Outline of Chapter 22

              ETHICAL MARKETING IN A

              CONSUMER-ORIENTED

              WORLD: APPRAISAL AND

              CHALLENGES

              INTRODUCTION

              HOW SHOULD MARKETING BE

              EVALUATED?

              We must evaluate at two levels 

              Nation's objectives affect

              evaluation 

              Consumer satisfaction is the

              objective in the United States

              CAN CONSUMER

              SATISFACTION BE

              MEASURED?

              Satisfaction depends on

              individual aspirations 

              There are many measures of

              micro-marketing effectiveness 

              Evaluating marketing

              effectiveness is difficult--but not

              impossible

              MICRO-MARKETING OFTEN

              DOES COST TOO MUCH

              The failure rate is high

                Overhead 239 "Causes of

                Micro-Marketing Inefficiency"

              The high cost of poor marketing

              mixes 

              Micro-marketing does cost too

              much--but things are changing

              MACRO-MARKETING DOES

              NOT COST TOO MUCH

                Overhead 240 "Evaluating

                Macro-Marketing

                Effectiveness"

              Micro-efforts help the economy

              grow 

              Is advertising a waste of

              resources? 

              Does marketing make people

              buy things they don't need? 

              Consumers are not puppets 

              Needs and wants change 

              Does marketing make people

              materialistic? 

              Marketing reflects our own

              values 

              Products do improve the quality

              of life 

              Not all needs are met

              CHALLENGES FACING

              MARKETERS

              We need better performance at

              the micro level 

              Change is the only thing that's

              constant

                Reference: Exhibit 22-1

                "Some Important Changes

                and Trends Affecting

                Marketing Strategy Planning"

                Overhead 241 "Some

                Important Changes and

                Trends Affecting Marketing

                Strategy Planning -

                Communication Technologies"

                Overhead 242 "Some

                Important Changes and

                Trends (cont.) - Role of

                Computerization"

                Overhead 243 "Some

                Important Changes and

                Trends (cont.) - Marketing

                Research"

                Overhead 244 "Some

                Important Changes and

                Trends (cont.) - Demographic

                Patterns"

                Overhead 245 "Some

                Important Changes and

                Trends (cont.) - Business and

                Organizational Customers"

                Overhead 246 "Some

                Important Changes and

                Trends (cont.) - Product"

                Overhead 247 "Some

                Important Changes and

                Trends (cont.) - Channels and

                Logistics"

                Overhead 248 "Some

                Important Changes and

                Trends (cont.) - Sales

                Promotion"

                Overhead 249 "Some

                Important Changes and

                Trends (cont.) - Personal

                Selling"

                Overhead 250 "Some

                Important Changes and

                Trends (cont.) - Mass Selling"

                Overhead 251 "Some

                Important Changes and

                Trends (cont.) - Pricing"

                Overhead 252 "Some

                Important Changes and

                Trends (cont.) - International

                Marketing"

                Overhead 253 "Some

                Important Changes and

                Trends (cont.) - General"

              But some basic frameworks are

              timeless 

              If it ain't broke, improve it 

              We need to welcome

              international competition 

              May need more social

              responsibility 

              The environment is everyone's

              need 

              May need attention to consumer

              privacy 

              Laws should affect top

              managers 

              Laws merely define minimal

              ethical standards 

              Need socially responsible

              consumers

              HOW FAR SHOULD THE

              MARKETING CONCEPT GO?

              Should marketing managers limit

              consumers' freedom of choice? 

              Consumer-citizens should vote

              on the changes 

              Marketing people may be even

              more necessary in the future

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 22

              Transparency 151

              (Tripod) "Bring Gen-X right to

              your doorstep with over 40 million

              page views each month."

              The Internet has the potential to

              be very beneficial to both

              companies and consumers, but

              there have already been many

              problems related to fraud and

              individual privacy.

              Transparency 156

              (Procter & Gamble) "Our pre-built

              displays can help you cut costs.

              How much depends on how you

              handle them."

