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AARP, 47
Abercrombie & Fitch, 186
Absolut Vodka, 125
Accenture (Andersen Consulting),

126–127, 129, 137, 223
Acumen Fund, 289–290
Additech, 39–40
Advanced Micro Devices (AMD), 127
Advertising:

benefits and factors influencing,
209–211

brand comparison, 221–222
brand linkage enhancement, 220,

225–226
in brand positioning statement, 105
comparative, 117, 121, 222
consumers decisions and, 211–215
hard sell, 220
image through, 125–126
measuring effectiveness, 226–229
message content, 219–225
message repetition, 224
print, 193, 226
spending, 210
spokespeople, 222–224
story grammar, 220–221
using creative and media strategy,

216–219
Advil, 209
Age segmentation, 40
Airline industry, 169, 195
Airlines, US, 182–183, 186
Alcoholic beverages, 39, 75, 243
Amazon.com, 31, 113, 114, 116, 149,

156, 197, 233

AMD. See Advanced Micro Devices
(AMD)

American Customer Satisfaction Index,
4

American Express, 81, 223, 258
Ameriquest, 217
Anderson, Chris, 31
Anderson, Eric, 190
AOL, 327–328
Apple Computers, 11, 16, 28, 45, 83,

124, 173, 190, 210, 216, 313, 328,
343, 400

iPhone, 77, 113, 190, 328, 398–399,
402, 404, 405

product leadership, 51, 52
Architectural innovations, 15
Ariel (Detergent, Europe), 119–120
Ariel (non-alcoholic wine), 87
Arm & Hammer, 28, 45
Ashoka, 290
Assortment and variety, in service

output, 238, 239
AstraZeneca, 176
AT&T, 398, 400, 402, 405
Australian Shiraz wine, 75–76
Automotive industry, 310
AXE body spray, 219

Badge products, images related to,
129

Bailey’s Irish Cream, 48
Band-Aid bandages, 224
Barcelo, Israel Moreno, 291
Barley Davidson, 311
Barrett, Colleen, 156
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Behavioral targeting, 312
Bell Labs, 325
Benchmarks/benchmarking:

analogous products and, 191
competitive, 243
previous generation products and,

191
Benefit(s):

brands, 88, 220
category-defining, 85
economic, 189–190
emotional, 82, 86
functional, 82, 86, 189–190
marketers and selecting, 79–80, 81
niche, 85
positioning, 86
psychological, 189–190, 196

Benett, Andrew, 304
Benz, Karl, 17
Bernbach, Doyle Dane, 220
Best Buy, 42, 310, 395
Best practices for sales force:

controller decisions, 283
definer decisions, 279
for developing sales strategy, 278
enlightener decisions, 281
exciter decisions, 282
shaper decisions, 280

Best-seller items, carrying, 353
BIC razors, 49, 88, 120, 139
BlackBerry, 113
Blogs, 307, 309, 311
Bloomberg Professional service

(business-to-business brand), 112,
120

Blue Ocean Strategy, 16
BMW, 115, 129, 137, 170, 177, 193,

215
Body language of organizations, 148,

154–155
Boeing, 20, 139
Borders, 353
Bose, 183

Boston Consulting Group, 126
Bottled water, 115
Bottom-of-the-pyramid (BOP)

consumers. See Marketing to
bottom-of-the-pyramid (BOP)
consumers

Bounds (managerial/environmental),
243

Brand architecture/structure. See also
Brand(s)

brand system and, 344
corporate branding, 137, 138–139
family branding, 137, 138
internal branding, 147
product branding, 137–138
product consolidation and, 339–340

Brand community, concept of, 313
Brand design. See also Brand(s)

in brand positioning statement,
105–109

integration through, 110
schematic, 107

Branded house approach, 339–341
Branding in organizations. See also

Brand(s)
cultural storytelling, 152–154
culture and brand, 146–150
hiring and employee assessment,

150–152
job design rewards and incentives,

154–156
leadership, 156–158

Brand-led innovation, 338–339
branded house approach, 340–342
brand system approach, 342–346
business model innovation, 335–336
consolidation and brand architecture,

339–340
design-led innovation, 337–338
externally generated innovation, 333
open innovation, 333
path to innovation, 332
primary sources of, 334
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Brand positioning, 343–345. See also
Brand positioning statement

competition-based, 74–81
customer-based, 74, 82–85
developing, 73–74
image, 79
value position and, 80
writing statement of, 85–90

Brand positioning statement:
advertising approach, 105
brand design approach, 105–109
category component, 97
expressing brands in words, 93–95
marketing planning approach,

104–105
point of difference component,

97–98
relationship among components,

98
selling hamburgers example, 92–93
target component, 95–96
using brand stories, 101–104
using engagement, 98–100
using support and personality, 101

Brand(s), 34, 120, 127, 146–147.
See also Brand architecture/
structure; Brand design; Branding
in organizations; Brand
positioning; Established brands;
Experiential brands; Functional
brands; Targeting New product

behavior, 152–153
building, 116–118
continuum, 134–136
defined, 114–116
essence (customer-based positioning),

