Outline of Chapter 3

             FOCUSING MARKETING

             STRATEGY WITH

             SEGMENTATION AND

             POSITIONING

             INTRODUCTION

             WHAT ARE ATTRACTIVE

             OPPORTUNITIES?

                 Transparency 21

                 "Focusing Marketing

                 Strategy and Evaluating

                 Market Opportunities"

               Breakthrough opportunities are

               best 

               BREAKTHROUGH

               OPPORTUNITIES--opportunities

               that help innovators develop

               hard-to-copy marketing

               strategies that will be very

               profitable for a long time.

               Competitive advantage is

               needed--at least

               COMPETITIVE

               ADVANTAGE--a firm has a

               marketing mix that the target

               market sees as better than a

               competitor's mix.

                 Overhead 20

                 "Competitive Advantage"

               Avoid hit-or-miss marketing

               with a logical process

                 Transparency 22

                 (Exhibit 3-1) "Overview

                 of Marketing Strategy

                 Planning Process"

             MARKETING STRATEGY

             PLANNING PROCESS

             HIGHLIGHTS OPPORTUNITIES 

                 Overhead 21 "Marketing

                 Strategy Planning

                 Process"

               Process narrows down from

               broad opportunities to specific

               strategy

               Segmentation helps pinpoint

               the target

               Narrow down to a superior

               marketing mix

               DIFFERENTIATION--the

               marketing mix is distinct from

               and better than what is

               available from a competitor.

               Screening criteria make it clear

               why you select a strategy

               S.W.O.T. analysis highlights

               advantages and disadvantages

               S.W.O.T.

               ANALYSIS--identifies and lists

               the firm_s strengths and

               weaknesses and its

               opportunities and threats. 

             TYPES OF OPPORTUNITIES TO

             PURSUE

               Transparency 23 (Exhibit

               3-2) "Four Basic Types of

               Opportunities"

               Overhead 22 "Examples of

               Different Types of

               Opportunities"

              Market penetration

             MARKET PENETRATION--trying

             to increase sales of a firm's

             present products in its present

             markets--probably through a

             more aggressive marketing mix.

              Market development

             MARKET

             DEVELOPMENT--trying to

             increase sales by selling present

             products in new markets.

              Product development

             PRODUCT

             DEVELOPMENT--offering new or

             improved products for present

             markets.

              Diversification

             DIVERSIFICATION--moving into

             totally different lines of

             business--perhaps entirely

             unfamiliar products, markets, or

             even levels in the

             production-marketing system.

              Which opportunities come first? 

             INTERNATIONAL

             OPPORTUNITIES SHOULD BE

             CONSIDERED 

               The world is getting smaller

               Develop a competitive

               advantage at home and abroad

               Get an early start in a new

               market

               Find better trends in variables 

             SEARCH FOR OPPORTUNITIES

             CAN BEGIN BY

             UNDERSTANDING MARKETS 

               Breakthrough opportunities

               from understanding target

               markets

               What is a company's market?

               MARKET--a group of potential

               customers with similar needs

               who are willing to exchange

               something of value with sellers

               offering various goods and/or

               services--that is, ways of

               satisfying those needs.

                 Transparency 24

                 (Exhibit 3-3) "Narrowing

                 Down to Target Markets"

               Don't just focus on the product

               From generic markets to

               product-markets

               GENERIC MARKET--a market

               with broadly similar needs--and

               sellers offering various--often

               diverse--ways of satisfying

               those needs.

               PRODUCT-MARKET--a

               market with very similar

               needs--and sellers offering

               various close substitute ways

               of satisfying those needs.

