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Praise for the Book

This latest edition provides additional improvements to an already outstanding textbook.
Marketing Management: An Asian Perspective is the number one textbook in its category. It is
filled with up-to-date examples and mini-cases of marketing practices in Asia. In addition,
this textbook contains data on Asia (such as on population trends, languages, religions, and
economics) which is not found in any other textbook. Furthermore, the illustrations of print
advertising along with TV commercial storyboards enable the reader to understand both the
creation and the execution of promotional campaigns targeting various Asian markets.

The new chapter “Adapting Marketing to the New Economy” is a significant and helpful
addition in this edition. Using up-to-date cases such as NTT DoCoMo, Priceline.com, the
Roman Catholic Church in the Philippines, Cathay Pacific’s Asia Miles Program, Kyobo Books
in Korea, Mustafa’s in Singapore, and Aetna Malaysia, this chapter demonstrates the successful
use of electronic commerce in developing innovative marketing strategies in Asia.

1 highly recommend Marketing Managenent:An Asian Perspective, third edition, to anyone
interested in learning about contemporary marketing management practices in Asia.

Howard Combs

Professor of Marketing and Chair
Department of Marketing

San Jose State University

This third edition continues the excellence of the previous editions. The authors fit
contemporary marketing management issues into the unique nature of Asian markets through
a variety of techniques. New and updated examples are provided throughout the entire text
and bring to life the practice of marketing in Asia. End-of-chapter exercises and feature boxes
further add to the understanding of Asian marketing practices. The student will appreciate
the unique challenges of conducting market research, branding, promoting, pricing, and
distributing goods and services in Asian cultures and have a contemporary framework to
guide further study in marketing. The importance and application of 21st century marketing
practices such as branding, customer relationship management, internet marketing, and
marketing research to Asian markets is an important feature of this text.

Michael |. Houston
Curtis L. Carlson School of Management
University of Minnesota

In the age of globalization, understanding the specifics of world markets is essential for anyone
engaged in international business. Equally important will be a knowledge of the customer
vocabulary and concepts behind marketing. Now in its third edition, Marketing Management:
An Asian Perspective provides an excellent example of segmentation, targeting, and positioning,
one of the central themes in the field. The Segment: Asia. The Target: Marketers throughout
the world interested in Asian business markets. The Positioning: Providing the tools to address
the challenges and issues faced by these marketers.

Professors Philip Kotler, Swee Hoon Ang, Siew Meng Leong, and Chin Tiong Tan have
done a tremendous job of tying the content of this book together with the rapid development
of 21st century marketing management. They take the reader from the fundamental concepts
to a new economy issues in an organized and systematic manner.

Everyone trying to better understand marketing in the Asian markets, no matter what
country or culture, should have this book close at hand. It uniquely mixes theory and practice,
using both models and real-world examples, to help the reader visualize the various techniques
or practices needed to market products and services.




Professor Kotler and his team of authors have attempted to answer almost any and all of
the questions that the reader, whether a neophyte or an experienced professional, could possibly
have about marketing with this book. They have also provided the added benefit of being
targeted to Asia.

Dipak C. Jain

Dean

Kellogg School of Management
Northwestern University

Marketing Management:An Asian Perspective is a marvelously comprehensive examination of
marketing that is filled with rich concepts and insightful examples and case studies. Highly
relevant and practical, it will undoubtedly make you a better marketer in the Asian market or
anywhere, for that matter.

Kevin Lane Keller

E.B. Osborn Professor of Marketing
Amos Tuck School of Business
Dartmouth College

Marketing Management:An Asian Perspective, third edition, is a treasure chest. It offers valuable

insights into Asian marketing management practices and abounds with real marketing
examples and classic mini-cases. Excellent work!

Vijay Mahajan

Dean

Indian School of Business

Marketing Management by Professor Kotler is the worldwide standard as a marketing textbook.
And the Asian edition is the best marketing textbook for Asian markets. The work is
comprehensive, educational, and fun to read. Most important, through its new edition, it
contains relevant concepts and examples for marketing in Asia today.

