
ing CEO of Emirates and former 
executive vice-chairman of The 
Emirates Group, Emirates is not 

global aviation sector through its innovations, modern fleet, 
and customer-focused strategies. 

From the outset, Emirates has sought to ensure that it 
not only provides high-quality service but is also innovative, 
contemporary, and customer-oriented. To that end, the airline 
has pursued a customer-focused value proposition through a 
combination of products, services, and experiences, custom-
ized for each market at each destination. This approach has 
led to an array of product offerings such as exclusive lounges 
for its clientele and its onboard Information, Communication, 
and Entertainment (ICE) system—an all-in-one communica-
tions device accommodating customer needs such as surfing 
the internet, emailing, and even calling a landline while in the 
airplane. 

The Skywards Program, the airline’s frequent traveler 
loyalty program, is an important part of the airline’s suc-
cess in building strong customer relationships. Through this 
program, the first of its kind in the industry, members earn 
miles using four basic inputs: route, fare type, class, and 
tier, and a “miles accelerator feature” offers bonus miles on 
specific flights, thereby boosting turnover on flights that are 
not full.

Emirates has launched a range of customer service 
 initiatives that support differentiation from other airlines, 
including Dubai Connect, an incentive for premium-class 
passengers that offers free luxury hotel accommodation, 
meals, ground transportation, and visa costs in Dubai. 
Another differentiating element of its customer service is 
Chauffeur Drive, a service offered to customers flying first 
class or business class. Emirates chauffeurs collect custom-
ers from their doorstep or stand by to take them to their final 
destination as soon as they land. This destination could be 
the customer’s hotel, their next meeting, their favorite res-
taurant, or even the course for a round of golf. The service is 
available in over 70 cities worldwide.

Before the COVID-19 pandemic, most airlines would re-
duce their fares to remain competitive, but Emirates contin-
ued to maintain its fares and get good returns. This was due 
to its customer value–driven marketing approach and its ser-
vice proposition, for which customers were willing to pay a 
premium. Where competitors emphasized low prices or well-
maintained aircraft, Emirates built customer engagement 
and relationships. Beyond the functional benefit of air travel, 
Emirates marketed its services as “The Emirates Experience,” a 
genuine passion for comfort and attention to detail. Customers 
didn’t just fly Emirates; they experienced it.

Recognizing the impact of vari-
ous kinds of digital technology on 
the marketing landscape, Emirates 
is focusing on creating a new kind 
of customer  relationship—deeper, 
more personal, and more engag-
ing. Although the airline still 

Emirates is not just offering a way to 
connect people from Point A to Point B 
but aims to be the catalyst to connect with 
people’s dreams, hopes, and aspirations.

Emirates has emphasized customer engagement and relationships, 
and customers are willing to pay a premium for “The Emirates 
Experience.”
Iain Masterton/Alamy Stock Photo
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TODAY’S SUCCESSFUL COMPANIES have one thing in common: Like Emirates, 
they are strongly customer-focused and heavily committed to marketing. These companies 
share a passion for satisfying customer needs in well-defined target markets. They moti-
vate everyone in the organization to help build lasting customer relationships based on 
creating value.

Customer relationships and value are especially important today. Facing dramatic tech-
nological advances and deep economic, social, and environmental disruptions, today’s cus-
tomers are reassessing how they engage with brands. New digital, mobile, and social media 
developments have revolutionized how consumers shop and interact, in turn calling for new 
marketing strategies and tactics. It’s now more important than ever to build strong customer 
engagement, relationships, and advocacy based on real and enduring customer value.

We’ll discuss the exciting new challenges facing both customers and marketers later in 
the chapter. But first, let’s introduce the basics of marketing.

What Is Marketing?
OBJECTIVE 1-1 Define marketing and outline the steps in the marketing process.

