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LEARNING MODULES CHAPTER ONE

“That’s my favorite restaurant.”  “I always buy my clothes at this store.”  

“I only drive one kind of car.”  “They have the best customer service.”  These words are music to a marketer’s ears, much like the roar of NASCAR fans as they cheer their favorite cars and drivers.  Customer loyalty is the buzzword of 21st century marketing.   But today, consumers and business purchasers have so many goods and services from which to choose—and so many different ways to purchase them—that marketers must continually seek out new and better ways to attract and keep customers.

This book focuses on the strategies that allow companies to succeed in today’s rapidly changing and highly interactive marketplace.  The first chapter sets the stage for the entire text, examining the importance of creating satisfaction through customer relationships.  It defines important terms and concepts that will be used throughout the course, and describes the historical development of marketing and its contributions to society.  
Study each module more than once in order to allow the material to sink in.  I believe you will appreciate the design and format of each module, and as a result have an excellent experience in this Principles of Marketing course, and consequently do well.  



PERSPECTIVES ON MARKETING   Module 1.1
We could study marketing from the perspective of 

· Sellers 

· Consumers 

· Public policy makers 

For the most part, we will take a seller's perspective because we are interested in selling our product(s).  Consumerism has to do with a focus on the rights of consumers.  Public policy makers include those who make laws (or set industry standards) that affect businesses. 



UTILITY:  FORM, TIME, PLACE, AND OWNERSHIP   Module 1.2 

All organizations perform two basic functions to satisfy their customers—production and marketing of goods and services (or products).

Utility—the ability of a product to satisfy a customer’s desires (or the want–satisfying power of a product)

Four basic kinds of utility:

· Form—when a firm converts raw materials and component inputs into finished products.  Created through production.

· Time—when consumers find the products when they want to purchase them.  Created through marketing.

· Place—when consumers find the products where they want to purchase them.  Created through marketing.

· Ownership—involves the transfer of title to products from marketer to customer.  Created through marketing.

You will notice that marketing is chiefly involved with the last three utilities.  For example, various middle men, i.e., wholesalers and retailers: 1) make products available for sale when consumers want to purchase them (time utility), 2) deliver products for purchase at convenient locations (place utility), and 3) create a smooth exchange of title to the products from producers to middlemen to final purchases (ownership utility).  

Chapter Objective One:  Explain how marketing creates utility through the exchange process.

1.1 How does a good or service satisfy customers’ wants or needs?
1.2 Describe time, place, and ownership utilities.  Can you illustrate or use an example for each utility?


MARKETING   Module 1.3
Marketing is the process of: 

· creating, distributing, promoting, and pricing goods, services, ideas, people, places, organizations, and events to create and maintain relationships that results in satisfaction for both parties of the exchange. 

Note that this definition includes controllable marketing factors, a product, uncontrollable marketing factors, and relationships that result in satisfaction for both parties of the exchange. 
Analogy of a tennis racket.  Marketing is more than just selling or advertising. Many things a firm should do before and after production include:

1.  Analyze the needs of people who play tennis

2.  Predict what type of rackets and decide which segment the firm will try to satisfy.

3.  Estimate how many of these people will be playing tennis over the next several years and how many rackets they’ll buy.

4.  Predict exactly when these tennis players will want to buy rackets.

5.  Determine where these tennis players are, and how to distribute rackets to them (channels of distribution)
6.  Estimate what price they are willing to pay for their rackets, and whether or not they can make the necessary profit.

7.  Decide which kinds of promotion should be used to inform consumers of what is available.

8.  Estimate how many competing companies will be making tennis rackets:  1) How many rackets they’ll produce, 2) what kind, and  3) at what prices.  

In sum, as the definition and analogy suggests, marketing is a process involving many activities which this course will examine.



EXCHANGE   Module 1.4
obtaining something desired for giving something in return 

· simple exchange
E.g., you pay $100 to a mechanic who repairs your car. 

· complex exchange
E.g., a drug manufacturer promotes products to physicians who write prescriptions.  You as the final consumer, however, purchase the prescribed product from a pharmacist.  There are many beneficiaries, including the manufacturer, the physician, the pharmacist, and you, but no direct exchange relationship between you and the manufacturer or even between you and the prescribing physician. 

Satisfaction to all parties should be the result of an exchange. 

