Introduction

Take a look around—you are surrounded
by marketing messages. No matter where you
look, you will probably see or hear a message
that was strategically placed by a marketer to
get your attention. Marketing is all around you
and affects almost everything you do.

Marketing Dynamics will help guide you in
understanding how marketing will affect your
personal decisions as a consumer, as well as
the career you might choose. You will learn
about the four Ps of marketing—product,
price, place, and promotion—as well as how
research is conducted and applied to make
solid business decisions.

One of the major goals of this text is for
you to create your own marketing plan. All
units end with a project-based activity called
Building the Marketing Plan that is designed
to lead you through the creation of aunique
marketing plan. A template is available on the
Marketing Dynamics digital companion to assist
in the completion of this project.
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In addition, all units end with an experi-
ential, hands-on activity called PBL. These
activities will help you connect real-world
learning to the classroom as you step into the
role of a marketer to make business decisions.
You will get the opportunity to practice criti-
cal-thinking and problem-solving skills while
completing projects that link chapter topics to
the real world.

DECA Emerging Leaders features in each
chapter will expand your professional knowl-
edge base and help you prepare for competitive
events. In the last unit; the Portfolio Develop-
ment activity will guide you in the creation of a
portfolio to use as you pursue volunteer, edu-
cation and training, or career opportunities.

Marketing Dynamics provides an oppor-
tanity for you to maximize and refine your
knowledge. As you explore and discover mar-
keting concepts, you will learn life-long skills
that will follow you wherever your interests
may lead.
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Credentialing Partners and Support

A“ MBA Research

& Curriculum Center

NOCTI

Goodheart-Willcox appreciates the value of industry credentials,
certifications, and accreditation. We are pleased to partner with leading
organizations to support students and programs in achieving credentials.
Integrating industry-recognized credentialing into a career and techni-
cal education (CTE) program provides many benefits for the student
and for the institution. By achieving third-party certificates, students
gain confidence, have proof of a measurable level.of knowledge and
skills, and earn a valuable achievement to include'in their résumés. For
educators and administrators, industry-recognized credentials and ac-
creditation validate learning, enhance the credibility of programs, and
provide valuable data to measure student performance and help guide
continuous program improvement.

Marketing Dynamics is correlated to the A*S*K Fundamental Marketing
Concepts credential offered by MBA Research and Curriculum Center;
Retail Merchandising credential offered by NOCTI; and Marketing
Fundamentals, Marketing I, and Marketing II YouScience® Industry
Certifications.

Assessment of the Skills and

Knowledge of Business (A*S*K)

The A*S*K Fundamental Marketing Concepts certification standards,
developed by MBA Research and Curriculum Center, are unique in
education, as they are based on business and industry practitioner re-
search and validated by business professionals across the country. The
standards provide up-to-date information on the skills being used in the
workplace. MBA Research and Curriculum Center is dedicated to sup-
porting educators in the preparation of students for careers in the areas
of business administration, including Business Management, Entrepre-
neurship, Finance, and Marketing. MBA Research is a not-for-profit
operated by a consortium of state education departments. For more
information on MBA Research, go to wvw.MBAResearch.org/.

NOCTI Certifications

Goodheart-Willcox is pleased to partner with NOCTI and Nocti
Business Solutions (NBS), a leading provider of industry certification
solutions for skill verification across the nation. With over 55 years of
experience, NOCTI/NBS is a valuable partner both within the CTE
community and industry to improve America’s workforce. Good-
heart-Willcox has created correlations between select products and the
standards and competencies that are the basis for NOCTI/NBS creden-
tials, to the benefit of states, instructors, and students working toward
NOCTI/NBS credentials.



NOCTI/NBS certifications (knowledge-based and skill-based) are
developed by national teams of subject matter experts as part of the pro-
cess that meets personnel accrediting standards and requirements under
ISO 17024, resulting in credentials measuring skills and competencies
critical for learner success outside the classroom. NOCTI/NBS offers
test development, test delivery, and psychometric services to support
skill verification, using the latest tools and methods to provide relevant
and helpful solutions for workforce development. For more information
about NOCTI, visit www.nocti.org.

YouScience® Industry Certifications

Goodheart-Willcox is pleased to partner with YouScience®, correlating
select Goodheart-Willcox titles to YouScience® Industry Certifications to
the benefit of states, instructors, and students working toachieve them.
YouScience® is the leading technology provider dedicated to solving the
skills and exposure gap crisis for students and employers.