              P&G's efforts to reduce the cost

              of distributing its brands of

              consumer packaged goods have

              helped many retailers do a better

              job of managing their costs, and

              that in turn makes it possible to

              serve customer needs at lower

              prices.

              Transparency 157

              (Procter & Gamble) "We'd like to

              clear up a little confusion for your

              shoppers. There, that's better."

              Do consumers in the U.S. have

              too many choices? How many

              flavors of toothpaste, for example,

              are really needed? Consumers

              are probably the best judge of

              how much choice they want. In

              the case of Crest toothpaste, the

              choices were confusing, so P&G

              changed the Crest package

              design to make it easier for a

              consumer to find the particular

              flavor and formula desired.

              Transparency 158

              (Duncan Hines) "Word of mouth

              is that we taste best! Just what

              you want!"

              In the U.S., consumers view a

              product like ready-to-spread

              chocolate frosting as a basic

              staple, but in many of the less

              developed countries in the world

              it would be a rare luxury--and

              even basic food items may not be

              affordable or available.

              Transparency 161

              (Colgate-Palmolive) "New Colgate

              Total. The most you've ever

              squeezed out of a tube of

              toothpaste."

              Marketing stimulates innovation

              and the development of better

              ways to meet customers' needs.

              Transparency 163

              (DirecTV) "Our mini-dish satellite

              system is just as easy to use.")

              Satellite broadcast systems and

              cable TV provide consumers with

              more choices in

              programming--and offer

              marketers advertising media that

              are more effective and better

              targeted on consumers with

              specific interests.

              Transparency 171

              (Thomasville) "Pity, most of the

              time you're with it, your eyes will

              be closed."

              Marketing caters to materialistic

              values, but it probably doesn't

              create them.

              Transparency 171

              (Thomasville) "Pity, most of the

              time you're with it, your eyes will

              be closed."

              Consumers spend about a third

              of their lives in bed, but tend to be

              much more price sensitive on

              bedding products than other big

              purchases--like automobiles and

              vacation trips. People tend to buy

              a piece of furniture and keep it

              forever, but they often upgrade

              their cars long before they are

              "worn out." People know the

              brand of car they drive but often

              don't know the brand of bed or

              mattress that they sleep on. Auto

              producers offer consumers

              12-way adjustable seats and

              adjustable lumbar support, but

              the same features are not

              available in chairs for your home.

              Car companies try to differentiate

              their products but furniture

              companies copy each other as

              quickly as they can (and often

              subcontract design to the same

              designers!). Car dealers take

              trade-ins and there are active

              markets for "pre owned" cars;

              used furniture is "junk."

              Marketing thinking in some whole

              industries might be improved by

              bench marking what they do

              against firms in other industries.

              Transparency 173

              (Generationext-PepsiCo) "Yes, as

              a matter of fact, we are all things

              to all people."

              Pepsi offers much more

              assortment--and gets higher

              prices--in highly developed

              economies than in countries

              where per capita income is much

              lower. On the other hand, it

              wants to invest in developing the

              market in these countries

              because that is where much of

              the future growth in soft drink

              consumption is likely to occur.

              Transparency 176

              (Royal Crown) "Be free. Stock

              RC."

              There is such intense competition

              between Coke and Pepsi that

              some retailers don't think about

              stocking anything else. This RC

              Cola trade ad makes a simple

              point: When consumers have

              more choices, sales in the cola

              category increase. This same

              idea applies in many other

              markets, especially ones where

              products are less homogeneous

              than they are in the cola category.

              Transparency 179

              (Penske) "Why outsource?

              Consider these facts...Then call

              Penske."

              Many companies turn to

              specialists to help perform

              marketing functions more

              efficiently and effectively, and

              when such efforts succeed

              consumers in a society reap the

              benefits.

              Transparency 180

              (The Product Line) "She isn't

              building it or fixing it. She's selling

              it over the phone."

              Competition encourages firms to

              experiment with new strategies

              that will meet customer needs in

              more efficient or effective ways.

              A few years ago no one would

              have considered telemarketing as

              a way to sell a bike (or any other

              complex product) or provide

              after-the-sale service support.