Bernd Schmitt
Professor, Columbia Business School
Director, Center on Global Brand Leadership

As a long time user of Kotler’s books on Marketing Management and its Asian editions, | am
very delighted to see the timely release of the third edition. This book provides an excellent
integration of the fresh thinking about marketing in the Digital Age with the marketing
fundamentals, as well as a balanced presentation of the global trend and an Asian perspective
in the book. I am glad that we now have a classic textbook with enough fresh concepts and
examples to keep up with the fast changing business environment.
The restructuring of some of the chapters also makes it more consistent with the logical
sequence of a course on marketing management.
Tu Ping
Associate Dean and Professor of Marketing
Guanghua School of Management
Peking University




Voull Ly 1w ore” +Mk51‘
'ﬂ"fﬂ"‘di' R"’)‘-/Objn?;o %— l”"oh"

MARKETING

MANAGEMENT
AN ASIAN PERSPECTIVE

Third Edition

Philip Kotler
Swee Hoon Ang
Siew Meng Leong i
Chin Tiong Tan (/' M

PEARSON

————

Prentice
Hall

Singapore London New York Toronto Sydney Tokyo Madrid
Mexico City Munich Paris Capetown Hong Kong Montreal




Published in 2003 by

Prentice Hall

Pearson Education Asia Pte Ltd
23/25 First Lok Yang Road
Singapore 629733

Pearson Education offices in Asia: Bangkok, Beijing, Hong Kong,
Jakaria, Kuala Lumpur, Manila, New Delhi, Seoul, Shanghai,
Singapore, Taipei, Tokyo

Original English language edition. Marketing Management: Analysis,
Planning, Implementation, and Control, 11th edition (by Philip
Kotler), published by Pearson Education, Inc. Copyright © 2003 by
Pearson Education, Inc., Upper Saddle River, NJ 07458

Printed in Singapore

5 4 3 2 1
07 06 05 04 03

ISBN 0-13-106625-0
[SBN 0-13-100135-3 (pbk)

Copyright © 2003, 1999, 1996 by Pearson Education Asia Pte Ltd. All
rights reserved. This publication is protected by Copyright and permission
should be obtained from the publisher prior to any prohibited reproduction,
storage in a retrieval system, or transmission in any form or by any means,
electronic, mechanical, photocopying, recording, or likewise. For information
regarding permission(s). write to: Rights and Permissions Department.

PEARSO

Prentice
Hall (58.8
MAR

#1708




Brief Contents

Preface xix
Acknowledgments xxiv
About the Authors xxvi

PART 1. Understanding Marketing Management 1

1. Defining Marketing for the Twenty-First Century 1
2. Adapting Marketing to the New Economy 33
3. Building Customer Satisfaction, Value, and Retention 55

PART 2. Analyzing Marketing Opportunities 84

4. Winning Markets Through Market-Oriented Strategic Planning 84
. Gathering Information and Measuring Market Demand 116

. Scanning the Marketing Environment 146

Analyzing Consumer Markets and Buyer Behavior 170

. Analyzing Business Markets and Business Buying Behavior 204

. Dealing with the Competition 228

10. Identifying Market Segments and Selecting Target Markets 268

© o N !

PART 3. Developing Market Strategies 296

11. Positioning and Differentiating the Market Offering Through the Product Life Cycle 296
12. Developing New Market Offerings 337
13. Designing Global Market Offerings 374

PART 4. Shaping the Market Offering 408

14. Setting the Product and Branding Strategy 408
15. Designing and Managing Services 453
16. Developing Price Strategies and Programs 485

PART 5. Managing and Delivering Marketing Programs 521

17. Designing and Managing Value Networks and Marketing Channels 521

18. Managing Retailing, Wholesaling, and Market Logistics 556

19. Managing Integrated Marketing Communications 594

20. Managing Advertising, Sales Promotion, Public Relations, and Direct Marketing 628
21. Managing the Sales Force 680

22. Managing the Total Marketing Effort 713

Name Index 755
Company/Brand Index 755
Subject Index 758




Table of Contents

Markening InsiGHT
The 10 Rules of Radical Marketing 5

Markening Memo
The Rewards of Branding Asian Countries 9

Markening Memo
Marketers' Frequently Asked Questions 10

Markening InsiaHY
Akio Morita: An Asian Marketing Legend 22

Markening Memo
Reasons to Embrace the Marketing Concept 26

MaRKEeTING For THE New Economy
M-Commerce Opens Up New Opportunities for
Marketers 35