               Broaden market definitions to

               find opportunities 

             NAMING PRODUCT-MARKETS

             AND GENERIC MARKETS 

               Product type should meet

               customer needs 

               No product type in generic

               market names 

                 Transparency 25

                 (Exhibit 3-4)

                 "Relationship between

                 Generic and

                 Product-Market

                 Definitions"

             MARKET SEGMENTATION

             DEFINES POSSIBLE TARGET

             MARKETS 

                 Overhead 23 "How

                 Readings Relate to

                 Market Segmentation"

               Market segmentation is a

               two-step process

               MARKET SEGMENTATION--a

               two-step process of: (1)

               naming broad product-markets

               and (2) segmenting these

               broad product-markets in order

               to select target markets and

               develop suitable marketing

               mixes.

               Naming broad product-markets

               is disaggregating

               Market grid is a visual aid to

               market segmentation

                 Overhead 24 (Exhibit

                 3-5) "A Market Grid

                 Diagram with

                 Submarkets"

               Segmenting is an aggregating

               process

               SEGMENTING--an

               aggregating process that

               clusters people with similar

               needs into a "market

               segment."

               MARKET SEGMENT--a

               (relatively) homogeneous

               group of customers who will

               respond to a marketing mix in

               a similar way.

                 Transparency 26

                 (Exhibit 3-6) "Every

                 Individual Has His or Her

                 Own Unique Position in

                 a Market--Those with

                 Similar Positions Can Be

                 Aggregated into

                 Potential Target

                 Markets: A.

                 Product-market showing

                 three segments," and "B.

                 Product-market showing

                 six segments" 

               How far should the

               aggregating go?

               Criteria for segmenting a broad

               product-market

                 Overhead 25 "Criteria

                 for Segmenting"

                 Transparency 27

                 "Criteria for Segmenting"

               Target marketers aim at

               specific targets

               SINGLE TARGET MARKET

               APPROACH--segmenting the

               market and picking one of the

               homogeneous segments as

               the firm's target market.

               MULTIPLE TARGET MARKET

               APPROACH--segmenting the

               market and choosing two or

               more segments, then treating

               each as a separate target

               market needing a different

               marketing mix.

               COMBINED TARGET

               MARKET

               APPROACH--combining two

               or more submarkets segments

               into one larger target market

               as a basis for one strategy.

                 Overhead 26 "Three

                 Ways to Develop

                 Market-Oriented

                 Strategies"

                 Transparency 28

                 (Exhibit 3-7) "Target

                 Marketers Have Specific

                 Aims"

               Combiners try to satisfy "pretty

               well"

               COMBINERS--try to increase

               the size of their target markets

               by combining two or more

               segments.

               Too much combining is risky

               Segmenters try to satisfy "very

               well"

               SEGMENTERS--aim at one or

               more homogeneous segments

               and try to develop a different

               marketing mix for each

               segment.

                 Transparency 29

                 (Exhibit 3-8) "There May

                 Be Different Demand

                 Curves in Different

                 Market Segments"

               Segmenting may produce

               bigger sales

               Should you segment or

               combine?

               Profit is the balancing point 

             WHAT DIMENSIONS ARE USED

             TO SEGMENT MARKETS? 

               Segmenting dimensions guide

               marketing mix planning

                 Overhead 27 (Exhibit

                 3-9) "Relation of

                 Potential Target Market

                 Dimensions to Marketing

                 Strategy Decision Areas"

               Many segmenting dimensions

               may be considered

                 Overhead 28 "Examples

                 of Possible Segmenting

                 Dimensions for

                 Consumer Markets"

                 Overhead 29 (Exhibit

                 3-10) "Possible

                 Segmenting Dimensions

                 and Typical Breakdowns

                 for Consumer Markets"

                 Overhead 30 "Examples

                 of Possible Segmenting

                 Dimensions for Business

                 Markets"

                 Overhead 31 (Exhibit

                 3-11) "Possible

                 Segmenting Dimensions

                 for

                 Business/Organizational

                 Markets"

               What are the qualifying and

               determining dimensions?

               QUALIFYING

               DIMENSIONS--the

               dimensions that are relevant to

               including a customer type in a

               product-market.

