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Dear Student,

Thank you for buying a copy of the best-selling introductory marketing text in Europe:
Principles and Practice of Marketing (5th edition) by David Jobber. We hope you find this book
useful for your course and we hope it helps you pass your exams! Professor Jobber has made sig-
nificant changes to this edition to ensure that it contains the latest coverage you need to pass
your course, and it is loaded with examples that you'll find interesting and relevant.

As well as being written to help you pass your introductory marketing course, Principles and
Practice of Marketing is also a great reference for your future marketing courses. We hope you'll
continue to find the book useful throughout your degree and well into your career as a future
marketer.

We understand that you may not be completing a degree in marketing so, if you choose not
to keep this book as an essential reference, let us know. We can buy back your copy of Principles
and Practice of Marketing (5th edition) and help make your future book-buying easier! After com-
pleting your introductory marketing course, return your copy of Principles and Practice of
Marketing (5th edition) to us and receive 50% off your next McGraw-Hill textbook pur-
chase! Simply register your details using the link below and we will e-mail you details of how
to take advantage of this special offer.

Wishing you every success in your studies,
McGraw-Hill Education

WIN an iPod!!!

Every student who logs on to www.mcgraw-hill.co.uk/student and registers will be entered into
a prize draw for the chance to win a new iPod. Further details are available on the website.
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Preface to the 5th edition

Marketing is a vibrant, challenging activity that requires an understanding of both princi-
ples and how they can be applied in practice. The fifth edition of my book attempts to
capture both aspects of the multidiscipline. Marketing concepts and principles are sup-
ported by examples of international practice to crystallize those ideas in the minds of
students who may have little personal experience of real-life marketing.

My objective, then, wastoproduce a tightly written textbook supported by arange of inter-
national examples and case studies. In my experience, all types of students enjoy applying
principles to real-life marketing problems. This is natural, as marketing does not exist in a
vacuum; it is through application that students gain a richer understanding of marketing.

Becoming a successful marketing practitioner requires an understanding of the princi-
ples of marketing together with practical experience of implementing marketing ideas,
processes and techniques in the marketplace. This book provides a framework for under-
standing important marketing issues such as understanding the consumer, marketing
segmentation and positioning, brand building, pricing, innovation and marketing
implementation, which form the backbone of marketing practice.

Marketing, as I have said, does not exist in a vacuum: it is a vibrant, sometimes energy-
sapping profession that is full of exciting examples of success and failure. Moreover,
marketing practitioners need to understand the changes that are taking place in the
environment. Marketing-orientated companies are undergoing fundamental readjust-
ments to their structure to cope with the accelerating rate of change. If you wish to enter
the marketing profession then an acceptance of change and a willingness to work long
hours are essential prerequisites.

Marketing in Europe has never looked stronger. International conferences organized by
the European Marketing Academy and national organizations such as the Academy of
Marketing in the UK make being a marketing academic challenging, rewarding and enjoy-
able. We should always value the companionship and pleasure that meeting fellow
marketing academics brings. The growth in the number of students wishing to study mar-
keting has brought with it a rise in the number of marketing academics in Europe. Their
youth and enthusiasm bode well for the future of marketing as a major social science.

Most students enjoy marketing: they find it relevant and interesting. I hope that this
book enhances your enjoyment, understanding and skills.

HOW TO STUDY

his book has been designed to help you to learn and to understand the important prin-
T ciples behind successful marketing and how these are applied in practice. We hope that
you find that the book easy-to-use and that you are able to follow the ideas and concepts
explained in each chapter. As soon as you don’t grasp something, go back and read it again.
Try to think of other examples to which the theory could be applied. To check you really
understand the new concepts you are reading about, try completing the exercises and
questions at the end of each chapter. You can also test your understanding and expand
your knowledge by loading-up the accompanying CD-ROM, and exploring the on-line
resources centre.
To assist you in working through this text, we have developed a number of distinctive
study and design features. To familiarize yourself with these features, please turn to the
Guided Tour on pages Xxvi-xxvii.