Marxening Memo
Succeeding with Electronic Commerce 41

MARKETING INSIGHT
Ride the Cluetrain Manifesto 42

PART 1. Understanding Marketing Management 1

Chapter 1 Defining Marketing for the Twenty-First Century 1

The New Economy 2

Marketing Tasks 4
The Scope of Marketing 5
The Decisions Marketers Make 9

Marketing Concepts and Tools 10
Defining Marketing 10
Core Marketing Concepts 10

Company Orientations Toward the Marketplace 18
The Production Concept 18
The Product Concept 18
The Selling Concept 19
The Marketing Concept 20
The Customer Concept 26
The Societal Marketing Concept 27

How Business and Marketing are Changing 28
Company Responses and Adjustments 28
Marketer Responses and Adjustments 28

Summary 29
Applications 30
Notes 31

Chapter 2 Adapting Marketing to the New Economy 33

The Major Drivers of the New Economy 34
Digitalization and Connectivity 34
Disintermediation and Reintermediation 35
Customization and Customerization 36
Industry Convergence 37

How Business Practices are Changing 37

How Marketing Practices are Changing: E-Business 39
Internet Domains: B2C (Business to Consumer) 40
Internet Domains: B2B (Business to Business) 41
Internet Domains: C2C (Consumer to Consumer) 43
Internet Domains C2B (Consumer to Business) 44
Pure-Click Versus Brick-and-Click Companies 44




How Marketing Practices are Changing: Setting Up Web Sites 45
Designing an Attractive Web Site 46
Placing Ads and Promotion Online 47
Building a Revenue and Profit Model 48

How Marketing Practices are Changing:

Customer Relationship Marketing 49
Customer Databases and Database Marketing 50
Data Warehouses and Datamining 50
Customer Relationship Marketing in Asia 52

Summary 53
Applications 53
Notes 54

Chapter 3 Building Customer Satisfaction, Value, and
Retention 55

Defining Customer Value and Satisfaction 56
Customer Perceived Value 56
Total Customer Satisfaction 57

The Nature Of High-Performance Businesses 60
Stakeholders 60
Processes 61
Resources 62
Organization and Organizational Culture 63

Delivering Customer Value and Satisfaction 66
Value Chain 66
The Value-Delivery Network 67

Attracting and Retaining Customers 67
Attracting Customers 67
Computing the Cost of Lost Customers 68
The Need for Customer Retention 68
Measuring Customer Lifetime Value 70
Customer Relationship Management (CRM): The Key 70
Forming Strong Customer Bonds: The Basies 72

Customer Profitability, Company Profitability,
and Total Quality Management 74
Measuring Profitability 74
Increasing Company Profitability 77
Implementing Total Quality Management 77

Table of Contents v

MarkeTing INSIGHT
Customer Configured: How Dell Computer Clicks
with Customers 61

Markering Memo
Why Do You Exist and What Do You Stand For? 65

Markening Memo
Asking Questions When Customers Leave 68

Marxening For THE New Economy
Customer Service Live and Online 69

MarkeTing INsiGHT
Five Ways of Failing to be Customer-Centric 78

Markering InsiaHT
Marketing's Goal: To Increase Shareholder Value 79




vi Table of Contents

Markening Memo
Checklist for Performing Strengths/Weaknesses
Analysis 100

MarKkenNG For THE New Economy
The Network Economy 102

MarKETING INSIGHT
Same Bed, Different Dreams 103

Markening For THE New Economy
Companies Turn to Data Warehousing and
Datamining: Exercise Care 119

Summary 80
Applications 80
Notes 82

PART 2. Analyzing Marketing Opportunities 84

Chapter 4 Winning Markets Through Market-Oriented
Strategic Planning 84

Strategic Planning: Three Key Areas and Four Organizational Levels 85

Corporate and Division Strategic Planning 85
Defining the Corporate Mission 86
Establishing Strategic Business Units 88
The Boston Consulting Group Approach 89
The General Electric Model 91
Critique of Portfolio Models 94
Planning New Businesses, Downsizing Older Businesses 94