               DETERMINING

               DIMENSIONS--the

               dimensions that actually affect

               the customer's purchase of a

               specific product or brand in a

               product-market.

               Determining dimensions may

               be very specific

                 Overhead 32

                 "Segmenting

                 Dimensions"

                 Transparency 30

                 (Exhibit 3-12) "Finding

                 the Relevant

                 Segmenting

                 Dimensions"

               Determining dimensions may

               change

               Qualifying dimensions are

               important too

               Different dimensions needed

               for different submarkets

               Ethical issues in selecting

               segmenting dimensions

                 Transparency 31

                 "Segmenting the Broad

                 Market for Motel Guests

                 in a Metropolitan Area"

                 Overhead 33

                 "Seven-Step Approach

                 to Segmenting

                 Consumer

                 Product-Markets"

               International marketing

               requires even more

               segmenting

               There are more

               dimensions--but there is a way

             MORE SOPHISTICATED

             TECHNIQUES MAY HELP IN

             SEGMENTING 

               Clustering usually requires a

               computer

               CLUSTERING

               TECHNIQUES--approaches

               used to try to find similar

               patterns within sets of data.

                 Overhead 34

                 "Toothpaste Market

                 Segment Description"

               Customer database can focus

               the effort 

             DIFFERENTIATION AND

             POSITIONING TAKE THE

             CUSTOMER POINT OF VIEW 

               Differentiate the marketing

               mix_to serve customers better

               Positioning is based on

               customers' views

               POSITIONING--an approach

               that refers to how customers

               think about proposed and/or

               present brands in a market.

                 Overhead 35

                 "Positioning and

                 Differentiation"

                 Transparency 32

                 (Exhibit 3-13) "'Product

                 Space' Representing

                 Consumers' Perceptions

                 for Different Brands of

                 Bar Soap"

               Each segment may have its

               own preferences

                 -Combining versus

                 segmenting

              Positioning as part of broader

             analysis

             IDEAS ON USING COLOR

             TRANSPARENCIES OF ADS

             WITH CHAPTER 3

             Transparency 151

             (Tripod) "Bring Gen-X right to

             your doorstep with over 40 million

             pageviews each month."

             Tripod helps firms reach the Gen

             X target market by tailoring its

             message to them.

             Transparency 152

             (Rodenstock) "Before you even

             select a pair of glasses you are

             already wearing a Rodenstock."

             Rodenstock has a good

             reputation among eye-care

             professionals for producing high

             quality optical equipment.

             However, the firm's lenses for eye

             glasses have to appeal to final

             consumers as well as eye care

             professionals--and the

             Rodenstock brand name is not as

             familiar with the consumer target

             market.

             Transparency 154

             (Catalina Marketing Network)

             "Turn the retailer's price label into

             an explosive volume builder."

             Catalina helps firms reach

             different segments of consumers

             with different sales promotion

             incentives. For example, when a

             consumer complies with the

             multiple purchase requirement

             shown on this price label, the

             checkout computer issues the

             Checkout Coupon reward--so it is

             very targeted at encouraging

             larger purchases and repeat

             purchases.

             Transparency 159

             (BMW) "Yeee Ha."

             Some consumers just look at a

             car as a means of transportation,

             but BMW uses ads like this one

             to help position its cars as fun so

             that they will appeal to consumers

             who also want a car to be exciting

             to drive.

             Transparency 160

             (Fujitsu) "Want to know how to

             distance yourself from your

             competitors? Get closer to your

             customers."

             Fujitsu, the world's second largest

             computer maker, has been

             integrating computer systems for

             decades. But in today's

             competitive computer

             product-market it knows that the

             best path to success is to target

             specific systems to specific

             needs. For example, many firms

             are struggling to find better ways

             to build relationships with their

             customers. To meet that need,

             Fujitsu has integrated technology

             for voice and data systems to give

             firms real time access to

             customer data whenever a

             customer calls with a question.