82–84, 86
extensions, 129
followers, 79, 85, 90
knowledge and evaluation, 227–229
linkage, enhancing, 225–226
personalities, 117, 118, 119, 128, 129
products vs., 92–93, 114–116

role in buyers’ lives, 112–114
types of (functional, image,

experiential), 118–134, 137
Brand system approach, 342–346
Bud Light, 34, 217
Budweiser, 47, 217
Buick, 129, 137, 223
Building the category, attracting

nonusers by, 47
Bulk-breaking, in service output, 238,

239, 250, 251
Bulk-outbreaking, 238, 239
Burger King, 46, 83
Burnett, Leo, 153, 155, 220
Business model innovation, 335–336,

338
Business purpose, 3
Business settings, buyers in, 8
Business-to-business brands, 120
Business-to-business image brands,

126–127
Business-to-business markets, 112, 196
Business-to-business settings, 7, 35
Business-to-consumer, 7
BusinessWeek, 113, 225
Buyer center, 35
Buyer knowledge. See also Buyer(s)

categories, 11–12, 74
perceptions, 12
preferences, 12

Buyer(s). See also Buyer knowledge
brand associations, 115–116
brands and, 112
change, 16
choice, 12–13
competitive marketing strategy

and, 6
evolution of learning, 10–11
goals of, 6–8

Cadbury, 39
Cadillac, 137
Capability investments program, 333
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Capital One, 327
Cartier watches, 84
Case study: Vive La Crepe, 368–371
Casual research design, 367
Category-build strategies, 47, 48
Category essence, 84–85, 86
Category(ies)/product category:

attributes, 79
in brand positioning statement, 97
buyer knowledge and, 11–12
choosing, 74–76, 77
establishing membership, 76–78,

85–86
label, 81, 85
points of parity, 76–78

Caterpillar, 112, 120, 137
CDnow Online, 42
Celebrities:

consumers and endorsement of, 79
image brand and, 124

CEMEX, 251–253, 290–299, 301
Challenges:

of business leaders, 161
of creating customers, 5
of experiential brands, 133

Chanel No. 5 perfume, 88
Channel. See Marketing channel
Channels of distribution, customer

value and, 196–198
Chase, Robin, 73
Chez Panisse, 395–396
Chicago Symphony, 131
Chinese consumer and market, 96, 98
Cisco, 193, 258, 307, 328
Citi, 113, 114
CLV. See Customer Lifetime Value

(CLV)
Coach, 183
Coca-Cola, 19, 22, 112, 113, 114, 115,

116, 125, 128, 137, 138, 176, 311,
328

Coffee-Mate, 222
Coke, 137
Cola brand, 93–95

Colgate Total, 221–222
College textbooks, distribution of,

232–233
Common essence, 343
Comparative advertising, 221–224
Compensation and incentives, sales

force and, 282
Compensatory strategy, 13
Competition. See also

Competition-based positioning;
Competitors

companies and, 175–176
consumer learning and, 10
image brands and, 123
pricing and, 194–196
during stability period, 11

Competition-based positioning. See also
Competition

category membership, 76–78, 85–86
goal of, 8–9
origins and identifying categories,

74–76
points of difference, 78–80
triangle, 80–81

Competitive advantage:
differentiation, 21–22
fast following, 20–21
maintaining image brand, 128
market pioneering, 19–20
redefining markets, 22–23
social rivalry, 18–19

Competitive benchmarks, 243
Competitive games, rules of, 14
Competitive paradigm:

buyer change, 16
sequential paradigms, 16–17
strategic innovation, 15-16
technological innovation, 14–15, 31

Competitive positioning, 8–9
Competitor-brand users, 34
Competitors:

advertising and, 211
customers, targeting, 45–46

Conjoint analysis, 191–192
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Consistency, brand and, 131
Consumer-focused design-based

process, 109
Consumer marketing team, 378
Consumer(s), 10, 36–39, 113. See also

Customer(s)
advertising and decisions of, 211–226
bottom-of-the-pyramid, 250–253,

287–305
celebrities endorsement and, 79
compensatory strategy and, 13
decision-making process and,

357–358
emotional connection with, 128
expectations, 350–351
experiential brands and, 131–132
functional brands and, 121
not loyal to brands, 34
prices and, 204
understanding, 56–71

Contribution margin, 184
Controller drivers, 269, 270, 281
Coors Light Beer, 220
Corporate branding, 137, 138–139
Corporate social responsibility (CSR),

290–292
Corporate Social Responsibility (CSR)

programs, 288–290
Cortese, Denis, 156
Costco, 30
Cost(s):

cognitive, choice and, 350
fixed, 184
leadership, 168–169
prices and, 184–188
search, 12

Creative strategy, 216–219
Crest Pro-Health toothpaste, 221
CRM systems, 387
Crowd-sourcing, 309
CSR. See Corporate social

responsibility (CSR)
CSR programs. See Corporate Social

Responsibility (CSR) programs

Cultural background, consumers and,
38

Cultural storytelling, 145, 152–154
Culture:

aspects of, 150–158
brands, organizations and, 146–147
credibility gap, 147–149
customer-focused and team-oriented,