—
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CHANGES TO THE 5TH EDITION

As always, recent events are reflected throughout this book. Here is a brief summary of the
key content changes for this edition:

A brand new chapter on Marketing Ethics and Corporate Social
Responsibility: Since the previous edition was published, ethical issues have become
increasingly prevalent across all elements of marketing. In accordance with this,
companies are expected to demonstrate corporate social responsibility in all of their
business functions. This chapter provides a thorough grounding to these hot topics and
is supported by Marketing Ethics and Corporate Social Responsibility in Action boxes
that demonstrate ethical issues in the context of all other topics in the book

A completely rewritten Marketing Environment chapter: Marketing is a dynamic
subject, ever-changing in tandem with current events. This chapter has been completely
revised to reflect the most recent developments affecting the way that marketing is
approached and understood

A completely rewritten Digital Marketing chapter: Perhaps the biggest change
since the previous edition is the progression of digital technology. This chapter has been
revised to analyse the change from e-marketing to digital marketing and includes all
forms of digital marketing, from the internet and mobile phones to podcasts

Updated and expanded coverage of brand equity, marketing research and
positioning: These topics remain crucial to the study of marketing and the book has
been updated to account for the latest developments across the marketing spectrum
Brand new vignettes, case studies and advertisements throughout the book:
The principles of marketing cannot be fully grasped without solid examples of how
these apply in practice. That is why in every chapter you will find a wealth of examples
to support the concepts presented. These include current advertisements, and vignettes
spanning Marketing in Action, Digital Marketing and Marketing Ethics and Corporate
Social Responsibility in Action, as well as new Pause for thought boxes that ask you to
apply the principles learnt for yourself. Two case studies at the end of each chapter
provide more in-depth examples. These features will not only help you to absorb the key
principles of marketing, but will also allow you to make links between the various topics
and demonstrate the marketing mix at work in real-life situations

ON-LINE RESOURCES

We are always trying to improve the quality of this text and the supplementary resources
that accompany it. For this edition, we have worked hard to significantly expand the range
of online resources and to improve their currency and quality, to support both students in
their studying, and lecturers in their teaching of marketing. Please visit our online
resource centre at www.mcgraw-hill.co.uk/textbooks/jobber to gain access to an extensive
range of materials. This includes:

Additional case material exploring ideas from the text in greater depth
Revision notes to help your study, that recap the main ideas in each chapter

Chapter-by-chapter self-tests, that allow you to test your understanding of marketing
concepts

Weblinks that take you to internet sites demonstrating e-marketing in action
Internet exercises encourage you to analyse and understand e-marketing concepts

Personal Development Plan to develop your marketing skills in four core areas: Decision-
making, communication, analysing and team working

—
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m Downloadable MP3 revision notes to accompany every chapter, allowing you to revise
at any time and in any place

Remember to check the website frequently, as we will be regularly updating and adding to
the material on this site.

PLUS - BRAND NEW TO THIS EDITION:

Accompanying Ad Insight CD-Rom, with a wealth of TV advertising campaigns linked to
topics in the book. Look out for the Ad Insight icon in the text to refer you to watch the rel-
evant clip and put your marketing skills into practice by answering the accompanying
questions. Suggested answers can be found on the OLC.
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Guided Tour

PART

Marketing

alysis)

2

Part openings list the chapter contents to set the

/ scene for each main area of study.

Marketing in the 1
modern
organization

These pages identify the primary topics covered in
each section in terms of the main learning objec- | —
tives you should acquire after studying each chapter.

0900 0 o0 e*

Figures and tables are presented in a simple and
clear design; the use of colour will further help you to
understand and absorb key data and concepts.

\

Colour advertisements and illustrations
throughout the book demonstrate how marketers
have presented their products in real promotions and
campaigns.

Digital Marketing vignettes illustrate real-life
digital-Marketing, by demonstrating how organiz-
ations have used new technologies in their marketing
strategies.

Marketing Ethics and CSR in Action vignettes—
these vignettes examine real-life ethical dilemmas and
examples of how companies can engage in CSR, in
relation to each chapter topic.
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Ethical Dilemmas—these dilemmas are inter-
spersed throughout the book, asking you to think
through real ethical issues in relation to the chapter
topics.

Look out for the Marketing in Action vignettes.
These vignettes provide additional practical examples
to highlight the application of concepts, and encourage
you to critically analyse and discuss real-world issues.

New Pause for thought boxes are situated
throughout the text. These consolidate your under-
standing as you work through topics, by asking you to
stop and think about how you would answer a question
related to real-life marketing practices.

The Review section at the end of each chapter briefly
reviews and reinforces the main topics you will have

covered in the chapter. \

Study Questions encourage you to review and N
apply the knowledge you have acquired from each \
chapter. These questions can be undertaken either

individually or as a focus for group discussion in sem-

inars or tutorials.

© 00 © 0 0 00

Each chapter contains a full list of References so
that if you wish, you can continue to research in
greater depth after reading the chapter.

\

The Key Terms list at the end of each chapter collates
all the key terms from the chapter to help you review
and revise rapidly.