             Transparency 161

             (Colgate-Palmolive) "New Colgate

             Total. The most you've ever

             squeezed out of a tube of

             toothpaste."

             This trade ad (targeted at

             retailers) is part of Colgate's

             overall effort to position its Total

             toothpaste as a premium product

             that meets a variety of different

             oral care needs--it reduces

             cavities, plaque, tartar, and

             gingivitis.

             Transparency 162

             (Diamond Crystal Specialty

             Foods) "Everything from soup to

             hazelnuts."

             Diamond Crystal Specialty Foods

             targets its marketing mix at a

             narrow target market--firms that

             need supplies for coffee services

             and vending machines--so that it

             can do a better job of meeting

             these customers' specific needs.

             Transparency 164

             (Pennzoil) "1. Multimillion dollar

             ad campaign. 2. Customers ask

             for Pennzoil. 3. You remind them

             Pennzoil also makes quality oil

             and air filters. 4. "Cha-ching."

             Established channels of

             distribution and consumer

             familiarity with the Pennzoil brand

             of motor oil gives Pennzoil an

             advantage in developing other

             closely related strategies. For

             example, this two-page trade ad

             for Pennzoil products instructs

             retailers to remind customers that

             Pennzoil has oil filters and air

             filters as well as oil.

             Transparency 166

             (IBM) "Hidden costs? What

             hidden costs?"

             IBM is a well-known brand name

             and offers both goods and

             services (including the IBM-Net

             service advertised here) to meet

             needs in the information

             management market all over the

             world (including Tel-Aviv where

             this ad appeared).

             Transparency 167

             (Mead) "Profits you can plan on."

             The Cambridge Day Planner

             system targets a segment of the

             product-market that includes

             people who want a way to

             organize their appointments,

             tasks, and activities. However, the

             Day Planner also competes in a

             broader generic market against

             products like 3Com's PalmPilot

             hand-held computer and Casio's

             calculator-like personal

             information manager that focus

             on the same needs.

             Transparency 168

             (Biore-Andrew Jergens) "Biore

             Pore Perfect. The No. 1 selling

             SKU in facial skin care. Beautiful,

             isn't it?"

             Attractive opportunities are often

             fairly close to markets the firm

             already knows. For example,

             Andrew Jergens Company

             already knew about skin care

             needs, so development of Biore

             Pore Perfect was an attractive

             opportunity.

             Transparency 170

             (Vaseline Intensive

             Care-Chesebrough-Pond's)

             "There's dry skin. And the way to

             heal it."

             Firms often use vivid images and

             advertising messages to help

             "position" how a product meets a

             target market's specific needs.

             Transparency 172

             (Komatsu) "Familiarity breeds

             success."

             When Komatsu entered the U.S.

             market it was at a disadvantage

             relative to Caterpillar, John

             Deere, and other competitors that

             had well-known brands and large

             established networks of servicing

             dealers who maintained

             inventories or repair parts.

             Komatsu was successful with a

             different strategy: It reduced

             equipment costs (and prices) by

             designing different models so that

             key components and parts were

             interchangeable. This made it

             easier to improve quality and

             reduce the need for service. Even

             with fewer dealers, when service

             was required parts were more

             readily available and mechanics

             didn't have to learn new

             procedures for each piece of

             equipment.

             Transparency 173

             (Generationext-PepsiCo) "Yes, as

             a matter of fact, we are all things

             to all people."

             PepsiCo offers a number of

             products that compete in a broad

             market for beverages. Yet, a

             marketing strategy for Mountain

             Dew targeted at teens may

             require a very different marketing

             mix than the marketing strategy

             for All Sport targeted at

             athletes...and both of them

             require different approaches than

             are used in the

             promotion-intensive cola-war

             competition.

             Transparency 174

             (MapInfo) "Identify your best

             customer...And find others just

             like him. Choose ClusterPLUS."

             To aid in targeting, ClusterPlus

             software from MapInfo divides the

             U.S. population into 60 different

             "cluster" segments, each with

             distinct customer characteristics.

