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	ABC analysis

	 
	- An approach for classifying accounts based on their attractiveness. A accounts are the most attractive while C accounts are the least attractive. 
See also: account classification 

	ABC inventory classification

	 
	- A classification scheme used to implement inventory management strategies. Products are segmented into groups based upon unit sales or some other criterion. (For example, class A might be items with the highest frequency of sales, etc.) Inventory management is then guided by this segmentation. 

	AIDA

	 
	- An approach to understanding how advertising and selling supposedly work. The assumption is that the consumer passes through several steps in the influence process. First, Attention must be developed, to be followed by Interest, Desire, and finally Action as called for in the message. Another, but similar, scheme was developed by Lavidge and Steiner in 1961, later to be dubbed the AIDA: Hierarchy of Effects Model by Palda in 1966. This approach involves the hierarchy of effects: awareness, knowledge, liking, preference, conviction, and finally purchase in that order. Note the similarity to the adoption process. 
See also: formula selling, hierarchy of effects model, 

	adaptation

	 
	- The process of adjusting to environmental stimuli such that the stimuli become less noticed. 
See also: advertising wearout 

	adaptive product

	 
	- Also called adapted product, this market entry acquires its uniqueness by variation on another, more pioneering product. The degree of adaptation is more than trivial (to avoid being an emulative product or "me-too" product) but it varies greatly in significance. 
See also: innovative imitation, pioneering innovativeness, product adaptation, 

	adopter categories

	 
	- Persons or firms that adopt an innovation are often classified into five groups according to the sequence of their adoption of it: (1) Innovators (the first 2 to 5 percent); (2) Early adopters (the next 10 to 15 percent); (3) Early majority (the next 35 percent); (4) Late majority (the next 35 percent); (5) Laggards (the final 5 to 10 percent). The numbers are percents of the total number of actual adopters, not of the total adopter categories (the number of persons or firms in the marketplace). There is wide disagreement on the exact portion in each category. 
See also: diffusion of innovation, diffusion process, product adoption process, 

	advertisement

	 
	- Any announcement or persuasive message placed in the mass media in paid or donated time or space by an identified individual, company, or organization. 
See also: ad, commercial, 

	advertising penetration

	 
	- The percentage of the target market that remembers a significant portion of the advertising message conveyed by an advertised campaign.

	affect

	 
	- 1. (consumer behavior definition) The feelings a person has toward an attitude object such as a brand, advertisement, salesperson, etc. Affect is growing in importance in attempts to understand and predict consumer behavior. (2). (consumer behavior definition) The affective responses include states such as emotions, specific feelings, and moods that vary in level of intensity and arousal. 

	after sales support

	 
	- The services offered by the selling firm after the sale has been made to promote goodwill, ensure customer satisfaction, and develop customer loyalty. Comment: This requires a salesperson to monitor order processing; to ensure proper installation and initial use of products; and to provide maintenance, repair services, and information on the care and use of products. 

	after-market

	 
	- The potential future sales generated by owners of equipment for repair and replacement parts. 

	agency theory

	 
	- A theory of the firm that seeks to explain corporate activities as arising out of the natural conflicts between the principals (stockholders) and agents (managers) of a firm. 

	antitrust laws

	 
	- Federal antitrust policy is set forth in four laws: the Sherman Antitrust Act, the Clayton Act, the Federal Trade Commission Act, and the Robinson-Patman Act. These laws are negative in character and outlaw restraints of trade, monopolizing, attempting to monopolize, unfair methods of competition, and, where they may substantially lessen competition or tend to create a monopoly, price discrimination, exclusive dealing, and mergers. 

	area of dominant influence (ADI)

	 
	- The geographic area surrounding a city in which the broadcasting stations based in that city account for a greater share of the listening or viewing households than do broadcasting stations based in other nearby cities. 

	assortment

	 
	- 1. (retailing definition) The range of choice offered to the consumer within a particular classification of merchandise. In terms of men's shirts, for example, it is the range of prices, styles, colors, patterns, and materials that is available for customer selection. 2. (retailing definition) The range of choice among substitute characteristics of a given type of article. 3. (channels of distribution definition) A combination of similar and/or complementary products that, taken together, have some definite purpose for providing benefits to specific markets. 

	attraction model

	 
	- A market share model that predicts a particular brand's market share as the quotient of that brand's "attraction" divided by the sum of the "attraction" level for all brands in the market. The attraction level for a brand is often in turn expressed as a function of customer characteristics, the marketing mix, and the competitive environment. Conditions under which an attraction model can be expected to hold have been described by Bell, Keeney, and Little (1975). 

	attribution theory

	 
	- A theory, or group of several theories, stemming from Heider's (1958) belief in the importance of understanding individuals' "naive theories" of causality. Attribution theory assumes that individuals attempt to understand their environments in an analytical fashion, arriving at explanations of causality through a fairly logical process. Kelly (1967, 1972) provided an influential elaboration of the process by which individuals infer causality. Based on this, attribution theory suggests that individuals make inferences of causality based on the extent to which events co-vary across individuals, situations, and over time. 

	augmented product

	 
	- This is the view of a product that includes not only its core benefit and its physical being, but adds other sources of benefits such as service, warranty, and image. The augmented aspects are added to the physical product by action of the seller, e.g., with company reputation or with service. 

	average cost per unit

	 
	- Total cost, i.e., the sum of fixed costs and variable costs at a given level of output, divided by the number of units. 

	average-cost pricing

	 
	- A practice of adding a "fair" or "reasonable" markup to the average cost of a product. 

	awareness

	 
	- (See also adoption process, AIDA, awareness-trial-repeat, hierarchy of effects model.) 

	bait and switch

	 
	- A deceptive sales practice whereby a low-priced product is advertised to lure customers to a store, where they are then induced to buy higher priced models by disparaging the less-expensive product. 

	barriers to competition

	 
	- The economic, legal, technical, psychological, or other factors that reduce competitive rivalry below the level that would otherwise occur naturally. Barriers include branding, advertising, patents, entry restrictions, tariffs, and quotas. Product differentiation is a barrier to competition. 

	barriers to entry

	 
	- The economic, legal, psychological, technical, and other forces that limit access to markets, and hence reduce the threat of new competition. 

	behavior

	 
	- The overt acts or actions of consumers that can be directly observed. 

	behavioral intention

	 
	- A cognitive plan to perform a behavior or action ("I intend to go shopping later"), created through a choice/decision process that focuses on beliefs about the consequences of the action. 

	belief

	 
	- 1. (consumer behavior definition) A cognition or cognitive organization about some aspect of the individual's world. Unlike an attitude, a belief is always emotionally or motivationally neutral. Krench and Crutchfield define belief as a generic term that encompasses knowledge, opinion, and faith an enduring organization of perceptions and cognition about some aspect of the individual's world. It is the pattern of the meanings of a thing, the cognition about that thing. 2. (consumer behavior definition) The perceived association between two concepts. A belief is synonymous with knowledge or meaning in that all refer to consumers' interpretations of important concepts. 