              Yet, with proper training of the

              people who do the work, this sort

              of effort can work and work well.

              If you doubt it, think about how

              Dell Computer revolutionized

              telephone selling of computers.

              Why shouldn't it work as well in

              other product-markets?

              Transparency 185

              (Physicians' Online) "Physicians

              are consumers too...Target your

              ad to an online community with

              highly desirable demographics."

              Physicians' Online helps firms

              reach physicians in a very

              targeted way. For example, ads

              can be programmed so that they

              appear below whatever web s> 

              Transfer interrupted!

              hysician is browsing the Web and

              goes to the designated web site,

              the ad instantly appears. This is

              just a hint of what is likely to

              develop as the Internet becomes

              an even more pervasive force in

              society--and in marketing.

              Transparency 189

              (Scientific Anglers-3M) "How

              deeply are you hooked?"

              Some people would consider it

              frivolous to spend time and

              money on fancy high tech

              fly-fishing gear, but for some

              consumers fly-fishing is a

              passion and basic to what makes

              them happy. Who should decide

              what choices a consumer can

              make--the consumer or some

              government planner?

              Transparency 190

              (KLM Cargo) "KLM Cargo from

              Damnum Saduak? A taste of

              their global network."

              People in Damnun Saduak live a

              primitive life and have fewer

              market choices compared with

              consumers in the developed

              nations. But people everywhere

              have needs, and marketers are

              playing a role in meeting those

              needs--wherever in the world

              they may be--and helping people

              to enjoy fuller lives.

              Transparency 192

              (Telecom Italia) "Nowadays in

              Rome it takes only six days to

              have a phone put in. And on the

              seventh day you are ready to say,

              'Hello!'"

              Around the world many countries

              are deregulating industries,

              removing government

              management (i.e., privatizing

              firms), reducing trade barriers,

              and otherwise taking steps to

              make markets more competitive.

              The result of changes like these

              is that organizations work harder

              to satisfy customers--because if

              they don't they won't survive.

              Transparency 193

              (Roberts Express) "Expedite."

              In the U.S., Roberts Express

              provides a variety of special

              services--including satellite

              tracking and notification of any

              delivery delays--to meet customer

              expectations. In countries where

              the transportation industry is not

              so competitive, the service

              typically provided is not so good.

              Transparency 203

              (Nissan) "Life is a journey. Enjoy

              the ride."

              Ultimately, consumers make

              purchase decisions that are

              consistent with what they want

              from life given the resources they

              have. It isn't always easy for

              marketers (or anyone else) to

              understand those "value" choices,

              but that doesn't mean that each

              consumer isn't in the best

              position to make his or her own

              choices. 

              Transparency 205

              (Natural Resources Defense

              Council/Japan Ad Council/Ad

              Council/EPA) "Little by little, our

              waters are looking less like art

              and more like trash."

              Protecting the environment is part

              of being a socially responsible

              consumer, producer, and

              marketer. Many firms are trying

              to offer consumers product

              choices that are more friendly to

              the environment.

              Transparency 209

              (Quaker Oats) "Now he has

              another reason to smile! The

              FDA confirms the first food

              specific health claim..."

              Understanding customers needs

              and what is good for customers in

              the long run can also be

              profitable. 

              Transparency 215

              (Netcom Online Communication

              Services) "Open your business

              on the Internet with the #1 ranked

              Web hosting service provider."

              Innovations in marketing--like

              selling on the Internet--make

              marketing a dynamic and

              challenging field. Marketing

              managers must constantly

              rethink how they are doing things

              to be certain that they are as

              effective and efficient as possible

              in meeting the needs of society.

              Transparency 221

              (Mobil) "It's two of the safest

              ships ever built."

              Mobil was the first oil company to

              build and operate double-hull

              supertankers for transporting oil.

              The double hull design is more

              expensive to build and operate,

              but with 2.2 million barrels of oil

              on board it also reduces the risk

              that an accident will turn into an

              environmental disaster.