Marketing, more than any other business function, deals with customers. For example, 
Amazon dominates the online marketplace by creating a world-class online buying  
experience that helps customers to “find and discover anything they might want to buy 
online.” Facebook has attracted more than 2.9 billion monthly active web and mobile users 
worldwide by helping them to “connect and share with the people in their lives.” And 
Starbucks dominates the U.S. out-of-home coffee market by “creating a culture of warmth 
and belonging, where everyone is welcome.”2

just offering a way to connect people from Point A to Point 
B but wants to be the catalyst to connect people’s dreams, 
hopes, and aspirations by bringing people and cultures 
closer and creating relevant and meaningful experiences that 
are shaping the world.

To reach a wider audience, Emirates started global 
collaborations with the BBC, CNN, and Yahoo for various 
series and campaigns like Collaboration Culture, Fusion 
Journeys, and Inspired Culture. These collaborations en-
couraged travel and discovering global cultures through art, 
music, food, and different experiences. In 2018, the brand 
launched its new slogan, “Fly Better,” which showcased its 
differentiation and efforts to provide its customers with an 
enhanced travel experience. The campaign showcased the 
airline’s updated award-winning inflight entertainment 
system and its wide network of global destinations, from 
Kenya to Paris. 

The coronavirus pandemic impacted airlines around 
the world and caused many of them to slash their marketing 
budgets. Although Emirates also cut its marketing expenses 
by a third, it continued to reach out and connect with its 
customers to keep them engaged. It launched various cam-
paigns to motivate its staff, customers, and community to 
spread a message of hope and of overcoming challenges. At 
a time when people were nervous about air travel, Emirates 

developed various campaigns to inform its customers about 
the precautionary measures it had adopted for their health 
and safety as well as of its employees. One of its most popu-
lar campaigns during the pandemic was the We Are on Top 
of the World advertisement, which showed one of its flight 
attendants standing at the top of the world’s tallest build-
ing, the Burj Khalifa, in the city of Dubai. Through the ad, 
the airline celebrated the opening of popular travel routes 
and communicated to the world that Dubai had opened its 
borders—and Emirates was ready to fly them. 

Over the years, Emirates has received various awards 
and accolades, including the World’s Most Valuable Airline 
Brand and the Middle East’s Most Valuable Brand by Brand 
Finance (2014), the TripAdvisor Travelers’ Choice Awards 
(2019), the Business Traveler Middle East Awards (2019), and 
the World’s Best Airline and Best In-Flight Entertainment 
at Skytrax for 12 successive years. Even the coronavirus 
pandemic couldn’t buck the trend, with Emirates receiv-
ing awards such as Leading Airline First Class; Leading 
Airline – Brand; Leading Airline Lounge – Business Class, 
and Leading Airline – Rewards Programme for its Skywards 
program at the World Travel Award 2021. Amid global avia-
tion’s most challenging times, Emirates thus continued 
to demonstrate commitment, authenticity, relevance, and 
differentiation.1

Pause here and think 
about how you’d answer 

this question before studying 
marketing. Then see how your answer 
changes as you read the chapter.

Author 
Comment
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Sound marketing is critical to the success of every organi-
zation. Large for-profit firms such as Apple, Target, Coca-Cola, 
Procter & Gamble, Google, and Microsoft use marketing. But 
so do not-for-profit organizations, such as colleges, hospitals, 
museums, symphony orchestras, and even churches.

You already know a lot about marketing—it’s all around 
you. Some marketing comes to you in good-old traditional 
forms: You see it in the abundance of products at your nearby 
shopping mall and the ads that fill your TV screen, spice up 
your magazines, or stuff your mailbox. In recent years, mar-
keters have assembled a host of newer marketing approaches, 
everything from imaginative websites and smartphone apps 
to online videos and social media. These new approaches do 
more than just blast out messages to the masses. They reach 
you directly, personally, and interactively. Today’s marketers 
want to become a part of your life and enrich your experiences 
with their brands. They want to help you live their brands.

At home, at school, where you work, and where you play, 
you see marketing in almost everything you do. Yet there is 
much more to marketing than meets the consumer’s casual 

eye. Behind it all is a massive network of people, technologies, and activities competing 
for your attention and purchases. This book will give you a complete and contemporary 
introduction to the key concepts and practices of modern marketing. In this chapter, we 
begin by defining marketing and the marketing process.