	benefit segmentation

	 
	- The process of grouping consumers into market segments on the basis of the desirable consequences sought from the product. For example, the toothpaste market may include one segment seeking cosmetic benefits such as white teeth and another seeking health benefits such as decay prevention. 

	black market

	 
	- The availability of merchandise at higher than ordinary prices when difficult or impossible to purchase it under normal market circumstances. This commonly involves illegal transactions. 

	boutique

	 
	- Actually, in French the word means "little shop," but in American retailing, the term has come to mean a carefully selected group of merchandise with unusual displays and fixtures, informal and attractive decor, and an atmosphere of individualized attention in the personalized manner of the image created in the operation. 

	brand

	 
	- A name, term, design, symbol, or any other feature that identifies one seller's good or service as distinct from those of other sellers. The legal term for brand is trademark. A brand may identify one item, a family of items, or all items of that seller. If used for the firm as a whole, the preferred term is trade name. 
See also: advertised brand, brand extension, brand generic, brand image, brand name, brand personality, branded merchandise, branding, individual, branding, line family, competitive brands, distributor\'s brand, family brand, fighting brand, flanker brand, generic, 

	brand choice

	 
	- The selection of one brand from a set of alternative brands. 

	brand equity

	 
	- The value of a brand. From a consumer perspective, brand equity is based on consumer attitudes about positive brand attributes and favorable consequences of brand use. 

	brand extension

	 
	- A product line extension marketed under the same general brand as a previous item or items. To distinguish the brand extension from the other item(s) under the primary brand, one can either add a secondary brand identification or add a generic. Thus an Epson FX-85 printer is an extension of Epson that used the secondary brand of FX-85, while Jello Instant Pudding is an extension of the Jello brand that uses a generic term. A brand extension is usually aimed at another segment of the general market for the overall brand. 
See also: family brand and individual brand 

	brand image

	 
	- The perception of a brand in the minds of persons. The brand image is a mirror reflection (though perhaps inaccurate) of the brand personality or product being. It is what people believe about a brand-their thoughts, feelings, expectations. 

	brand loyalty

	 
	- 1. (sales promotion definition) The situation in which a consumer generally buys the same manufacturer-originated product or service repeatedly over time rather than buying from multiple suppliers within the category. 2. (consumer behavior definition) The degree to which a consumer consistently purchases the same brand within a product class. 
See also: brand indifference and brand switching 

	brand name

	 
	- The brand name is that part of a brand that can be spoken. It includes letters, numbers, or words. The term trademark covers all forms of brand (brand name, brand mark, etc.), but brand name is the form most often meant when trademark is used. 

	brand personality

	 
	- This is the psychological nature of a particular brand as intended by its sellers, though persons in the marketplace may see the brand otherwise (called brand image). These two perspectives compare to the personalities of individual humans: what we intend or desire, and what others see or believe. 

	brown goods

	 
	- Merchandise in the consumer electronic audiovisual field, such as televisions, radios, stereo sets, etc. The name came from the brown (furniture color) cases in which such merchandise is frequently manufactured. At one time the term also included all furniture. 

	bundling

	 
	- Offering several complementary products together or offering additional services in a single "package deal." The price of the bundle is typically lower than the sum of the prices of the individual products or services included in it. Groups of services or products may be bundled in different combinations appealing differently to different segments in order to price discriminate among these segments and to avoid cherry picking. 
See also: mixed bundling, multiple-unit pricing and price bundling, 

	business intelligence

	 
	- The actionable information that comes out of data analytics techniques. Business intelligence incorporates the entire process of reporting, warehousing, data management, analysis of future trends and presentation of transactional information, as well as extraction and loading tools, to help users make better decisions. 

	buyer behavior

	 
	- This term is often used as an alternative to consumer behavior, but also is used when the purchaser is not the ultimate consumer but rather an industrial buyer, a buying center, or other middleman between the seller and the ultimate user. It is defined by some as the more general term, with consumer behavior and organizational buyer behavior as subsets. 

	buyer readiness stage

	 
	- The buyer's stage regarding readiness to buy a certain product or service. At any time, people are in different stages: unaware, aware, informed, interested, predisposed to buying, and intending to buy. 

	buying power (consumer behavior definition)

	 
	- A term found in economic psychology implying the income available for discretionary spending among segments in the population. It is a measure of the ability and willingness to buy goods or services. 2. (industrial definition) Refers to the relative influence an individual or a job function (engineering, purchasing, production) has in a purchase decision. Power may be based on reward abilities (granting monetary or perceptual benefits), coercion (imposing punishment), legitimacy (formal authority), personality (based on individual characteristics or status), or expertise (special knowledge or expertise). 
See also: purchasing power 

	buying power index (BPI)

	 
	- 1. (retailing definition) An index indicating the percentage of total U.S. retail sales occurring in a specific geographic area. It is used to forecast demand for new stores and to evaluate the performance of existing stores. 2. (industrial definition) A weighted index that converts three basic elements-population, effective buying income, and retail sales-into a measurement of a market's ability to buy. The index is expressed as a percentage of total U.S. potential and is published annually by Sales and Marketing Management magazine. 

	Child Protection Act (1966)

	 
	- This act amended the Federal Hazardous Substances Act by stating toys and other children's articles that contained hazardous substances were banned. 

	Clayton Act (1914)

	 
	- This act specifically outlaws discrimination in prices, exclusive and tying contracts, intercorporate stockholdings, and interlocking directorates "where the effect . . . may be to substantially lessen competition or tend to create a monopoly." 
See also: antitrust laws, contract, tying, Robinson-Patman Act, 

	Consumer Credit Protection Act (1968)

	 
	- This act, also known as the Truth-in-Lending Act, requires full disclosure of terms and conditions of finance charges, and restricts the garnishment of wages. 

	Consumer Market Insight

	 
	- An in-depth understanding of customer behavior that is more qualitative than quantitative. Specifically, it describes the role played by the product/brand in question in the life of its consumers -- and their general stance towards it including the way they acquire information about the category or brand, the importance attached to generic and specific values, attitudes, expectations, as well as the choice-making process. It refers to a holistic appreciation, which used to be traditionally split by market researchers and brand managers as qualitative and quantitative research. 
See also: qualitative, quantitative, brand, generic)., 

	cannibalization

	 
	- The loss of sales in established products experienced by a firm resulting from its own introduction of new products that are partial or complete substitutes. That is, the new product "steals" some of the sales of the established product

	captive market

	 
	- The potential clientele of retail or service businesses located in hotels, airports, railroad stations, etc., where consumers do not have reasonable alternative sources of supply. 

	carriage trade

	 
	- An old expression that refers to a wealthy class of patrons accorded special services. 

	category killer

	 
	- A type of destination store that is usually large and that concentrates on one category, thus making it possible to carry both a broad assortment and deep selection of merchandise, coupled with low price and moderate service. 