             Transparency 177

             (Rice Krispies Treats-Kellogg's)

             "Single and available."

             Kellogg targets health-conscious,

             snack-loving consumers with

             these single-serve snacks.

             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 site

             the sponsor desires. Thus, if a

             physician is browsing the Web

             and goes to the designated web

             site, the ad instantly appears. 

             Transparency 190

             (KLM Cargo) "KLM Cargo from

             Damnum Saduak? A taste of

             their global network."

             Many firms that want to reach

             international markets can now do

             it more easily--with help from

             transportation firms like KLM

             Cargo that handle deliveries all

             over the world.

             Transparency 197

             (McCormick & Co) "The most

             complete sales and profit building

             program in the seafood business!

             Golden Dipt & Old Bay. We make

             selling seafood easy."

             McCormick produces a wide

             variety of spices and seasoning

             that compete in the broad food

             preparation product-market. But

             specific products within its

             product line--like Old Bay

             Seasoning for seafood--involve

             different market segments and

             require carefully planned

             strategies to reach target

             customers and meet their needs.

             Transparency 200

             (Dickies-Williamson-Dickie Mfg.)

             "We humbly offer three good

             reasons why you shouldn't bury

             your head in the sand about our

             denim jeans. Margin. Margin. And

             more margin."

             Dickies has the same target

             market as larger producers of

             denim jeans, like Levis, that have

             a much greater overall sales

             volume and spend much more on

             consumer advertising. So,

             marketing managers for Dickies

             developed a strategy that involves

             a differentiated marketing mix.

             The price for Dickies is set to give

             retailers a higher profit margin for

             selling the Dickies brand rather

             than other major national brands,

             and Dickies puts ads like this one

             in trade magazines to highlight

             this point of differentiation while

             emphasizing the quality of Dickies

             products and the fact that

             consumers see the Dickies brand

             as offering good customer value.

             Transparency 201

             (British Fibreboard Packaging

             Association) "Nothing protects

             like fibreboard."

             Fibreboard (corrugated

             cardboard) competes with molded

             styrofoam, packaging "peanuts,"

             and a variety of other materials in

             the product-market concerned

             with protecting products from

             breakage.

             Transparency 203

             (Nissan) "Life is a journey. Enjoy

             the ride."

             Nissan's "Life is a journey, enjoy

             the ride" ad campaign doesn't

             focus on transportation or

             reliability or economy or other

             functional needs of the target

             market, but rather communicates

             that Nissan meets higher order

             needs. For some target

             customers the functional needs

             may just be qualifying

             dimensions--with the determining

             dimensions that shape what

             specific car to buy based on

             emotions and feelings rather than

             some sort of logical process.

             Transparency 204

             (BellSouth) "To an inmate, it's just

             another telephone."

             BellSouth's MAX phone system is

             targeted at prison inmates! Its

             ads appear in publications such

             as American Jails and

             Corrections Today. Clearly, a

             marketing strategy targeted at

             in-prison populations involves a

             very different marketing mix than

             one targeted at out-of-prison

             populations.

             Transparency 207

             (Pedigree-Mars Inc.'s Kal Kan)

             "Now, there's a new way to get

             healthy hair...And it comes in very

             can and bag of Pedigree."

             Kal Kan wants to differentiate its

             dog food from other competing

             premium brands and zero in on

             the needs of a specific target

             market by focusing on the food's

             healthy effect on a dog's skin and

             coat.

             Transparency 211

             (Bactroban) "When an infection

             gets in, get it out."

             Consumers might view various

             topical ointments in different

             ways, but marketers for

             Bactroban want to emphasize its

             ability to eliminate infection. Other

             ointments might do that too, but

             this ad positions Bactroban as an

             infection fighter and should help

             get the attention of target

             customers who are especially

             concerned about that product

             benefit.