Business Unit Strategic Planning 96
Business Mission 96
Swot Analysis 97
Goal Formulation 99
Strategic Formulation 100
Program Formulation and Implementation 102
Feedback and Control 104

The Marketing Process 105
The Value-Delivery Sequence 105
Steps in the Planning Process 107

Product Planning: The Nature and Contents of a Marketing Plan 109
Contents of the Marketing Plan 110
Sample Marketing Plan: Sonic Personal Digital Assistant 111

Summary 113
Applications 113
Notes 114

Chapter 5 Gathering Information and Measuring
Market Demand 116

The Components of a Modern Marketing Information System 117

Internal Records System 118
The Order-to-Payment Cycle 118




Table of Contents vi

Sales Information Systems 118 MarkeTiNG INsiGHT

Databases, Data Warehouses, and Datamining 118 Using Observational Research to Study Shopping
Behavior 124

The Marketing Intelligence System 119

120 Markenine Memo

Marketmg Research SVStem Questionnaire Dos and Don'ts 128

Suppliers of Marketing Research 120
The Marketing Research Process 122
Overcoming Barriers to the Use of Marketing Research 130

Marketing Research in Asia 131
Marketing Decision Support System 132

Forecasting and Demand Measurement 133
The Measures of Market Demand 133
Which Market to Measure? 133
A Vocabulary for Demand Measurement 136
Estimating Current Demand 138
Estimating Future Demand 141
Survey of Buyers' Intentions 141

Summary 143
Applications 143
Notes 144

Chapter 6 Scanning the Marketing Environment 146
Analyzing Needs and Trends in the Macroenvironment 147 Markenine Memo

Tapping into the Internet Generation 153
Identifying and Responding to the Major Macroenvironment

Forces 148 _ ] Markening Memo
Demographic Environment 149 Biotech is Unleashing Unlimited Opportunities 159
Economic Environment 155
Natural Environment 157 MarkeTing For THE New Economy
Technological Environment 158 Smart Cards and Electronic Devices will

o : Revolutionize P: t 161
Political-Legal Environment 162 R "

Social-Cultural Environment 164
Markening Insigur
Summary 168 Cause-Related Marketing 167

Applications 168
Notes 169




vin Table of Contents

Markenng INsiGHT
Chinese Values 173

MARKETING INSIGHT
Face Saving and the Chinese Consumer 177

Markening Memo
How a Product's Country of Origin Shapes
Consumer Brand Beliefs 188

Markening Memo
How to Derive Fresh Consumer Insights to
Differentiate Products and Services 191

Markenineg For THE New Economy
The Business-to-Business (B2B) Cyberbuying
Bazaar 212

Markeming INSIGHT
Just=In=Time Il (JIT I1): The Next Level of
Customer-Supplier Partnerships 214

Markgring Memo
Methods of Assessing Customer Value 220

MarkeTing InsiGHT
Government Procurement in Korea 224

- T

Chapter 7 Analyzing Consumer Markets
and Buyer Behavior 170

Influencing Buyer Behavior 171
Cultural Factors 171
Social Factors 173
Personal Factors 178
Psychological Factors 183

The Buying Decision Process 188
Buying Roles 188
Buying Behavior 190

Stages of the Buying Decision Process 191
Problem Recognition 192
Information Search 192
Evaluation of Alternatives 193
Purchase Decision 195
Postpurchase Behavior 196
Other Models of the Buying Decision Process 197

Summary 199
Applications 199
Notes 201

Chapter 8 Analyzing Business Markets and Business Buying
Behavior 204

What is Organizational Buying? 205
The Business Market Versus the Consumer Market 205
Buying Situations 206
Systems Buying and Selling 207

Participants in the Business Buying Process 208

Major Influences on Buying Decisions 209
Environmental Factors 209
Organizational Factors 211
Other Organizational Factors 213
Interpersonal and Individual Factors 213
Cultural Factors 214

The Purchasing/Procurement Process 216
Types of Purchasing Processes 217
Stages in the Buying Process 217




