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functional or trade 
discounts, 134 

promotional, 134 

quantity discounts, 134 
seasonal discounts, 134 
trade-in, 134 

Price lining pricing, 130 
Price reduction, 133 

Price-quality relationship 
pricing, 130 

Pricing, 124, 133, 135, 137 
approaches to, 127, 129, 137 
customer segment, 135 
product form, 135 
image, 135 
location, 135 
time, 135 
under various market 
conditions, 135 

defined, 124 
objectives, 124, 37 
profit-oriented, 137 
sales-oriented, 137 
status quo-oriented, 137 

procedure consists of, 125, 
137 
determining realistic 
range of choice, 137 

selecting pricing strategy, 
137 

evaluating economic 
feasibilities, 137 

setting the price, 137 
strategy, 126 
selection of, 126 

Primary data, 89, 95 
obtaining, 89, 95 

Problem, 90, 95 
defining the, 95 
definition of the, 90 
identifying the, 90 
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or need, recognition of a, 49 

recognition, 22, 36 
solution, 90, 94 

solving approach, 268 
Producers, 162, 180 

Product, 10, 100 

actual presentation of the, 
209 

advertisement, 226 
approach, 211 

classifications of, 100 

concept, 5, 7 
differentiation tools, 103, 
105 

purpose of, 103 

tools,103 
branding, 103 
different service levels, 
103 

image, 103 
innovation, 103 
location, 103 
packaging, 103 
product features, 103 
promotion, 103 
quality, 103 

what is a, 100 
Product life cycle, 112, 116 

concept, 115 
the importance of the, 11 

four distinct stages, 112, 116 
introduction, 112 

growth, 112 

maturity, 112 
decline, 112 

various forces affecting the, 
112 

Product promotion, 223 
methods of, 223 

Production, 2, 40 
Product-oriented, 8 
Products, 2, 100, 113, 116, 142 

two categories, 100 
classifications of, 104 

Products and suppliers, 51 

Profit, 9, 15, 240 

objectives, 15 
Promotion, 11 

types, 11 
mass selling, 11 
personal selling, 11 
sales promotion, 11 

other methods, 234 
advertising, 222, 223, 234 
personal selling, 222, 223 
public relations, 222, 223, 
234 

sales promotion, 222, 223, 
234 

Promotional activities, 143 
Promotional pricing, 133, 137 

sale, 134 
special event pricing, 134 
cash rebates, 134 
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low-interest financing, 134 
warranties and service 
contracts, 134 

Prospecting, 208 
Prospects, 203 

convincing to buy, 203 
Public affairs, 232 

two types of, 232 
community involvement, 
232 

lobbying, 232 
Public relations, 223, 231 

form of promotion, 231 
public affairs, 223 
publicity, 223 
purpose of, 231 
two components of, 231 
publicity and public 
affairs, 231 

Publicity, 11, 232 
two forms of, 232 
news release, 232 
press agentry, 232 

Purchase, 25, 36, 52 
decision process, 35 
decision-making process,55 
in organization, 55 
consists of, 55 
recognition of a 
problem, 55 

search for information 
about the products and 
suppliers, 5 

evaluation and selection 
of suppliers, 55 

the purchase, 55 
performance evaluation 
and feedback, 55 

situation, 35 
task, 35 

Purchasing procedure, 47 
Pure competition, 136 
Pure monopoly, 135 
Qualities, 225 
hidden, 225 
health benefit, 225 

R 

Rack jobbers, 195 
Radio, 228 
Railroads, 165 
Raw materials, 102 
Recession, 13 
Records, 88 

sales department, 88 
manufacturing records, 88 
customer service 
department, 88 