383
as facilitator, 382, 383, 389
sales force and, 280

Customer-based positioning, 74, 82–85
Customer cost of switching, 178
Customer-facing organization, 373–374
Customer-focus vs. product-or

segment-focus, 379
Customer-intimate firms, 52
Customer Lifetime Value (CLV), 43
Customer(s). See also Customers

creation; Customer value
anticipating needs of, 326–327
building brand with end-user, 127
competitors’, targeting, 45–46
current, 44
as foundation of business, 3
intimacy, 52
point-of entry, 47
retention of, 44–45
sales force and, 259–263

Customers creation. See also
Customer(s)

challenges of, 5
competitive advantage, 17–23
competitive dynamics, 14–17
developing marketing strategy, 5–14
marketing concept, 3–5

Customer service, in service output,
238, 239, 250

Customer value. See also Customer(s)
analogous products and

benchmarking, 191
aspects of (economic, functional,

psychological), 189–190
capturing, 178
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Customer value (Continued )
channel of distribution, 196–198
cojoint analysis, 192–193
data and experimentation, 191
focus groups and surveys, 191
managerial judgment, 190–191
pricing and, 188–194
triangle, 171
value-in-use analysis, 191–192

D. A. Stuart, 387
Danielson, Antje, 73
Data and experimentation, 190
Data vs. explanation, 58, 63–65
Deciders, in buying center, 35
Decision making:

consumers and process of, 357–358
marketing management and, 399–401
operations and, 399–401
strategies for, 13

Definer drivers, 268
Deliberative judgments, 212–214
Delivery time, in service output, 238,

239
Dell, 121, 196–197, 307, 309, 311, 313
Delta, 169
Demand-side gap, 245, 246, 250,

253–254
Demographic profile, of consumers,

36–39
Desarrollos Agropecuarios Bravo, 289
Descriptive research design, 367
Design-led innovation, 337–338
Dialog, 107–109
Diamond, Jared, 320–324, 327
Dick’s, 78
Differentiation, 21–22
Direct channel of distribution, 196–198
Direct selling/direct-sales organization,

235–236
Direct-to-consumer business brands,

127
Discontinuous innovation, 15

Disney, 112, 113, 114, 130, 131, 134,
153, 155

Disney Theme Parks, 149
Domain conflict, 248
Domino’s, 308
Donna Karan, 129
Dorsey, Jack, 321
Dove soap, 79
Dow Chemical, 139
Dow Corning, 121, 335–336, 338
Drucker, Peter, 3, 378
DuPont, 127
Duracell batteries, 183

Eastern Mountain Sports (EMS), 29
eBay, 313
Economic benefits, customer value and,

189–190
Economic goals, 7
Economic value, 172
Economy, functional brand and,

120–121
Edson pen, 124
Electric utility industry, consolidation

in, 233–234
Elimination by aspect, buyers and, 13
Elizabeth Arden, 131
Emotional benefits, 82, 86
Emotional goals, 7, 9
Employee assessment, hiring and, 145,

150–154
EMS. See Eastern Mountain Sports

(EMS)
End-user pull, 127
Enfamil, 211
Engagement, in brand positioning

statement, 98–100
Enlightener drivers, 269
Entenmann’s baked goods, 53
Environmental bounds, 243
Epinions.com, 397
Epson, 195
Era, 137
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Ervell, Patrik, 76–77
Established brands:

targeting competitors’ customers,
45–46

targeting current customers, 44–45
targeting noncategory users, 46–49

Evaluation:
brand, 228–229
product, 172
services, 172

Everyday explanations, 68
Exciter drivers, 269
Exclusive distribution, 242
Exemplar(s) of the category, 81
Experiential brands:

building, 130–131
consumers and, 131–132
creating and managing, 132–134, 136
image brands vs., 130

Exploratory research design, 366
Extensive problem solving, 10

Facebook, 307, 308, 309, 312, 313
Face-to-face sales, 261
Family branding, 137, 138
Fanta, 137
Farber, Sam, 337
Fast following, 20–21
FatWallet.com, 42
Feature-based image building, 122–123
Federal Express, 14, 165–167, 173–174
Field marketing team, 378
Field sales team, 378
Financial service companies, 309–310
Financial services brands, 114
Financing channel flow, 251
First-mover strategy, 46
First time users, attracting, 46
Flickr, 310
“Focused interview” (Merton and

Lazersfeld), 69
Focus groups, 69–70, 190
Fogdog.com, 78

Follower brands, 79, 85, 90
Ford, Henry, 17
Fortune, 225
Frame of reference, 214
Frey, Liana, 309
Frosted Flakes, 210, 223
Fry, Art, 325
FTD Flowers, 77–78
Functional benefits, 82, 86, 189–190
Functional brands, 119–122. See also

Brand(s)
corporate branding and, 139
creating and managing, 121–122
relationship with branding strategies,

137
superior economy and, 120–121
superior performance and, 119–120

Functional goals, 7
Functional value, 172, 174
Fusion, 137

Gallo, 226
Gap clothing retailer, 154
Gap(s):

analysis, 244
channel, closing, 246
demand-side gap, 245, 246, 250,

253–254
supply-side gap, 245, 246, 253–254

Gates, Bill, 289
Gates Foundation, 289
Gatorade, 223
GE Commercial Excellence, 390–391
GEICO insurance, 213, 223
Gender, 32, 36, 38
General Electric, 36, 113, 114, 126,