B2B Relationship Marketing in the Keiretsu and Chaebol 222
Institutional and Government Markets 223

Summary 225
Applications 226
Notes 227

Chapter 9 Dealing with the Competition 228
Competitive Forces 229

Identifying Competitors 230
Industry Concept of Competition 230
Market Concept of Competition 233

Analyzing Competitors 234
Strategies 234
Objectives 235
Strengths and Weaknesses 235
Reaction Patterns 237

Designing the Competitive Intelligence System 238
Four Main Steps 238
Selecting Competitors 238

Designing Competitive Strategies 241
Market-Leader Strategies 241
Defense Strategies 246

Two Case Studies: Nestlé in Asia and Procter & Gamble in China

Market-Challenger Strategies 254
Market-Follower Strategies 258
Market-Nicher Strategies 259

Balancing Customer and Competitor Orientations 262

Summary 264
Applications 265
Notes 266

Chapter 10 Identifying Market Segments and Selecting

Target Markets 268

Levels and Patterns of Market Segmentation 269
Levels of Market Segmentation 269
Patterns of Market Segmentation 272

Table of Contents IX

Markering Memo
How Benchmarking Helps Improve Competitive
Performance 237

Markening Memo
Outsmarting the Competition with Guerrilla
Marketing Research 239

Markering INSIGHT
Sun Tzu Bing Fa: Modern Strategy Insights from
Ancient China 244

MARKETING INSIGHT
Counteracting Counterfeiting 260

MarkeTING INSIGHT
Strategies for Entering Markets Held by Incumbent
Firms 263

Markening For THE New Economy
A Segment of One: Mass Customization Comes of
Age 273




X Table of Contents

Markenng Memo
Tapping into Core Values Around the Globe 282

Markening InsigHT
Psychographic Segmentation of Family
Businesses 287

Markening For THE New Economy
Differentiation the i-mode Way 304

Markerine Memo
Breaking Through the Mature-Product
Syndrome 326

MARKETING INSIGHT
The International Product Life Cycle 330

Market-Segmentation Procedure 274
Effective Segmentation 275

Segmenting Consumer and Business Markets 275
Bases for Segmenting Consumer Markets 275
Bases for Segmenting Business Markets 284

Market Targeting 288
Evaluating and Selecting the Market Segments 288
Additional Considerations 290

Summary 292
Applications 293
Notes 294

PART 3. Developing Market Strategies 296

Chapter 11 Positioning and Differentiating the Market
Offering Through the Product Life Cycle 296

Developing and Communicating a Positioning Strategy 297
Positioning According to Ries and Trout 297
Positioning According to Treacy and Wiersema 298
Positioning: How Many Ideas to Promote? 299
Which Positioning to Promote? 300
Communicating the Company's Positioning 301

Adding Further Differentiation 302

Differentiation Tools 304
Product Differentiation 305
Services Differentiation 310
Personnel Differentiation 312
Channel Differentiation 312
Image Differentiation 313

Product Life-Cycle Marketing Strategies 316
Product Life Cycles 316
Marketing Strategies: Introduction Stage 318
Marketing Strategies: Growth Stage 320
Marketing Strategies: Maturity Stage 322
Marketing Strategies: Decline Stage 325
The Product Life-Cycle Concept: Critique 328




Market Evolution 328
Stages in Market Evolution 328
Dynamics of Attribute Competition 331

Summary 332
Applications 333
Notes 334

Chapter 12 Developing New Market Offerings 337
Challenges in New-Product Development 339

Organizational Arrangements 341
Budgeting for New-Product Development 342
Organizing New-Product Development 343

Managing the Development Process: Ideas 344
Idea Generation 344
Idea Screening 348

Managing the Development Process: Concept to Strategy 349
Concept Development and Testing 349
Marketing Strategy 353
Business Analysis 353

Managing the Development Process: Development to
Commercialization 355

Product Development 355

Market Testing 358

Commercialization 360

Societal Impact of New-Product Development in Asia 364

The Consumer-Adoption Process 365

Stages in the Adoption Process 365

Factors Influencing the Adoption Process 365

Summary 369
Applications 369
Notes 371

Chapter 13 Designing Global Market Offerings 374

Competing on a Global Basis 375

Deciding Whether to Go Abroad 376

Table of Contents X1

Markering Memo
Why Developing Successful High~Tech Products is
Especially Difficult 341