 

FOUR ERAS IN THE HISTORY OF MARKETING   Module 1.5
Note that there is some controversy regarding the notion of eras in marketing and that not all textbooks will include these ideas.  The idea is here considered to be conceptually useful, albeit without dates.  That is, consider that there are different orientations with regard to marketing, and it is currently appropriate for some organizations to have a selling orientation, for others to have a marketing orientation, and for others to have a societal orientation. 

Production Orientation:
Make things and people will buy them.  Belief is “A good product will sell itself”. 

· Sales are increased by producing more. 

· Profits are increased by cutting expenses (scientific management). 

· Works if demand exceeds supply. 

Sales Orientation:
Find people who need what you have because supply exceeds local demand.  Belief is “Creative advertising and selling will overcome consumers’ resistance and convince them to buy”.

· Sales are increased with greater selling efforts. 

· Profits are increased by selling more. 

· Works if there are a lot of people who need what you have, they aren't aware of many choices, and they are difficult to identify or reach. 

Marketing Orientation (or Consumer Orientation):
find out what people need before you make something because they have many choices.  Belief is “The consumer rules!  Find a need and fill it.”

· Sales and profits are increased by better meeting customers' needs than is done by competitors. 

· Works if prospective buyers are aware of competitive offerings. 

During the evolution of an economy or social system, if there are not enough products available to meet consumer demand, organizations can produce whatever they want without regard to consumer needs (production orientation).  When competition exists, however, a bean-counter mentality will probably destroy an organization's reputation by dictating that costs be reduced in order to increase profits.  Profits are increased in the short run while customers (and revenues) leave in the long run. 

If prospective buyers acquire knowledge of products and competition, as when sales people visit prospective buyers to promote competing products, then buyers with choices will buy the products which best suit their needs and wants (selling orientation).  When prospective buyers have enough choices, only those organizations that can anticipate buyer needs before production will be able to make the best product at the lowest cost, and will, therefore, achieve sales (marketing orientation). 

Most successful organizations in the U.S. now maintain a marketing orientation - doing a better job than the competition of anticipating prospective buyer needs and wants.  If I design a product that better meets people's needs and wants, and you and I both launch our products at the same time, people will buy mine and you won't survive.  Note, however, that it is possible in many industrial situations to hold a sales orientation.  If I manufacture wiring harnesses used in the aircraft industry, producing a better product than the competition, it won't work in absence of a sales force.  In this case, I need to do better than the competition at finding the right people in the right organizations in the right industry who would use my wiring harnesses. 

Relationship Orientation:
Organizations now build on the marketing era’s customer orientation by focusing on establishing and maintaining relationships with both customers and suppliers.  Belief is “Long-term relationships with customers and other partners lead to success”.

· Sales and profits are increased over the long-term through value-added relationships developed over time with customers and suppliers. 

· Profits are increased through strategic alliances, partnerships and joint ventures among manufacturers, retailers, and suppliers—extended enterprises.

· Works if organizations are willing to team up with potential buyers of their products and enter into value-added, cost-effective, trust and confidence relationship over the long-term.                    

The concept of relationship marketing is the current state of customer-driven marketing, and will be discussed in detail later in this chapter and in Chapter 10.  Lowe’s, the home-building supplier, tagline says  “Let’s build something together”.  Starbucks continuously establishes and enhances its relationships with new and existing customers.  And Ryder System—owner of those yellow rental trucks—has made alliances with such firms as Delphi Automotive, America’s largest auto parts supplier, and Toyota Tsusho America, which supplies iron, steel and textiles to automotive companies—Relationship marketing at its best.                                                                                                                                           

Societal Marketing Concept: 
a philosophy that focuses on balancing: 

· satisfaction of customers' needs 

· satisfaction of long-term societal needs 

· satisfaction of the organization's objectives 

Would you rather buy gas from a company that recently experienced a second tanker accident, spilling millions of gallons of oil into the ocean, or from a company that has a reputation for being environmentally conscious? 

If a fast food company has a reputation for donating profits to worthy causes which benefit children in hospitals, would you be more or less likely to sympathize with the company when someone is seriously burned from a cup of hot coffee? 

Is public sympathy likely to be supportive of a software company that is under investigation worldwide for problems generally related to "unfair competition" if that company is one of the biggest in the world and yet has given back only a small percentage of its profits with regard to social issues? 

The societal marketing concept, an emphasis on social responsibility, suggests that a focus merely on the exchange relationship between the company and customers might not be sufficient to sustain long term success.
Chapter Objective Two:  Contrast marketing activities during the four eras in the history of marketing.   









