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�C H A P T E R

WHAT IS STRATEGIC MARKETING?

Learning objectives

By reading this chapter you will learn:

� The organisation, structure and purpose of this book

� The distinction between strategy and tactics

� The differences between corporate strategy and competitive strategy

� The differences between corporate strategy and marketing strategy

� What is meant by effectiveness and efficiency in marketing

� The defining characteristics of strategic marketing.

3

1
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� INTRODUCTION

It is only in recent years that the significance of customer expectations has come to be
well understood in marketing. A wealth of research followed the initial revelation by
Parasuraman et al. (1985) that, in the marketing of services, customer satisfaction was
not solely determined by the objective quality of the service offered, but was also
affected by the customer’s expectations. This has some rather unexpected implicat-
ions. For example, two businesses that deliver identical service to customers can
achieve quite different customer satisfaction ratings, because one of them was
expected to perform much better than the other. Rather ironically, it is the business
that was expected to perform badly that would get better customer satisfaction ratings
than the business that was expected to perform well. Customers are dissatisfied when
there is a large gap between their expectations and the service actually delivered. For
that reason, marketers have come to recognise the importance of actively managing
customer expectations (we will deal with this topic at greater length in Chapter 10).
In this chapter we aim to do three things. First, to manage your expectations
concerning what this book can do; second, to provide an overview of the book; third,
to introduce the concept of strategic marketing. Your first expectation might have
been that we would explain what we meant by ‘strategic marketing’ in this chapter –
and that expectation will shortly be met! Before we move on, however, and to illus-
trate the diverse range of contexts in which strategic marketing tools can be applied,
you might like to know that the basic approach to measuring service quality devised
by Parasuraman and colleagues all those years ago is today in widespread use and has,
to name but three examples, recently been used in the police service (Donnelly et al.,
2006), the Greek business-to-business sector (Gounaris, 2005), and in childcare serv-
ices for children with an intellectual disability (Koornneef, 2006). 

Now, let us imagine that you have asked three very reasonable questions:

� Will this book provide me with the necessary tools to be able to develop and
sustain a competitive advantage for my (future) organisation?

� Will this book give me the universal principles of strategic marketing?

� Will this book tell me how to plan my marketing strategy?

� CAN THIS BOOK GIVE ME A SUSTAINABLE COMPETITIVE ADVANTAGE?

One of the primary purposes of strategic marketing is to identify ways in which an
organisation can create and sustain a competitive advantage over its rivals. In starting
to read a book entitled Contemporary Strategic Marketing you might expect that, by
reading it diligently, you would learn how to create and sustain such a competitive
advantage. Is this a reasonable expectation?

At a number of points in this book you will find us making use of a medical
analogy. For example, in Chapter 12 we discuss the process of identifying ‘symptoms’
in a case study and using these to ‘diagnose the underlying disease’. While we think
that the use of the medical analogy is legitimate, and will help you to understand
what we are saying, it has to be admitted that there is a severe limitation with the
analogy when we discuss strategic marketing. In medicine, the patient and the doctor
are collaborating towards the common goal of curing a disease. The disease is not an

4 CONTEMPORARY STRATEGIC MARKETING
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intelligent adversary, it does not predict the likely strategies employed by the doctor
and devise counter-strategies. Strategic marketing, however, is concerned with situat-
ions in which the adversary is intelligent, does predict the likely strategies that you
will employ, and does devise counter-strategies to defeat you. As Varadarajan and
Jayachandran (1999, p. 125) put it: ‘Competitive behaviour, the actions and reactions
of competitors, is central to marketing strategy research and practice.’

The fact that you are engaging with an intelligent adversary, who will predict and
react against your strategies, creates something of a paradox. The fundamental
purpose of strategic marketing is to achieve and sustain a competitive advantage over
rival firms. Is it possible to achieve a sustainable competitive advantage by employing
strategic marketing techniques that are publicly available to everyone through the
medium of textbooks such as this one? In the past, when far fewer managers exper-
ienced formal training in marketing, the answer might have been ‘yes’ because your
rivals did not have equivalent general knowledge of marketing strategy. Today this is
far less likely to be the case. The acquisition of general strategic marketing knowledge
and skills is unlikely to bestow a real competitive advantage. Does that mean, then,
that such knowledge and skills are useless? Absolutely not. In a world in which more
and more business people have experienced formal training in strategic marketing, a
business (or an individual) that is ignorant of strategic marketing principles is clearly
at a competitive disadvantage. We do not claim that the knowledge and skills
acquired through using this book will enable you effortlessly to develop marketing
strategies that offer competitive advantage over rival firms. More likely, it will put you
on a level playing field with your rivals.

� WILL THIS BOOK GIVE ME UNIVERSAL PRINCIPLES OF STRATEGIC
MARKETING? 

If this book is unlikely to provide you with a sustainable competitive advantage over
your rivals, then you might expect that it would, at least, provide the universal prin-
ciples of strategic marketing. Is this a reasonable expectation? Let us take a considered
look at the type of knowledge that has gone into the book.

Rossiter (2001) has argued that marketing knowledge can be conveniently class-
ified into four categories:

� Marketing concepts – the building blocks of marketing knowledge

� Structural frameworks – checklists and non-causal marketing models

� Strategic principles – marketing models that present causal links between
marketing variables, and so suggest plausible courses of action under given
circumstances (‘if this is the case, then you should do the following’)

� Research principles – marketing models that suggest the appropriate research
techniques to use to achieve defined research objectives.

This book is very largely concerned with the middle two categories, structural
frameworks and strategic principles. Our assumption is that anyone reading this book
will have previously studied an introductory course in marketing, or have read an
introductory textbook, so that the reader is familiar with basic marketing concepts.

CHAPTER 1 WHAT IS  STRATEGIC MARKETING? 5
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Many people reading this book will also have studied marketing research, and so be
familiar with ‘research principles’. This knowledge will certainly help in tackling the
case studies, but is not essential in order to understand the concepts that are
explained in the main text.

The main emphasis in this book is upon what Rossiter calls structural frameworks
and strategic principles. There is an interesting distinction between these two categ-
ories that may not be immediately obvious to the marketing student or practitioner.
Structural frameworks are essentially descriptive lists of concepts. Probably the most
famous is the marketing mix itself (product, price, promotion and place, with the
addition of people, physical evidence and process for service products). They are
useful as a means of organising the thinking process, and can serve as a checklist to
make sure that nothing important has been left out. However, they do have certain
disadvantages. For example, it is desirable that a checklist should be comprehensive,
yet simple. In practice these desirable characteristics tend to be contradictory. The
more comprehensive a checklist becomes, the more complicated it is to use. We return
to this theme in Chapter 5, where we discuss the various structural frameworks that
have been suggested to model the marketing environment.

Strategic principles are prescriptions for managerial action, recommending what
should be done when faced with a particular set of circumstances. For example, in
Chapter 8 we discuss the circumstances in which it is appropriate to implement
marketing strategies based on the deepening of relationships with customers.
However, a word of caution is in order concerning the ‘strategic principles’ of
marketing. We would agree with Rossiter when he argues: 

All strategic principles will be conditional. The conditionality is the ‘context’ of the prin-
ciple’s applicability … It has become increasingly clear that there are no universal prin-
ciples in marketing, not even the Marketing Concept, Market Segmentation, the Product
Life Cycle, or Relationship Marketing. (Rossiter, 2001, p. 16) 

� WILL THIS BOOK TELL ME HOW TO PLAN MY STRATEGY?

While it may not be able to give you a sustainable competitive advantage, or even tell
you what are the universal principles of strategic marketing, surely this book will be
able to tell you how to plan your strategy? That, you would think, must be a reason-
able expectation. However, as you will appreciate by now, things are not quite as
simple as they seem.

The idea of a strategy is most commonly understood to be a plan for the future.
Mintzberg (1994) reviewed the history of strategic business planning. He showed that
the predominant view is that strategic planning is a controlled, conscious, formalised
process, largely conducted by an organisation’s top management team. In this view of
business strategy there is a clear and logical process by which the strategy is form-
ulated. The process begins with data gathering and analysis, which is an essential
input into the process of formulating strategic options that the firm may pursue. The
formulation of options precedes the process of strategic choice, where decisions are
made about which of the options will be selected. Finally, the selected strategy is
implemented. However, in an earlier work Mintzberg had already pointed to an
apparent paradox in strategic planning: 

6 CONTEMPORARY STRATEGIC MARKETING
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Ask almost anyone what strategy is, and they will define it as a plan of some sort, an
explicit guide to future behaviour. Then ask them what strategy a competitor or a govern-
ment or even they themselves have actually pursued. Chances are that they will describe
consistency in past behaviour – a pattern in action over time. Strategy, it turns out, is one
of those words that people define in one way and often use in another, without realizing
the difference. (Mintzberg, 1987, p. 66)

Mintzberg argues that people tend to think of strategy in the abstract as a plan for
the future, but they tend to think of strategy in practice as a consistency in past
behaviour. 