	central place theory

	 
	- 1. (retailing definition) A model that ranks communities according to the assortment of goods available in each. At the bottom of the hierarchy are communities that represent the smallest central places (centers of commerce). They provide the basic necessities of life. Further up the hierarchy are the larger central places, which carry all goods and services found in lower-order central places plus more specialized ones that are not necessary. 2. (geography definition) A normative theory that explains the size, number, and spacing of distribution centers to serve a dispersed population. 
See also: concentric zone theory, dialectic process, gravity model, multiple purpose trip, natural selection theory, retail accordion theory, retail life cycle, wheel of retailing theory, 

	central route to persuasion

	 
	- One of two types of cognitive processes by which persuasion occurs. In the central route, consumers focus on the product messages in the ad, interpret them, form beliefs about product attributes and consequences, and integrate these meanings to form brand attitudes and intentions. 
See also: peripheral route to persuasion 

	channel power

	 
	- The ability of a particular channel member to control or influence the decision making and behavior of another channel member, or one channel member's potential for influence with another channel member. 
See also: channel control 

	channel specialization

	 
	- The channel members' choice of unique positions in the channel based on their capacities, interests, goals, expectations, values, and frames of references. Hence, each performs those tasks (participates in those channel flows) which it can perform at a comparative advantage. 

	cherry picking

	 
	- A buyer selection of only a few items from one vendor's line and others from another line, failing to purchase a complete line or classification of merchandise from one resource. It also sometimes describes a customer's tendency to buy only items on sale. 

	click-through

	 
	- Term used to measure the number of users who clicked on a specific Internet advertisment or link. 

	clickstream

	 
	- The order of pages that people are visiting on the site. It is used to indicate what elements of a site are effective, and which are not. 

	cluster analysis

	 
	- A body of statistical techniques concerned with developing natural groupings of objects based on the relationships of the p variables describing the objects. 
See also: conjoint analysis, correlation analysis, discriminant analysis, factor analysis, regression analysis, 

	cognitive dissonance

	 
	- 1. (consumer behavior definition) A psychologically uncomfortable state produced by an inconsistency between beliefs and behaviors, producing a motivation to reduce the dissonance. 2. (consumer behavior definition) A term coined by Leon Festinger to describe the feeling of discomfort or imbalance that is presumed to be evident when various cognitions about a thing are not in agreement with each other. For example, knowledge that smoking leads to serious physical ailments is dissonant with the belief that smoking is pleasurable and the psychophysiological need to smoke. Cognitive dissonance is similar to Heider's work on Balance Theory and Osgood and Tannenbaum's Congruity Theory. Dissonance is presumed to be an uncomfortable state that the individual strives to reduce. 
See also: buyer\'s remorse, consistency theory, post-purchase evaluation, 

	cognition

	 
	- 1. (consumer behavior definition) The sum total of an individual's beliefs, attitudes, perceptions, needs, goals, and learned reactions about some aspect of the individual's world. A cognition is the pattern of meaning of a thing. 2. (consumer behavior definition) The mental processes of interpretation and decision making, including the beliefs and meanings they create. 
See also: awareness-trial-repeat and Wheel of Consumer Analysis 

	comparative advertising

	 
	- 1. (consumer behavior definition) An advertisement in which there is specific mention or presentation of competing brand(s) and a comparison is made or implied. 2. (advertising definition) An approach to the advertising message that persuades the audience by comparing the performance of two or more brands of a product or service. The reference brand may be the previous formula used by the advertiser, an unnamed competitor of the advertiser, or a specific and named competitor of the advertiser. 

	comparison shopping

	 
	- Includes two major types of activity, merchandise shopping and service shopping: 1. Merchandise shopping activities rendered by an organized shopping bureau includes checks of new items being offered by competing stores; reports on advertised promotions of competitors; comparison price shopping, etc. 2. Service shopping is normally performed by shoppers who pose as customers and report the quality of selling service on standard forms. 

	compensatory rule

	 
	- In evaluating alternatives, the compensatory rule suggests that a consumer will select the alternative with the highest overall evaluation on a set of choice criteria. Criteria evaluations are done separately and combined arithmetically such that positive evaluations can offset or balance (compensate for) negative evaluations. This term is also called compensatory integration procedure, compensatory model, and compensatory process. 

	competition

	 
	- The rivalry among sellers trying to achieve such goals as increasing profits, market share, and sales volume by varying the elements of the marketing mix: price, product, distribution, and promotion. It is the product of vying for customers by the pursuit of differential advantage, i.e., changing to better meet consumer wants and needs. In economic theory, various competitive states such as monopolistic competition, oligopoly, perfect competition, and monopoly are delineated based on the degree of control that sellers have over price. 
See also: imperfect competition 

	competitive advantage

	 
	- 1. (strategic marketing definition) A competitive advantage exists when there is a match between the distinctive competences of a firm and the factors critical for success within the industry that permits the firm to outperform its competitors. Advantages can be gained by having the lowest delivered costs and/or differentiation in terms of providing superior or unique performance on attributes that are important to customers. 2. (global marketing definition) A total offer, vis-a-vis relevant competition, that is more attractive to customers. It exists when the competencies of a firm permit the firm to outperform its competitors. 

	competitive analysis

	 
	- The analysis of factors designed to answer the question, "how well is a firm doing compared to its competitors?" The analysis goes well beyond sales and profit figures in assessing the firm's ratings on such factors as price, product, technical capabilities, quality, customer service, delivery, and other important factors compared to each of the major competitors. 

	constant dollars

	 
	- Dollars that have been adjusted statistically to a base period in an attempt to remove the effects of inflation and deflation. 

	constant sum method

	 
	- A type of comparative rating scale in which an individual is instructed to divide some given sum among two or more attributes on the basis of some criterion (e.g., their importance to him or her). 
See also: graphic-rating scale, Guttman scale, interval scale, itemized rating scale, nominal scale, ordinal scale, ratio scale, Stapel scale, summated rating, 

	consumer

	 
	- Traditionally, the ultimate user or consumer of goods, ideas, and services. However, the term also is used to imply the buyer or decision maker as well as the ultimate consumer. A mother buying cereal for consumption by a small child is often called the consumer although she may not be the ultimate user. 
See also: consumer behavior 

	consumer behavior

	 
	- 1. (consumer behavior definition) The dynamic interaction of affect and cognition, behavior, and the environment by which human beings conduct the exchange aspects of their lives. 2. The overt actions of consumers. 3. (consumer behavior definition) The behavior of the consumer or decision maker in the market place of products and services. It often is used to describe the interdisciplinary field of scientific study that attempts to understand and describe such behavior. 
See also: buyer behavior 

	consumer price index (CPI)

	 
	- A statistical measure maintained by the U.S. government that shows the trend of prices of goods and services (a market basket) purchased by consumers. 