Marketing Defined
What is marketing? Many people think of marketing as only selling and advertising. We 
are bombarded every day with TV commercials, online pitches, catalogs, and spiels from 
salespeople. However, selling and advertising are only the tip of the marketing iceberg.

Today, marketing must be understood not in the sense of making a sale—“telling and 
selling”—but in the sense of satisfying customer needs. If marketers engage consumers  
effectively, understand their needs, develop products that provide superior customer 
value, and price, distribute, and promote them well, these products will sell easily. In fact, 
according to management guru Peter Drucker, “The aim of marketing is to make selling 
unnecessary.”3 Selling and advertising are only part of a larger marketing mix—a set of 
marketing tools that work together to engage customers, satisfy customer needs, build 
customer relationships, and ultimately help drive the company’s profits.

Broadly defined, marketing is a social and managerial process by which individuals 
and organizations obtain what they need and want through creating and exchanging value 
with others. In a narrower business context, marketing involves building profitable, value-
laden exchange relationships with customers. Hence, we define marketing as the set of 
strategies and activities by which companies acquire and engage customers, build strong 
customer relationships, and create superior customer value in order to capture value from 
customers in return.4 The threefold goals of marketing are to attract new customers by 
promising superior value, keep and grow current customers by delivering the promised 
value, and help drive long-term company profitability by recapturing some of the deliv-
ered value from satisfied and loyal customers.

The Marketing Process
 Figure 1.1 presents a simple, five-step model of the marketing process for creating 

and capturing customer value. In the first four steps, companies work to understand con-
sumers, create superior customer value, and build strong customer relationships. In the 
final step, companies reap the rewards of creating superior customer value. By creating 
value for consumers, they in turn capture value from consumers in the form of sales, prof-
its, and long-term customer equity—the value of the customer to the company.

In this chapter and the next, we examine the steps of this simple model of market-
ing. In this chapter, we review each step but focus more on the customer relationship 

Marketing
The set of strategies and activities by 
which companies acquire and engage 
customers, build strong customer 
relationships, and create superior 
customer value in order to capture value 
from customers in return.

Marketing is all around you, in good-old traditional forms and 
in a host of newer forms, from websites and mobile apps to online 
videos and social media.
Cathy Yeulet/123RF
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28   PART 1 | Defining Marketing and the Marketing Process

steps—understanding customers, engaging and building relationships with customers, 
and capturing value from customers.  In   Chapter    2   , we look more deeply into the second 
and third steps—designing value-creating marketing strategies and constructing market-
ing mix programs.

   Understanding the Marketplace and Customer Needs  
     OBJECTIVE    1- 2  Explain the importance of understanding the marketplace and 
customers and identify the five core marketplace concepts.    

 As a first step, marketers need to understand customer needs and wants and the marketplace 
in which they operate. We examine five core customer and marketplace concepts: (1) needs, 
wants, and demands; (2) market offerings (products, services, and experiences); (3) value 
and satisfaction; (4) exchanges and relationships; and (5) markets. 

   Customer Needs, Wants, and Demands  
 The most basic concept underlying marketing is that of human needs. Human   needs  are 
states of felt deprivation. They include basic physical needs for food, clothing, warmth, 
and safety; social needs for belonging and affection; and individual needs for knowledge 
and self-expression. Marketers did not create these needs; they are a basic part of who we 
are as humans.  

Wants  are the form human needs take as they 
are shaped by culture and individual personality. 
An American needs food but may want roast tur-
key with all the fixings, followed by pumpkin pie. A 
person in Papua, New Guinea, needs food but may 
want taro, rice, yams, and pork, followed by banana 
cake with chocolate-coconut sauce. When backed by 
buying power, wants become   demands . Given their 
wants and resources, people demand products and 
services with benefits that deliver the most value and 
satisfaction.   