             Transparency 212

             (Tylenol-McN-PPC) "Do you want

             caffeine...or decaf with that

             headache?"

             Many people suffer from

             headaches, so this is a broad

             target market. A qualifying

             dimension that relates to all of

             these people is that they want

             headache relief. But the

             determining dimensions that

             relate to what brand of pain

             reliever they pick may be much

             more specific--like whether a pain

             reliever includes caffeine or not.

             Tylenol wants to highlight this

             feature because its caffeine-free

             formula differentiates it from

             Excedrin and some of the other

             competing headache relievers.

             Transparency 213

             (Triaminic-Novartis) "Don't put

             unnecessary medicine into this

             perfect little package. The right

             relief without the worry."

             A marketing strategy that targets

             children may need to consider

             both the child's needs and the

             parents' needs. Triaminic, for

             example, has developed a wide

             range of symptom-specific

             children's cold formulas so that a

             parent can choose exactly the

             medicine the child needs with no

             side effects from unnecessary

             ingredients. But it's the job of

             promotion (including this ad) to

             explain that benefit and help

             "position" how the target market

             sees the product relative to

             competitors' offerings. The ad

             doesn't even address the

             effectiveness of the

             medicine--because consumers

             expect that of any cold medicine.

             Transparency 219

             (First Moments) "We've got your

             target market covered."

             A firm with a marketing strategy

             targeted at new parents might

             work with First Moments, Inc.

             which plans and implements

             special product sampling and

             coupon programs in hospitals. Its

             hospital bedside distribution

             (within 24 hours) by staff nurses

             reaches 90 percent of all births in

             the U.S.

             PERSPECTIVES ON TEACHING

             CHAPTER 3--FOCUSING

             MARKETING STRATEGY WITH

             SEGMENTATION AND

             POSITIONING 

             A key challenge of marketing

             strategy planning--and in fact of

             all strategy decisions in

             business--is to figure out what the

             focus and priorities should be. If

             those decisions are made well, it

             is much easier to be effective in

             integrating the individual

             decisions that support that focus.

             Thus, new with this edition, we

             have introduced a model of the

             overall marketing strategy

             planning process that helps

             students see what types of

             thinking and analysis are involved

             in narrowing down from "all

             possible opportunities" to a

             specific strategy (target market

             and marketing mix). And this

             specific strategy should offer the

             target market superior customer

             value--and yield for the firm a real

             competitive advantage and

             superior marketing results.

             Faculty who have taught from

             earlier editions of Basic

             Marketing will realize that this

             exhibit is simply a visual tool for

             organizing the topics that have

             always been covered in the text.

             However, by presenting the ideas

             in this fashion it makes it clearer

             that a marketing manager needs

             to have a logical and clear

             process for analyzing each

             marketing situation and for

             narrowing down to the specific

             strategy that the firm will puruse.

             It makes sense to devote some

             time to this idea and to an

             overview of the topics in this

             exhibit--relating them to the

             structure of your course and

             reading assignments in the text.

             Emphasize that at this point in the

             course this exhibit just provides a

             broad overview--a "quick

             summary" of a way of

             thinking--but that as the course

             evolves, they will become more

             expert on the many decisions and

             factors that are involved in

             understanding each of the

             individual elements in the

             framework and how they relate to

             each other. If you return to this

             exhibit in subsequent classes as

             new topics are introduced,

             students will more clearly see

             their progress on the road toward

             developing effective marketing

             skills.

             Once the general framework is

             introduced, students will have a

             clearer understanding of the role

             of Chapter 3 and the discussion

             of material related to that reading.