	consumer satisfaction

	 
	- 1. (consumer behavior definition) The degree to which a consumer's expectations are fulfilled or surpassed by a product. 2. (consumer behavior definition) The post-purchase evaluation of a consumer action by the ultimate consumer or the decision maker. The beliefs, attitudes, and future purchase patterns; word-of-mouth communication; and legal and informal complaints have been related to the post-purchase satisfaction/dissatisfaction process. 
See also: confirmation and disconfirmation 

	consumers' goods

	 
	- Goods that directly satisfy human wants in consumption and that assist in further production only indirectly or incidentally, if at all. 

	consumption function

	 
	- A schedule of the amounts of their disposable income that individuals tend to devote to consumption at various levels of income. 
See also: propensity to consume 

	containerization

	 
	- The physical grouping of master cartons into one unit load for materials handling or transport. The basic objective is to increase materials handling efficiency. 

	contribution pricing

	 
	- A method of determining the price of a product or service that uses the direct costs or indirect traceable costs related to the production and sale of the product or services as the relevant costs. 

	convenience product

	 
	- A consumer good and/or service (such as soap, candy bar, and shoe shine) that is bought frequently, often on impulse, with little time and effort spent on the buying process. A convenience product usually is low-priced and is widely available. 
See also: consumer product, emergency product, impulse product, shopping product, specialty product, staple good, 

	convenience store

	 
	- A retail institution whose primary advantage to consumers is locational convenience. It is usually a high-margin, high inventory turnover retail institution. 

	cookie

	 
	- An information file stored on a user's computer by a Web site as an identifier. Cookies are often used to manage user preferences and personalization on Web sites. 

	cooperative advertising

	 
	- An approach to paying for local advertising or retail advertising whereby the advertising space or time is placed by a local retail store but is partly or fully paid for by a national manufacturer whose product is featured in the advertising. 
See also: advertising allowance and dealer tie-in 

	copyright

	 
	- 1. (legislation definition) A copyright offers the owner of original work that can be printed, recorded, or "fixed" in any manner the sole right to reproduce and distribute the work, to display or perform it, and to authorize others to do so, during the author's lifetime and for fifty years thereafter. 2. (product development definition) An exclusive right to the production or sale of literary, musical, or other artistic work, or to the use of a print or label. Occasionally, it is applied to a brand, but brands are usually protected by registration in the Patent and Copyright Office as a trademark. 

	core product

	 
	- The central benefit or purpose for which a consumer buys a product. The core product varies from purchaser to purchaser. The core product or core benefit may come either from the physical good or service performance, or from the augmented dimensions of the product. 
See also: augmented product 

	corporate strategy

	 
	- The overall plan that integrates the strategies of all the businesses within the corporation. It usually describes the overall mission, the financial and human resource strategies and policies that affect all businesses within the corporation, the organization structure, the management of the interdependencies among businesses, and major initiatives to change the scope of the firm such as acquisitions and divestments. 
See also: corporate purpose 

	cost-plus pricing

	 
	- A method of determining the price of a product or service that uses direct costs, indirect costs, and fixed costs whether related to the production and sale of the product or service or not. These costs are converted to per unit costs for the product and then a predetermined percentage of these costs is added to provide a profit margin. The resulting price is cost per unit plus the percentage markup. 

	culture

	 
	- 1. (consumer behavior definition) The set of learned values, norms, and behaviors that are shared by a society and are designed to increase the probability of the society's survival. 2. (consumer behavior definition) The institutionalized ways or modes of appropriate behavior. It is the modal or distinctive patterns of behavior of a people including implicit cultural beliefs, norms, values, and premises that govern conduct. It includes the shared superstitions, myths, folkways, mores, and behavior patterns that are rewarded or punished. 
See also: acculturation, rituals, socialization, subculture, 

	customer

	 
	- The actual or prospective purchaser of products or services. 

	customer lifetime value

	 
	- The combination of actual value and potential value. 
See also: actual value, potential value, 

	customer relationship management

	 
	- A discipline in marketing combining database and computer technology with customer service and marketing communications. Customer relationship management (or CRM) seeks to create more meaningful one-on-one communications with the customer by applying customer data (demographic, industry, buying history, etc.) to every communications vehicle. At the simplest level, this would include personalizing e-mail or other communications with customer names. At a more complex level, CRM enables a company to produce a consistent, personalized marketing communication whether the customer sees an ad, visits a Web site, or calls customer service. 

	database marketing

	 
	- An approach by which computer database technologies are harnessed to design, create, and manage customer data lists containing information about each customer's characteristics and history of interactions with the company. The lists are used as needed for locating, selecting, targeting, servicing, and establishing relationships with customers in order to enhance the long-term value of these customers to the company. The techniques used for managing lists include: 1. database manipulation methods such as select and join, 2. statistical methods for predicting each customer's likelihood of future purchases of specific items based on his/her history of past purchases, and 3. measures for computing the life-time value of a customer on an ongoing basis. 

	deceptive advertising

	 
	- The advertising intended to mislead consumers by falsely making claims, by failure to make full disclosure, or by both. 

	deceptive pricing

	 
	- Savings claims, price comparisons, "special" sales, "two-for-one" sales, "factory" prices, or "wholesale" prices are unlawful if false or deceptive. When these terms are used, the terms and conditions of the sale must be made clear at the outset. False preticketing--the practice of marking merchandise with a price higher than that for which it is intended--is unlawful. 

	decision calculus models

	 
	- The quantitative models of a process that are calibrated by examining subjective judgments about outcomes of the process (e.g., market share or sales of a firm) under a variety of hypothetical scenarios (e.g., advertising spending level, promotion expenditures). Once the model linking process outcomes to marketing decision variables has been calibrated, it is possible to derive an optimal marketing recommendation (Little 1970; Chakravarthi, Mitchell, and Staelin 1981; Little and Lodish 1981). Examples for advertising decisions include ADBUDG, ADMOD, and MEDIAL. Examples for overall brand/product decisions are BRANDAID and STRATPORT. Examples for sales force decisions include CALLPLAN and DETAILER. 
See also: advertising models, decision support system, marketing mix models, resource allocation models, 

	decision making, consumer

	 
	- 1. (consumer behavior definition) The process of selecting from several choices, products, brands, or ideas. The decision process may involve complex cognitive or mental activity, a simple learned response, or an uninvolved and uninformed choice that may even appear to be stochastic or probabilistic, i.e., occurring by chance. 2. (consumer behavior definition) The process by which consumers collect information about choice alternatives and evaluate those alternatives in order to make choices among them. 

	decision variables, marketing

	 
	- These correspond to the major marketing functions that influence revenue and profit. They are summarized in the well-known four P's: product, price, promotion, and place (distribution). Other marketing decision variables may include service policies, credit, and so forth. 

	demand

	 
	- 1. (economic definition) A schedule of the amounts that buyers would be willing to purchase at a corresponding schedule of prices, in a given market at a given time. 2. (business executive definition) The number of units of a product sold in a market over a period of time. 

	demographics

	 
	- The study of total size, sex, territorial distribution, age, composition, and other characteristics of human populations; the analysis of changes in the make-up of a population. 