MarKeTING INSIGHT
The Effects of National Culture on New-Product
Development 342

Markening Memo
The Wisdom of Cross-Functional Teams 344

Markenine Memo
10 Ways to Great New-Product |deas 346

MARKETING INSIGHT
New ldea Generation in Japanese Companies 347

Markening For THE New Economy
Production Cycles and Competitive Strategies in
the Internet Age 357

MarkeTiNG INSIGHT
Strategies for Launching Technological
Innovations 363

Markering For THE New Economy
China Post-WTO 381




Xn Table of Contents

Markening Memo Deciding Which Markets to Enter 378
Going After Poor Markets Around the Globe 382 How Many Markets to Enter 378
Regional Free Trade Zones 379

Mancumia, Meuso Evaluating Potential Markets 379

Making Your Web Site Worldwide and Worldly
i S Deciding How to Enter the Market 382
Indirect and Direct Export 382
Mmu.mnc Iusssl_rr _ - Licensing 384
Guanxi and Its Application to Marketing in Greater -
China 386 Joint Ventures 385
Direct Investment 389
Markering Memo The Internationalization Process 390

Guidelines for Managing Joint Ventures in

Ads 389 Deciding on the Marketing Program 390

Product 392
Markening INSIGHT Promotion 394

Global Standardization or Adaptation? 391 Price 396
Place (Distribution Channels) 398

Markerineg Memo

: Deciding on the Marketing Organization 400
The 10 Commandments of Global Branding 392

Export Department 400
International Division 400
Global Organization 400

Global Marketing: An Asian Perspective 401

Summary 403
Applications 404
Notes 406

PART 4. Shaping the Market Offering 408

Chapter 14 Setting the Product and Branding Strategy 408

Markering Memo The Product and the Product Mix 409
A Checklist for Developing Global Asian Product Levels 409
Brands 425

Product Hierarchy 411
Product Classifications 411

MARKETING For THE NEw Economy X
Product Mix 413

The Elusive Goal of Branding on the World

Wide Web 430
I ‘ Product-Line Decisions 414

Product-Line Analysis 414
Product-Line Length 416
Line Modernization, Featuring, and Pruning 418

Markering InsigHT
The Rise of Licensing and Corporate Branding 437




Brand Decisions 419
What is a Brand? 420
Building Brand Identity 422
Building Brands in the New Economy 423
Brand Equity 423
Branding Challenges 427

Packaging and Labeling 444
Packaging 444
Labeling 446

Summary 447
Applications 448
Notes 450

Chapter 15 Designing and Managing Services 453

The Nature of Services 454
Categories of Service Mix 455

Characteristics of Services and Their Marketing Implications

Marketing Strategies for Service Firms 460
Three Additional Ps 461
Managing Differentiation 464
Managing Service Quality 467
Managing Productivity 475

Managing Product Support Services 477
Postsale Service Strategy 479
Major Trends in Product Support Service 479

Summary 480
Applications 480
Notes 482

Table of Contents xm

Markenine Memo

The Brand Report Card 442

Markening Memo
Selling Services for Profit 456

Markening Memo
Exceeding Customers' Highest Hopes: A Service
Marketing Checklist 468

MaRrKETING INSIGHT
The Japanese Philosophy of Service 468

Markering Memo
The Seven Deadly Sins of Service
Management 470

MaRrkeTING For THE New Economy
The Technologies of Customer Empowerment 476

MarkeTing INSIGHT
The Power of Service Guarantees 478




Xiv Table of Contents

Marxering INsiGHT
Power Pricers: How Smart Companies Use Price to
Achieve Business Strategies 490

Markenine Mewo
Guidelines for Countertraders 505

Markening Memo
Commandments of Discounting 506

Marxkering For THE NEw Economy
How the Internet is Revolutionizing Pricing—for
Sellers and Buyers 509