              PERSPECTIVES ON TEACHING

              CHAPTER 22--ETHICAL

              MARKETING IN A

              CONSUMER-ORIENTED

              WORLD: APPRAISAL AND

              CHALLENGES

              Chapter 22 challenges students

              to think carefully about the issues

              that have been discussed

              throughout the text, and to

              develop their own positions

              concerning the status of

              marketing now--and what it is

              likely to be in the future.

              It may be useful to repeat here

              some points we made earlier in

              the teaching perspectives related

              to the previous chapter. Our

              thinking in preparing this chapter

              and Chapter 21 is that they give

              an instructor a choice about how

              to conclude the

              course--depending on whether

              the instructor uses one or both of

              these chapters. Chapter 21 is

              integrative with respect to the

              content of the course, and time

              spent with it serves as an

              effective content review. This

              chapter is different in nature. Its

              objective is to stimulate students

              to think more broadly about

              marketing and the challenges and

              opportunities it involves. It is also

              much shorter than any of the

              other chapters and thus students

              can read it fairly quickly. We

              believe that both chapters serve

              very useful purposes, but we

              recognize that how you chose to

              handle them will depend on the

              time available in your course, how

              much focu> 

              Transfer interrupted!

              atus of marketing, and of course

              the priority you place on providing

              some end-of-course integration

              and review. In summary, our

              intent with these chapters is to

              give you good options.

              This chapter returns to the

              broader perspective which

              characterizes the introductory

              material in Chapter 1. This

              provides a good way to conclude

              the course because the student is

              now prepared to see more clearly

              why marketing must be evaluated

              differently at the macro and micro

              levels. The marketing

              management focus of Chapters 2

              through 21 has equipped the

              student with a set of frameworks

              and with the knowledge to better

              understand the marketing

              management challenges faced by

              individual firms. At the same

              time, understanding these micro

              level issues equips the student to

              think more critically about how

              they aggregate into a

              macro-marketing system. 

              There is no doubt that some

              micro-marketing activities cost

              too much relative to what they

              accomplish. This is largely

              because of poorly planned or

              implemented marketing

              strategies. Hopefully, this course

              will prepare students to make

              better marketing decisions--so

              that they will be able in their

              careers to help reduce the

              frequency of occurrence of such

              poorly planned or implemented

              marketing strategies. Further, the

              course should help students to

              see that the collective impact of

              marketing strategies in this

              market-driven economy is very

              positive--even in spite of the

              micro-marketing problems. The

              chapter-opener examples

              highlight this point. 

              On the other hand, that is not to

              suggest that there are not ways

              to improve marketing

              management or that there are not

              significant challenges that

              remain. One effective way to

              introduce discussion of those

              challenges is to have the class

              consider the highlighted teaching

              case for this chapter (page 637).

              It deals with promotion in the

              schools. This case provides a

              good opportunity for class

              discussion of several points: the

              "new" pinpointed media that are

              developing, the role of advertising

              revenue in paying for media, and

              whether or not it is appropriate for

              advertisers to try to target

              children at school. Be prepared

              for some lively discussion

              because students are likely to

              take quite different positions

              concerning in-school broadcasts.

              Exhibit 22-1 in the text provides a

              concise summary of many of the

              important changes and trends

              discussed throughout the text.

              The material from this exhibit has

              been prepared as a series of

              overhead masters which can be

              used to support class discussion.

              Discussing some of these trends

              serves as a good way to review

              key topics covered earlier in the

              text. It also serves as a basis for

              discussing some of the

              opportunities and challenges that

              remain unresolved. A number of

              ideas related to this line of

              thinking are provided in the

              chapter.

              Each instructor may have his or

              her own preferred way to

              conclude the final session of the

              course. Some like to review key

              ideas from throughout the

              course. Others prefer to leave it

              to the final exam to provide the

              impetus for students to review

              independently. Regardless of the

              approach you select, you may

              want to remind students that they

              will become agents of change

              and the future leaders of the

              business community. Whether

              they work in marketing or in some

              other career, the issues covered

              in this course are very important

              to them. Every business must be

              attentive to its target markets to

              succeed. And how well the

              challenges of marketing strategy

              planning are handled affects all of

              us in our role as

              consumer-citizens.