Recruitment, 215 
selection, and retention, 215 

Referral approach, 210 
Regulatory forces, 16 
Rent, 122 
Research, 90 
Reseller branding, 108 
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Reseller markets 41 'I 
Retail stores, 185 

forms of ownership, 185 

corporate chain stores, 185 
franchise stores, 185 

independent stores, 185 
Retailers, 180 

functions of, 181 

method of operation, 186 

full service retailers, 186 
supermarkets, 186 

discount stores, 186 

nonstore retailers, 186 

types of, 183, 184 
by form of ownership, 183 

by method of operation, 
183 

by product mix offered, 
183 

' by sales volume, 183 

Retailing, 180 
Retainer, 122 
Retention, 215 
Risk-adjusted market 
potential, 261 

evaluation of, 261 
Risk-taking, 191 

Royalty, 122 
Rural consumers, 3 

s 
Salary, 122 

Sales, 113, 133, 203 

consummated, 212 
levels of, 7 

maximizing, 203 
Sales force, 213 

compensation of the, 215 
important in the 
management of, 213, 217 
objectives, 217 
compensation of the, 213, 
217 

evaluation of sales 
performance, 213, 217 

form of sales organization, 
213,217 
recruitment, 213, 217 
retention, 213, 217 
sales training, 213,217 
selection, 217 
and the size of the, 213, 
217 

supervision and 
motivation, 213, 217 

objectives, 213, 214 
using the following 
criteria, 213 

must be achievable, 213 
must be measurable, 213 
must be prioritized, 213 
must be reasonable, 213 

objectives, 214 
Sales management, 216 

important function of, 216 
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the evaluation of the 
performance of the sales 
force, 215 

size of the, 214 
various ways of finding 
out the size of the, 214 

the break down method, 
214 

the workload method, 214 
the incremental method, 
214 

supervision and motivation 
of the, 216 

Sales objectives, 215 
Sales offices, 192 
Sales organization, 214 

form of, 214 
may be organized according 
to any of the following, 
214 
class of customers, 214 
combination of any or all 
of the above, 214 

geographic territories, 214 
product type, 214 

Sales performance, 216 
evaluation of, 216 
types of evaluation, 216 
actual sales to quota, '216 '• 
current-to-past sales 
comparison, 216 

sales-cost ratio, 216 
salesperson-to-salesper 
son comparison, 216 

Sales promotion, 11, 223, 234 
consumer, 223 
devices, 234 
cents-off offers, 234 
consumer contests, 234 
consumer sweepstakes, 
234 

premiums, 234 
methods, 234 
buy-back allowances, 234 
buying allowances, 2324 
consumer sales 
promotion, 234 

count and recount, 234 
demonstrations, 234 
free merchandise, 234 
point-of-purchase 
displays, 234 

retailer coupon, 234 
trade sales promotion, 234 
trading stamps, 234 
used by retailers, 234 

objectives, 234 
bring more customers, 234 
educate consumers, 234 
encourage greater usage, 
234 

increase reseller 
inventories, 234 

obtain more and better 
displays, 234 

'offset competitor's 
marketing efforts, 234 
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stabilize a fluctuating 
sales pattern, 234 

to accelerate consumer 
purchasing, 234 

to identify and attract, 234 
to increase the total 
number of users, 234 

to introduce a new 
product, 234 

technique, 234 

free samples, 234 

money refunds, 234 
price-off coupons, 234 

trade, 223 

Sales training, 215 

Sales volume, 183 
classified as, 183 

large, 183 
medium, 183. 
small, 183 

Salespeople, 204 
duties and responsibilities 
of, 204 
direct selling, 204 
indirect selling, 204 
nonselling tasks, 204 

Salesperson, 204, 
types of, 205, 206 
order getters, 205, 206, 217 
order takers, 205, 206, 217 
support personnel, 205, 
206, 217 

Sample approach, 211 
or free-gift, 211 

Satisfaction, 9 

Sealed bid pricing, 131 
Search, 88 

formal, 88 
informal, 88 

Segmentation, 69 
bases for, 69 
by social class, 71 
market, 67 
requirements for effective 
76 I 

accessible, 76 
actionable,-77 
measurable, 76 
substantial, 76 

strategies, 65 
Segmenting market, 65 

according to lifestyle, 71 
by grouping product users 
according to status, 72 
classified as, 72 
ex-users, 72 
first time users, 72 
non-users, 72 
potential users, 72 
regular users, 72 