This brings us to the important distinction between ‘intended’ or ‘deliberate’
strategy and ‘emergent’ strategy. Mintzberg (1994) claims that the realised strategy of
an organisation comes about as a result of both deliberate and emergent strategy
processes. The deliberate strategy process is the one described in the previous para-
graph, with a neat progression through the steps of data gathering, analysis, formul-
ation, choice and then implementation. Emergent strategy, on the other hand, can
only be recognised retrospectively. Emergent strategy is a pattern that emerges from
the behaviour of an organisation over time. It is the result of the accumulated effect
of decisions taken by the members of an organisation. For example, Brennan and
Turnbull (1997, 1999) found that a supplier of automotive components had adapted
the organisational structure and operating systems of the business so that they
addressed the needs of a single, large car manufacturer. It was not, and never had
been, the explicit strategy of the company to become more and more adapted to the
needs of this single customer. Indeed, the explicit strategy of the company was to
become less dependent on the car manufacturer, and to develop new business oppor-
tunities outside the car industry. However, by a long sequence of operational decisions
taken by a wide range of managers over an extended period of time, the car comp-
onents supplier had, in effect, implemented a strategy of ever-increasing adaptation to
the needs of a single customer. In Mintzberg’s terms this was the ‘realised strategy’ of
the components suppliers, while the ‘intended strategy’ – to develop new lines of
business – had so far remained unrealised. The ‘realised strategy’ emerged as a pattern
in a stream of management decisions, but was never actually adopted as the formal
strategy of the components supplier. (You can explore the strategic marketing
dilemma faced by this components supplier further in the ‘BriCol Engineering Ltd’
case study to be found later in the book.)

In this book we will accept Mintzberg’s fundamental argument that strategy (in
this case marketing strategy) can be both deliberate and emergent. The structure of
the book, as we will see in the next section, is broadly organised around the structure
of a formal, planned approach to strategy making. However, that is not meant to
suggest that strategy is only created through formal, planned systems – such as the
marketing planning process that is described in Chapter 6. Strategy development is
not a simple formulaic process in which a set of well-defined tools is applied to a body
of data, and out pops the ideal strategy. Creativity, flexibility and serendipity also play
their part in successful strategy development. However, all other things being equal,
we would contend that the careful application of formal planning procedures
improves the process of marketing strategy development.

CHAPTER 1 WHAT IS  STRATEGIC MARKETING? 7
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� THE ORGANISATION OF THIS BOOK

The book is divided into three parts: text, case studies and readings. Much the largest
part of the book is the text. Here we present our own perspective on the substantial
body of knowledge that has come to be accepted as the core of strategic marketing, and
we go beyond this accepted core to explain some of the most recent developments in
strategic marketing thinking. We begin, in the remainder of this chapter, with a discus-
sion of the nature of strategic marketing. There is considerable scope for confusion in
the use of terminology in this field. For example, how are we to distinguish strategy
from tactics, or from budgeting? How are we to distinguish marketing strategy from
corporate strategy? Questions such as these are addressed in the following sections. 

In Chapters 2 and 3 we examine contemporary thinking on consumer behaviour
and organisational buying behaviour. Many of the themes and concepts that are
tackled later in the book (such as market segmentation and relationship marketing)
depend upon an understanding of these principles of buyer behaviour. Chapter 2
deals with the processes used by private consumers when making decisions about
their own purchases, or about purchases on behalf of a household. The concepts
discussed in Chapter 2 are important inputs to the process of marketing strategy
development in consumer markets. Chapter 3 is concerned with the processes used by
members of organisations when making organisational purchasing decisions. These
concepts are key inputs to the development of marketing strategies in industrial or
business-to-business markets such as in marketing filtration systems to food or chem-
ical manufacturers. 

Chapters 4 to 7 deal with the commonly accepted heart of strategic marketing –
the analysis of the environment and the development of marketing strategy. The
marketing environment is usually subdivided into the competitive environment and
the macroenvironment. Chapter 4 deals with the forces that shape the competitive
environment, focusing particularly on the underlying conditions of demand and
supply in the market, and the ‘five forces’ of competition (direct rivalry, new entry,
substitutes, power of buyers, power of suppliers) identified by Michael Porter (1980).
In Chapter 5 we introduce models that can be used to structure the macroenviron-
ment and to allocate priorities to environmental forces, and discuss some key contem-
porary issues such as the increasing average age of the population and its implications
for marketers. Chapters 6 and 7 then present a total of 16 ‘Key Concepts’ of strategic
marketing. These ‘Key Concepts’ range from elementary structural frameworks such as
the SWOT (strengths, weaknesses, opportunities and threats), to quite complex tech-
nical analytical procedures, including discounted cash-flow analysis. It is unusual to
find a discussion of discounted cash-flow analysis in a strategic marketing textbook.
However, in order to understand certain other very important strategic marketing
concepts (value-based marketing in Chapter 6, and the life-time value of a customer
in Chapter 8) it is essential to have a grasp of discounted cash flow.

In Chapters 8, 9, 10 and 11 we explore the application of strategic marketing in
four particularly important contemporary contexts. Relationship marketing has been
defined in many ways. The one feature that is stable is the focus of the marketer on
retaining customers as well as attracting new customers – a focus that goes beyond
one single transaction between a buyer and a seller. How this can be done and how
effective such strategies are in different types of market are discussed in Chapter 8.
Chapter 9 looks at the growing impact of information and communications technol-
ogies on marketing strategy. Then in Chapter 10 we look at a characteristically

8 CONTEMPORARY STRATEGIC MARKETING
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modern phenomenon – the extension of formalised strategic marketing into aspects
of life that until recently were considered to be outside marketing’s scope. The concep-
tual focus of Chapter 10 is on strategic services marketing, but the range of service
contexts into which marketing has permeated, as we saw above, is both vast and
diverse, including the police, social services, football clubs and political parties, as well
as the more orthodox consumer and business-to-business commercial service arenas.
What has emerged recently is a much more strategic approach to marketing in many
different areas of service delivery, emphasising the use of marketing research, market
segmentation and relationship marketing strategies. In Chapter 11 we add the inter-
national dimension to the jigsaw puzzle of marketing strategy formulation. This
chapter addresses the specific questions that have to be asked when marketing
strategy crosses national borders, as well as the wider debate about whether a
marketing strategy can be truly global (because international market needs are
becoming more homogeneous) or must be customised to the specific circumstances of
individual national markets (Levitt 1983, Sheth and Parvatiyar, 2001).

Chapter 12 forms a link between the first part of the book (the text) and the
second (the case studies). In this chapter we discuss the value of case studies as a
method of learning about strategic marketing, present a structured approach to case
study analysis, and provide guidance on the effective communication of case study
analysis in writing and in face-to-face presentations.

As we explain in Chapter 12, one of the difficulties in learning about strategic
marketing is that most students cannot practise what they learn in a real organisation.
The 15 case studies that form Part Two of the book provide opportunities to practise
the skills of strategic marketing. All but two of the case studies describe undisguised,
real circumstances and real organisations. The remaining two case studies (BriCol
Engineering Ltd and Trouble with the CPC100) are based on real circumstances and
real organisations, but have been disguised to protect the anonymity of the people
involved. We have striven to provide a comprehensive range of case studies so as to
illustrate strategic marketing in a wide range of contexts. 

In Part Three we provide a small selection of readings that give more extensive
treatment of some of the themes that we discuss in Part One. It should be emphasised
that we have not aimed to provide a complete set of readings that would adequately
support an in-depth course in strategic marketing. Rather, we have provided a small
selection of readings that is clearly and directly related to major themes in our text,
which will illustrate the benefits that can be obtained from engaging with the exten-
sive literature that exists on strategic marketing. Those readers who are sufficiently
enthused by this taster to want to explore further should use the references at the end
of each chapter as a guide. 

� STRATEGY AND STRATEGIC MARKETING

In the remainder of this chapter a number of important questions about strategy and
strategic marketing are addressed, starting with the very nature of strategy itself. Once
we have an understanding of the nature of strategy, then we are in a position to
address the nature of strategic marketing, and to differentiate strategic marketing from
a simple ‘forecasting and budgeting’ approach. Having established a sound under-
standing of the nature of strategy and strategic marketing, in chapters that follow the
elements of the strategic marketing planning process are introduced and explained.

CHAPTER 1 WHAT IS  STRATEGIC MARKETING? 9
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WHAT IS  STRATEGY?

It is hard to imagine a business conversation today that does not include the word
‘strategy’. We talk about Microsoft’s strategy in software, Coca-Cola’s strategy in China,
McDonald’s human resource strategies, IBM’s marketing strategies, Intel’s technology
strategy and so on. Its frequent use would suggest that the term ‘strategy’ is unambig-
uous and its meaning well understood. Unfortunately, it is not. (de Kluyver, 2000, p. 3) 

De Kluyver is surely correct when he asserts that the word ‘strategy’ has become one
of the most frequently used words in the business lexicon. Indeed, ‘strategy’ may well
be one of the most overused words in the English language. It often seems as though
the word is used simply to emphasise that the writer (or the speaker) thinks that some-
thing is important. When we talk about strategic marketing or strategic market plan-
ning, however, we are using the word in a more precise sense. The original meaning
of strategy is derived from the military application of the word, where strategy is
concerned with the overall disposition of forces in a military campaign. Tactical decis-
ions are those decisions taken on the ground, by operational military commanders,
often in the heat of battle and in direct response to an enemy manoeuvre. Strategic
decisions concern the identification of high-level military objectives and the disposi-
tion of forces to achieve these; central to such decisions is the fact that there is an
enemy who is also making strategic decisions and who can be expected to try to antic-
ipate and thwart our strategy. In business strategy, and in marketing strategy, this
military analogy can be helpful. Strategic marketing decisions are made away from the
scene of marketing warfare, and concern the overall disposition of marketing ‘forces’.
Tactical marketing decisions are made in the heat of the marketing battle, often in
direct response to a competitor initiative. 