 Companies go to great lengths to learn about and 
understand customer needs, wants, and demands. 
They conduct consumer research, analyze mountains 
of customer data, and observe customers as they shop 
and interact, offline and online. People at all levels of 
the  company—including top management—should 
stay close to customers.   
the  company—including top management—should 

For example, Starbucks 
CEO Kevin Johnson regularly spends time in Starbucks 
stores, working the counter, brewing coffee, handing 
out orders, wiping tables, and chatting with customers. 
Johnson wants to be certain that he understands “what 
it means to be human in a digital age and what that 
means for the future of Starbucks.” Amazon founder 

    Needs  
  States of felt deprivation.    

    Wants  
   The form human needs take as they 
are shaped by culture and individual 
personality.    

    Demands  
  Human wants that are backed by buying 
power.    

Create value for customers and
build customer relationships

Capture value from
customers in return

Engage customers,
build profitable

relationships, and
create customer

delight

Construct an
integrated 

marketing mix
that delivers

superior value

Understand the
marketplace and
customer needs

and wants

Design a
customer value-
driven marketing

strategy

This important figure shows marketing in a nutshell. By creating value for customers,
marketers capture value from customers in return. This five-step process forms the
marketing framework for the rest of the chapter and the remainder of the text.

Capture value
from customers to
create profits and
customer equity

FIGURE    1. 1 
 The Marketing Process: 
Creating and Capturing 
Customer Value    

 Creating value for 
customers is central to 

any marketing strategy. So, as the 
first step in the marketing process, 
the company must fully understand 
customers and the marketplace. This 
deep understanding will guide the 
customer value creation process. 

Author
Comment  

 Staying close to customers: Starbucks CEO Kevin Johnson regularly 
spends time in local Starbucks stores, working the counter, brewing 
coffee, handing out orders, wiping tables, and chatting with customers. 
He wants to understand “what it means to be human in a digital age.” 
   AP Photo/Ted S. Warren   
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and executive chair Jeff Bezos had a customer-facing email address that helped him identify 
customer concerns. “I see most of those emails,” said Bezos, “and I forward them, some of 
them—the ones that catch my eye.” Similarly, to see up close what their customers experi-
ence, Airbnb’s CEO Brian Chesky and his co-founder Joe Gebbia regularly stay at the com-
pany’s host locations, making sure they live up to the company’s lofty vision. Such personal 
visits help the pair to shape new customer solutions based on real user experience.  5      

      Market Offerings—Products, Services, Solutions, and Experiences  
 Consumers’ needs and wants are fulfilled through    market offerings —some combination of 
products, services, solutions, and experiences offered to a market to satisfy a need or a want. 
Market offerings are not limited to physical products. They include services—activities or 
benefits offered for sale that are essentially intangible and do not result in the ownership of 

 anything. Examples include banking, airline, hotel, retailing, and 
home repair services. They include solutions—combinations of 
products and services offered that solve customer problems in 
their entirety, as when a tour company provides end-to-end va-
cation planning and execution for a family. And they include 
 experiences—offerings that are designed to create customer jour-
neys with memorable customer touch points. 

  More broadly, market offerings also include other entities, such 
as persons, places, organizations, information, ideas, and causes. as persons, places, organizations, information, ideas, and causes. 

For example, Singapore’s Land Transport Authority (LTA) runs 
various campaigns that promote road safety ideas. Cycling has be-
come a popular commuting option in Singapore, but there have 
been a number of accidents involving cyclists and other vehicles 
on the roads. In response, the LTA launched the #SaferRoadsForAll 

    Market offerings  
  Some combination of products, services, 
solutions, and experiences offered to a 
market to satisfy a need or want.    

campaign, which featured a video to increase public understanding 
of the rules and guidelines that motorists and cyclists should follow 
to maintain road safety. The campaign promoted the idea that users 
should show care on the roads they share and included messages 
for cyclists and motorists to be more considerate of other commut-
ers and to follow the rules and guidelines.  6      

   Many sellers make the mistake of paying more attention to the specific  products they 
offer than to the benefits and experiences produced by these products. These sellers suffer 
from    marketing myopia . They are so focused on their products that they focus only on ex-
isting wants and lose sight of underlying customer needs.  7   They forget that a product is only 
a tool to solve a consumer problem. As famously emphasized by marketing guru Theodore 
Levitt: “People don’t want to buy a quarter-inch drill. They want a  quarter-inch hole.” Myopic 
sellers will have trouble if a new product comes along that serves the customer’s need better 
or less expensively. The customer will have the same  need  but will  want  the new product. 