the process of, 65 

Selection, 215 
method used in, 215 



personal interviews, 215 
filling of application 
blanks, 215 

Selling, 204 
direct, 204 
indirect, 204 

Selling agents, 194 
Selling concept, 6, 7 
Selling oriented, 8 
Selling price, 3 
Selling process, 207,217 
various steps, 207, 217 
prospecting,207,217 
the preapproach, 207,217 
the approach, 207, 217 
the presentation, 207, 217 
meeting objections, 207, 
217 

the dose, 207, 217 
the follow-up, 207, 217 

Service production process, 
241, 242 
types of, 241 

Services, 3, 101, 103, 240, 242, 
243,244 
classes of, 243 
nature and characteristics 
of, 240 
inseparability, 240 
intangibility, 240 
perishability, 240 

types, 243 
the less overt, 243 

the more overt, 243 
Situation analysis, 89, 95 
Situational influences, 35 

consist of, 35 
antecedent states, 35 
temporal effects, 35 
the physical 
surroundings, 35 

the purchase task, 35 
the social surroundings, 
35 

Social class, 34 
Social forces, 12 
factors that affect marketing 
strategy, 12 

the characteristics of the 
people, 12 
its values, 12 
the income, 12 

Social influence, 33, 36 
consist of, 36 
culture, 36 
personal influence, 36 
reference groups, 36 
social class, 36 
the family, 36 

Social responsibility, 282 
the concept of, 282 

Social surroundings, 35 
Society, 280 

the goals of, 280 
institution, 280 

Sold, 123 
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what is, 123 
Sources, 92 

primary, 92 
secondary, 92 

Special transport agencies, 166 
freight forwarders, 167 
parcel service, 166 
post office, 166 

Specialty stores, 185 
classified into, 185 
limited-line specialty 
stores, 185 

single line specialty 
stores, 185 

Storage, 182 
Stores, 186 

corporate, 186 
franchise, 186 
independent, 186 

Subscription, 122 
Supermarkets, 186 
Supervision, 216 

perform the functions of, 
216 
planning, 216 
directing, 216 
controlling, 216 
evaluating, 216 

Supplementary tools, 215 
aptitude, 215 
background checks, 215 
intelligence, 215 
personality tests, 215 

physical examination, 215 
Suppliers, 53 

evaluation and selection of 
51 I 

Supply, 45 
chain management, 161 

Support personnel, 206 
missionary salespersons, 
206,207 

trade salespersons, 206, 207 
technical salespersons, 206 207 

Survey, 91, 92 
approach, 211 

T 
Target market, 77 

compatibility with the 
firm's objectives and 
resources, 77 

competitive position, 77 
cost of reaching the 
segment, 77 

electing, 77 
expected growth, 77 
size, 77 

Target rate of return pricing, 
127, 128 

Technical salespersons, 207 
Technological forces, 13 
inflation, 13 

Television, 229 
Toll, 122 
Trade advertisement, 227 
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Trade sales promotion, 234 
Trade salesperson, 207 
Trademark, 105 
Transit advertising, 230 
Transportation, 165, 191 

forms of, 165 
airplanes, 165 
pipelines, 165 
railroads, 165 
trucks, 165 
water vessels, 165 

Truck distributors, 195 
Trucks, 165 
Tuition, 122 

u 
Unskilled operators' 
equipment, 242 

Urban population, 3 

V 
Variables, 10, 260 

types of, IO 
cultural variables, 260 
economic variables, 260 
political-legal variables, 260 

Viewing, 88 
conditioned, 88 
undirected, 88 

w 
Wage, 122 
Wants, 2 

Warehousing, 167 
facilities, 168 
types of, 168 
private warehousing, 168 
public warehousing, 168 

Warranties, 112 
and service contracts, 133 
express, 112 
implied, 112 

Warranty, 112, 113 
variations of, 112, 113 
limited-coverage, 112 
full, 112 

Water vessels, 166 
Wholesalers, 41, 188 
functions of the, 188 
anticipating customer 
needs, 189 

financing, 189 
selling and promotion, 
189 

storage, 189 
types of, 191, 193 
full function wholesalers, 
191 

industrial wholesalers, 
191 

limited function 
wholesalers, 191 

Wholesaling, 188 
transactions, 188 

Wrapper, 110 
Yellow pages, 230 
main disadvantage, 230 
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