	demography

	 
	- 1. (economic definition) The study of people in the aggregate, including population size, age, sex, income, occupation, and family lifecycle. 2. (consumer behavior definition) The study of population characteristics such as age distribution, income, death rate, etc. 

	department store

	 
	- A retail establishment that carries several lines of merchandise, such as women's ready-to-wear and accessories, men’s and boys' clothing, piece goods, small wares, and home furnishings, all of which are organized into separate departments for the purpose of promotion, service, accounting, and control. For Census purposes, it is an establishment normally employing 25 or more people and engaged in selling some items in each of the following lines of merchandise: furniture, home furnishings, appliances, radio and TV sets, a general line of apparel for the family, household linens, and dry goods. An establishment with total sales of less than $10,000,000 in which sales of any one of these groupings is greater than 80 percent of total sales is not classified as a department store. 

	differential advantage

	 
	- 1. (product development definition) A property of any product that is able to claim a uniqueness over other products in its category. To be a differential advantage, the uniqueness must be communicable to customers and have value for them. The differential advantage of a firm is often called its distinctive competences. 2. (economic definition) An ad-vantage unique to an organization; an advantage extremely difficult to match by a competitor. 
See also: competitive advantage, distinctiveness, product differentiation, 

	diffusion of innovation

	 
	- The process by which the use of an innovation is spread within a market group, over time and over various categories of adopters. 
See also: adopter categories 

	direct marketing

	 
	- 1. (retailing definition) A form of nonstore retailing in which customers are exposed to merchandise through an impersonal medium and then purchase the merchandise by telephone or mail. 2. (channels of distribution definition) The total of activities by which the seller, in effecting the exchange of goods and services with the buyer, directs efforts to a target audience using one or more media (direct selling, direct mail, telemarketing, direct-action advertising, catalog selling, cable selling, etc.) for the purpose of soliciting a response by phone, mail, or personal visit from a prospect or customer. 

	direct selling

	 
	- 1. (sales definition) A marketing approach that involves direct sales of goods and services to consumers through personal explanation and demonstrations, frequently in their home or place of work. 2. (retailing definition) The process whereby the firm responsible for production sells to the user, ultimate consumer, or retailer without intervening middlemen. 
See also: nonstore retailing 

	disconfirmation

	 
	- In consumer satisfaction theory, disconfirmation refers to a situation in which a product performs differently than expected prior to purchase. Positive disconfirmation occurs when the product performs better than expected; negative disconfirmation occurs when the product performs worse than expected. 

	discretionary buying power

	 
	- The money in the hands of consumers after the payment of taxes and the purchase of necessities; popularly called hot money or loose money. 
See also: disposable personal income, money in-come, national income, personal disposable income, personal income, real income, 

	distinctive competences

	 
	- The strengths of the firm. That is, the particular characteristics of the firm that make it uniquely adapted to carry out its task(s) and to fulfill its purpose(s) in the industry within which it participates. The converse to the firm's distinctive advantages are its weaknesses, which inhibit and limit the ability of the firm to fulfill its purpose. 
See also: differential ad-vantage 

	distribution

	 
	- 1. (economic definition) A study of how factors of production are priced in the market place, i.e., the de-termination of rents, wages, interest, and profits. 2. (marketing definition) The marketing and carrying of products to consumers. 3. (business definition) The extent of market coverage. 

	distribution center

	 
	- A facility for the receipt, storage, and redistribution of goods to company stores or to customers. It may be operated by retailers, manufacturers, or distribution specialists. 
See also: central place theory 

	double stack

	 
	- A system for stacking two containers vertically on a single railcar. This system doubles the carrying capacity of each railcar and significantly reduces product damage. 
See also: container-on-flatcar 

	drop shipment

	 
	- 1. (physical distribution definition) Limited-function wholesalers known as drop shippers seldom take physical possession of the goods. They often specialize in heavy or bulky commodities that require the economies of volume shipment. The drop shipper buys the car-load, but does not take physical possession. The order, or drop shipment, is shipped direct from the supplier to the customer. 2. (retailing definition) A special type of wholesaler who deals in large lots shipped direct from the factory to the customer of the drop shipper, takes title to the goods, assumes responsibility for the shipment after it leaves the factory, extends credit, collects the account, and incurs all the sales costs necessary to secure orders. 

	dumping

	 
	- 1. (economic definition) The practice of selling a product at a lower price overseas than at home. 2. (global marketing definition) The practice of selling merchandise in foreign markets at lower prices than those charged in the domestic markets. 

	dwelling unit

	 
	- A single home, apartment, townhouse, or other unit in which a single person, family, or cohesive set of unrelated individuals reside. Typically, many goods are purchased in common. 

	Elaboration Likelihood Model (ELM)

	 
	- A model of attitude formation and change that proposes that the process by which attitudes change depends upon the message recipient's level of motivation. According to Petty and Cacioppo, the authors of the ELM, when motivation is high, the message recipient will pay attention and respond to the quality of message arguments. When motivation is low, the message recipient will be more responsive to peripheral elements of the message (e.g., music, spokesperson attractiveness, etc.). 

	Engel's Law

	 
	- The observation that the proportion of income spent on food declines as income rises with given tastes or preferences. This law or tendency was formulated by Ernst Engel (1821-1896) in a paper published by him in 1857. 

	e-business

	 
	- A term referring to a wide variety of Internet-based business models. Typically, an e-commerce strategy incorporates various elements of the marketing mix to drive users to a Web site for the purpose of purchasing a product or service. 
See also: e-commerce, online marketing, 

	e-commerce

	 
	- A term referring to a wide variety of Internet-based business models. Typically, an e-commerce strategy incorporates various elements of the marketing mix to drive users to a Web site for the purpose of purchasing a product or service. 
See also: e-business, online marketing, 

	economic goods

	 
	- The goods that are so scarce relative to human wants that human effort is required to obtain them. 

	economic man

	 
	- A model of human behavior assumed by economists in analyzing market behavior. The economic person is a rational person who attempts to maximize the utility received from his/her monetary outflows and sacrifices. 
See also: social man 

	economic order quantity

	 
	- The order quantity that minimizes the total costs of processing orders and holding inventory. 

	eighty-twenty principle

	 
	- The situation in which a disproportionately small number (e.g., 20 percent) of salespeople, territories, products, or customers generate a disproportionately large amount (e.g., 80 percent) of a firm's sales or profits. This phenomenon can be identified and addressed by conducting a sales analysis and cost analysis. 

	elaboration

	 
	- The degree of elaboration determines the number of meanings or beliefs formed during comprehension. 

	end user

	 
	- A person or organization that consumes a good or service that may consist of the input of numerous firms. For example, an insurance company may be the end user for a keyboard for a personal computer, originally produced for and sold to the personal computer manufacturer. 

	environment

	 
	- The complex set of physical and social stimuli in the external world of consumers. 