The analogy between military strategy and marketing strategy has been explored by
John Saunders (1994). Some of the suggestions that emerge from the military analogy are
of potential value to marketing strategists. For example, military strategy would suggest
that you should not engage in a frontal assault on a powerful and well-entrenched
enemy, since the chances of success are very poor. It makes more sense to adopt an
outflanking strategy, or to engage in guerrilla warfare against such an enemy. These are
useful analogies. The chances of achieving success by attacking a well-established
market leader by adopting a similar marketing mix are slim. An out-flanking strategy
(developing a ‘next generation’ product) or a guerrilla strategy (picking off niche
markets one by one) is more likely to succeed. However, it is possible to go too far with
the military analogy. Increasingly, marketing strategists are finding that their competi-
tors in one market are their collaborators in a strategic alliance in another market. Your
competitor in one product area could be your supplier in another product area, and
perhaps your customer in yet another area. Hence, naive military analogies focusing on
the sole aim of destroying the enemy have only a limited role in marketing strategy.

Buzzell and Gale (1987, p. 18) defined strategy as: ‘The policies and key decisions
adopted by management that have major impacts on financial performance. These
policies and decisions usually involve significant resource commitments and are not
easily reversible.’ 

They made the distinction, which is today widely accepted, between business unit
strategy and corporate strategy. Business unit strategy is concerned with how an indiv-
idual business competes with its rivals, what it does and what it could do to stay in
business and beat the competition. Corporate strategy is concerned with decisions
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made in an organisation comprising multiple businesses (often called strategic
business units, or simply SBUs). Questions of corporate strategy concern the overall
shape of the corporation, which SBUs should form part of the overall portfolio, and
the way in which key resources (such as investment capital) should be divided
between them. Strategic marketing management is concerned with business unit strategy,
also known as competitive strategy. 

Mintzberg et al. (1998) suggested that we need five definitions of strategy, which
they conveniently labelled as the five Ps for strategy – plan, pattern, position, perspec-
tive and ploy. Very often we think of strategy as a plan, meaning a direction or a guide
to get the organisation from where it is now to where it wants to be in the future (this
is referred to as the ‘intended strategy’). However, as Mintzberg et al. (1998, p. 11)
argued: ‘The real world inevitably involves some thinking ahead as well as some adap-
tation en route.’ In other words, organisations have to take account of contingencies
that make it impossible to implement their strategies exactly as they were planned.
Looking backwards at what was actually done, strategy can be thought of as a
coherent pattern in the stream of decisions that the organisation made. Position is
also thought to be an important aspect of strategy; companies seek to establish a
position in the market that is both unique and valued by customers. When we talk
about strategy as perspective we are talking about the company’s fundamental way of
doing things, what the overall goals are and what values the company espouses. For
example, the leading construction equipment manufacturer Caterpillar aims to be a
global leader in customer value, to deliver growing shareholder value, an excellent
working environment, to be socially responsible, and to sustain the quality of our
planet. Finally, when we talk about strategy as a ploy, we are referring to the fairly
common usage of the word to mean a clever manoeuvre designed to outwit our rivals. 

Strategy is concerned with strategic decision-making. McDonald (1996) identified
four characteristics of strategic decisions. First, they are concerned with the long-term
orientation of the organisation, rather than day-to-day management issues. Second,
strategic decisions define the scope of the organisation’s activities, selecting what it
will do and what it will not do. The third and fourth characteristics of strategic decis-
ions both concern matching of the organisation’s activities – they have to be matched
to the external environment, and they have to be matched to its resource capacity.
There is no point in setting objectives and devising strategies that are unconnected to
the realities of the business environment, nor is there any point in pursuing strategies
that cannot be implemented using the available resources. 

WHAT IS  THE DIFFERENCE BETWEEN STRATEGY AND TACTICS?

A strategic decision involves the creation, change or retention of a strategy. In contrast to
a tactical decision, a strategic decision is usually costly in terms of the resources and time
required to reverse or change it. The cost of altering a wrong decision may be so high as
to threaten the very existence of an organisation. Normally, a strategic decision has a time
frame greater than one year; sometimes decades are involved. (Aaker, 1998, p. 18)

Tactical manoeuvres tend to be sufficient to cope only with short-term and localised
conditions and circumstances. They are only effective in the long term and on a large scale
if they are coordinated and integrated within a more broadly based strategic framework.
(Baker, 1992, p. 3)
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There is no doubt that the distinction between strategy and tactics causes a lot of
confusion. Yet the quotations from Aaker and Baker would tend to suggest that there
is a clear distinction between the two concepts. While this is certainly true conceptu-
ally, there is little doubt that business people, students and scholars often become
confused in practice. Broadly speaking, strategic decisions are important decisions
that will affect the direction of the business for a long time, and that have a consider-
able impact on the way in which organisational resources are allocated. Practical
implications of this are that strategic decisions are usually taken by senior members of
the organisation (by top executives in a large firm, and by the owner-manager in a
small firm), and that decision-making can be a lengthy process. For example, the deci-
sion by the German automobile group BMW to divest itself of the British manufac-
turer Rover Group was a strategic decision involving top managers and a great deal of
information gathering and analysis. Clearly, this decision would have a major impact
on the future of the BMW group. Tactical decisions, on the other hand, are made by
members of the organisation at many different levels, and are often made quickly. For
example, a sales executive may have to make a decision within seconds while sitting
in a client’s office – would the offer of a small additional discount be enough to win a
substantial order?

McDonald (1999) made time the key factor distinguishing strategic planning from
tactical planning. He defined a strategic plan as a plan that covers a period beyond the
next fiscal year, usually three to five years, while a tactical plan goes into great detail
about actions to be undertaken in the short term (usually one year or less).
McDonald’s conclusions about the depth of understanding of strategic marketing
among marketing practitioners were not flattering (p. 31, emphasis in original): 

Few practising marketers understand the real significance of a strategic marketing plan as
opposed to a tactical, or operational marketing plan … Most managers prefer to sell the
products they find easiest to sell to those customers who offer the least line of resistance.
By developing short-term, tactical marketing plans first and then extrapolating them,
managers merely succeed in extrapolating their own shortcomings.

Two key themes recur frequently in the extensive work done by Malcolm
McDonald, Europe’s leading expert on marketing planning. First, that strategic
marketing makes a difference to company performance; second, that the level of
understanding of strategic marketing is low among practising marketing managers. It
follows from McDonald’s analysis that an understanding of strategic marketing can
create a career edge for the aspiring marketing practitioner. 

WHAT IS  STRATEGIC MARKETING?

According to the Chartered Institute of Marketing, marketing is the management
process which identifies, anticipates and supplies customer requirements effectively
and at a profit. Baker (1992, p. 20, emphasis in original) argued that marketing: 

is concerned with the establishment of mutually satisfying exchange relationships in
which the judgements as to what is satisfying depend upon the perception of the parties
to the exchange.
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A great deal of practical marketing concerns the day-to-day tasks of ensuring that
the product or service, as it currently exists, is delivered successfully to existing
customers. Indeed, the day-to-day pressures of achieving this can very easily drive out
of the heads of managers any concern for the products, services and customers of the
day after tomorrow. Yet, as we all know, consumer tastes can easily change, and wider
conditions affecting marketing success – such as competitors, government regulation
and the state of the national economy – seldom stay the same for long. Strategic
marketing is concerned with identifying changes in the market and the business
environment, and then ensuring that the firm is well prepared to meet them. It
involves looking beyond the day-to-day marketing battleground, reflecting upon the
key changes that lie ahead and deciding how the firm will respond to them. However
easy this may sound in principle, many firms, particularly small and medium-sized
enterprises (SMEs), find it difficult to put into practice (McDonald, 1989; Lancaster
and Waddelow, 1998).

Jain (2000) identified the salient features of strategic marketing:

� Emphasis on long-term implications. Since strategic marketing decisions take a long-
term perspective, this makes it more likely that changes in the external business
environment will affect such decisions. That is why monitoring the business
environment is such a central element of strategic marketing planning.

� Corporate inputs. Day-to-day tactical marketing decisions can often be made
without reference to the broader activities of the firm. Strategic marketing decis-
ions have much wider-reaching implications, and so require a whole-firm perspec-
tive. Jain suggests that in making strategic marketing decisions, managers need to
consider the corporate culture, the corporate stakeholders and corporate
resources.

� Varying roles for different products/markets. Strategic marketing means looking at the
whole of a company’s portfolio of products and markets, and managing the port-
folio to achieve the company’s overall goals. The result could be that decisions are
made not to invest in certain products or markets in order to release resources to
be invested elsewhere in the portfolio, where the opportunities are judged to be
greater.

Lambin (1997, pp. 8–10) differentiated between strategic marketing and operational
marketing. The role of strategic marketing is to ‘lead the firm towards attractive
economic opportunities; that is, opportunities that are adapted to its resources and
know-how and offer a potential for growth and profitability’. On the other hand,
operational marketing ‘is an action-oriented process which is extended over a short-
to medium-term planning horizon and targets existing markets and segments’. In
other words, operational marketing (which is synonymous with tactical marketing) is
concerned with doing what we already do as effectively and efficiently as we can.
Strategic marketing is concerned with identifying important changes taking place in
the market and in the business environment, and working out how the organisation
should respond. 