139, 265, 266, 304, 325
General Motors, 17, 116–118
Geography, customers and, 31, 39–40
GEO-VALS, 42
Gerber baby food, 19
Gillette, 42, 45, 119, 120, 129, 137,

138, 183, 223, 226, 350
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Global brands, 114, 128
Goal-derived organization, 354–355
Goal-driven marketing research:

basics of, 361–362
case study: Vive La Crepe,

368–371
data analysis, 363–365
gathering data, 365–366
preparing the report, 363
research instrument and design,

366–368
Goal(s):

of buyers, 6–8
conflict, 248
functional, 7
higher-order, 9
of marketing, 287
of positioning, 9

Gobhai, Cavas, 304
Goldman Sachs, 112
Good for Business (Benett, Gobhai,

O’Reilly, and Welch), 304
Google, 20, 22, 77, 113, 114, 153, 313,

319–320
Adwords program, 328
Alerts, 309

Gossip Girl, 131
Got Milk campaign, 48
Grameen Bank, 289
Grayson, Kent, 54–55
Green Giant frozen vegetables, 220
Green Mountain Energy, 132, 137
Growth potential of a segment, 42–43
Guarantee Mutual, 253–254
Gucci, 122
Guns, Germs, and Steel (Diamond),

320–324

Häagen Dazs, 209, 353
Hard sell strategy, 220
Harrah, 327
Hartford Financial, 258
Hertz, 74, 89, 354–355

Hewlett, Bill, 153, 156, 157
Hewlett-Packard, 153, 156, 157, 195,

196–197
Higher-order goals, 9
Hirari, Kazuo, 326
Hiring and employee assessment, 145,

150–154
Hodgman, John, 125
Honda, 129
Honey Nut Cheerios, 79
Honeywell, 327
Horizontal price fixing, 199–200
House of brands. See Brand

architecture/structure
Hsieh, Tony, 156
Huggies, 211
HULU, 223
Humor, advertising and, 217
100 Best Global Brands, 113
Hyatt hotel, 26–27, 34, 37

demographic profile of customers,
377

usage-based segmentation tree, 36
Hybrid gas-electric automobile, 96, 97,

98

IBM, 20, 22, 28, 113, 114, 125, 193,
216, 258, 307, 328

iCrossing, 310
Idiosyncratic organization, 355
Image brand(s), 116, 123

branding strategies and, 137
business-to-business, 126–127
corporate branding and, 139
creating, 128–130, 136
experiential brands vs., 130
feature-based image, 123–124
image through advertising, 125–126
managing, 128–130
positions, 79, 81
time and, 128
user imagery, 124–125

Incremental innovation, 15
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Indirect channel of distribution,
196–198

Infant formula, 344–345
Influencers, in buying center, 35
Information flows, 375, 381
Information organization in memory,

positioning and, 75
Inglourious Basterds (Movie), 310
Ingredient branding strategy, 127
In-house sales function, 262
Innocentive, 333
Innovation. See also Brand-led

innovation
advantage, 169
anticipating customer needs, 326–327
in the enterprise, 319–320
insights from Guns, Germs, and Steel,

320–324
invention vs., 324–326
strategic, 15–16
technological, 14–15

Intel, 5, 51, 127, 172, 384
Intensive distribution, 242, 243
Internet. See also Social media

building image brand and, 129
consumer segments and, 31
experiential brands and, 134
marketing, 307–308
online communities, 313–314

Interstate Bakeries, 258
Interval-scaled variables, 364
Interviews, one-on-one in-depth, 69,

70
Intuit, 52, 309
Invention vs. innovation, 324–326
Ivory soap, 79, 311

Jaguar, 115, 116, 129
Jenny Craig, 83
JetBlue, 15, 310
Jiffy Lube, 172
Jif peanut butter, 209
Jitterbug phone, 122

Job design rewards and incentives, 145,
154–156

Johnson & Johnson, 258, 308
Jordan, Kim, 157–158

Kamien, Morton, 167, 168
Kayne West, 129
Kelleher, Herb, 156, 167
Kellogg Co., 163
Kelly, Gary, 156
Kimberly Clark, 47, 187
Kimmel, Adam, 76–77
King, Stephen, 116
Kleenex tissues, 19
Knowledge management system, 387
Komatsu, 120
Kotler, Philip, 299
Kraft, 187, 229, 339

La Croix, 21
Laddering process/technique, 82–83,

86, 299–302
Lafley, Arthur, 328
Lands’ End, 378
Laundry detergent market, 238–240
Layers, of sandwich strategy, 176–177
Lazersfeld, Paul, 69
Leaders. See also Leadership

business, challenges of, 161
sales, 267–268, 270

Leadership, 145, 156–158. See also
Leaders

cost, 168–169
joint sales and marketing, 384
product, 51–52

Lee, Nancy, 299
Lee jeans, 84, 221
Lettuce Entertain You Enterprises Inc.,

133, 137, 138
Lever 2000, 79
Levi Strauss & Company, 19, 311
Lexicographic choice rule, buyers and,

