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history 336
insolvency services market case study 338-9
internal communications 336
training 336
see also repositioning
post purchase distress 340-1, 417
Post-It notes 194
power distance 135
Powergen 165
PR (public relations) 254, 276
prayer rooms 224

Premier Brands 333—4
premium positions 335
presentations, closing techniques 105
press releases 354
preventative management 355
“Priceless” advertising campaign, MasterCard 257-9
pricing 178-9, 342-6
printed communications 160
prioritization, account management 5-6
Private Eye 433
privatization, BT 2367
process mapping 46
process re-engineering 443, 444-5
Proctor & Gamble 195
product-based v. free services 92
product life cycle (PLC) 346-53, 468
biological analogies 350
Boston Matrix 52
Coca-Cola case study 2513
further reading 348-59
Guinness case stuay352-3
history 347
product-markat strategies 30
product, orice. nromotion, placing (4Ps) 280,
28182
produc-stirround 177, 178
preductivity of employees 208-9
troducts
brands 53, 5668
lines 30
localization 223
molecular modelling 293-5
new product design 296-303
ridiculous names 433
Shostack’s continuum 415
professional buyers 84
professional networks 83, 360
professions, business-to-business marketing 85—6
profit impact on market share (PIMS) 247
project management 263
promotion, services marketing 415
promotional pricing 344
proprietary tools 467
protection of brands 418
psychographics segmentation 399
psychological pricing 344
public relations (PR) 257, 276, 3537
see also media
public sector 236
publishing 1569
Pullman trains 431
pumping engines 86
purchasing see buyers/buying; consumer behaviour

qualitative research 378
quality of service see service quality
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quantitative research 378

“question marks” (company type) 48
queueing theory 425

quiet areas 270

Rackham, Neil 27, 384, 388
railways 2345, 244-5, 419, 429-31
ratings for concepts, xix
Reader’s Digest 161
reception systems 121
recruitment firms 16971, 248
references 46977
refrigerator market 220-1, 223, 225-6
regression analysis 380
relationship management 217
see also customer relationship management
relationship marketing (RM) 37, 358-68
AAR model 1-4
categories 360
communication 360
customer entertainment 188-92
further reading 362
history 361-2
networks 359-61
Satyam Computer Services case study 363—8
relationship portfolios 282
religious observance 224
repeat customers 12-13, 228
pricing 344
service quality 404
replicable technologies 80
repositioning 36876
history 371
Virgin case study 3726
reputation management 229, 355 417
corporate social responsibility’ 124
customer entertainment 390
recovery of reputation 4115
research 376-83
buyers 35
data analysis/collection 378-80
desk reviews 381
further reading 382-3
history 381-2
hybrid techniques 380
international marketing 214
internet searches 381
interpretation 381
knowledge gap identification 381
limitations 383
market audit 35
marketers’ power 383
marketing measurement 271
process 377-8
purpose 381
service quality 409-10

steps 377-8
techniques 378-9
types 378
usefulness 465-7
zones of tolerance 173-5
resource ties 2, 3, 88
response hierarchy models 26
response management 2545
responsible business see corporate social
responsibility
responsive marketing see relationship marketing
retail sector 91, 93
retro marketing 160
return on investment (ROI) 22, 275-6
return on marketing investment (ROMI) 275-6
revenue forecasting 386
rip ofts 335
“rising stars” 48, 331
risk to reputation 190
River Group case study . 156-9
RM see relationshir-1narketing
Rogers, EM. 149,259
ROI (return. 2. ir.vestment) 22
ROMI frecaim on marketing investment) 275-6
routine di<~retion 406
Russ=ll Reeynolds Associates 169—71
Ryvanair 407

S-curves
market development 238, 242-3
product life cycle 346, 350
sales cycle 143, 305
see also pipeline management
sales/selling 384-9
channels of distribution 100-1, 386
concepts 385—6
cycle 143, 305
data 93
decision-making units 142
direct field sales 100-1
direct retail sales 100
friction sources 388
funnel model 322-5
further reading 387-8
growth 241
history 387
international marketing 217
major accounts 385
measurement 275
revenue forecasting 386
SPIN model 384-5
strategies 6—7
support staff’ 386
SAS (Scandinavian Airlines) 409
satisfaction measurement 277, 278
Satyam Computer Services case study 363—8
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scenario planning 36, 389-93
Ericsson case study 390-3
history 389-90

Schultz, Charles 41

scientific management 208

score card, balanced 271, 272

SCORPIO model 287, 289

search attributes, brands 71

search engines 153

Sears Roebuck 161

sector marketing 393-6

segmentation 397-403
brand creation 72
business-to-business marketing 401
buyers 250
communication 250
competitive strategy 108
cultural groups 215
customers 72, 241
further reading 402
history 399-401
international marketing 214-15
loyalty 231
marketing communication 250
methods 399-401
niche customers 241
organizational 400-1
process 397
tests 399
variables 402
see also positioning

self-service 422

service quality 282, 403-15
British Airways case study 411-15
competitive strategy 110-11
concepts 404-7
customer perceptions 4034
further reading 410-11
Gap model 180—4
history 408-10
measurement 410
research 409-10

service sector

concept diffusion 193

differentiation 110-111

discrete v. continuously rendered 92
features analysis 175-7, 178

free services 92

industrialization of 202
infrastructure-based v. added value 92
interactional services 93

marketing mix 279

membership relationship v. anonymity 93
molecular modelling 293-5

new service design 296-303
people-based services 92

portfolio management 330

post purchase distress 341
product-based v. free 92

ridiculous names 433
technology-based v. people-based 92
transactional v. interactional 93