	environmental analysis

	 
	- The gathering and analyzing of data about a company's or nation's external environment to identify trends and their impact upon an organization or country. Included among the environmental forces considered are the political, cultural, social, demographic, economic, legal, international, and ecological factors. 

	equilibrium price

	 
	- A price that equates supply and demand, i.e., the price at which the market clears. 

	ethics

	 
	- This relates to moral action, conduct, motive, and character. It also means professionally right or befitting, conforming to professional standards of conduct.

	ethnocentric orientation

	 
	- A home country orientation or an unconscious bias or belief that the home country approach to business is superior. 
See also: geocentric orientation, polycentric orientation, regiocentrism orientation, 

	evoked set

	 
	- 1. (consumer behavior definition) The set of alternatives that are activated directly from memory. 2. (consumer behavior definition) The set of possible products or brands that the consumer may be considering in the decision process. It is the set of choices that has been evoked and is salient as compared with the larger number of available possible choices. For example, from the many brands of breakfast cereals on super-market shelves, it is the half a dozen brands (or so) that the buyer may re-member and be considering for purchase. 
See also: competitive brands 

	exchange

	 
	- All activities associated with receiving something from someone by giving something voluntarily in return. 

	exclusive dealing

	 
	- A restriction that is imposed by a supplier on a customer forbidding the customer from purchasing some type of product from any other supplier. This restriction is subject to an examination of whether it substantially lessens competition or restrains trade. Exclusive dealing should not be con-fused with exclusive distributorships, a term applied to arrangements in which a supplier promises not to appoint more than one dealer in each territory. 

	exclusive distribution (channels of distribution)

	 
	- A form of market coverage in which a product is distributed through one particular wholesaler or retailer in a given market area. 
See also: intensive distribution and selective distribution 

	exclusive distribution (retailing definition)

	 
	- The practice whereby the vendor agrees to sell the goods or services within a certain territory only through a single retailer or a limited number of retailers. It may also apply to wholesalers. 

	experience curve effect

	 
	- A systematic decline in the cost per unit that is achieved as the cumulative volume (and therefore experience) increases. There are three sources of the experience curve effect: (1) learning-the increasing efficiency of labor that arises chiefly from practice; (2) technological improvements including process innovations, resource mix changes, and product standardization; and (3) economies of scale-the increased efficiency due to size. 
See also: experience curve analysis 

	experience-curve pricing

	 
	- 1. (pricing definition) A method of pricing in which the seller sets the price sufficiently low to encourage a large sales volume in anticipation that the large sales volume would lead to a reduction in average unit costs. Generally this method of pricing is used over time by periodically reducing the price to induce additional sales volumes that lead to lower per unit costs. 2. (economic definition) A price-setting method using a markup on the average total cost as forecast by cost trends over time as sales volume accumulates. 

	external validity

	 
	- One criterion by which an experiment is evaluated; the criterion refers to the extent, to what populations and settings, to which the observed experimental effect can be generalized. 
See also: construct validation, content validity, convergent validity, discriminant validity, internal validity, pragmatic validity, validity, 

	Fair Packaging and Labeling Act (1966)

	 
	- This act requires that labels on consumer commodities identify the type of product being sold, the name and address of the supplier, and where applicable, the quality and contents of each serving. The act also authorizes the FTC and FDA to issue regulations concerning specific products covering items such as ingredient statements, package size standards, "slack-fill" packaging, and sales price representations. 

	Foreign Corrupt Practices Act (FCPA) (1977)

	 
	- 1. (legislation definition) This act made it illegal for members of any United States business firm to pay money or give gifts, or promise to do so, to any foreign official, foreign political party, or candidates for foreign political office in order to obtain or retain business. 2. (global marketing definition) The U.S. law that makes it a crime for U.S. corporations to bribe an official of a foreign government or political party to obtain or retain business in a foreign country. 

	fair trade laws

	 
	- Federal and state statutes permitting suppliers of branded goods to impose resale price maintenance contracts fixing minimum retail prices. The Consumer Goods Pricing Act of 1975 outlawed such practices. 
See also: resale price maintenance laws 

	family brand

	 
	- A brand that is used on two or more individual products. The product group may or may not be all of that firm's product line. The individual members of the family also carry individual brands to differentiate them from other family members. In rare cases there are family brands that have as members other family brands, each of which has individual brands. Automobiles fit the latter situation, as with Oldsmobile (family) Cutlass (family) Ciera (individual). 
See also: brand, brand extension, branding, individual, branding, line family, multibrand strategy, 

	family decision making

	 
	- The processes, interactions, and roles of family members involved in making decisions as a group. 

	family life cycle

	 
	- 1. (consumer behavior definition) A sociological concept that describes changes in families across time. Emphasis is placed on the effects of marriage, divorce, births, and deaths on families and the changes in income and consumption through various family stages. 2. (consumer behavior definition) Families account for a very large percentage of all consumer expenditures. Much of this spending is systematic and stems from natural needs that change as a family unit goes through its natural stages of life. These range from the young single and the newly married stages to the full nest as the children are born and grow, to the empty nest and the final solitary survivor stage. Each transition prompts changes in values and behavior. 

	fashion product

	 
	- A subcategory of a shopping product. This subcategory contains items that are wanted by consumers for their fashion aspects. 

	fast food outlet

	 
	- A food retailing institution featuring a very limited menu, precooked or quickly prepared food, and take-out operations. 

	fighting brand

	 
	- A line extension of a main brand that is marketed by one producer to compete directly with the lower-priced products of other producers in a given market. The fighting brand usually has a separate brand identity and a low price. Its quality is usually lower than that of the main brand; it may only be temporarily on the market; and its purpose is to hold customers without having to lower the price of the main brand. 

	first-mover advantage

	 
	- The ability of pioneering firms to gain long-term competitive advantages due to early entry. Mechanisms that lead to first-mover advantage include preemption of competition, development of a leadership reputation, increased brand loyalty due to customer switching costs, proprietary experience curve effects, and a sustainable lead in technology due to patents and trade secrets. 
See also: follower advantage, invisible assets, 

	flagging

	 
	- The use of special graphic techniques on the product package or store shelf to call attention to a particular offer such as a reduced price, bonus pack, etc. 

	flanker brand

	 
	- A line extension. Sometimes the term is meant to cover only those line extensions that are not premium-priced or low-priced. 
See also: brand 

	flanking

	 
	- An indirect strategy aimed at capturing market segments whose needs are not being served by competitors. Flanking can be executed by targeting either a geographical segment or a consumer segment (group) that is not being well served by competitors, when the competitor is unwilling or unable to retaliate. 

	focus group

	 
	- 1. (consumer behavior definition) A method of gathering qualitative data on the preferences and beliefs of consumers through group interaction and discussion usually focused on a specific topic or product. Also, it is a group of respondents brought together for this purpose 2. (marketing research definition) A personal interview conducted among a small number of individuals simultaneously; the interview relies more on group discussion than on a series of directed questions to generate data. It is also called group in-depth interview. 