  Smart marketers look beyond the attributes of the products and services they sell. By 
orchestrating several services and products, they create brand experiences for consumers. 
For example, every hospitality chain seeks to provide a clean, safe, comfortable room for 
guests. But the most successful hospitality businesses know that they offer much more than 
just basic places to stay. They offer unique experiences built around their brand’s position-
ing. That’s how the Mahali Mzuri safari camp—located in Kenya’s renowned Masai Mara 
National Reserve—earned the title of “#1 hotel in the world” (see   Real Marketing 1.1 ). 

 As another example, Apple’s highly successful retail stores don’t just sell the com-
pany’s products. They create an engaging Apple brand experience:  8

  Apple’s retail stores are very seductive places, where “life-feels-good” experiences abound. The 
store design is clean, simple, and just oozing with style—much like an Apple iPad or a feather-
weight MacBook Air. The bustling stores feel more like community centers than retail outlets, 
with crowds of customers sampling the goods and buzzing excitedly about all things Apple. The 
stores encourage a lot of purchasing, to be sure. But they also encourage lingering, with tables 
full of fully functioning Macs, iPads, iPhones, and Apple Watches sitting out for visitors to try 
and dozens of laid-back Apple employees close at hand to answer questions and cater to every 
whim. The stores offer expert technical assistance at the Genius Bar and a full schedule of work-
shops where customers at all experience levels can learn about their Apple devices and explore 
their creative sides. You don’t just visit an Apple store—you experience it in a way that no other 

    Marketing myopia  
  The mistake of paying more attention to 
the specific products a company offers 
than to the benefits and experiences 
produced by these products.    

 Marketing ideas and causes: Singapore’s Land Transport 
Authority runs various campaigns to increase road safety.  
Arterra Picture Library/Alamy Stock Photo.   
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Marketing experiences: When it comes to delivering unforgettable experiences, few 
travel and hospitality businesses can match Kenya’s Mahali Mzuri safari camp, recently 
named by Travel Leisure+  magazine as the “#1 hotel in the world.”
Adam Slama

Real Marketing 1.1 Mahali Mzuri: An Immersive Experience at the 
World’s Number-One Hotel

everything else. Maasai traditions and culture 
are respectfully interwoven into the camp ex-
perience. As guests arrive, they are greeted 
by young Maasai women and elders who 
dance and sing traditional songs of greet-
ing and by Maasai warriors whose traditional 
jewelry makes an unforgettable sound. The 
guest tents, designed to look like Maasai 
shields, nestle seamlessly into the natural 
landscape to provide a feeling of being at 
one with the African bush. Built on platforms 
and situated on a ridge above a river, they sit 
just high enough to provide both exceptional 
views and safety from wandering wildlife.

As guests check in, it becomes immediately 
apparent that a stay at the Mahali Mzuri safari 
camp hardly qualifies as “camping.” As one 
guest put it, “Yes, your suite is a ‘tent’ but it’s 
like camping on steroids.” The luxurious guest 
“tents” are in fact spacious tented suites, with 
handsome furnishings made by local Maasai 
people. The en-suite stylish bathrooms feature 
dark wood trim and contemporary fittings, in-
cluding a large walk-in shower and a claw-foot 
bathtub. Each suite comes stocked with all the 
amenities of a modern luxury hotel room—a 
Bose sound system, a Nespresso machine, 
a fridge, a minibar, and Africology bath prod-
ucts. A centrally located main tent serves as a 
central gathering place. It’s home to a relaxing 
lounge furnished with leather sofas, cowhide 
rugs, and velvet armchairs arranged around an 
open fireplace, library, and entertainment area 

featuring satellite TV and Wi-Fi. The main tent 
also houses the camp’s lavish 36-foot infinity-
edge swimming pool and full-service spa.