services marketing 415-3

blueprinting 44

brand protection <17

control 424-5

environment 425—6

error recieus 419

expeciat n management 420-1
free rridls 417

farther reading 428-9
h:terogeneity 418-19

history 4267

inseparability 421-2
intangibility 416-17

internal marketing 203-10
Midland railway case study 430-31
ownership 423

packaging 318, 416
performance 426

perishability 422-3

process 423—4

railways case study 429-31
reputation management 417
schools of thought 427
Shostack’s continuum 415
simultaneous consumption 420-1
variability 418-20

development of 2069
internal marketing 204

services

added value 92, 111
anonymity 93

below par 110

brands 53, 65-7, 71
category management 92
closing techniques 106
co-creation 92

cultural expectations 134
definition 47

SERVQUAL tracking model 182
Shakespearean analogies 2667
shared reward 343

shareholder value 276

shoe buying, features analysis 173—4
shoeshine service blueprint 44
shopping see consumer behaviour
Shostack, Lyn 45-7, 294, 417, 4267
SIC (standard industrial classification) 395
Sieft, Lord 361

Silver, Spencer 194-5

simulation, market research 380
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simultaneous consumption of services 4201
Singer 387
single marketers 311-13
Six Sigma 405
small business units 312—13, 315
soap market 20, 97, 447, 457
soccer 136-7, 226
social accounting 125
social networking 153, 156, 356—7
social responsibility see corporate social responsibility
social security records 79
socioeconomics 399
solutions marketing 431-8, 464
further reading 433
history 431-3
Nokia case study 434-8
specialists
marketing units 310, 311-13, 314
relationship networks 358
thought leadership 446
see also expertise
spectrometers 130-1
Spiers & Pond 430, 440
SPIN model 27, 384-5
sponsorship 438-42
activities 439
brands 439
de-centralized organizations 442
further reading 441-2
history 440-1
problems 440
sports sponsorship 439, 440, 441, 442
staff management 80-1, 262-3
staft surveys 206
stakeholders 120, 285
standard industrial classification. (SiC) system 395
standardization of delivery 202
standards, international 126
standby communication plans 354-5
Starbucks 256-7
“stay in” strategy 222-3
steam engines 85-6
Stockwell, Ashley 372-3
strap-lines 74
strategy see competitive strategy; corporate strategy;
marketing strategy
Strong, E.K. 26, 27
sub-branding 73
substitute offer threat 327
success factors, competitive advantage 113
Sun Tzu 291
Sunlight soap 447
suppliers 52, 231
category management 92, 93
competitive strategy 109
evaluation criteria 305

power of 327

process 423—4

relationship networks 359, 360

scalability 432

solutions marketing 464
surveys

brands 370, 375

customer satisfaction 277

staff 206
Sweden 79-80

Tapscott, Don 152
target customers 5
teaching of marketing 466—7
teams 3, 87-8, 263
technology-based v. people-based services 92
telecommunications market 235-8, 390-3
Interoute case study 300-3
television advertising 23-4
Telewest 372, 374
Tesco 368
textbook presentaticzs 466
texting 240
“thought foliawship” 444
thought le dership 230, 443-51
history-447-9
‘nterbrand case study 450-1
-hreats 327
time and motion studies 208
The Tipping Point (Gladwell) 458, 459
“To Arthur” (Guinness) advertising
campaign 24
tobacco companies 439
toothpaste market 19-20, 400
total quality management (TQM) 404-5
“total solutions” firms 393
TQM (total quality management) 404-5
tracking
brands 370, 375
competitive strategy 111-12
SERVQUAL model 182
see also marketing measurement
train services 419
see also railways
training, market positioning 336
transaction surveys 277
transactional v. interactional services 93
transferable values, brands 369
transition strategy 369-70
transnational companies 137-40, 212
transportation 234-5, 244-3
air travel 245
cars 177-8, 245, 246
railways 244-5, 419, 425-6
tribal segmentation 400
Trott, P. 150, 200, 337
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Twitter 151 Virgin Group 194, 371, 372-6, 419
two-way symmetrical model 355 Virgin Media 372, 374-6
Virgin Mobile 372
Uglow, Jenny 85-6 visiting programmes 372
UK
Age UK 163-6 Walkers crisps 95, 96
BT case study 235-8 Walsh, Willie 414
Competition Commission 94 washing machine market 222, 223—4, 418
insolvency services market 338-9 web addresses 74
Michelin Development 128-31 websites 153
Microsoft UK Ltd 319-22 Wedgwood, Josiah 41, 75, 96-7
railways 245, 425-6 corporate social responsibility 125
service economy 206 direct marketing 160
uncertainty avoidance 135 pricing 345
United States service quality 408
air travel 245 white goods market 220-7, 418
car ownership 245, 246 wine storage 222
manufacturing sector 206—7 Woods, Tiger 96
marketing techniques 219 word-of-mouth 276-7, 360, 361, 458
railways 234-5 world wide web 151-2
social security records 79 market research 381
urban myths 446 viral marketing 439

Wunderman, Tester 161-2
value added resellers (VARS) 101

value-based marketing 276 Xerox
value chain analysis 8-9, 111-13 aceo niselection 15
value perceptions 453—4, 455—6 client managing directors 14
value propositions 9-10, 452—6 communication networks 16
value realized pricing 343 corporate sponsorship 16
variability of services 418-20 coverage 15
VARS (value added resellers) 101 global account management 13-17
Vernon, Raymond 241-2, 248 infrastructure 15-16
VIP programmes 89 leadership 14
viral marketing 88, 205, 456-60 services focus 14
AAR model 4
further reading 459-60 Yuppies (young urban professionals) 400
history 457-8
internet 458 Zaltman, Gerald 41, 234
role 456 zones of tolerance technique 173-5, 378

word-of-mouth 458
see also diffusion of innovations
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