	forecasting models

	 
	- In forecasting sales, share, or other marketing objectives, a variety of models have been used, including time series models (e. g., moving averages, exponential smoothing, decompositional), econometric models (e.g., regression, input-output), and judgmental models (e.g., Delphi technique). Most common of the econometric models are those including marketing mix variables of the firm and its competitors, thus offering diagnostic insights. A brief review of the various forecasting models is offered in Lilien and Kotler (1983, Chapter 10). 
See also: simulated test market 

	foreign marketing

	 
	- The phenomenon of marketing in an environment different from that of the home or base environment. 

	franchise

	 
	- The privilege, often exclusive, granted to a distributor or dealer by a franchisor to sell the franchisor's products within a specified territory. A franchise is an example of a contractual vertical marketing system. 
See also: affiliated store, authorized dealer, distributorship, 

	fulfillment

	 
	- The gathering of orders or offers from a sales promotion event and the process of completing the event by distributing items integral to the event such as premiums, rebates, bounce back offer, or ordered merchandise. 
See also: clearinghouse, refund, 

	funnel approach

	 
	- An approach to question sequencing that gets its name from its shape, starting with broad questions and progressively narrowing down the scope. 

	General Agreement on Tariffs and Trade (GATT)

	 
	- An institutional framework that provides a set of rules and principles committed to the liberalization of trade between countries. 
See also: Brussels Nomenclature and Uruguay Round 

	Green River ordinance

	 
	- A municipal ordinance regulating or forbidding house-to-house selling, canvassing, or soliciting of business. It was first enacted in Green River, Wyoming. 

	garbology

	 
	- The study of consumer behavior and preferences for foods and products by examining disposed goods and other items found in the trash and garbage. 

	gatekeeper

	 
	- Usually, the individual who controls the flow of information from the mass media to the group or individual. It also is used to indicate the individual who controls decision making by controlling the purchase process. In a traditional family, the mother often functions as the gatekeeper between the child and his/her exposure to the mass media and the purchase of toys or products. In an organization, the purchasing agent is often the gatekeeper between the end user and the vendor of products or services. 
See also: buying roles 

	general merchandise store

	 
	- An establishment primarily selling household linens and dry goods, and either apparel and accessories or furniture and home furnishings. Establishments that meet the criteria for department stores, except as to employment, are included in this classification. Included for Census purposes are establishments whose sales of apparel or of furniture and home furnishings exceed half of their total sales, if sales of the smaller of the two lines in combination with dry goods and household linens accounts for 20 percent of total sales. 

	general store

	 
	- An establishment primarily selling a general line of merchandise, the most important being food. The more important subsidiary lines are notions, apparel, farm supplies, and gasoline. Sales of food account for at least one-third and not more than two-thirds of total sales. This establishment is usually located in rural communities. 

	generic advertising

	 
	- An approach to preparing advertising messages that concentrates on the customer benefits that apply to all brands in a product category, as opposed to benefits that are unique to specific brands. 
See also: primary advertising 

	generic brand

	 
	- A product that is named only by its generic class (e.g., drip-grind coffee, barber shop). Other products have both an individual brand and a generic classification (Maxwell House drip-grind coffee, Maurice's barber shop). Generic brand products are often thought to be unbranded, but their producer or reseller name is usually associated with the product, too. This approach is usually associated with food and other packaged goods, but many other consumer and industrial products and services are marked as generics. 
See also: brand, brand generic, branded merchandise, 

	geocentric orientation

	 
	- A management orientation based upon the assumption that there are similarities and differences in the world that can be understood and recognized in an integrated world strategy. The geocentric orientation or world orientation is a synthesis of the ethnocentric orientation (home country) and polycentric orientation (host country). 
See also: regiocentrism orientation 

	geodemography

	 
	- An availability of demographic consumer behavior and life style data by arbitrary geographic boundaries that are typically quite small. 

	georeference classification

	 
	- For analysis purposes, the data covering such things as sales, customers, product, and demographics are often classified on a geographical basis. Distribution of such data by individual markets provides the geographical structure of demand that must be serviced. The most useful geographical classification structures for logistical modeling are customer point locations, county, standard metropolitan statistical area, economic trading area, ZIP code, and grid structure. 

	global brand

	 
	- A brand that is marketed according to the same strategic principles in every part of the world. 
See also: local brand 

	global marketing

	 
	- 1. (global marketing definition) A marketing strategy that consciously addresses global customers, markets, and competition in formulating a business strategy. 2. (consumer behavior definition) An approach to international strategy that argues for marketing a product in essentially the same way everywhere in the world. 

	global strategy

	 
	- A strategy that seeks competitive advantage with strategic moves that are highly interdependent across countries. These moves include most or all of the following: a standardized core product that exploits or creates homogenous tastes or performance requirements, significant participation in all major country markets to build volume, a concentration of value-creating activities such as R&D and manufacturing in a few countries, and a coherent competitive strategy that pits the worldwide capabilities of the business against the competition. 
See also: multidomestic strategy 

	good(s)

	 
	- A product that has tangible form, in contrast to services that are intangible. 
See also: product hierarchy 

	gravity model

	 
	- A theory about the structure of market areas. The model states that the volume of purchases by consumers and the frequency of trips to the outlets are a function of the size of the store and the distance between the store and the origin of the shopping trip. 
See also: central place theory, concentric zone theory, dialectic process, natural selection theory, retail accordion theory, retail life cycle, wheel of retailing theory, 

	gray market good

	 
	- Merchandise that possesses a valid U.S. registered trademark and is made by a foreign manufacturer, but is imported into the United States without permission of the U.S. trademark owner. 

	green marketing

	 
	- 1. (retailing definition) The marketing of products that are presumed to be environmentally safe. 2. (social marketing definition) The development and marketing of products designed to minimize negative effects on the physical environment or to improve its quality. 3. (environments definition) The efforts by organizations to produce, promote, package, and reclaim products in a manner that is sensitive or responsive to ecological concerns. 

	gross leasable area (GLA)

	 
	- The area of a shopping plaza that is assigned to stores, excluding exits, corridors, and open space. 

	gross margin of profit

	 
	- The difference between net sales and total cost of goods sold. 
See also: gross cost of merchandise sold 

	gross national product (GNP)

	 
	- 1. The money value of a nation's entire output of final commodities and services in a given period. 2. Personal consumption expenditures plus gross private domestic investment plus net exports of goods plus government purchases of goods and services. The U.S. Department of Commerce has published continuously the national income statistical series since 1947. In former years gross national product was emphasized by politicians, the press, etc.; in more recent years gross domestic product has been emphasized. 
See also: net national product 

	gross rating point (GRP)

	 
	- A measure of the total amount of the advertising exposures produced by a specific media vehicle or a media schedule during a specific period of time. It is expressed in terms of the rating of a specific media vehicle (if only one is being used) or the sum of all the ratings of the vehicles included in a media schedule. It includes any audience duplication and is equal to the reach of a media schedule multiplied by the average frequency of the schedule. 