A brief digression at this point is worthwhile to look at the distinction between
effectiveness and efficiency. In everyday language the two words mean roughly the
same thing. In the language of marketing, however, they are used to differentiate two
distinct concepts. A simple definition of effectiveness would be ‘doing the right things’.
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For example, to be effective a marketing organisation must have a portfolio of products
and services that are well designed to meet the needs of the market. A simple definition
of efficiency is ‘doing things right’. For example, to be efficient a marketing organis-
ation must monitor the performance of the sales force against target, and take correc-
tive action where underperformance is detected. It is quite possible to be effective but
inefficient – for example, to have a poorly motivated or poorly trained sales force
trying to sell an excellent portfolio of products. It is equally possible to be efficient but
ineffective – for example, to have an excellent customer service department delivering
exemplary speed of response to customer enquiries, but to have a poor product range.
Naturally, marketing organisations will aim to be both efficient and effective, since
long-term survival is threatened by the absence of either. As we will see in the chapters
that follow, the principal realm of strategic marketing is marketing effectiveness. The
main job of the marketing strategist is to make sure that the organisation is ‘doing the
right things’. However, even when developing marketing strategy it would be fool-
hardy to neglect issues of efficiency. Certainly, when conducting a strategic audit (see
Chapter 6), the relative efficiency of one’s own marketing operations compared with
key competitors will be an important consideration. It remains the case, though, that
strategic marketing is primarily concerned with marketing effectiveness. 

� WHAT IS THE DIFFERENCE BETWEEN PLANNING AND FORECASTING OR
BUDGETING?

Many authors in the field of strategic market planning emphasise the gulf that separ-
ates planning from forecasting and budgeting. It is a common misconception that a
forecast and budget constitutes a ‘business plan’. The forecast projects demand for the
organisation’s products and services and can be used, with the addition of pricing
assumptions, to project revenues (since revenue is the product of sales volume and
price). The budget is a projection of the direct and indirect costs that the business
expects to incur based on the sales forecasts. Both the forecast and the budget are a
proper part of the marketing planning process – it is essential to have a forecast and a
budget for at least the next 12 months as a component of the marketing plan itself.
However, the forecast and budget are not a substitute for the full plan and the plan-
ning process underlying it. The sales forecast and budget are the logical consequence
of the planning process. After a careful analysis of the business environment, of
market and competitive trends, and a process of matching the resources of the firm to
those trends resulting in broad statements of marketing strategy, then it makes sense
to think in terms of concrete sales forecasts and their budgetary consequences. 

� HOW DOES STRATEGIC MARKETING FIT WITH CORPORATE STRATEGY?

Corporate strategy is concerned with an organisation’s basic direction for the future: its
purpose, its ambitions, its resources and how it interacts with the world in which it operates.

Every aspect of the organisation plays a role in this strategy – its people, its finances, its
production methods and its environment (including its customers). (Lynch, 2000, p. 5) 

It is quite easy to confuse strategic marketing and corporate strategy. Both are
concerned with big decisions – taking effect over a long period, having considerable
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resource implications, being made by top managers. However, strategic marketing is
concerned with a narrower range of decisions than strategic management and is
focused at the level of business unit or competitive strategy, rather than at the corporate
level. Lynch (2000) explained the broader nature of corporate strategy in terms of six
key points:

1. Corporate strategy involves the entire organisation.

2. Corporate strategy is likely to concern itself with the survival of the business as a
minimum objective and the creation of value added as a maximum objective.

3. Corporate strategy covers the range and depth of the organisation’s activities.

4. Corporate strategy directs the changing and evolving relationship of the organis-
ation with its environment.

5. Corporate strategy is central to the development of sustainable competitive
advantage.

6. Corporate strategy development is crucial to adding value.

Strategic marketing management shares several of these characteristics. In partic-
ular the development of sustainable competitive advantage is central to strategic
marketing, and there is a very strong case that strategic marketing is crucial to adding
value (see Chapter 6 and Doyle (2000) on value-based marketing). However, strategic
marketing does not involve the entire organisation, nor does it cover the full range
and depth of the organisation’s activities. The focus of strategic marketing is on prod-
ucts, markets and the management of relationships with customers, both actual and
potential. Of course, it can be argued that customers are so important to the organis-
ation that all strategic decisions should spring from an understanding of customer
wants and needs, and therefore from a marketing perspective. This is a powerful argu-
ment. Nevertheless, many important strategic decisions – for example the balance
between debt and equity financing, sources of supply for critical inputs to the produc-
tion (or service delivery) process, the recruitment and retention of key staff – are
rather remote from strategic marketing. Such issues are proper considerations for
corporate strategy.

SUMMARY

‘Strategy’ is arguably an overused word. In marketing terms, its use should be restricted to
important decisions that will have a major effect on the future of the organisation. Strategic
marketing decisions are concerned primarily with ensuring the effectiveness of the marketing
organisation in the competitive struggle. Effectiveness is about ‘doing the right things’,
whereas efficiency is about ‘doing things right’. Corporate strategy is a broader concept than
strategic marketing, incorporating, for example, issues to do with finance, human resources
and manufacturing or service operations, as well as marketing matters. Forecasting and
budgeting are logical components of the strategic market planning process, but should not be
taken for the process itself.
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QUESTIONS FOR DISCUSSION

1. What distinguishes strategic business decisions from tactical business decisions?

2. What is meant by competitive strategy, and how does it differ from corporate strategy?

3. What are the key characteristics of strategic marketing?

4. What is a ‘forecasting and budgeting’ approach to marketing planning, and how would
you differentiate it from strategic marketing?
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case study, mortgage marketing
281–9

case study themes  242
history  281
mortgage lending  283
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Abbey National  281–2
Aberdeen Journals  319
Accelerating Access Initiative (AAI)  293
Accenture  256, 257
Accor Group  349
‘acculturation’  27
acquisitions  442, 446
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of products to local needs  428
Advanced Photo system  397
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direct/media-based  391
Aer Lingus  342
Africa, growth rates, 1950s and 1960s

413
age diversity  393
ageing population  83–5
Agenerase  292
aggregation  30–1
AIDS, see HIV/AIDS
Airbus  212
airline industry, European

airline alliances  341–2
air transport demand  343
case study  341–4
case study themes  242
competition  341–2
deregulation  341–2
‘grandfather rights’  342
low-cost airlines  342

Alliance & Leicester  281
mortgage lending  283

ambidextrous organizations  396
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definition of marketing  143
anchoring  34
Ansoff growth vector matrix  129–31
antibiotics  291
anti-environmentalism  88
antiglobalization  410–12

1999 to date  414–16
challenges to marketing  416–27
ideological divisions  431–2

purposes  411
utopian trend  415

Aon  217
APEC (Asia-Pacific Economic

Cooperation)  214
appropriation, in resource-based

competitive advantage  70
Asia-Pacific Economic Cooperation

(APEC)  214
Aspen Pharmacare  300
Association to Advance Collegiate

Schools of Business  414
AT&T  244, 245, 247, 247–8
ATM (automatic teller machine)  178*
Australia

dryland salinity and water scarcity
353

farming methods  353
Australian tourist industry

case study  353–8
case study themes  242
economic prosperity and  355
ecotourism  356–7
future  357
responsibility for  355–7
sustainable tourism  356–7
visitor statistics  354

automatic teller machine (ATM)  178*
AZT  299, 300

B
B2B e-marketing, see business-to-

business e-marketing
B2B marketing, see business-to-business

marketing
B2C e-marketing, see business-to-

consumer e-marketing
Babycham  328–9
Banco Santander Central Hispano  282
banditry  222
Bangalore  213
banking, retail, extended marketing mix

189–90
bank marketing  281
Bank of England Monetary Policy

Committee (MPC)  82
Banrock Station  323
Barclays, mortgage lending  283, 284
BCG matrix (Boston Consulting Group

growth/share matrix)  124–7, 128
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behavioural economics (economic
psychology)  34–5

behavioural learning  24
Ben & Jerry’s Homemade  265
Benetton  211
Birds Eye Wall’s Ltd  264, 264–5, 266,

267, 268–9
blog  178*
Blossom Hill  323
Blue Nun  328–9
bluetooth  178*
BMW  12, 339
Body Mass Index (BMI)  422, 423
Boeing  212
bonding, organizational evolution and

385
Boston Box (Boston Consulting Group

growth/share matrix)  124–7, 128
Boston Consulting Group (BCG)

growth/share matrix  124–7, 128
bots, see software agents
Bounty  261
bovine spongiform encephalopathy (BSE)

64
BPW (Beverage Partners Worldwide)

366
Bradford & Bingley, mortgage lending

283
branding  417
brands

offline/online  167
with personality  25–6

breakeven analysis  268–9
bribery  219
‘BriCol Engineering Ltd’

case study  331–40
case study themes  242

Bristol and West, mortgage lending  283
Britannia Building Society, mortgage

lending  283
British Airways (BA), yield management

197–9
British construction industry  76–8
British Gas  200
British Meat and Livestock Commission

64
British Telecommunications plc (BT)  56,

70, 103–4, 200
broadband  178*, 253, 254, 255
case studies  243–51, 253–60
case study themes  242
challenges  256–8
competition  243–5
corporate reorganisation  248–9
customer relationships  256
key statistics 1993–97  245
mergers and alliances  247–8
organisation structure  253–4
pensions scheme  258
product analysis 1993–97  245
strategic partnerships  256, 257
strategy  246–7
values  258
see also BT entries

broadband  178*, 253, 254, 255

BSE (bovine spongiform encephalopathy)
64

BT, see British Telecommunications plc
BT Exact  254
BT Fusion  255
BT Global Service  254, 259
BT Group plc  253–5
BT Ignite  248
BTopenworld  248
BT Retail  248, 253
BT Wholesale  248, 254
BT Wireless  249
budgeting, versus planning  14
business e-customers  169–70
business loyalty  150
business market demographics  119
business market diversity  393–4
business services, segmentation  194,