YouScience® Industry Certifications, part of the YouScience Brightpath
academic and career guidance platform, offer students entry- to mid-
level certifications that act as tangible proof of their skills and knowledge.
For more information about YouScience, including a complete listing of
their Industry Certifications, please visit https://www.youscience.com/
certifications/.

To see how Marketing Dynamics correlates to credentialing and
certification standards, visit the Correlations tab at www.g-w.com/
marketing-dynamics-2028.
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New to This Edition

viii

The sixth edition of Marketing Dynamics features updates to both
content and application to increase relevancy for today’s marketing
students.

Over 200 new assessment questions increase levels of rigor
across lesson and end-of-chapter content, including new
application questions at the lesson level.

PBLs are now introduced with a Driving Question to lead
student learning and wrap up with a new reflection.component.
New Technology in Marketing features introduce tools and
technology trends that are emerging or standard in the
marketing field.

Application of artificial intelligence (AlI) in marketing is
discussed throughout chapters where relevant.

New DECA Emerging Leaders features provide unique DECA-
aligned case studies and role plays that can be used for real
world application or for competitive event preparation.

For digital users, new animations have been added to the
existing animation library (available as part of the digital
package). Each chapter features at least one animation that is tied
to a specific Learning Outcome.

Content across multiple chapters has been streamlined for an
improved learning experience.

New internal design and updated images increase student
engagement and relevancy.
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Guided Tour

The instructional design includes student-focused learning tools to help stu-
dents succeed. This visual guide highlights the features designed for the
textbook.

Marketing-Information -
Management Marketing Matters

illustrates real-world

i applications of the.
1 Undorstandingthe Customer concepts covered in

the unit.

Developing a Vision |
provides a preview of
the unit content.

ing research Gonsultant hired by

» Marketing-information management
» Market planning

A PBL provides irLformation
about the PBL you will
complete at the end of the
unit including the role,
challenge, and actions you
will take throughout the

Functions of Marketing Covered

in This Unit identifies which of the project. Learning Outcomes clearly identify
seven marketing core functions are the knowledge and skills to be obtained
presented in that unit. when the chapter is completed. These

outcomes are labeled and correlated to
related assessment elements.

Real-World Connection features highlight how
real companies apply marketing concepts to help
you understand the connection between marketing
theory and applica’[ion. Lesson 1.1  Marketing Research Data

CHAPTER

Targeting a Market

|
The Essential Question
at the beginning of each Bnta
lesson will engage you as o e
you uncover the important
points presented in the
content.

Lessons
F1 dentitying the Market | 52 Evalusting the
Competitien

REAL-WORLD CONNECTION

Cuisinart

Reading Prep

i ehiened activities incorporate
English/Language Arts
techniques for reading,
writing, speaking, and
listening.

Key Terms provide a list of important
marketing and business terms you will
learn throughout the lesson.
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Technology in Marketing
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— Career Spotlight features present
information about potential career
opportunities in the Marketing career
cluster. By studying these, you can

NEW! Technology in
Marketing features identify
the latest technology tools

s = e and trends being used in explore career possibilities for your
SESi, EESITIERRT | the marketing field. future.
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Build Your Vocabulary activities
review the key terms presented

in each lesson. By completing
these activities, you will be able to
demonstrate your understanding
of the vocabulary terms.

S

NEW! Practice Your
Understanding
questions allow you

to apply concepts
discussed in each lesson
in real-world scenarios.

| Check Your Understanding
questions at the end of each
lesson provide an opportunity
to review what you have learned
before moving on to additional
content.

Xi




Chapter Summary

provides an additional
review tool for you and
reinforces key learning
outcomes.

Review and Assessment

Chapter Summary

Lesson 111 B2C Customers

11.1-1 Explain how a hierarchy of needs
affects consumer buying behavior.