Markening For THE New Economy
E-Tailing Lessons for the Asia Pacific 529

Markening Memo
Retail Cooperation Strategies 540

Markening Memo
Turning Your Distributors into Partners 541

Chapter 16 Developing Price Strategies and Programs 485

Setting the Price 487
Step 1: Selecting the Pricing Objective 488
Step 2: Determining Demand 490
Step 3: Estimating Costs 493
Step 4: Analyzing Competitors' Costs, Prices, and Offers 495
Step 5: Selecting a Pricing Method 495
Step 6: Selecting the Final Price 501

Adapting the Price 504
Geographical Pricing (Cash, Countertrade, Barter) 504
Price Discounts and Allowances 505
Promotional Pricing 506
Discriminatory Pricing 507
Product-Mix Pricing 510

Initiating and Responding to Price Changes 511
Initiating Price Cuts 511
Initiating Price Increases 512
Reactions to Price Changes 514
Responding to Competitors' Price Changes 515

Summary 516
Applications 517
Notes 518
PART 5. Managing and Delivering Marketing
Programs 521

Chapter 17 Designing and Managing Value Networks
and Marketing Channels 521

What is a Value Network and Marketing-Channel System? 522

What Work is Performed By Marketing Channels? 524
Channel Functions and Flows 524
Channel Levels 526
Service Sector Channels 527
Information Highway Channels 528

Channel-Design Decisions 528
Analyze Customers' Desired Service Output Levels 530
Establish Objectives and Constraints 530




Identify Major Channel Alternatives 534
Evaluate the Major Alternatives 537

Channel-Management Decisions 539
Selecting Channel Members 539
Training Channel Members 539
Motivating Channel Members 540
Evaluating Channel Members 542
Modifying Channel Arrangements 542

Channel Dynamics 543
Vertical Marketing Systems 543
Horizontal Marketing Systems 545
Multichannel Marketing Systems 545
Conflict, Cooperation, and Competition 547
Legal and Ethical Issues in Channel Relations 550

Summary 551
Applications 552
Notes 553

Chapter 18 Managing Retailing, Wholesaling,
and Market Logistics 556

Retailing 557
Types and Transformation of Retailers in Asia 557
Marketing Decisions 562
Trends in Retailing 572

Wholesaling 577

Types and Transformation of Whaolesaling in Asia 577

Wholesaler Marketing Decisions 577
Trends in Wholesaling 580

Market Logistics 581
Market-Logistics Objectives 585
Market-Logistics Decisions 586
Organizational Lessons 589

Summary 589
Applications 590
Notes 592

Table of Contents XV

Markening Memo
Designing a Customer-Driven Distribution
System 543

Markering Memo
Managing Vertical Channel Conflict 548

Markening For THE New Economy
Enhaneing Online Shopping in Asia 561

MARKETING INSIGHT
Franchise Fever in Asia 563

Markening Memo
Key Lessons on Shops, Shoppers, and
Shopping 564

MARKETING INSIGHT
Assessing Asian Economies for Retail Market
Entry 571

MarkeTing InsiaHT
Feng Shui and Its Application to Retailing and
Marketing in the Far East 573

MARKETING INSIGHT
Category Killers Versus the Internet 574

MARKETING INSIGHT
Learning from Seven-Eleven Japan 576

MARKETING INSIGHT
Wholesaling in China: Then, Now, and
Tomorrow 579

Markenine Memo
Strategies for High-Performance Wholesaler-
Distributors 581




xvi Table of Contents

MarxkeTing INsiGHT
Collectivism, Consensus Appeals, and
Credibility 607

Markening Memo
Buzz Marketing 608

Markening Memo
How to Develop Word-of-Mouth Referral
Sources 609

Markening Memo
Creating a Tipping Point 609

Markering For THE New Economy
Debunking Some Online Marketing Myths 610

MaRKETING INSIGHT

Marketing Communications and the Urban Chinese

Consumer 614

MaRKETING INSIGHT
How Companies Set and Allocate Marketing
Communications Budgets 615