195–6
business-to-business (B2B) e-marketing

168–70
pricing and communication  170
product and distribution  170

business-to-business (B2B) marketing
131–2
characteristics  40–2
versus consumer marketing  40
customer portfolio analysis in  125
examples  40
impact of the Internet  390
and relationship marketing  153–5

business-to-consumer (B2C) e-marketing
164
marketing mix considerations  166–7
product strategies  167

business unit strategy, see competitive
strategy

buyclasses  43–4, 47
buyer power  65, 68
buyer preference  154
buyers, in the buying centre  46
buyer-seller relationships  43, 45, 47–8,

139–40
buying centre  45–7

roles in  46–7
buying process  44–7

see also organisational buying entries
buyphases  44
buzz  342

C
Cable & Wireless plc  247, 251
CACI Ltd  27
Cadbury Snack, repositioning  123–4
Cahoot  281
Canada Dry  367
car parts manufacture, see ‘BriCol

Engineering Ltd’; motor industry
case studies

introduction to  228
learning from  230
strategic marketing context  229–30
themes addressed  242
usefulness of  228–30

case study analysis  231–5

brainstorming  233–4
communicating results  235
diagnosing problem areas  231,

232–3
evaluating alternatives  234
feedback  237–8
generating solutions  233–4
‘generic problem-solving process’

231–2
making recommendations  234–5
oral presentations  235–8
predicting outcomes  233–4
summary  239–40
understanding the situation  232–3
visual aids  236
written reports  238–9

‘cash cows’  126, 127, 128
cash flows  106–7, 109–10, 128, 444–5
censorship  418
‘change the name and do the same’

155–6
Chartered Institute of Marketing (CIM)

12, 42, 83
definition of marketing  143

Chartered Institute of Purchasing and
Supply  42, 83

chat room  178*
China

counterfeiting and piracy in  422
economic development in  412
reforms  413–14

choice conflict  35
Cipla  293, 298, 300
ciprofloxacin (cipro)  298
Cisco  256, 257
Cisco Systems  391–2
CJD, ‘mad cow disease’ (variant CJD)  64
Clydesdale & Yorkshire Bank, mortgage

lending  283
Coca-Cola  212–13

allegations and cases against  370–3
case study, global growth  365–74
case study themes  242
Corporate Social Responsibility (CSR)

369–73
distribution points  366
global challenges  368–9
healthier drinks market  367, 368,

372
in India  418
international markets  366–8
local brands  367
production rights franchising  365–6
sponsorships  367

cognitive learning  24
‘Coke–Pepsi War’  368
collaborative exchange  154
collective welfare  429–30
Combivir  292, 300
commerce

buyer-driven  392
Internet and  389–90

commercial risk assessment, in
international markets  221–2
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Common Market of the South
(MERCOSUR)  214

‘commons’
accepted as collective property  420–1
‘tragedy of the commons’  427
see also resources

communication, Internet and  389, 391
communication skills in

reports/presentations  235
communications strategy  103
company resources  379
competition

buyer power  65, 68
case study, see UK ice cream market

competition
and cooperation  396–7
direct competitive rivalry  65, 66,

68–9
new entry  65, 66–7
supplier power  65, 67–8
threat from substitutes  65, 67
transport costs affecting  69

Competition Commission  267
competitive advantage  128–9, 395–6,

441
resource-based  69–70
sustainable  4–5, 69–70, 109, 443

Competitive Advantage (Porter)  128
competitive environment  56

case studies/readings in which
addressed  242

definition  56
impact of the Internet  68–9
Porter’s five forces  56, 64–9
subdivisions  56
summary  71

competitiveness  377–8
competitive performance  377–8
competitive pressure, in home market

209
competitive strategy  11, 398
Competitive Strategy (Porter)  128
competitive strength  103, 126, 132,

133
competitor analysis  106
competitor-centric approach  396
compulsory licensing  293
computer-mediated environments

(CMEs)  161
Concert Communications  245, 247–8
Conservative Party  56
consumer agency, unauthorized  427–8
consumer behaviour  20–1, 116

attitudes  25
case studies/readings in which

addressed  242
culture  26–8
deviant  33–4
economic psychology (behavioural

economics)  34–5
examples  20
influence, persuasion and involvement

28–30
inner-determinants  21–6
learning and memory  24–5

lifestyle shopping  33
models  28–30
needs and motives  22–3
perception  23–4
personality  25–6
process  21
role specialisation  29
social class  27
social context, impact of  26–8
social/group influences  27–8
strategic implications  30–2
summary  35
variety-seeking  33

consumer goods markets and
relationship marketing  152–3

consumerism  415–16
consumer loyalty, see customer loyalty
consumer market diversity  392–3
consumer marketing  40

versus business-to-business marketing
40

consumer market segmentation  116–19
consumer privacy  156
consumer psychographics  165–6
consumer services, segmentation  194,

195
consumer services markets and

relationship marketing  153
Consumers International  420, 428–9
consumer sovereignty  418, 424
consumer surplus  198–9
consumption

sustainable, see sustainable
consumption

of wine, see UK wine market
convenience foods  422
conventional marketing  143–4

aim  144
tools  144

cooperation and competition  396–7
coopetition  396–7, 400
co-production  185
Corporate Accountability International

(CAI)  371
Corporate Social Responsibility (CSR)

Coca-Cola  369–73
definition  369

corporate strategy  10–11
key points  15
and strategic marketing  14–15

corruption  219
cost concepts  100–2
cost leadership  128–9
cost reduction  442
counterfeiting  218, 421–2, 431
‘CPC10’ case study, see strategic

marketing implementation and control
credence qualities  188, 189, 190
creditworthiness checks  221
‘crony capitalism’  415
cross-customer subsidization  398–400
cross-subsidisation  319
Crush  367
cryptococcal meningitis  298
CSC  257

cultural change  419–20
cultural dependency  417
cultural imperialism  417
cultural influences  26–7

social/group influences  27–8
cultural protectionism  418
culture

and consumer behaviour  26–7
definition  26
local, see local culture

customer acquisition, services  200
customer attractiveness  132, 133
customer behaviour, see consumer

behaviour
customer databases  148–9, 153
customer expectations  4, 148, 395
customer information system  407
customer loyalty  149–52

services  200
customer orientation  430–1
customer outsourcing  399–400
customer perception  103
customer portfolio analysis  51, 125,

131–3
in business-to-business marketing

125
customer portfolios  383
customer relationship life cycle concept

405
customer relationship management

(CRM) systems, in services  182
customer relationships, British

Telecommunications plc  256
customer retention

services  200
and subsidization  398–400

customers, developing operations abroad
210

customer satisfaction  4, 394–5, 407
customer value  138–9
customer value analysis  110–11
customer volume effect  150–1
cybermediaries  392

D
Daily Express 314, 315, 316
Daily Herald 321, 322
Daily Mail 314, 315, 316
Daily Mail and General Trust 315, 316,

319
Daily Record 314, 315
Daily Star 314, 315, 316
Daily Telegraph 314, 315, 316, 318,

320
Daily Universal Register 321
database marketing  146, 148–9
De Beers  61, 66
Debonair  342
deciders, in the buying centre  46
decision-making

organisational, see organisational
buying behaviour

by private consumers, see consumer
behaviour
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decision-making unit (DMU), see buying
centre

decisions, strategic  11, 12
DEEPLIST analysis in foreign markets

216
DEEPLIST classification system  74–5
deliberate (intended) strategy  7, 11
demand

inelastic  62–3
patterns of, and demographic change

85–6
price elasticity of  62–3, 64

demand articulation  396
demand concentration  42
demand function  58, 61–4

of firm  63
of industry  63
shifts in  60, 63–4

demand-level risk assessment,
international markets  222

demand and supply  57–61
services  186–7

demographic change  83–6
and patterns of demand  85–6

demographic segmentation  117–18
dependency theories  413
derived demand  41, 394
developing countries

1945–1979, state-directed
development  412–13

1979–1999, neoliberalism and
globalization  413–14

since 1999, antiglobal backlash
414–16

challenges to marketing  416–27
food distribution in  424
marketing in  411–12
nationalization of property  412–13
quality of life  410

Diageo  265, 266
dietary patterns

antiglobal assertions  416, 422–4
marketing responses to assertions

416, 424–5
differentiation  128, 129
differentiation focus strategy  129
Diflucan  298
digital  178*
direct competitive rivalry  65, 66, 68–9
discounted cash-flow analysis  106–8,

109, 445
discrete transactions  139
disintermediation  390, 391
distribution stewardship  431
distributor risk assessment, international

markets  222–3
diversification strategy  130
‘dog’ businesses  126, 127, 128
downsizing, see cost reduction
Dr. Pepper  367
drugs

counterfeit  218
generics  297
HIV/AIDS  291, 292, 293, 294, 296,

297

prices  297–8
see also pharmaceutical products

due diligence  223
durability, in resource-based competitive

advantage  70
Dwyer et al.’s relationship development

model  141–2

E
easyJet  342–3
e-business

definition  160, 178*
models  171
‘road map’  172

ecological marketing  426
ecomarketing  426
e-commerce  161–2, 178*

common mistakes  174–5
definition  160

economic psychology (behavioural
economics)  34–5

economic risk assessment, in
international markets  221–2

economies of scale  100–2
Economist, The 61
e-consumers  164–8

psychographic data  165–6
e-customer market research  171–2
EDI (electronic data interchange)  178*
effectiveness and efficiency, definitions

13–14
Egg  281
80/20 rule  398
elasticity of demand  62–3, 64
electronic colonialism  417
electronic data interchange (EDI)  170,