HE&M GETS HOTTER

Each chapter concludes with two case studies. These
up-to-date examples encourage you to apply what
you have learned in each chapter to a real-life mar-
keting problem. You can test yourself by trying out
the questions at the end of each case study section.
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Technology to Enhance Learning and Teaching

LearningCentre

Visit www.mcgraw-hill.co.uk/textbooks/jobber today

Explecer peavided By WotirawHil Edecathan Earay

Online Learning
Centre (OLC)

After completing each
chapter, log on to the sup- i :v.l:-:’l::::omulw-h«mmm:h it
porting Online Learning i — andlfcactice

Ewvienar Correrarss Copprieht year: 2007 of Marketing
Fecuest Lecturer Copy.

Centre website. Take advan- e
fot el

tage of the study tools offered

to reinforce the material you .

have read in the text, and to N\ .

Prncip
and Prac

Weelcome tothe Osiine Learsing Cestre for Princiles sad Pracice of Narkation, Sth
odtian

develop your knowledge of e

marketing in a fun and effec-

tive way.

= = S it =

Student Resources:

New case studies to accompany every chapter
Guide to analysing case studies

Marketing Plan template

Chapter-by-chapter Internet Exercises

Web links

Personal Development Plan
Chapter-by-Chapter Self-test questions
Glossary of key terms from the text
Downloadable MP3 revision notes

PLUS - Brand new to this edition: Accompanying Ad Insight CD-Rom, with a
A.d wealth of TV advertising campaigns linked to topics in the book. Look out for the Ad
Insight Insight icon in the text to refer you to watch the relevant clip and put your marketing skills
into practice by answering the accompanying questions. Suggested answers can be found

on the OLC.

Also available for lecturers:

Chapter-by-Chapter PowerPoint Slides

Lecturer’s Testing Platform

Case Study notes

Solutions to the student Internet Exercises

Real company examples, demonstrating the principles presented throughout the book
PageOut Integration
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Z‘ Test

EZTest, a new computerised testbank format from McGraw-Hill, is available with this title.
EZTest enables you to upload testbanks, modify questions and add your own questions,
thus creating a testbank that’s totally unique to your course! Find out more at:
http://mcgraw-hill.co.uk/he/eztest/

Lecturers: Customise Content for your Courses using the McGraw-
Hill Primis Content Centre

Now it's incredibly easy to
create a flexible, customised
solution for your course,
using content from both US
and European McGraw-Hill
Education textbooks, content
from our Professional list
including Harvard Business
Press titles, as well as a selec-
tion of over 9,000 cases from
Harvard, Insead and Darden.
In addition, we can incorpo-
rate your own material and
course notes.

For more information, please

A Primis Custom Publishing - Microsoft Internet Explorer provided by McGraw-Hill Education Euro
File Edit View Fevortes Tools Help
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Address [ h. ; YOG i
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Links &]FresHowmed 4] Cumency Corverer ]inranst &]Google £1ISBNs  &1Pimis £]UK vendors &Business

e Primis Online

% Primis
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Science. Social Sciences Busloses:
Engineering an and
and Math Humanities Economics

contact your local rep who will discuss the right delivery options for your custom publi-
cation — including printed readers, e-Books and CDROMs. To see what McGraw-Hill
content you can choose from, visit www.primisonline.com.
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Study Skills

Open University Press publishes guides to study, research and exam skills to help under-
graduate and postgraduate students through their university studies.

| STUDENT-FRIENDLY GUIDES STUDENT-FRIENDLY GUIDES |

Sm\ vowgh oxoms! Wrive iyeat mg&‘.

‘ Peter Levin ‘ : Peter Levin j

Visit www.openup.co.uk/ss to see the full selection of study skills titles, and get a
£2 discount by entering the promotional code study when buying online!

Computing Skills

If you'd like to brush up on your Computing skills, we have a range of titles covering MS
Office applications such as Word, Excel, PowerPoint, Access and more.

Get a £2 discount off these titles by entering the promotional code app when ordering
online at www.mcgraw-hill.co.uk/app
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Currency Conversion Table

The value of one pound (£1) Sterling at the time of going to press was:

Vil Australian dollars
| Canadian dollars
11.1 Danish kroner

1.4 Euros

14.8 Hong Kong dollars
221.7 Japanese yen

7.0 Malaysian ringgits
g New Zealand dollars
12.4 Norwegian kroner
3.0 Singapore dollars
14.1 South African rand
13.8 Swedish kroner
2.4 Swiss francs

s US dollars
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