             Analyzing and identifying potential

             target market opportunities is one

             of the most important--and also

             one of the most

             challenging--marketing jobs. In

             the same vein, one of the

             teaching challenges in this area is

             to ensure that students

             understand that this involves a

             "balancing act." On the one hand,

             marketing managers should start

             with a view of the needs of

             potential customers in a broad

             product-market--so that they don't

             fall into the trap of thinking about

             opportunities only in terms of the

             physical product that the

             company currently produces (i.e.,

             the type of "marketing myopia"

             that Ted Levitt so skillfully

             described and illustrated in his

             classic Harvard Business Review

             article). On the other hand, it is

             not adequate to just develop a

             vision of the broad, generic

             market in which the firm wishes

             to compete. Rather, once the

             broad product-market or generic

             market has been identified and

             analyzed, it is important to narrow

             down to more specific target

             market opportunities that the firm

             can tackle--and tackle in such a

             way as to develop a competitive

             advantage. A basic objective of

             this chapter is to introduce

             students to these ideas and,

             importantly, give them workable

             guidelines and frameworks so

             that they can do it themselves.

             Thus, the chapter does not simply

             describe the idea of market

             segmentation, but rather develops

             the concept in sufficient depth so

             that the student will be able to

             apply the idea in subsequent

             chapters and later for some

             company.

             Before beginning discussion of

             the material in this chapter, it is

             useful to point out to students

             that it is the first in a series of

             chapters--up to and including

             Chapter 8--that deal with the

             "target market" aspect of

             marketing strategy planning. After

             that, the focus shifts to the 4Ps

             decision areas that a marketing

             manager works with in meeting

             the needs of the target market.

             You may even want to

             acknowledge to students that

             there is a "chicken and egg"

             question that arises here from a

             teaching perspective. Subsequent

             chapters provide substantially

             more information about

             dimensions of customers that can

             be used to facilitate market

             segmentation thinking. For

             example, Chapter 3 introduces

             the idea of segmenting customers

             based on needs, and then the

             chapters on the behavior of final

             consumers and business and

             organizational customers

             develops in more detail the

             different types of needs that may

             be relevant. In the same vein,

             Chapter 3 introduces the idea that

             the size of a target market_and

             the extent to which different

             segments within a broad

             product-market can be combined

             into a single target market--are

             important factors in accessing an

             opportunity. Then, subsequent

             chapters on demographic

             dimensions of the consumer

             market and the chapter on

             uncontrollable environments

             develop the specifics of these

             ideas in more detail. Thus, it is

             useful to emphasize to students

             that subsequent classes and

             chapters will put more flesh on

             the skeleton (structure) that they

             learn about in this chapter.

             In the same vein, the discussion

             of positioning and differentiation

             emphasizes the link--from a

             broad perspective--between the

             target market selection and what

             the firm is going to do to satisfy

             that market's needs in a way that

             results in a competitive advantage

             for the firm and superior value for

             the customer.

             The chapter-opener example

             focuses on Hewlett-Packard. The

             HP case is a very useful vehicle

             for emphasizing the importance

             of looking at markets in terms of

             customer needs--not just

             products that the firm already

             makes--and that innovative

             marketing managers are

             constantly coming up with

             completely "new businesses" by

             identifying and developing new

             market opportunities.

             The highlighted teaching case for

             this chapter (on page 84) focuses

             on targeting small businesses.

             Part of the logic for introducing

             this material at this point is to

             prompt students to think more

             explicitly about the fact that these

             ideas apply in business markets

             as well as consumer markets. 

             The Kaepa example (on page 78)

             is really good at showing how a

             firm can use target marketing to

             develop a competitive advantage,

             even when other firms are strong

             or well established with less

             specific targets. A good question

             to ask is whether firms like Nike

             and Adidas could have pursued

             this opportunity. Students will see

             that it is possible to pursue

             different target markets at the

             same time with different

             marketing mixes, but that it

             doesn't just happen automatically.

             Some marketing manager has to

             consciously plan the strategy.

             Another example (on p. 69)

             focuses on Cybex. One

             interesting aspect of this example

             (and the previous one) is that

             they are both smaller firms rather

             than the big multinational

             corporations which often get the

             attention. A good way to discuss

             the Cybex case is to point out

             that--in hindsight--the move by

             Cybex into international markets

             has proven to be a good idea.