178*
electronic marketing, see e-marketing
electronic ordering  391
electronic product tagging  166
electronic retailing (e-tailing), see

business-to-customer e-marketing
electronic stallholders (e-marketers)  167
Electronic Telegraph 320
e-mail  178*
e-marketers (electronic stallholders)  167
e-marketing  159–79, 178*

challenges  174–5
communications mix  167
competence factors  175
place strategies  167
planning strategy  171–4
pricing strategies  167
product strategies  167
successful websites  163
summary  175
see also business-to-business 

e-marketing; business-to-consumer
e-marketing

e-marketing strategies, case
studies/readings in which addressed
242

emergent strategy  7
employee loyalty  150
‘enculturation’  27

enterprise resource planning (ERP)
system  178*

entry barriers  66–7
environment

‘green’ environment  86–8, 88
see also competitive environment;

macroenvironment
environmental analysis  216–17
environmental factors, assessment

89–91
environmental marketing  426
environmental priorities  90, 92
environmental problems  426–7

green marketing  426–7
transportation and tourism  425–6

Epivir  292
equity release  287
Ernest & Julio Gallo  323, 324, 326
ERP (enterprise resource planning)

system  178*
e-shopping  32–3
e-sourcing  178*
e-strategy  172
e-tail  178*
e-tailing, see business-to-consumer 

e-marketing
ethical marketing  433
ethnic diversity  393
euro 81, 82–3
European Union (EU)  214
exchange episodes  48
exchange rates  80–1, 82
Excite  397
experience effect  100–2
exporting nations  207–8
exports, goods in transit  221
export to GDP ratios  208
Express Newspapers  315
expropriation  219–20
Extranet  178*

F
Fair Trade Federation  429
Fair Trade Foundation  429
FAQs (frequently asked questions)  178*
fast-food chains  419, 423
fast-foods  422
Federal Express Corporation (FedEx)

308–9
Ferrari  66
file transfer protocol (FTP)  178*
films, subsidizing domestic productions

418
financial resources  379
financial services sector  281
Financial Times 314, 315, 316
First International Bancorp  303
fluconazole  297–8
food, genetically modified (GM)  423–4,

424–5
food distribution, in developing countries

424
food production, population growth and

86, 87
food technologies
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antiglobal assertions  416, 422–4
marketing responses to assertions

416, 424–5
football clubs  187

customer loyalty  200
Ford Motor Company  66, 331, 335
Ford’s relationship life-cycle model

140–1, 142
forecasting, versus planning  14
foreign markets, see international trade
forward integration  67
fossil-fuel emissions  425
4Ps concept  182

extension for services  188–90
fourth-party logistics (4PL)  308
franchises  428
free trade in cultural goods  418
freight forwarders  221
frequently asked questions (FAQs)  178*
FTP (file transfer protocol)  178*
functional quality  407
Future Perfect (Davis)  394
F W Langguth Erben Gmbh  328

G
gap analysis  98–100
gatekeepers, in the buying centre  46
GE Money, mortgage lending  283
General Agreement on Trade and Tariffs

(GATT)  214
General Motors (GM)  331, 334–5, 400
genetically modified (GM) foods  423–4,

424–5
geographical location of customers  119
Ghana, growth rates, 1950s–1960s  413
GlaxoSmithKline

background  291
case study  291–301
case study themes  242
history  292
HIV/AIDS in South Africa  299–300
products  292–4
sales  293, 294

‘global consumer’  33
globalization

1979–1999  413–14
see also antiglobalization

Globalization of Markets, The 414
global manifest destiny  414
global marketing  33
global monoculture  417
global reach  162
Global Reporting Initiative (GRI)  369
GMAC-RFC, mortgage lending  283
Go  342
Godiva Chocolates  366
Golden Arch Hotels

case study  345–51
case study themes  242
food and hospitality  345–8

governmental intervention  219
government incentives  213–14
government investment, declining  445
Grand Metropolitan  264, 265
‘gravitational’ commerce  390

Greenberg, Jack  345
‘green consumer’  86
Green Consumer Guide, The 86
‘green’ environment  86–8, 88
greenhouse gases  88
green marketing  426–7
Guardian 314, 315, 316
Guardian Media Group  315, 316, 317,

320

H
Haagen-Dazs  264, 265, 266
Halifax Building Society  281
Hammer, Urs  345
Hardy’s  326
Harley-Davidson  185, 186
HBOS (Halifax Bank of Scotland)  281

mortgage lending  283, 284
healthcare in the developing world  295
Heineken Plc  209
Henkel  222
hierarchy of needs  22
Hilton Hotels Corporation (HHC)  349
HIV/AIDS  296–7, 420

drugs  291, 292, 293, 294, 296, 297
in South Africa  298–300

Hollinger International Inc.  316–17, 320
home market, challenging conditions in

209–10
home page  178*
Hong Kong

counterfeiting and piracy in  422
growth strategies  413
positive nonintervention  413

horizontal partnerships  400
housing, pattern of demand  85
HP  256, 257
HSBC Bank, mortgage lending  283
HTML (hypertext mediated language)

178*
human development  430
human immunodeficiency virus, see

HIV/AIDS
human rights

antiglobal assertions  416, 420–1
marketing responses to assertions

416, 421–2
hypergrowth  410
hypertext mediated language (HTML)

178*

I
Iberia  342
ice cream market competition, see UK

ice cream market competition
ICTs (information and communication

technologies)  178*
for B2B e-marketing  169
for e-marketing  164
primary data collection  172

imitability, in resource-based competitive
advantage  70

IMP (industrial marketing and
purchasing) Group  48

IMP interaction model  48–9

importing nations  207–8
import substitution programs  413
income diversity  393
Independent 314, 315, 316, 318, 319
Independent News & Media  315, 316,

317
Independent on Sunday 315, 316
India

bureaucracy in  412
economic and political risks  220
growth rates, 1950s–1960s  413
Patent Act 1970  421

industry environment, see competitive
environment

industry sector  119
inelastic demand  62–3
inflation  79–80, 81, 82–3
influence  28–30
influencers, in the buying centre  45–6
information, Internet and  389, 390
information and communication

technologies, see ICTs
infrastructure risk assessment, in

international markets  221–2
initiators, in the buying centre  46
innovation

lead markets for  213
in resource-based competitive

advantage  70
inseparability, of services  184, 185
institutionalism  141
instrumental conditioning  24
intangibility, of services  184, 184–5
integrated services digital network (ISDN)

178*
Intel  257
intellectual property (IP)

protection  218
theft of  421

intellectual property (IP) rights
antiglobal assertions  416, 420–1
marketing responses to assertions

416, 421–2
poor versus rich countries  420–1

intelligent agents  165, 178*
intended (deliberate) strategy  7, 11
interaction approach, organisational

buying  42–3, 47–9
interaction marketing  146, 377–8, 380,

407
interactive digital television (ITV)  178*
interactive marketing  144, 153
interactive technologies,

advantages/disadvantages  162–3
interdependence

of companies  378–9
within a company  407–8

interest rates  81–3
intermediaries  392
intermediation  390
internal marketing  148, 405, 408
International Forum on Globalization

(IFG)  410, 415, 417, 439
international marketing  33

see also globalization
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International Marketing Review 414
international marketing strategy  205–25

case studies/readings in which
addressed  242

International Monetary Fund  410, 412
International Society of Marketing and

Development  416
international trade

choice of markets  212–15
growing opportunities  206–8
planned approach to  210–12
reactive/proactive approaches to

208–9
ways to enter  208–12
see also risk assessment

Internet  162
capabilities  389–90
and coopetition  397
impact on competitive environment

68–9
and marketing  389–91

Internet service provider (ISP)  178*
interstitials, see pop-up ads
Intranet  178*
inventory levels, high  210
investment, relationship development

and  381
investment in relationships  381–2
investor loyalty  150
involvement  28–30
Irish Independent 317
ISDN (integrated services digital network)

178*
ISP (internet service provider)  178*
ITV (interactive digital television)  178*

J
Jacob’s Creek  323–4, 326, 327–8
JIT (just-in-time)  170
Journal of International Consumer

Marketing 414
Journal of International Marketing 414
journals  414
judiciary, independence of  218–19
junk mail, see SPAM
just-in-time (JIT)  170

K
key account management  49–51, 149
Kia  121
Korea, film industry  418
Kretschmar, Corinna  347
Kyoto Protocol  88, 426

L
languages, native, threats to  417
Latin America, growth rates,

1950s–1960s  413
Law of Retail Gravitation (Reilly)  390
lead markets  213
legal systems  218–19
Leon, Tony  299
LE PEST C classification system  75
life cycles, see product life cycle;

relationship life cycles

lifestyle  27
lifestyle diversity  393
lifestyle segmentation  117
lifestyle shopping  33
link  179*
Lloyds TSB, mortgage lending  283
local culture  439–40

export of  429
local cultures undermined

antiglobal assertions  416, 417–18
marketing responses to assertions

416, 418–20
localization  427
location-centric marketing  389, 391
London Olympic and Paralympic Games

Act 2006  278
London Olympics 2012

aspirations for  272
background  271–5
case study, sponsorship  271–80
case study themes  242
costs  274–5
overview  272–4
sponsorship ambushing  278
sponsorship opportunity  275–7

London Underground  63
loss aversion  35
loyalty  149–52
loyalty marketing  149–52
Lyons Maid  261, 264, 266