Maslow's Hierarchy of Needs states that unsatisfied
needs motivate people to act. People fend 1o full
physiologicai needs oefore other needs that are
Tess oritcal for survival, Masiows theory is usedt
in marketing to develop products that fulfl certain
needs and wants

1112 Describe common factors that
influence consumer buying.

Many factors can nfluence consumer buying
behavior, sspocially because every consumer is

Lesson 11.2 B2B Customers
11.241 Identify common variables used to
segment businesses in the B28 market.
Common variables used 1o segment business
ustomers are industry classification, business sze,
and business needs. Businesses are classified by
Industry using NAICS cottes.
11.2:2 Describe common factors that
influence business-customer buying.
Inricss 528 g dconscen gl
Into three categaries: internal, extemal. and
Sl Bt Piyaras e s B
S, gols gt A el
Influences Include business campetion, ney
technoiogy, and oroduot ends. Siuatiorel pu—

difierent. Common factors that
buying Include social environment, situational
Influanicos, personal factors, and psychological
Influerices.

come from landscape.
1123 Descrie levels o buying decisons
made by business custome

st o 525 buying decklons s e

113 i ying ses, and modified
motives. ot o uumhasL el g did
Abuying motive s the reason a consumer seeks  eSearch and thought. Repaat-purchase dacisions

andbuys a good or service. Consumer buying
molives can ba categorized as emational, ratons,
and patronags.

The consumer decision-making process is a series.
of steps followed when making buying decisions.
This s a five-step process that ncludes identifying
aneed or problem, searching for information,
reviawing purchasa options, making the purchase
decision, and evaluating the purchase
1115 Describe each level of consumer
buying decisions.
Apurchase made without any planning o researct
Is called &n Impulse buying decision. A routine
buying decision s & purchase made quickly and
with It thought. A limited buying decision requires
e reseach and planning. An extensive buying
Gecision involves a great deal of research and
planning

et what it 1o et s
vendor, and terms of sale. A modiled purchase
Involves a familiar product that needs modifications.

Review Your Knowledge

1. Explain how a hierarchy of needs affects.
‘consumer buying benavior (11.1-1)
2. Describe common factors that nfluence

cor
3. Diferentiate between a normatve reference

4. Discuss catagories of consumer buying
motves. (111-3
B oty i e D rman ce:
nekfo e,
i umer busying
5)

i)
Explain the mportarce of the North American
Indusiry Classification System (NAICS) in
markating. (11.2-1)

{
Apply Your Knowledge
questions challenge you to
relate what you learned in
each chapter with your own
ideas, experiences, and goals.

Review Your Knowledge
questions allow you to
demonstrate knowledge,

identification, and comprehension

of basic concepts related to
chapter material.

Summarzs

develop the image of the company of brand?
How did teir use of oranding stralegies help
tomeet company goals and Increase sales?
i ressarch indings. (18.2:2)
Locate an online blog tat
1as beer developed by & business to connect
‘Gustormers wit 5 brand using efmotion. After

ODECA Emerging Leaders

Ol T8 e Assessnent 277

reading e piog, summarze the central idea
or theime of the story o the narrative. Nex!
determire the underlying marketing message
about the brand that Is being Shared witn

the reader. In your opinion, discuss whether
he biog s &n effective example of brand
storytelling, 13.2-2)

234

3 NV o A
business-custormer buying. (11
o of buy T by

andingth Customer

installed and hires additonal employees. Each
time & new employee s hired, Noah orders &

828 customers. (11,2
10. Explain the mmovmm,e of positive customer
relations for B28 customers. (11.2:3)

Apply Your Knowledge

1. Apply the hierarchy of needs ta your own
Ie. Describe how your buying benavior fs
Influanced by Masiows theory. (11.1-1)
Assess your social environment, Prepare a st
of paopls who fal into your normative reference
group and anather listfor those who may be in
your comparative reference group. (11.1-2)
Consider a recent purchiase that you made.
Analyze how psychological factors may have
Influanced your buying dacision. (11.1-2)
Think about a purchase that you of your farily
made recontly. Detarming tha type or ty
of buying motives that had an impact on tha
purchase. (11.1-3
Imagina that you are planning to purchasa a

Jow call phone within tha next month, Outine
how you woulld procaed through aach stap of
tha consumor dacision-making procoss. (11.1-4)
Assuma tha rols of a local fiinass centar
awnar. Detarmina the lavel of consumer buying
decision that is most likaly Invaivad In
sarvice you are marketing, Explain how you

forthem. Additionally,
wih the increase in Gustomers checking out
‘and using bags, he ecides 1o switch to bags

by a diferent vendor. Determine a new purchase,

repeat purchase, and modfied purchase that
Noah made for the grocery store. (11.2-3)

Expand Your Learning

both consumers and businesses. Indicate
any differences in price, availabilty, of other
product features that are speciic to the B28
or B2C market. As you discuss. be sure to use
vocabulary from the chaptar. Wha stratogios

ertisoments you encountar theough radi,
television, sireaming services. or oriine s you
90 about your day. Howfiaht the mossagos
that you see or hearfifiuenceyou to make &
buying decision?,Analyz thascial, situational
porsanal, and gsyeholagical actors that might
influence wiiéthar you buy these products
1112

