
Index
Aaker, David A. 61, 100
account management 88
advertising 62, 88–9
after sales service 3
amazon.com case study 30–31,

39–41, 60
America Online (AOL) 24, 60
Anderson, John 49
annoyance marketing 89
AOL see America Online
assessments 11
ATTAP warning 58–9
auctions 29
automobiles 20–21

B2B see Business-to-Business
commerce

B2C see Business-to-Consumer selling
banner ads. 33
Beetle 83–5
Benetton case study 63
Best Buy case study 75–7
books list 100–103
boundaries 7–8
brands 3, 18, 61–6

ATTAP warning 58–9
consistency 50–51

flexibility 37–8
global marketing 23–4

Branson, Richard 100
broadband 36–7
Business-to-Business commerce (B2B)

29, 34–5
Business-to-Consumer selling (B2C)

34, 39
businesswomen 72
buzz-words 55

Cadbury Schweppes case study
66–7

capital expenditure 89
capitalization 38
case studies 39–41, 48–9, 58–68,

72–85
cash flow 60–61
catalog-mail-order businesses 21
category management 67–9, 89
Channel conflict 28
channel partners 55–7
checklists 14–15
Cifra 48
classified ads. 29
Coke 66
collaboration 67–9



116 MARKETING EXPRESS

communication 19–20, 107–8
Companhia Brasileira de Distribuicao

49
Competing for the Future 101
competition 10–11, 44–5, 76–7,

110–111
computers 80
concepts 4, 8–9, 87–98
conjecture 7
consolidation 39, 51
corporate memories 54
cosmetics stores 77–9
counterfeit goods 46–7
Covisint 34–5
CRM see Customer Relationship

Management
cross/co-branded promotions 98
Crow, Trammel 72
Customer Relationship Management

(CRM) 35, 55–7, 75–6, 90
customers 2–3

concepts 91–3
consumer market 77–9
electronics market 79–81
globalization 23–4
relationship management 55–7
service function 107

data warehouses 35
DeBeers case study 64–5
design 82
Design Continuum 65
diamonds 64–5
digital cameras 80
Disney 40
Drucker, Peter E. 100

e-brands 37–8
e-commerce 32, 54
eBay 60–61
end run 91
experimentation 38

fashion markets 47
feasibility 92
focus concept 8–9
Ford, Henry 20
Forevermark 64
frequently asked questions (FAQs)

113–14
Friedman, Thomas 44
fun value 83–4

globalization 23–4, 34
glossary 87–98
Godin, Seth 32, 95, 101
gross content 63

Hamel, Gary 12, 78, 101
handbills 19
Hirschberg, Jerry 62
homework 108
Hugo Boss case study 59–60
hyper-competition 38

industry foresight 12
innovation 11
intellectual property 92
interactive classified ads. 29
Internet 22–3, 28–41, 60–61,

109–10
investment 31–32
iterative processes 8

junk mail 32–3

key aspects
concepts 87–98
frequently asked questions

113–14
resources 100–103
ten steps 106–12

key events list (1400-1800) 24–5
knowledge repositories 35
Kotler, Dr Philip 8



INDEX 117

laptop computers 80
law firm advertising 57–8
less developed countries (LDC)

44–7
Levitt, Theodore 2, 13, 102, 111
Lien, Scott 77
Listerine 68
logistics 4, 92

management 38
Manco 69
manufacturers 79
marketing automation 56
The Marketing Imagination 102
marketing segments 72–5
Martha Stewart case study 58–9
mass customization 23–4
Master Lock case study 65–6
Morse code 20
Motley Fool 31
MP3 35–6
multiple products 13

Napster 35–6
needs, customers 2
Netscape Navigator 28
newspapers 21
Nike 24
Nissan case study 62

on-line issues 30–32, 35
see also Internet

Oppenheimer, Nicky 64–5
opportunity analysis 13, 93
opportunity hierarchy 93–4
order fulfillment 94

padlocks 65–6
Palm Pilot 7
partner relationship management

(PRM) 55–7, 90–91
partnerships 39–41, 45–7, 67–9

passion 108–9
Penney, J. C. 50
PepsiCo case study 66
perceptions 9
permission marketing 32, 95
Permission Marketing 101
personalization 91
planning 4, 10–15, 106
Playstation 81
Polaroid Instant Camera 7
pop-up/under windows 33
pornography 34
portals 30
positioning 95
Positioning - the Battle for Your

Mind 103
Prahalad, C. K. 7, 12, 101
Priceline 30
prices 10, 95
printed materials 18–19
PRM see partner relationship

management
Proctor & Gamble 54
products 7, 13, 31, 78, 95–6
profit 12, 93
Project Enterprise Marketing

Management 54
promotion plans 88
public relations 96

railroads 19–20
references 100–103
relationships 3, 109
Renner stores 50
research 7, 13, 94
resources 100–103
retailing 21, 47–50
reverse auctions 29–30
Ries, Al 103
robots 30



118 MARKETING EXPRESS

Rolex watches 46
Roster, Jeff 77

sales process 3, 56
Schultz, Don E. 9
Sephora case study 77–9
service plans 76
shopping robots 30
situation analysis 97
Sony case study 79–81
Spam 32–3
specialty products 31
speed/reach 81–3, 109–10
Starbucks 67
strategies 6–11, 78, 106
Strategy and Business 100
subscriptions 32
Supplier of Choice program 64
surnames 18

talents 108–9
target markets 9, 11, 97–8
telegraphs 19–20
telephones 8, 20–21
television 21–2
thinkers 100–103

tie-in promotions 98
Toys R Us 39–41, 46, 48
traditional marketing 62
transportation 20–21
Trout, Jack 103

United States Post Office 21

viral marketing 31
Voice over Internet Protocol (VoIP)

36
Volkswagen case study 83–5

Wal*Mart case study 48–9, 69
Walkman 80
warranties 3
word of mouth testimonials 19
World Wide Web 22–3, 28–41

see also Internet
Wyndham Hotels case study 72–5

Yahoo! 28, 60–61

Zara case study 81–3
Zeiss 80
zoned merchandising 75