13
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Lexus, 16, 177, 189
LG, 193
Limited problem solving, 11
Lipitor, 127
Listerine mouthwash, 79
Living brands, 149
L.L. Bean, 378
Lower-order goals, 9
Loyalty:

building, 177–178
customers and, 44
programs, 45

Management. See also
Marketing-operations
management; New products
management; New services
management; Product assortments
management

of experiential brands, 132
of functional brands, 121–122
of image brands, 128–130
marketing channel, 245–254
product returns, 394–395

Management (Drucker), 3
Managerial bounds, 243
Managerial judgment approach, 190
Manufacturer suggested retail price

(MSRP), 197, 198
Marketers:

brand inside organization and, 152,
155–156

challenge of users and nonusers to,
33–36

laddering techniques and, 86
organization’s personality and, 158
segmentation and, 28
selecting benefits, 79–80, 81

Marketing. See also Marketing channel;
Marketing-operations
management; Marketing research;
Marketing strategy; Marketing to
bottom-of-the pyramid (BOP)
consumers; Sales and marketing

concept of, 3–5
customers’ price sensitivities and,

193–194
developing strategy for, 5–14
execution, 395–396
four Ps of, 162, 401–405
Internet, 307-308
leadership, joint sales and, 384
successful, 56
viral, 307

Marketing channel. See also Marketing
definition and motivation, 235–236
design of (segmentation, targeting,

and positioning), 237–245
distribution (intensive, selective,

exclusive), 242
examples of change, 232–234
management (power, conflict, and

coordination, 245–254
structure, 240–245

Marketing-dominant organizations, 378
Marketing-operations management

interface:
integration with decision making,

399–401
iPhone technology, 398–399
marketing mix elements, 401–405
online grocery shopping, 396–398
product returns management,

394–395
restaurant dining, 395–396

Marketing planning approach, in brand
positioning statement, 104–105

Marketing research. See also
Goal-driven marketing research

conventional wisdom about, 58
data vs. explanation, 58, 63–65
precision vs. vagueness, 58, 61–63
proof vs. conjecture, 57–58, 60–61
research methods, 69–71
typical case of, 58–69
understanding explanation, 66–68
value of vague conjectural

explanation, 65–66

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



P1: OTA/XYZ P2: ABC
ind JWBT313-Tybout July 13, 2010 10:13 Printer Name: Courier Westford, Westford, MA

Index 419

Marketing strategy. See also Marketing
strategy development

to the bottom-of-the pyramid, 302
conventional, 302
creating new consumer, 294–297
explanation of, 299
goal of, 303
higher-level, 303–305
positioning statement, 85–90
social values and, 292–294

Marketing strategy development:
buyer goals, 6–8
buyer knowledge types, 11–13
buyer learning, 10–11
classic value proposition, 10
competitive positioning, 9–10
consumer learning and competition,

10
creating customers, 5–6
creating value, 8–9
focusing resources, 8–9
market analysis, 6
market paradigm, 14

Marketing to bottom-of-the pyramid
(BOP) consumers, 302

applying Patrimonio Hoy lessons,
299–305

corporate social responsibility,
288–290

Patrimonio Hoy lessons, 290–299
Market(s):

analysis of, 6
brands and, 112
business-to-business, 112, 196
dividing the, 33
expansion, 169–170
paradigm, 14
pioneering, 19–20
redefining, 22–23
segment, 277
stability, 11–13

Market share
by order of entry, 20
price, profitability and, 182–183

Marketspace, 312
Marlboro cigarettes, 210
Marriott, 36, 112
Maruit Udyog, 78
Mass customization techniques, 31
Mass marketing approach, 29
Mattel’s American Girl Store, 132
Mayo Clinic, 149, 151, 152, 155, 156
McDonald’s, 34, 46, 51, 112, 114, 225,

338
brand design, 108
brand essence, 83–84
brand value in 2009, 113
superior economy offering,

120–121
McKinsey & Company, 112, 126, 139,

193
Meaning

brand and, 92–93, 108
capturing through design, 106–107

Media strategy, 219
Memory, long-term, 213
Mercedes-Benz, 112, 113, 114, 170,

177, 189, 193, 311, 341
Merton, Robert, 69
Message repetition, ads and, 224
Metacognitive judgments, 214–215
MFIs. See Microfinance institutions

(MFIs)
Microfinance institutions (MFIs), 289
Microsoft, 22, 28, 113, 125, 172, 173,

258, 307, 313
Milk Processor Education Program, 48
Miller Brewing, 137
Mindset strategy, 219
M&Ms, 31
Moleskin notebooks, 134
Moment strategy, 219
Morgan Stanley, 113, 114
Morton’s Salt, 115
Motivation programs, sales force and,

282
Motorola, 19
Mr. Clean, 49
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MSRP. See Manufacturer suggested
retail price (MSRP)

Murphy U.S.A., 39
MySpace, 312

Naive explanation, 68
Nano economy vehicle, 78
Necessity’s Mother, 320–322
Negative externality, 399–400, 403
Neilsen, 40
Nescafé, 311
Net-a-Porter.com, 122
NetMark marketing, 299
New Belgium, 157–158
New brand initiative, organizations and,

151–152
New product innovation, 163–165
New products management. See also

Targeting new product
capturing value, 171–178
executing sandwich strategy, 168–171
firms dynamics, 161–162
sandwich strategy, 162–168