3 Use the intarnet fo

aigale 1 the websile of Consumor Reoits

wil they
need to make their buying decision. (111-5)
The B2B market can bo grouped into five
catagories: producers, rsselers, service
businesses. governments, and instiutions,
Construct a st of businesses

magazina that intarésts you)
such as tablet cornputers, cars, of hait dryers.
Uss the inforpation evailablo o 1o website.

o research th product as it Jou were making
& buying decision, How stight W! information
influence o

axamples in each of tha fiva catagoriss. (11.2:1)
Saloct a woll-known company. Delermin at
least ana Internal, extarnal, and situationsl
influence that may be affecting its buying
s 1)

Outine

behavior
4 Assume that you aro
the owner of a local florist shep, Craate a
flowehart of the cansumer decision-making
rocess thal your customersight use to

in B2B salos from the erWDmm of a marketing
manager. (11.2-3)

Naah s the manager of a grocery store. Over
the past few months, ho has noliced increased
gl s o chald L T i
the isbue, havarders sl

purchase a quel. Provide detalls
about what & sical eustomer in your target
market raight ob for each step. (111-4)
s adsume that you wil be applying
to callege in (hp next fow yeats. Bocause this
Is an extensive{consurer buying declsion, you

NEW! Expand Your
Learning activities ask you
to apply higher levels of
critical thinking and provide
opportunities to practice
specific career skills.
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DECA Emerging Leaders features
provide first-hand opportunities to
explore case studies and role play
scenarios that will help prepare
you for college, career, and DECA
competitive events.



Marketing Mix: Product

[

Building the Marketing Plan
activities provide a project-
based, hands-on learning
experience at the end of each
unit. By the end of the text, you
will have completed your own
unique marketing plan. Activity
files provided on the digital
companion will help guide you
through the marketing plan
process.

their

our pro
Markaters help to create:

Product

Objectives
+ Describe the goods or sevices offered by your
ousiness
+ Propose modifications to an existing product.
+ Develop a feature-benefit chart(s)
+ Discuss the brand's tangible and Intangible
eloments.
+ Analyze the branding strategies used by the
business.
+ Genorato rocommendations for improving th
branding stratogy.
Directions
Inthis activit, you wil confinus writing the

Pl
marketing mix. Access fie Marketing Dynamics
digital companion. Dewnioad and complete the
acivity fle as indicatad in the folowing staps. Use
tne Markeling Plan Writing Checkist as a gulde for
completing this section of the marketing plan. The
chackist Is avallable In tha back of the fext or on the
companion website.
1. MP Unit Activity 6-1—Product Description
and Branding Describe your company’s
product mix. Propose modifications o your

rtant part of ¢ ting

sitive brand identies to ensure the success of the business

selected product that are necessary to meet

branding to create a stronger bran
Use MP Unit Activy 6-1to guie y
these processes.

Open your saved mark:

Part G (Marketing M) flem 1 Product

4. Conduct a final check 1o ensura you have
followed alldiractions for camglating this
subsection as outined n the Narkeling Plan
Witing Checklist.

5. Proofread and savs your marketing plan
according to your instructors drections

PBL: Developing the Product

How can the new product development process be sed to create a sucoessful product brand that meets
market demand?

You wil assume the role oflea product marketing manager for Gereal Choioe, a national corporation that
produces multiple cereal product ines for aduts and chidren. Careal Choice Is well known for the quaty
and variety of cereal brands i offers. One of marketing research managers has evidence of 2
marketplace trend showing consumers’ desie for more healthy food options. The vice president of marketng
is now concemed that Cereal Choice wil lose market share and ot reach future company sales goals.
bacausa it currently does not hava a product that targets the hoalth-conscious consumer.

As a result,the vice president of marketig has met with you personally and assigned you the task
of ollowing the new product developmant process to develop a healthy cereal product brand for Cereal
Choica. The vice presidant has laft it up to you to decids i the naw product will target adults or chidren,
Once you have your idea. you will need to determine the brand elements and branding strategies for the

and tastod during procass.

To complata this actity. access the Marketing Dynamics digital compenion. Download the activty files.
as indicatod in the folowing insiructions.