The all-inclusive Mahali Mzuri experi-
ence also includes world-class dining un-
like any elsewhere in the world. Using locally 
sourced produce, chefs create authentic and 
mouthwatering Kenyan dishes such as ugali 
(a flour porridge), sukuma wiki (sautéed col-
lard greens), and pilau (a rice dish) as well 
as dishes influenced by international cui-
sine. Gracious, well-trained staff serve these 
eye-and-palate-pleasing meals to guests on 
private decks, at large tables in the common 
dining tent, and even in the open bush dur-
ing game drives. Exclaims another guest, an 
experienced world traveler, “the food is better 
than most Michelin-rated restaurants and the 
service will consistently knock your socks off.”

The Mahali Mzuri’s stunning location and 
opulent accommodations, however, are only 
the backdrop to the most essential Mahali 
Mzuri “world’s-best” experience—an introduc-
tion to the wildlife and culture of Kenya’s savan-
nah. A stay at the Mahali Mzuri includes two 
safari game drives per day, led by expert local 
guides, giving guests unique and exciting van-
tage points for spotting animals. Game drives 
provided by most safari operators compete 
with each other for positioning when they ob-
serve wildlife. But in the privately owned Olare 
Motorogi Conservancy, Mahali Mzuri guests 
usually have the animals all to themselves.

At their core, all lodging businesses have one 
basic thing in common: They provide people 
with places to stay when they travel away 
from home. But the best hospitality busi-
nesses know that they offer much more than 
just basic accommodations. They offer expe-
riences built around those accommodations.

On the one hand, it might be the “Best Bang 
for Your Buck” experience offered by America’s 
Best Value Inn—clean, safe, comfortable, 
well-located accommodations where travelers 
get “an honest stay and reliable service.” On 
the other hand, it might be “The Ritz-Carlton 
Experience”—a truly memorable one that “en-
livens the senses, instills well-being, and fulfills 
even the unexpressed wishes and needs of our 
guests.” Or it might be a unique Airbnb experi-
ence in which guests “live like a local.”

When it comes to delivering unique and 
unforgettable experiences, few travel and 
hospitality businesses can match Kenya’s 
Mahali Mzuri safari camp, recently named by 
Travel Leisure+  magazine as the “#1 hotel in 
the world.” The unique Mahali Mzuri experience 
is forged from a combination of inspired natural 
surroundings, unsurpassed accommodations 
and service, and memorable adventures.

Mahali Mzuri is located in Kenya’s Masai 
Mara National Reserve, one of Africa’s most 
famous and important wildlife conserva-
tion and wilderness areas. Maasai Mara is 
renowned for its exceptional year-round 
concentrations of wildlife, including African 
bush elephants, giraffes, lions, leopards, 
and cheetahs. Named one of the “Seven 
New Wonders of the World,” by ABC’s Good 
Morning America, the reserve’s 600 square 
miles also play host to the more than 2 million 
wildebeests, zebras, and antelopes that make 
up the famous Great Migration. Winding its 
way through the reserve, the Mara River is 
home to dense thickets, large rafts of hippos, 
enormous crocodiles, endangered black rhi-
nos, and more than 450 species of birds.

Living up to its name—Mahali Mzuri means 
“beautiful place” in Swahili—the safari camp is 
strategically located in the smaller, more ex-
clusive, and privately owned Olare Motorogi 
Conservancy on the northern border of the 
national reserve. One of only five safari camps 
located in the conservancy, the eco-friendly 
Mahali Mzuri camp not only minimizes its en-
vironmental impact but also creates exclusive 
and authentic African bush experiences.

In line with its eco-friendly mission, the 
Mahali Mzuri’s camp is small, with only 12 
guest “tents” and room for a maximum of 24 
guests at any given time. But what the Mahali 
Mzuri lacks in size it makes up for with, well, 
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