New services management:
capturing value, 171–178
executing sandwich strategy, 168–171
firms dynamics, 161–162
sandwich strategy, 162–168

News value, brands and, 209–210
Niche benefit, 85
Niche markets, catering to needs of,

353
Nike, 51, 79, 124, 125, 129, 132, 223
Nintendo, 326–327
No demand-side gap, 245
Nokia, 113, 114
Noncategory users, targeting, 46–49
Nonrandom sampling method, 366
Nonuser categories, 33–34
Nordstrom, 52, 133, 153, 155
Norelco electric shavers, 211
Normal-scaled variables, 364
No-supply-side gap, 245

Notebooks, 49
Novartis, 265–266, 273

Obama, Barack, 129–130
Objectives, organizations and, 5–6
Olay, 45
Olay Total Effects, 340
Old Navy, 83
Old Spice, 53, 54
One-on-one in-depth interviews, 69,

70
Ongoing effectiveness hunts, 265
Online advertising, 229
Online grocery shopping, 396–398
Online word of mouth (OWOM),

314–315
Open innovation program, 333
Operational excellence, 51
Opportunities, for innovation, 334
Optimal channel, 240, 242
Option differentiation, 355–356
Oraclecommunity.net, 314
Oracle Corporation, 385
Ordinal-scaled variables, 364
O’Reilly, Ann, 304
Organization(s):

body language of, 148, 154–155
brand positioning statements,

104–109
direct-sales, 236
making brand come alive, 145–159
marketing-dominant, 378
new brand initiatives and, 151–152
objectives of, 5–6
respect for individuals in, 156–157
reward systems, 154–155
sales-dominant, 377

Otto, Nikolaus, 320
Out of Poverty (Kotler and Lee), 299
Outsourcing sales function, 262–263
OWOM. See Online word of mouth

(OWOM)
Oxo, 337–338
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Packard, Dave, 153, 156, 157
Palm’s Palm Pilot, 28
Panasonic, 39
Pantene, 209
Path of least resistance, in targeting, 49
Patrimonio Hoy program, 290–299,

301
People, as sales-marketing alignment

facilitators, 382, 383–384
PepsiCo, 22, 125, 258
Perceptions, 12, 115
Perceptual conflict, 248
Performance frontier analysis, 273–275
Performance scorecard, 275–276
Perrier, 21, 115, 116, 130
Personality, leaders and, 157
Personality statement, in brand

positioning statement, 101
Personal selling, 261
PetSafe, 403
Pfizer, 163, 258, 321
Pharmaceutical industry, 167–168, 172,

175
Phased decision rules, buyers and, 13
Philips, 35–36, 328
Phonak Group, 40
Physical possession channel flow, 242,

251, 253
Pioneering advantage, 20
Place (distribution), operational

decisions and, 405
PNC Financial Services, 47
Podcasts, 307, 309
Point of entry strategies, 46, 47
Points of difference, 9, 85

in brand positioning statement,
97–98

brands and, 88, 214
example of, 74–76
selecting, 78–80

Points of parity, 9, 76–78, 81, 86
Poland Springs, 115
Porsche, 53–54, 128, 183

Positioning. See also Brand positioning
benefits, 86
channel, 240–245
competitive, 8–9
goal of, 9
organization of information in

memory, 75
triangle, 80–81

Positive externalities, 399, 400
Post-it Note, 324–325, 327
Potency, experiential brand and, 131
Poverty, as social problem, 288–290
Prahalad, C. K., 288, 291
Precision vs. vagueness, 58, 61–63
Predatory pricing, 200
Preferences, buyers and, 12
Preference uncertainty, 357
Price/pricing, 172, 204–207

competition and, 194–196
costs and, 184–188
customer value and, 188–194
determinants, 183–203
distribution channel, 196–198
firm’s strategic objective, 182–183
marketing mix and, 162
operational decisions and, 402–404
regulations and, 198–199
sensitivity (six factors), 193–194
setting, 203–204

Problem solving, 10–11
Processes/systems, as sales-marketing

alignment facilitator, 382,
385–387, 389

Procter & Gamble (P&G), 4, 39, 40, 45,
47, 49, 50, 53, 137, 169, 183, 193,
299, 304, 328, 333, 340, 349, 378

Product assortments management:
benefits of larger assortments,

348-349
choice and consumer satisfaction,

351-352
consumer decision-making process

strategies, 357–358
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Product assortments management
(Continued )

consumer expectations, 350–351
costs of evaluating options, 349–350
costs of making choices, 350
optimizing assortment strategies,

352–358
Product-based approach, 84
Product branding, 137–138
Product offering, customers and,

171–173
Product(s). See also New products

management; Product assortments
management; Targeting new
product

analogous, 191
brand architecture and consolidation

of, 339–340
branding, 137–138
evaluation of, 172
functionality, brands and, 112
higher-level marketing strategy and,

303–305
leadership, 51–52
pricing of, 172
returns management, 394–395
technology-based, 122
value, 188
vs. brands, 92–93, 114–116

Profile characteristics:
demographics, 36–39
geography, 39–40
profitability and growth potential,