Activity 1, Part 1: Generate Ideas  Activity1, Part 2: Plan and
and Test Present
Objectives
« Plan and present & new product proposal.
+ Demonstrate effective visual and verbal

Obijectives
+ Perform the steps of the new product
development proce:

+ Design branding and strategiés fora. prosentation skills
new product, "
+ Evaluate and test the feasioiity.of a new pirectione
product Now that you have completed the new product
dovelopmient process, l s tine fo presant your
Directions product propasal for the new health-consclous

You are ready to bagin th new praduct
Gevelopment process/Keep in mind that you wil
need 1o consider potential branding alemants

and stratogios a8 you ganerate and scroen idoas.
Onco a cerodl idua has baen seieciod, it il necd
o undergé businass analysis, branding, product
Gesign;and tost markeling. To conciude, ysu wil

corealBfod to the Vice President of Marketing,
Vod must pla and propare a visual prosentation
that walks the Vic it through each step

of your joumey I the now product development
process. Desian and present your presentation In &
professiopal manner.

Activity 2:

Rellecton i a key component of iy project-
based leaming actiy. B reflecting on your
experiences. youlcan befter understand how to
successfully develop a new praduet. Use PBL Unit 6
Rtiecion 0 compite tis siep.

evaluation, Usa PBL Unit Activiy &-1 10 guide you:
through the new préduct develapment process.

PBL activities at the end of each unit will
help you connect real-world learning to
the classroom as you step into the role of
a marketer to make business decisions.
PBL activity files available on the digital
companion will help guide you through
the PBL activities.

When you apply for & job, college, or volunteer opportuniies, you will need 1o tell thers why you are
qualified tor the position. To support your lons, you can create & portiollo. A port
of materlals that shows your quallficalions, skils, and talents. A portfolo supports &

For example, a certficate What shows you have completed ileguard and first-aid vaining coul
& ob at alocal pool as a feguard. An essay that you wrots about protecting native plants could show your
commitment o the environment and hekp you get & volunteer position at & park. A anscript of your school
graces couid help to Show thal you are qualfied for college. A portfolo Is a iving document, which means
st I should be reviewed and updated on a regular basis.

Complete the steps In this actity to construct & portiolio you can use Lo help obtain future employirient;

volunteer positions, or college acceptance.

Portfolio

Development

nplete 1tis hefptal 1o idertty which form of porfolo is an actl\”t at the e nd
ant to Is appropriate for your objective. Research to leam MA“ KE“NG pLAN W'Rm NG CH ECKl-lsr
Tho nuege i your et shoukbe o areused by proessinals f the last t that
andspeci. ks snough dlals 50 Nalyos  pivestions 0 ast uni
leger Such o cigtejglBne oad skl aboutcech ype provides guidance in
obecive mght ead. wi gt ccopteamons O1pdiiole
tisclie NI 1V i s 2. giioess d OB portolo wih 2
olloges ol holoe” reatg acealobecve s a il penc creating a persona
good starting pointfor beginning to work on your 2, Determine it & orint or digtal portolo s est for
e You s et youe Gt folio f h L Emciv
Dirsctions Siop 1 ChecKlar ‘Onge o s witen ot port OlI0 Tor use wnen las
’ \ng. o delarmin ne comgonants e you wlIncuda
purpose of the portfolio that you are creating, e 0 0 e e
Blfboge e ot o it o ek o el T Barmocnons 5l s G Xploring volunteering,
2. Write an objective for your portfolio, purpose and objective. For example, if you are.
conr OGRS
commonly esed s pit poriolos snddotl  maein QT BEGIAleisdae ey s
potlos. A digal ot f i trai ning, and career
electronic partfollg, o e-portfolio. The cortents of a  of references, school transcripts, certiicates or ’
i or O OB M oriod In  iomss ot YUNS BANSSMIBOEE e .
< prfessinaocking binder A dgfalportlo may o oppo rtunities.
e oIRGBt S oo wot
e AP S0 .t st of smpannts iy vart o
e tormat In which a portfolio is shared Surifig the iniclude in your REESESESIIRIRA 20-13
interview process may depend on he position thel fintho text as 2 guide: Yol may aisa setrch the
you are seeking. For example, a link to your digitel B! or Idoas.
portollo may be shared with a vollsgeadinisslons 2 Setalimolne lo collector sequirc cach
L R @ e oo
sc8 s .
558

the Marketing Plan project to guide
you through the creation of your
marketing plan.
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