          

2.1 How is the marketing era different from the production and sales eras?

                2.2 What are some of the relationships involved in relationship marketing?

    

PRODUCT   Module 1.6
Anything, tangible or intangible, received in an exchange to satisfy a need and a want.  A product can be a good (car, computer, shirt), service (marketing class online, haircut, ATM transaction) idea (messages of: don't do drugs, use condoms, don't wear fur, eat meat, drink milk), person (political candidate, Dancing with the Stars, American Idol, famous model), place (Disneyland, state or country), organization (for profit business or not for profit), or event (Olympics, NASCAR, Superbowl). 

Need
when the current level of satisfaction does not equal the desired level of satisfaction, which motivates the consumer.

Want
a consumer’s desire for a specific product that will satisfy the need. 

Hence, people need transportation, but they choose to fulfill that need with a car, rather than with alternative products like motorcycles, bicycles, public transportation, a taxi or a horse.  Likewise, homeowners in remodeling their homes have an immediate need for cutting lumber.  Their want is for a high quality skilsaw, e.g., Dewalt.  Homeowners also have the need for shorter grass.  Their desire or want is for a John Deere 20 horsepower riding lawnmower.   

The distinction between needs and wants allows the marketer to segment markets and create marketing programs that can convert consumer needs into wants for specific products.  For example, consumers needing transportation want luxury (Lexus), image (Mercedes), sportiness (Pontiac), durability (Ford trucks), fuel economy (Honda hybrid), and value (Kia).  So you see, marketers in focusing on the consumer need, market around the want or desire for the specific product.  

 

VALUE, SATISFACTION, AND QUALITY   Module 1.7
Customer value—
what the customer gains from owning and using a product 
  -minus-
the costs of obtaining the product

Customer satisfaction—
perceived product performance 
  -minus-
expectations for performance

i.e., satisfaction is a function of rewards - costs 

If you bought a cheap screwdriver for fifty cents, and it broke the first time you used it, would you believe that you received good value for your money?  Would you be dissatisfied?  If you bought an expensive, name-brand screwdriver and it broke, would you be more or less dissatisfied?  Use the above equations to answer these questions.  (Note that the process of satisfaction is actually more complicated than this.) 

Quality— 
the ability of a product to perform its functions as expected by the buyer 

conformance to specifications 

Is a gold plated screwdriver of higher quality than a nickel plated screw driver?  What if the gold plated screwdriver breaks the first time that you use it and the nickel plated screw driver never breaks in even the toughest applications - which screwdriver is of higher quality? 

Remember that providing more of some attribute merely makes the product more expensive, not better, if it does not provide additional value to the prospective buyer. 

 

 AVOIDING MARKETING MYOPIA   Module 1.8
Sometimes marketers make serious blunders by looking at their product from too narrow a perspective opposed to a more broader perspective.  This troublesome problem led marketing scholar Theodore Levitt in the 1960’s to coin the term “marketing myopia”.  According to Levitt, marketing myopia is management’s failure to recognize the scope of its business.  If you suffer from marketing myopia, you fail to see the forest through the trees.  And when the winds of change come along, and indeed they most certainly will, the marketer fails to respond.  He is more focused on his product (narrow view) than on the changing consumer need or benefit (broader view).  So how do marketers overcome marketing myopia?  See Table 1.2.
Table 1.2                                                                                                                                   Avoiding Marketing Myopia by Focusing on Benefits
	COMPANY
	MYOPIA DESCRIPTION
	MARKETING ORIENTED DESCRIPTION

	Cingular 

JetBlue Airways
Morgan Stanley

Sony
	“We are a telephone company.”

“We are in the airline business.”

“We are in the stock brokerage business.”

“We are in the video game business.”
	“We are a communications company.”

“We are in the transportation business.”

“We are in the financial services business.”

“We are in the entertainment business.”


The marketing oriented company can adjust to the winds of change.  When the market decides it prefers to use the internet rather than the telephone, Cingular will adapt.  When businesses choose to own their private aircrafts over flying commercially, JetBlue Airways can change.  When the stock market is in decline and real estate is booming, Morgan Stanley will broker real estate.  When video games are overcome by new and improved virtual reality, Sony will reposition itself.   Beware of defining your business too narrowly, you could lose it eventually.