M
McDonald’s  345, 345–6, 419

in East Asia  428
QSC&V formula  346

McFamily  346
‘McGuests’  346
McPlane  345
macroeconomy  79–83
macroenvironment  56, 74–93

analysis of British construction
industry  76–8

assessment of  89–91
case studies/readings in which

addressed  242
classification  74–5
definition  56, 74
key forces  78–88
summary  91

macrosegments  119
McTrain  345
‘mad cow disease’ (variant CJD)  64
Mail on Sunday 315, 316
Malthusian model  86–7
management presentations  238
management reports  238–9

report format  239
Manchester Guardian 317
Manchester United Football Club  200
market aggregation  30–1
market attractiveness  126
market-centric thinking  392
market development strategy  130
market diversity  392–4
market economy  57–61

pure market economy  57
market environment analysis  106
market growth  398
market growth rate  126
marketing

challenges to, in developing countries
416–27

definitions  12, 143
ethical  433
interactive/non-interactive approach

144
and Internet  389–91
negative influences on developing

countries  410, 411–12
and shareholder value  441, 442–6
social marketing  429–30
stimulus–response approach  144
supportive culture  47
types of  145–6
under capitalism  411

marketing analysis, see strategic
marketing analysis

marketing concepts  5
marketing environment  56–7
Marketing in Hypermedia Computer-

Mediated Environments: Conceptual
Foundations (Hoffman and Novak)
160

marketing mix  6, 116–17, 143, 405,
406
e-marketing  166–8
local adaptation  418–19
for services  188–90

marketing mix approach, organisational
buying  42–3, 50–1

marketing planning process  97–8
marketing professionals, waning

influence on boards  441–2
Marketing Research Society (MRS)  172
marketing strategy

international  205–25
for services  181–203

marketing strategy continuum  406–8
marketing strategy formulation

case studies/readings in which
addressed  242

concepts  96
summary  133

market orientation  395–6
market penetration strategy  130
market price  59–60
market research

e-customers  171–2
see also research entries

markets, international, choice of
212–15

market saturation  209, 210, 211
market segmentation  31, 116–19,

120–1
business services  195–6
consumer services  195
food and  424
for services  194–6

market segmentation analysis  394
market share  125, 126, 398
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profitability and  127
marketspaces  179*
market system  57–61

pure market system  57
market-to-book ratios  442, 445
Mars  261, 262, 264, 265–6, 266, 267
Maslow’s hierarchy of needs  22
mass customization  394
mass marketing  116, 144
mature markets  210
Mbeki, Thabo, President  299
MCI Communications Corporation  244,

245, 247, 251
m-commerce (mobile commerce)  179*
Médecins sans Frontières  291, 297,

298, 299, 429
memory systems  24–5
mental accounting  34
Mercedes  121
MERCOSUR (Common Market of the

South)  214
Mercury Communications Ltd  243
Mexico

global competition  414–15
subsidization  418

MG Rover  336–7
microeconomics, definition  79
microsegments  119
Microsoft  67–8, 256, 257
MIRAS (mortgage interest tax relief)  286
Mirror 314, 315
mobile phones  255
models, see research models
modernization theory  414, 415
modified rebuy  43–4, 47
Monetary Policy Committee (MPC), Bank

of England  82
monopolies  66
Monopolies and Mergers Commission

267
monopsony  68
mortgage interest tax relief (MIRAS)  286
mortgage market

consumer choice  284–8
lending statistics  285
product development  284–8
UK  283–4

mortgage marketing in UK, case study,
see Abbey

mortgages  189–90, 286–7
buy-to-let  287–8
capped  286, 286–7
endowment  286
equity release  287
interest-only  286
repayment  286
tracker  286
types of  286–7

motor industry
first/second-tier suppliers  334–5, 337
‘total quality’ campaigns  331
see also ‘BriCol Engineering Ltd’

Murdoch, Rupert  313–14, 317, 322

N
NAFTA (North American Free Trade

Agreement)  211, 214, 410
NASCAR racing  309
nationalisation  219–20, 412–13
National Readership Survey social grade

classification  27, 117
national statistics socioeconomic

classification  117, 118
Nationwide Building Society, mortgage

lending  283, 284, 288
native languages, threats to  417
neoliberalism, 1979–1999  413–14
Nestlé  264, 265, 266, 366, 419
Net  162
netizen  179*
network marketing  146, 147
network position  379
network relationships, competitiveness

and  378
new entry competition  65, 66–7
New Marketing Paradigm for Electronic

Commerce, A (Hoffman and Novak)
161

New Observer 321
News Corporation Limited

case study  313–22
case study themes  242
competition  315–17
newspapers published  314
price war  317–18

News International  315, 317
history  321–2
pricing  317–19
rivals  315–17

News of the World 315, 321, 322
newspaper market, UK

case study, see News Corporation
Limited

future of  320
newspaper categories  314
newspaper circulation  315

newspaper readership profiles  117–18,
118

new task purchase  43, 44, 47
9/11  298, 343, 355
Nissan  339
non-ownership, of services  184, 187
Nordic School of Services  405
Nortel  256, 257
North American Free Trade Agreement

(NAFTA)  211, 214, 410
Northern Rock  281

mortgage lending  283

O
obesity  422, 424

consumers’ responsibilities  424
obesity epidemic  367, 369, 372

objectives  98–100
aspirational/realistic  99

objective setting  56
Observer 315, 316
Ofcom  246, 258

Office of Fair Trading (OFT)  318, 319,
322

OFTEL  246, 248
oligopsony  68
Olympic Games

costs  274–5
sponsorship  275–7
see also London Olympics 2012

‘Oneworld’  341
online business-to-business e-marketing

168–70
online business-to-consumer marketing,

see business-to-consumer e-marketing
online consumers  164–8
online marketing, see e-marketing
online questionnaires/surveys  172
online shopping/buying  165–6
Onsale.com  392
Openreach  254, 259
operational (tactical) marketing, versus

strategic marketing  13–14
organisational buying behaviour  39–53

buying/selling relationship  47–8
case studies/readings in which

addressed  242
examples  20
interaction approach  42–3, 47–9
marketing mix approach  42–3
models  45–7, 48–9
summary  51–2
task/non-task-related factors  47

organisational buying influences  45, 47
organisational buying theory  49–51
organisational evolution and bonding

385
organisational market segmentation

118–19
organisational size  119
Organisation for Economic Co-operation

and Development (OECD)  353
Organization of Petroleum Exporting

Companies  413
Orlando Wyndham Pty Ltd  327
outsourcing  441
overconfidence  75
ownership diversity  394
Oxfam  291, 429

P
parallel importing  293
Park Inns  350
partner risk assessment, international

markets  222–3
partnerships, horizontal  400
part-time marketer concept  405, 406–7
part-time marketers  153, 408
patents  67, 70

in the pharmaceutical trade  293,
294, 297, 298

patterns of demand and demographic
change  85–6

Pearson  315, 316
Pemberton, Dr John Stith  365
people, in services marketing  188–9
PepsiCo  212–13, 365, 368
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perception, consumers’  23–4
perceptual maps  32
perishability, of services  184, 186–7
Pernod Ricard  327
personality, consumers’  25–6
persuasion  25, 28–30
PEST analysis in foreign markets  216
PEST classification system  74, 75
pharmaceutical products

distribution control  431
Indian Patent Act  421
intellectual property (IP) rights and

420
pricing  420, 431
reverse engineering  421
traditional knowledge of developing

countries  420
see also drugs

Pharmaceutical Research and
Manufacturers of America (PhRMA)
297

phishing  179*
physical evidence, in services marketing

188, 189
Pillsbury (UK) Ltd  265–6
PIMS (Profit Impact of Market Strategy)

127–8, 397–8
piracy  222, 421–2
planning

versus forecasting/budgeting  14
strategic  14
strategic business planning  6–7
strategic marketing planning  96–7

planning strategy, e-marketing  171–4
podcast  179*
political instability  220
political risk analysis, international

markets  217–20
pollution  88
population forecasts  83, 85
population growth, food production and

86, 87
pop-up ads (interstitials)  179*
portals  179*
Porter’s five forces  56, 64–9

viewed from cooperation aspect  397
Porter’s generic competitive strategies

128–9
portfolio management, choice and

384–5
portfolio theory  383
Portman Building Society, mortgage

lending  283, 288
positioning  25–6, 28, 31, 32, 120,

121–2
positive nonintervention, in Hong Kong

413
‘Power-Point presentation’  236
predatory pricing  319
presentations, oral  235–8

computer projection  238
evaluating  238
feedback  237–8
presentation style  236–7
question handling  237

timekeeping  237
price elasticity of demand  62–3, 64

definition  62
priceline.com  391–2
pricing, predatory  319
privacy, consumer  156
private equity investors  445
privatization, of public services  410
‘problem children’, see ‘question mark’

businesses
process, in services marketing  188, 189
Procter & Gamble  222, 419
product development strategy  130
production capacity, excess  210
product life cycle (PLC)  122–4
products

adaptation to local needs  428
quality of  127

product stewardship  431
product tagging, electronic  166
profitability  382–3, 383

and customer loyalty  150–1
and market share  127

Profit Impact of Market Strategy (PIMS)
127–8, 397–8

profit per customer effect  151–2
promotional stewardship  431
PRS group  217
Prudential Assurance Company  281
psychographic segmentation  117
public services, privatization  410
purchase cycle  42
purchase importance  154
purchasing, phases of  161
pure market economy/system  57

Q
quality  407

of products  127
quality chain management, see supply

chain management
quality of life, in developing countries

410
‘question mark’ businesses  126, 127
questionnaires, online  172
quotas  418

R
radio frequency identification (RFID)