42–43
psychographics, 40–42

Profit(s)
growth potential and, 42–43
market share and, 182–183
as outcomes of creating customers, 3
prices and, 204–207

Promotion, operational decisions and,
404

Promotional discrimination, price and,
200–203

Proof vs. conjecture, 57–58, 60–61
Psychographic profile, 32, 40–42
Psychological benefits, customer value

and, 189–190, 196
Psychological/emotional value, 173,

174
Purchase motivation, 34–35
Purchasers, in buying center, 35

Qualitative research methods, 69–70
Quality enhancement, 354
Quantitative research methods, 69–70
Quik Trip, 130–131

Ralph Lauren, 106, 112, 114, 128, 129,
137

Random sampling method, 366
Ratio-scaled variables, 364
Raytheon, 20
Razors, 48, 49, 119, 226
Recruitment, of sales force, 280
Red Dog brand, 137, 138
Reebok, 209
Referencing an exemplar, 85
Regulations, role in setting prices,

198–203
Research designs, 366–367
Research methods, 69–71
Resource allocation, sales force and,

279
Resources:

focusing, 9–10
image brands and, 128

Respect for individuals, in
organizations, 156–157

Restaurant dining, 395–396, 401
Return on investment, customer

satisfaction and, 4
Reward systems, in organizations,

154–155
Ritz-Carlton (Marriott Corporation),

52, 137, 155, 173
Robinson-Patman Act, 199, 201, 202
Rolaids, 220
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Routine problem solving, 11
Ryan Air, 15

Sales and marketing. See also Marketing;
See also Sales force

alignment, facilitators of, 381–387
alignment challenge, 379–381
collaborative teams, 377
customer-focus vs. product-or

segment-focus, 379
delivering value to customers,

373–374
dividing work between, 374–376
facilitators to accomplish goals,

387–391
independent teams, 376
marketing-dominant organizations,

378
misalignment of, 382
in multi-tier distribution

environment, 378–379
sales-dominant organizations,

377–378
Sales force. See also Best practices for

sales force
assessing and enhancing effectiveness,

270–277
connection with customers, 261
diagnosing concerns, 272–273
event-driven improvement, 263–265
improving effectiveness, 265–267,

273
improving effectiveness drivers,

268–270, 277–281
in-house/outsourcing, 262–263
linking business strategy to activities,

277–289
performance frontier analysis,

273–275
personal selling, 261
sales process and activities, 259–260,

277
significance of, 258–259
size, 279

Sales Power (Magazine), 258
Sales territory design, sales force and,

279
Sampling methods, 365–366
Samsung, 193
Sandwich Strategy:

capturing value, 171–178
cost leadership and, 168–169
creating, 173–176
creating customer value, 162–165
executing sandwich strategy, 168–171
market expansion and, 169–170
process (three step), 165–168
speed of execution capabilities,

170–171
Satisficing strategy, buyers and, 13
Saturn cars, 116–119, 137
Savings, economic value and, 172
Scarcity, channel power and, 247
Schering Plough, 258
Schick blade razor, 226
Schwab Foundation for Social

Entrepreneurship, 290
Search costs, 12
Seasonal categories, sales for, 48
Secret Clinical Strength, 54
Segmentation. See also Usage-based

segmentation
channel-based, 237–240
cultural backgrounds, 38
customer intimacy, 52
defined, 27
demographic profile, 31, 36–39
gender, 32, 36, 38
geography, 31, 39–40
in laundry detergent market, 239
profitability and growth potential,

42–43
psychographic profile, 32, 40–42
steps, 33–36
strategy, 28–33

Selective distribution, 242
Selling process, 277
Sequential paradigms, 16–17
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Service output demands (SODs), 236,
239

Service outputs, 238, 239
Service(s). See also New services

management
components of (delivery, place,

people), 130
evaluation of, 172
functionality, brands and, 112
price sensitivity in, 193
pricing of, 172

Shaper drivers, 269, 270, 277–281
Sherman Act, 199, 200
Siebel Systems Inc., 385
Silver, Spencer, 324, 325
Sisyphean challenge, 58
Skoll Foundation, 290
Sloan, Alfred P., 17
Smart phones, 122
Smith, Roger, 116, 118
Soap products market, 79
Social entrepreneurship, 289
Social marketing. See Viral marketing
Social media. See also Internet

companies and, 311–313
experiential brands and, 134
image brand and, 129
impact of, 313–316
as important tool, 308–311

Social responsibility, corporate, 290–299
Social rivalry, 18–19
Social values:

bridging, 299–302
strategy and, 292–294

SODs. See Service output demands
(SODs)

Sony, 137, 139, 191
Sorites paradox, 62
SOS cleaning pads, 122
Southwest Airlines, 15, 149, 150, 153,

155, 156, 157, 169, 172, 189, 310
Spatial convenience, in service output,

238, 239, 242, 250

Sperry-Univac, 20
Spokespeople, advertisers’ use of,

222–224
Sports Authority, 78
Sprite, 137
SRI Consulting Business Intelligence,

40
Starbucks, 45, 137, 313
Star Trek, 134
Star Wars, 131
Stewart, Martha, 129
Story grammar, 220–221
Storytelling, cultural, 145, 152-154
Strategic innovation, 15–16
Strategic marketing team, 378
Strategy(ies), 390. See also Marketing

strategy
compensatory, 13
competitive, successful, 5
creative, 216–219
high, 297–299
for managing choice overload,