Chapter Objective Three:  Explain the importance of avoiding marketing myopia.

3.1 What is marketing myopia?  







        3.2 Can you give some examples of marketing myopia? 




        3.1 How can companies avoid marketing myopia?
 

 EXTENDING THE TRADITIONAL BOUNDARIES OF MARKETING   Module 1.9
The boundaries of marketing are changing.   During a television commercial break, viewers might be exposed to an advertisement for a Nissan Altima, an appeal to help feed children in foreign countries, a message by a political candidate, and a commercial for McDonald’s—all in the space of two minutes.  In other words, the viewer is exposed to a variety of TV ads from profit to not-for-profit organizations. 

Not-For-Profit Organizations—                                                                                                     are not motivated around making profit, but rely on contributions and fund-raising activities for support.  There are 1.6 million not-for-profit organizations across the country, and they generate revenues of more than $620 billion each year—big business.

Some characteristics:                                                                                                                         1)  The financial bottom line, i.e., not-for-profit organizations do not think in terms of profitability as measured by sales and revenues, rather they hope to generate as much revenue as possible to support their causes.                                                                                                                   2)  Market to multiple publics.  Texas College will target perspective students in a marketing program as well as current students, parents of students, alumni, faculty & staff, local businesses, and local government agencies.                                                                                                      3) A customer or service user of a not-for-profit may wield less control over the organization’s destiny than would be true for customer of a profit-seeking firm.

Not-for-profit organizations operate in two sectors—                                                                          1)  Public sector                                                                                                                             includes Federal, state, and local government units and agencies which derive revenues from tax collection.  For example, Department of Homeland Security, Texas department of natural resources, and John Tyler department of human resources. 

2)  Private sector                                                                                                                                an even greater array of not-for-profit organizations, including art museums, the U.S. Ski Team, labor unions, hospitals, private schools and colleges, and the Make-a-Wish Foundation of America. 

In this relationship era of marketing, not-for-profit organizations form partnerships with for-profit companies to promote the not-for-profit’s message or image.  And benefits flow both ways. 

1) Home Depot has partnered with the National Wildlife Federation to offer environmentally friendly products in its stores.  

2) Lowe’s has a similar partnership with the National Geographic Society, in which Lowe’s designates shelf space for National Geographic birdhouses and feeders.

3) McDonald’s Ronald McDonald House Charities work with several local and national not-for-profit organizations to help critically ill children and their families through difficult times.

4) The fight against breast cancer has generated donations from many organizations, including the U.S. Postal Service, Avon, JCPenney, and Ford Motor Co., among others.

5) Tyson Foods donates products to food banks and sponsors a Share Our Strength nutrition program.

Chapter Objective Four:  Describe the characteristics of not-for-profit marketing.

4.1 Identify differences between for-profit firms and not-for-profit organizations.  

        4.2 Why do not-for-profit organizations form partnerships with for-profit companies? 

 

NONTRADITIONAL MARKETING   Module 1.10
In this modern age, marketing has evolved to a new level—nontraditional marketing.  This new level has broadened the scope of marketing to include causes, events, individuals, organizations, and places in the not-for-profit sector. Table 1.3 provides five categories of nontraditional marketing with a brief description of each type.   Study this table—very important.
Table 1.3                                                                                                                                      Categories of Nontraditional Marketing
	TYPE
	BRIEF DESCRIPTION
	EXAMPLES

	Person marketing


	Marketing efforts designed to cultivate the attention and preference of a target market toward a person
	Celebrity Miley Cyrus

NBA & MVP LeBron James

President Barack Obama

	Place marketing


	Marketing efforts designed to attract visitors to a particular area, improve consumer images of a city, state, or nation; and/or attract new business
	Hawaii:  The Islands of Aloha

California:  Find Yourself Here

Tennessee:  Sounds Good to Me

	Cause marketing


	Identification and marketing of a social issue, cause, or idea to selected target markets
	“Reading is Fundamental.”

“Friends don’t let friends drive drunk.”

“Be a mentor.”

	Event marketing


	Marketing of sporting, cultural, and charitable activities to selected target markets.  Also includes the sponsorship of such events by firms seeking to increase public awareness, bolster their images, improve purchase volume, and increase popularity with the market segment.
	NASCAR Pepsi 400

Susan G. Komen Race for the Cure

	Organization marketing


	Marketing efforts of mutual-benefit organizations, service organizations, and government organizations that seek to influence others to accept their goals, receive their services, or contribute to them in some way
	United Way brings out the best in all of us.