166, 179*
readings, themes addressed  242
Reagan, Ronald  414
realised strategy  7
reengineering, see cost reduction
reference groups  28
regret aversion  35
reintermediation  391–2
relational exchange  139–40, 145
relationship analysis  384
relationship development, investment

and  381
relationship life cycles  140, 142–3

models  140–3
relationship management process  384
relationship marketing  138, 143–7

and business-to-business marketing
153–5

and consumer goods markets  152–3
and consumer services markets  153
criticisms  155–6
defining  144–7
implementation  147, 149–52
requirements for  147–9
service firms  405–9
summary  156–7
terminology  138
versus transaction marketing  406–8

relationship marketing strategies, case
studies/readings in which addressed
242

relationship pyramid, for a charity
200–1

relationships, investment in  381–2
relationship strategy  378, 380–1, 383
relationship trust  147
relative market share  125–6, 126, 132
Renault  331
reports, written  238–9
research and development, lead markets

for  213
Research Institute on Social Change

(RISC)  33
research models

monadic  29
typology  29

research principles  5, 6
resource-based competitive advantage

69–70
resources

categories of  379
companies’  379
prior/acquired, in resource-based

competitive advantage  70
private versus public ownership  427
rivalrous versus nonrivalrous  421

retail gravitation  390
Retrovir  292
reverse causality  97
reward schemes  149
Rezidor SAS Hospitality Group  348–9,

350
RFID (radio frequency identification)

166, 179*
right sizing, see cost reduction
risk analysis  206

see also risk assessment
risk assessment, international markets

216–23
commercial risks  221–2
demand-level risks  222
distributor risks  222–3
economic risks  221–2
infrastructure risks  221–2
market information  216–17
partner risks  222–3
political risks  217–20
summary  223

Robinson, Frank  365
Rosemount  323
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Royal Bank of Scotland, mortgage
lending  283

Ryanair  342, 343

S
Saatchi & Saatchi  210
Sabena  343
sales variance analysis  104–6

case study  359–63
case study themes  242

scope diversity  394
segmentation, see market segmentation
semiotics in marketing communications

31
service, definition  405
service consumers, zone of tolerance

191
service encounters  191
service firms and relationship marketing

405–9
service industries, examples  182
service quality

gaps in  190–1
measuring  190–3
SERVQUAL questionnaire  191–3

services
characteristics  184
customer acquisition  200
customer loyalty  200
customer relationship management

(CRM) systems  182
customer retention  200
demand and supply  186–7
extended marketing mix  188–90
GDP and  183
inseparability  184, 185
intangibility  184, 184–5
marketing strategy for  181–203
market segmentation  194–6
nature of  183–7
non-ownership  184, 187
perishability  184, 186–7
product/service relationship  182
relationship pyramid  200–1
summary  201
supply chain management in  184
variability  184, 185–6
yield management  196–9

services-based economy, shift to  183
servicescape  185
services marketing strategy, case

studies/readings in which addressed
242

Shah, Eddy  314–15
shareholders  110
shareholder value  106, 108–10

generation of  138
and marketing  441, 442–6

shareholder value analysis (SVA)  442–5
short message service (SMS)  179*
SIC codes  119
Silicon Valley  213
single European currency  81, 82–3
situation audit  56
size diversity  394

skills  379
Skype  255
small and medium-sized enterprises

(SMEs)  13
SMART objectives  99
SMS (short message service)  179*
social grades/groupings  27–8, 117–18

National Readership Survey categories
27, 117

social marketing  429–30
software agents  165, 179*
South Africa, HIV/AIDS drugs in

298–300
South Korea, growth strategies  413
SPAM  179*
sponsorship, see under London Olympics

2012
sports marketing  309
spychips  179*
staff motivation and retention  80
stakeholders  110
standard industrial classification (SIC)

system  119
‘Star Alliance’  341
Starbucks  211
‘star’ businesses  126
state-directed development, 1945–1979

412–13
STEEP classification system  75, 76
stimulus–response approach  144
straight rebuy  43–4, 47
strategic account management  149
strategic business planning  6–7
strategic business units (SBUs)  11
strategic decisions  11, 12
strategic marketing  9–11

case studies/readings in which
addressed  242

corporate inputs  13
and corporate strategy  14–15
key characteristics  12–14
level of managerial understanding of

12
long-term implications  13
versus operational (tactical) marketing

13–14
products/markets and  13
summary  15

strategic marketing analysis
case studies/readings in which

addressed  242
concepts  96
summary  112
tools for  95–113

strategic marketing implementation and
control
case study  359–63
case study themes  242

strategic marketing planning  31
key concepts  96–7

strategic planning  14
time as factor of  17

strategic principles  5, 6
strategy  9–11

definitions  10–11

emergent  7
intended (deliberate)  7, 11
military analogy  10
realised  7
versus tactics  11–12

strategy formulation  56
structural diversity  394
structural frameworks  5, 6
structural imperialism  417
subsidiarity  427
subsidization, cross-customer  398–400
substitution  65, 67

in resource-based competitive
advantage  70

Sun 314, 315, 319, 321, 322
Sunday Express 315, 316
Sunday Mirror  315
Sunday People 315
Sunday Telegraph 315, 316
Sunday Times 315, 321, 322
sunk-cost fallacy  34–5
supplier–customer relationships  381,

382–3
supplier power  65, 67–8
supply chain management  170

in services  184
supply and demand  57–61

services  186–7
supply function  58
sustainable competitive advantage  4–5,

109, 443
resource-based  69–70

sustainable consumption
antiglobal assertions  416, 425–6
marketing responses to assertions

416, 426–7
principles for  426

sustainable development  88
sustainable marketing  426

definition  426–7
SVA (shareholder value analysis)  442–5
sweatshops  412
Swissair  343
SWOT analysis  102–4
symbolism, in marketing

communications  31

T
tactical (operational) marketing  13–14
tactics versus strategy  10, 11–12

time as factor  12
Tagamet  292
Taiwan, growth strategies  413
targeting  120–2
target markets  31
target segment selection  120–2
tariffs  418
tea brands  366
technological intoxication  172
technologies  379
telecommunications market, UK  244
Telegraph Group  315, 316, 316–17
telepresence  161
Ten Thousand Villages  429
Tesco plc  209–10

SUBJECT INDEX 461

02305_07204_30_indx01  31/7/07  11:06  Page 461



Thatcher, Margaret  414
third-party logistics (3PL/TPL)  308
3CT  300
time, as strategic planning factor  17
Times, The 314, 315, 317, 318, 319,

321, 322
Today 314
tolerance, of service customers  191
total quality management (TQM)  148,

170
tourism  429–30

and the environment  425–6
environmental dangers  356
see also Australian tourist industry

Toyota  339
TQM (total quality management)  148,

170
trade agreements  410, 412

regional/bilateral  214
trade barriers, international  214
trade cycle  161
Trade Related Aspects of Intellectual

Property Rights (TRIPS) agreement
296, 298, 299

transactional purchasing  154, 155
transaction marketing  146

quality in  407
versus relationship marketing  406–8

transnationalism  428
transportation, environmental problems

from  425
transport costs, affecting competition

69
Treatment Action Campaign (TAC)  299
Trinity Mirror  315, 316
tuberculosis  291

U
UK Fashion Exports  215
UK ice cream market, competition in

case study  261–9
case study themes  242
competitive activity  264–6
consumer taste trends  262–4
demographic factors  261
freezer exclusivity in shops  264, 265,

266–7, 268–9
market leader and rivals  264–6
market size  262–4

UK mortgage market  283–4
UK newspaper market, case study, see

News Corporation Limited
UK telecommunications market  244
UK Trade and Investment  215
UK wine market

case study  323–9
case study themes  242

excise duty  326
health advantages  324, 325
UK consumption of alcoholic drinks

324, 325
wine consumption  324–5, 326–7

undernutrition  422
uniform/universal resource locator (URL)

179*
Unilever  222, 265, 266, 267, 419
United Nations  412
United Nations Human Development

Index 414, 430, 439
United Parcel Service Inc. (UPS)

‘brown book’  309
case study  303–12
case study themes  242
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current position  304–5
customer base  307–8
environmental issues  310
flow of funds  305
future  310
goods flow  305
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ICT in  305–7, 309
information flow  305
mission statement  304
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return services  309
sports marketing  309
strategic marketing issues  307–10
strategy statement  307
structure  304–5
UPS Foundation  309–10
UPS Online tools  306

United States
protests against brands  418
resentment towards  432

unsustainable consumption, see
sustainable consumption

URL (uniform/universal resource locator)
179*

users, in the buying centre  46

V
value-based marketing  106, 108–10,

441–6
value chain management, see supply

chain management
Value and Lifestyle Analysis classification

system (VALS)  33
variability, of services  184, 185–6
vertical integration  400
Viagra  297
viral marketing  179*
virtual integration  400

virtual private network (VPN)  179*
visual aids, computer-generated  236
Vlog, see Blog
Vodaphone  200
Voice over Internet Protocol (VoIP)  255
vortals  179*
VPN (virtual private network)  179*
VW  331

W
Waitrose Direct  327
WAP (wireless application protocol)

179*
Web  162
Web-based advertising  391
webcasting  179*
webpage design  173–4
Web positioning services  174
websites  179*

online questionnaires  172
successful  163

Webster and Wind model of
organisational buying  45–7

welfare, collective  429–30
Wellcome  292
Wi-Fi  179*
wine, see UK wine market
wireless application protocol (WAP)

179*
wireless LAN  179*
Woodruff, Robert  366
Woolwich Building Society, mortgage

lending  284
World Bank  410, 412
WorldCom  247
world population  84, 88
World Trade Center  298, 343, 355
World Trade Organization (WTO)

213–14, 294–6, 410
Agreement on Trade-Related Aspects

of Intellectual Property Rights  420
‘battle in Seattle’ demonstrations  415
General Council  296
Ministerial Conference  294–6
objective  296

www.upmystreet.com  27

Y
Yahoo!  397
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yield management, services  196–9
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