             But, that "hindsight" really doesn't

             explain why a marketing manager

             for a firm, especially a smaller

             one like Cybex, should be thinking

             about international market

             opportunities in the first place.

             This leads to a question: What

             motivates a marketing manager

             for a small firm to bother with

             international markets? Various

             answers to this question are

             provided in a section at the

             beginning of the chapter. As

             students offer ideas stimulated by

             that text discussion the

             explanations can be linked to the

             Cybex case. This serves as an

             effective way to integrate the case

             with other topics in the chapter

             and at the same time encourage

             students to think again about why

             it is important to study strategy

             planning for international

             markets.

             In recent years, there has been

             quite a lot of debate in the popular

             marketing press and also among

             academics about the possibility,

             or desirability, of "global"

             marketing strategies. This topic

             can provide some useful class

             discussion. In particular, you may

             want to remind students that the

             frameworks offered in Chapter 3

             with respect to market

             segmentation are directly relevant

             for thinking about that issue.

             Some firms can effectively

             "aggregate" different segments

             (including segments in different

             parts of the world) into a common

             target market because their

             needs and likely responses to a

             marketing mix are similar.

             Perhaps only the details of how

             the strategy is implemented (for

             example, the language of an ad,

             or the types of middlemen

             involved in the channel of

             distribution) may differ. On the

             other hand, in most cases there

             will need to be more significant

             modification of the strategy for

             different international markets. A

             number of firms that uncritically

             jumped into "global" strategies

             have learned this lesson the hard

             way--after experiencing really

             poor results. Students who have

             studied the concepts in Basic

             Marketing should not find this

             point surprising, but it is

             nevertheless worth

             reemphasizing. Whether a firm's

             target customers are domestic or

             foreign, different types of

             opportunities may require quite

             different marketing mixes.

             Hopefully, the marketing manager

             can develop an overall marketing

             program that builds on and is

             consistent with the strengths of

             individual strategies. However,

             sloppy thinking applied to

             planning for international markets

             can lead to some very costly

             mistakes.

             Another example (on p. 77)

             focuses on AFG Industries. This

             particular case provides effective

             reinforcement that creative

             thinking about market

             segmentation can help the firm

             avoid the type of head-to-head

             competition that usually leads to

             price cutting and thin profit

             margins. That topic is revisited in

             the next chapter on evaluating

             opportunities in the marketing

             environment, and issues of

             competition and competitive

             advantage have received

             increased emphasis throughout

             the text.

             In previous editions of Basic

             Marketing, we included detailed

             discussion of a seven-step

             approach to segmenting

             product-markets--which was

             presented in the context of an

             extended example. That approach

             was presented to explicitly tie

             together the different types of

             analyses and concepts developed

             in this chapter. With this edition,

             we have removed the discussion

             of the seven-step approach--in

             part to reduce length and

             redundancy in the chapter and in

             part because the strategy

             planning process now portrayed

             in Exhibit 3-1 generalizes that

             approach and frames the idea of

             a narrowing down process in

             terms of the whole marketing

             strategy--not just in terms of the

             target market selection. On the

             other hand, we believe that there

             is still great value in using the

             seven-step approach to tie

             together topics in the

             segmentation area if an instructor

             has time to cover it in class;

             further, it is consistent with ideas

             developed in this edition. Thus,

             instructors who would like to

             continue to use the seven-step

             approach in class discussions will

             find Transparency 31 particularly

             useful. It is a new rendition of the

             exhibit used in previous editions

             of Basic Marketing concerning

             the motel market. If you do not

             have a copy of the 12th edition of

             Basic Marketing, we have

             included computer files

             (7Step.wdp, 7Step.doc, 7Step.txt)

             in different wordprocessor

             formats (on the CD-ROM that is

             packaged with this lecture

             support manual). These files have

             detailed explanations of the

             seven-step approach and the

             particulars of the motel example