American Red Cross:  Together, we can save a life.

Sierra Club:  Explore, enjoy, and protect the planet.


Chapter Objective Five:  Identify and briefly explain each of the five types of nontraditional marketing.
5.1 How might cause and event marketing combine in a single marketing effort?

5.2 How are person and place marketing similar?

5.3 Can you illustrate each type of nontraditional marketing?

 

THE TECHNOLOGY REVOLUTION IN MARKETING   Module 1.11
Interactive marketing  

combine computers and telecommunications resources to create software that users can direct themselves.  Look at the benefits to consumers.

1) People can digitize reports and drawings and transmit them, quickly and inexpensively, over phone lines, coaxial cables, or fiber-optic cables.

2) People can subscribe to personalized news services that deliver article summaries on specified topics directly to their fax machines or computers.

3) They can telecommunicate via e-mail, voice mail, fax, videoconferencing, and computer networks, pay bills using online banking services; and use online resources to get information about everything from theater events to a local car dealer’s special sale.

4) People can make phone calls via the Internet using voice over Internet Protocol (VoIP)

Interactive marketing  

refers to buyer-seller communications in which the customer controls the amount and type of information received from a marketer through such channels as the Internet, CD-ROMs, interactive toll-free telephone numbers, and virtual reality kiosks.

Interactive technologies
support almost limitless exchanges of information.  For example, travelers can 1) purchase their airline tickets online, 2) obtain their boarding passes, decide at the last minute to change seats, or check their baggage by using one of the self-service kiosks installed at the airport terminal, and 3) pick up the airline phone at the airport to make flight changes.  Customers rule and marketers drool.
How marketers use the web—
1) The virtual storefront allows customers to view and order merchandise from such popular sites as Amazon.com, eBay, and Yahoo!

2) Interactive brochures that provide company and product information range from simple one-page electronic flyers to multimedia presentations. 

3) Online newsletters provide current news, industry information, and contacts and links for internal and external customers. 

4) The Web is also a customer service tool.  Customers can order catalogs, get product information, place orders online, and send questions to company representatives.

Chapter Objective Six:  Outline the changes in the marketing environment due to technology.

6.1 How has interactive marketing changed the marketing environment?
6.2 Identify four ways that marketers use the Web.

 

FROM TRANSACTION-BASED MARKETING TO RELATIONSHIP MARKETING   Module 1.12
How do companies interact with customers?  Again, marketing is evolving from transaction-based marketing to relationship marketing to one-to-one marketing.  Notice the difference.  
1) Transaction-based marketing—
refers to a simple exchange process—the immediate transaction.  Traditional marketing strategies focused on attracting customers and closing deals.

2) Relationship marketing—
goes beyond attracting customers and closing deals to establishing and maintaining a relationship with them so that they become repeat customers.  These efforts must expand to include suppliers and employees as well—the entire supply-chain—and extended enterprise.

attempts to move customers from various stages of loyalty (loyalty hierarchy) from 1) new customers to regular purchasers to 2) loyal supporters of the firm and its products, and finally to 3) advocates who not only buy its products but recommend them to others (your unpaid sales force and brand loyal customers).  

often relies heavily on information technologies such as computer databases that record customers’ tastes, price preferences, and lifestyles (i.e., build a customer profile), which helps companies become one-to-one marketers who gather customer-specific information and provide individually customized goods and services.  

3) One-to-one marketing—
attempts to achieve a high level of loyalty through a customized marketing program designed to build long-term relationships with individual customers.

involves identifying a firm’s best customers and increasing their loyalty.  The goal is to rank the profitability of individual customers to express their lifetime value (LTV) to the firm.  Some customers—those who require considerable handholding or that frequently return products (bottom-tier customers)—are simply too expensive to keep given the low level of profits that they generate.  The top-tier customers are the most obvious candidates for retention strategies (or long-term relationship).

Chapter Objective Seven:  Explain the shift from transaction-based marketing to relationship marketing.  

7.1 How is customer loyalty an important part of relationship marketing?

7.2 How does one-to-one marketing help build relationships?



COSTS AND FUNCTIONS OF MARKETING   Module 1.13
On average, 50 percent of the costs involved in a product, such as a Subway sandwich, an ounce of Safari perfume, or a trip to Australia, can be traced directly to marketing.  What, then, does the consumer receive in return for this 50 percent marketing cost?  What functions does marketing perform?  The answer is….