MarKeTiNG ForR THE NEw Economy
Advertising Guidelines for Modern Asia 633

MARKETING INSIGHT
Endorsements as an Advertising Strategy in
Asia 638

MagrxeTiNG INSIGHT
Comparative Advertising in Asia 639

Markering Memo
Sales Promotions as Brand Builders 653

Markering Memo
The Public and Ethical Issues in Direct
Marketing 664

Markening Memo
When Your Customer is a Committee,.. 668

Chapter 19 Managing Integrated Marketing
Communications 594

The Communications Process 595

Developing Effective Communications 597
Identify the Target Audience 598
Determine the Communication Objectives 600
Design the Message 602
Select the Communication Channels 606
Establish the Total Marketing Communications Budget 611

Deciding on the Marketing Communications Mix 613
The Promotional Tools 614
Factars in Setting the Marketing Communications Mix 616
Measure the Communications' Results 618

Managing the Integrated Marketing Communications Process 618
Managing Pan-Asian Marketing Communications Programs 620

Summary 623
Applications 623
Notes 625

Chapter 20 Managing Advertising, Sales Promotion, Public
Relations, and Direct Marketing 628

Developing and Managing an Advertising Program 629
Setting the Advertising Objectives 629
Deciding on the Advertising Budget 631
Choosing the Advertising Message 632

Deciding On Media and Measuring Effectiveness 641
Deciding On Reach, Frequency, and Impact 641
Choosing Among Major Media Types 643
Selecting Specific Vehicles 646
Deciding on Media Timing 647
Deciding on Geographical Allocation 649
Evaluating Advertising Effectiveness 649

Sales Promotion 651
Purpose of Sales Promotion 651
Major Decisions in Sales Promotion 652




Public Relations 657
Marketing Public Relations 658
Major Decisions in Marketing PR 660

Direct Marketing 662
The Growth of Direct Marketing 662
The Benefits of Direct Marketing 663
Integrated Direct Marketing 664
Major Channels for Direct Marketing 665
Catalog Marketing 669
Telemarketing and M-Commerce 670
TV and Other Direct-Response Media 671
Kiosk Marketing 672
E-Marketing 672

Summary 673
Applications 674
Notes 676

Chapter 21 Managing the Sales Force

Designing the Sales Force 682
Sales-Force Objectives and Strategy 682
Sales-Force Structure 683
Sales-Force Size 684
Sales-Force Compensation 686

Managing the Sales Force 687
Recruiting and Selecting Reps 687
Training Sales Reps 688
Supervising Sales Reps 690
Norms for Customer Calls 690
Motivating Sales Reps 691
Evaluating Sales Reps 694

Principles of Personal Selling 696
Professionalism 696
Negotiation 701
Relationship Marketing 705

Summary 709
Applications 709
Notes 710

680

Tahle of Contents Xvi

MagkeTiNg INsiGHT
Major Account Management: What It is and How
It Works 685

Marxening For THE New Economy
Automation for the Personal Touch 692

Markening INSIGHT
How U.S. MNCs Evaluate Their Asian Sales
Forces 697

MarKeTING INSIGHT
Avon in Indonesia 699

Markenine Memo
The Principled-Negotiation Approach to
Bargaining 702

Marxkening InsigHT
Culture and Relationship Marketing 707




Xvin Table of Contents

Markening InsiGHT
Seeing the Big Picture and Getting to the Bottom
Line in Marketing 715

Markerine Memo
Audit; Characteristics of Company Departments
That are Truly Customer-Driven 728

Markening INsiGHT
Do Marketers Give Too Much Allegiance to the
Marketing Concept? 729

Markening InsicHY
The Eight Roads for Corporate Success 731

Markering For THE New Economy
Customer~Centricity and CRM Success 732

Markering Mewo
Marketing Effectiveness Review Instrument 744

Markering INsiGHT
Confucius and Marketing in East Asia 750

Chapter 22 Managing the Total Marketing Effort
Trends in Company Organization 714

Marketing Organization 714
The Evolution of the Marketing Department 714
Organizing the Marketing Department 717
Marketing Relations with Other Departments 724
Building a Companywide Marketing Orientation 726
Injecting More Creativity into the Organization 728

Marketing Implementation 730

Evaluation and Control 732
Annual-Plan Control 733
Profitability Control 737
Efficiency Control 741
Strategic Control 743

Summary 751
Applications 751
Notes 753

Name Iindex 755
Company/Brand Index
Subject Index 758

755

713