352–358
media, 219
of producing new consumer,

294–297
sales, best practices for, 277–278
sandwich (see Sandwich Strategy)
social values, 292–294

Structure:
brand (see Brand

architecture/structure)
marketing channel, 240–245
of sales force, 279
as facilitator, 382, 384–385, 389

Sub-brands, 339–340
Subway (Fast-food chain), 78–79
Supply-side gap, 245, 246,

253–254
Support statement, in brand positioning

statement, 101
Surveys, purchase intention, 191
Swifter Sweeper, 50
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Tanda, practice of, 292, 293
Target:

in brand positioning statement,
95–96

selection of, 27
Targeting, 28–29. See also Targeting

new product
behavioral, 312
channel-based, 237–240
competitors’ customers, 45–46
current customers, 44–45
dynamics of, 52–54
non-category users, 46–49
setting priorities, 43–52

Targeting new product. See also New
products management

customer intimacy, 52
operational excellence, 51
product leadership, 51–52

Tata Motors, 15, 78
Taxonomic organization, 354
Taylor, Charles, 300
TCHO, 31
Technological innovation, 14–15,

31
Technology-based products, functional

brands and, 122
Ted Bates Agency, 220
Tesco (British grocer), 312
The Discipline of Market Leaders (Treacy

and Wiersema), 50–51
The Fortune at the Bottom of the Pyramid

(Prahalad), 291
The Long Trail (Anderson), 31
Theoretical constructs, 68–69
Thin slice judgments, 214
ThoughtWorks, 46
Threats, ads and, 218–219
3M, 324–325
Tide (detergent), 79, 112, 119–120,

122, 137, 183, 299
Tiffany, 99–100, 242
Timex, 84

TiVo, 50, 77
Toledo Cacao Grower’s Association,

31
Top-of-mind awareness, 228
Top-ranking brands, 114
Toyota, 17, 21, 22, 112, 115, 129, 138,

170, 176, 219, 289, 310
Toyota Prius, 124, 129, 138, 289
Training and coaching sales force,

280
Treacy, Michael, 50
Twitter, 307, 308, 309, 310, 312, 313,

321
“Two Hands” brand, 74–75, 76
Two-store memory model, 212–214
Two-system threat model, 218
Tylenol, 308

UBS, 113, 114
Umbrella brand, 138
Under Armour, 112, 124, 125, 137
Unilever, 4, 39, 349
United Airlines, 169, 189, 225, 264,

265, 386, 389
United States Postal Service (USPS),

165–167, 174–175
Up and Out of Poverty (Kotler and Lee),

299
UPS, 80, 210
U.S. Postal Service, 14, 174–175
Usage-based segmentation:

profile characteristics, 36–43
segmenting steps, 33–36
tree for hotels, 36

US Airways, 169
USA Wallpaper company, 395
User categories, 33–34, 46–47
User imagery, 124–125
Users:

in buying center, 35
competitor-brand, 34

USPS. See United States Postal Service
(USPS)
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Vague conjectural explanation, value of,
65–66

VALS, 40– 41
Value, customer. See Customer value
Value-added resellers (VARs), 262
Value conflicts, 301
Value-in-use analysis, 191–192
Value position, 80
Value proposition, 9, 10, 177, 277
Value(s), 88

assessing, 190–193
creating, 8–9
defined, 188
economic, 172
functional, 172, 174
psychological/emotional, 173, 174
types of, 171–173
value (see Social values)

Vanguard, 225
Variable cost, pricing and, 184–188
VARs. See Value-added resellers

(VARs)
Vaseline, 311
Verbal meaning, 106
Verizon, 258
Vertical price fixing, 199–200
Viagra, 127, 321
Viking kitchen ranges, 123–124
Violence, ads and, 217–218
Viral marketing, 302, 307
Virgin Atlantic Airways, 133, 343
Virtual Wallet, 46
Visa, 81, 87, 88
Visual meaning, 106–107
Vive La Crepe (case study), 368–371

Volkswagen, 129, 221
Volvo, 21, 136
Vosges, 32

Wal-Mart, 30, 51, 115, 204, 378
Waterman pens, 87, 124
Web forums, 309
Webvan, 396–398, 400
Welch, Creg, 304
Wiersema, Fred, 50
Wikis, 309
Woods, Tiger, 112, 124, 127, 128–129,

223
WPP Group, London, 116
Wrigley’s chewing gum, 19

Xerox, 191, 258, 328
Xiameter, 121, 335–336, 338

Yahoo!, 20, 309, 321
Yankelovich, Daniel, 109
Yorkie candy bar, 28
YouTube, 307, 321
Yunus, Muhammad, 289

Zambrano, Francisco Garza, 291
Zang, Israel, 167, 168
Zappos.com, 149, 151, 155, 156, 310,

313
Zara, 149, 154
Zedong, Mao, 9
Zero-based channel, 243, 244
Zest soap, 79
Zipcar, positioning of, 73–74, 88,

89–90
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