Figure 1.11                                                                                                                                         Eight Universal Marketing Functions
	FUNCTION
	DESCRIPTION

	1.  Buying


	Ensuring product offerings are available in sufficient quantities to meet customer demands.

	2.  Selling


	Using advertising, personal selling, and sales promotion to match products to customer needs.

	3.  Transporting


	Moving products from their point of production to locations convenient for purchasers.

	4.  Storing


	Warehousing products until needed for sale.

	5.  Standardizing and Grading


	Ensuring product offerings meet quality and quantity controls of size, weight, and other variables.

	6.  Financing


	Providing credit for channel members (wholesalers and retailers) and consumers.

	7.  Risk-Taking


	Dealing with uncertainty about future customer purchases.

	8.  Securing Marketing Information


	Collecting information about consumers, competitors, and channel members for use in making marketing decisions.


Function 1 represents an exchange function.

Functions 3 and 4 represent a physical distribution functions.

Functions 2 and 5-8 are often called facilitating functions since they assist the marketer in performing the first two functions.  

Chapter Objective Eight:  Identify the universal functions of marketing.

8.1 Identify the two halves of the exchange function.

8.2 Who typically performs the physical distribution functions?

8.3 Why are the final four functions referred to as facilitating functions?


ETHICS AND SOCIAL RESPONSIBILITY:  DOING WELL BY DOING GOOD   Module 1.14
Ethics—
Are moral standards of behavior expected by society.  Most companies do their best to abide by an ethical code of conduct, but sometimes organizations and their leaders fall short.  
For Example, several years ago, the Texas-based energy giant Enron collapsed, taking with it the retirement savings of its employees and investors.  Enron’s accounting firm, Arthur Andersen, was accused of shredding documents related to the fall of the company.  In another scandal, executives from Tyco were accused of using millions of company dollars for their personal benefit.  Chemical manufacturer Monsanto was convicted not only of polluting water sources and soil in a rural Alabama area for decades but of ignoring evidence its own scientists had gathered indicating the extent and severity of the pollution.  And from individual standpoint, Bernie Madoff may have been the biggest con man in history wooing many investors into his ponzi schemes and receiving a life sentence for his efforts.

Despite these and other alleged breaches of ethical standards, most businesspeople do follow ethical practices.  Over half of all major corporations now offer ethics training to employees, and most corporate mission statements include pledges to protect the environment, contribute to communities, and improve workers’ lives.  This course encourages you to follow the highest ethical standards throughout your business and marketing career.   

Social responsibility—

Involves marketing philosophies, policies, procedures, and actions whose primary objective is the enhancement of society—outside the company.  Many firms—both big and small—include social responsibility programs as part of their overall mission.  
These programs often produce a number of benefits:

1) Improved customer relationships,

2) increased employee loyalty,

3) marketplace success, and

4) improved financial performance.

Timberland Company, manufacturer of boots, outdoor clothing, and accessories, is well known for its high ethical standards and socially responsible programs.  The company donates large sums of money to charities each year, and its employees are given paid time off to volunteer for their favorite organizations—from animal shelter to the local preschool.  The company also welcomes ideas for socially responsible programs from its employees.  During one recent holiday season, an employee introduced the Trikes for Tots drive, which collected now tricycles and bicycles for needy children.

To help reduce underage drinking, Anheuser-Busch created Operation ID, a program that helps retailers spot fake IDs and verify real ones.

Recent recipients of the annual Excellence in Corporate Philanthropy awards were pharmaceutical giant Pfizer and toy company Hasbro.  Hasbro donated thousands of toys to children in war-torn Afghanistan and to equip playrooms in hundreds of hospitals and orphanages.  In addition, the company has constructed 100 playgrounds in the U.S. with rubber surfaces that let children in wheelchairs play with friends and siblings.  Pfizer’s focus has been on getting HIV/AIDS drugs and other medications into the hands of the poor.  Over the next five years, it will provide 135 million doses of antibiotic Zithromax to fight trachoma, the world’s leading cause of preventable blindness. 

Chapter Objective Nine:  Demonstrate the relationship between ethical business practices and marketplace success.

9.1 Define ethics.  
9.2 What is social responsibility?
9.3 What are the benefits of ethical and socially responsible behavior on the part of organizations?

THE END