	growth strategy

	 
	- Market share expansion is the prime objective under this strategy, even at the expense of short-term earnings. The firm may seek to expand market share through a number of alternative routes. First, the firm may seek new users who may previously have been loyal to other brands, or tended to switch, or were not users of the category at all. The second way in which the firm can expand its market share is to expand usage by current users: for instance, by identifying and promoting new uses. 
See also: growth objectives and market penetration 

	guerilla marketing

	 
	- Unconventional marketing intended to get maximum results from minimal resources. 

	habitual decision making

	 
	- The choices or decisions made out of "habit" without much deliberation or product comparison. 
See also: extensive problem solving 

	hard goods

	 
	- As compared with soft goods, which have a textiles base, these goods mainly comprise hardware, home furnishings, and furniture and appliances. These goods are usually also durable goods. 

	harvesting strategy

	 
	- The maximization of short-run cash flow from a business in expectation of a deterioration of market share and eventual withdrawal from the market. The cash flow raised is directed toward other areas of business where it is needed. 
See also: divest strategy, investment strategy, portfolio analysis, 

	hedonistic consumption

	 
	- A focus on the sensory pleasures or hedonic benefits provided by interaction with products or services. 
See also: conspicuous consumption 

	heuristic

	 
	- 1. (consumer behavior definition) A proposition that connects an event with an action. Heuristics usually simplify decision making. For example, "buy the cheapest brand" is a choice heuristic that would simplify purchase. 2. (consumer behavior definition) The simplified "rules of thumb" by which decisions are made. 

	hierarchy of effects model

	 
	- 1. A concept related to the manner in which advertising supposedly works; it is based on the premise that advertising moves individuals systematically through a series of psychological stages such as awareness, interest, desire, conviction, and action. 2. An early model that depicted consumer purchasing as a series of stages including awareness, knowledge, liking, preference, conviction, and purchase. 
See also: low involvement hierarchy, AIDA, 

	hierarchy of needs

	 
	- A theory proposed by Maslow (1943) concerning the specific order of the development of needs. He proposed that needs develop in an individual in a sequential order from lower to higher needs, ranging from physiological needs to safety needs (security, order) to belongingness and love needs. Then esteem needs (prestige, respect) and self-actualization (self- fulfillment) follow. Higher order needs emerge as lower order ones are more or less satisfied. 

	horizontal integration

	 
	- 1. (environments definition) The expansion of a business by acquiring or developing businesses engaged in the same stage of marketing or distribution. The most common approach is to buy out competitors. It is also known as horizontal expansion. 2. (channels of distribution definition) The combination of two or more separate enterprises at the same stage in the channel through ownership, including mergers or acquisitions. 
See also: integration 

	human ecology

	 
	- The application of the concepts of plant and animal ecology to human collective life to seek knowledge about the structure of social systems and the way in which structures develop, paying attention to spatial configurations. It is the human population's adaptation to the natural environment. 

	hypermarket

	 
	- An unusually large, limited service combination discount store, supermarket, and warehouse under a single roof. Typically it sells both food and nonfood items at 10 to 15 percent below normal retail prices and stacks much reserve stock merchandise in the sales area. The hypermarket is an innovation of European origin. 

	impulse buying

	 
	- A purchase behavior that is assumed to be made without prior planning or thought. Often, it is claimed, impulse buying involves an emotional reaction to the stimulus object (product, packaging, point-of-purchase display, or whatever) in addition to the simple acquisition act. 
See also: planned buying vs. unplanned buying 

	impulse product

	 
	- A convenience product (good or service) that is bought on the spur of the moment, without advance planning or serious consideration at the time, and often by the stimulus of point-of-sale promotion or observation. 
See also: consumer product, emergency product, shopping product, specialty product, staple good, 

	impulse purchase

	 
	- 1. (consumer behavior definition) A purchase typically made in-store with little or no decision making effort. 2. (retailing definition) An unplanned purchase by a customer. 

	in-store marketing

	 
	- The marketing dollars spent inside the store in the form of store design, merchandising, visual displays, or in-store promotions. 

	income effect

	 
	- 1. (economic definition) The change in patterns of consumption for a product given consumers have an increase in real income. 2. (environment definition) The increase or decrease in a consumer's real income as a result of the change in the price of a good or service. 

	individual brand

	 
	- The brand identity given to an individual product, as separate from other products in the market and from other items in the product's own line. A trademark. 
See also: brand extension, branding, individual, family brand, generic brand, product life cycle, 

	industrial market

	 
	- The industrial market (also called the producer market or business market) is the set of all individuals and organizations that acquire goods and services that enter into the production of other products or services that are sold, rented, or supplied to others. The major types of industries making up the industrial market (business market) are agriculture, forestry, and fisheries; mining; manufacturing; construction and transportation; communication and public utilities; banking, finance, and insurance; and services. 
See also: organizational market 

	industrial market segmentation

	 
	- The process of separating an industrial market (business market) into groups of customers or prospects such that the members of each resulting group are more like the other members of that group than they are like members of other segments. 

	infant industry

	 
	- An industry that justifies a national policy of protection from global competition on the grounds that it needs time to get established. Infant industry protection is always temporary. 

	information search

	 
	- 1. (industrial definition) The process by which a buyer seeks to identify the most appropriate supplier(s) once a need has been recognized. The information search process may vary based upon variables such as organizational size and buying situation. 2. (consumer behavior definition ) Intentional exposure to information. Before buying a camera, for example, the consumer might be attracted to and seek out advertisements for cameras, read articles in photography magazines, and turn to Consumers' Reports. Seeking the advice of an expert, knowledgeable acquaintance, or salesperson can be involved. 
See also: buyclasses and buying center 

	innovation

	 
	- In the marketing literature, innovation implies the introduction of a new product, idea, or service into the market place. According to Robertson, it involves a new product that is very different from the established products or at least perceived to be different by consumers in the relevant market segment. New products can be referred to as continuous innovations such as Crest spearmint toothpaste or Michelob light beer. Or they can be discontinuous innovations, a completely new product such as the electric light bulb or perhaps the computer. 
See also: diffusion of innovation and supply-pushed innovation 

	integrated marketing communications

	 
	- A planning process designed to assure that all brand contacts received by a customer or prospect for a product, service, or organization are relevant to that person and consistent over time. 

	intermodal transportation

	 
	- The movement of goods that combines two or more modes of transportation such as truck and rail to maximize the benefits of both modes while minimizing their drawbacks. For example, the combination of rail and motor carriage utilizes the flexibility of motor carriers and the low line-haul cost of rail. 
See also: container-on-flatcar, piggyback, trailer-on-flatcar, 

	internal marketing

	 
	- Marketing to employees of an organization to ensure that they are effectively carrying out desired programs and policies. 

	international product cycle

	 
	- A model developed by Professor Raymond Vernon that shows the relationship of production, consumption, and trade over the life cycle of a product. Based on empirical data for the pre-1967 era, the model showed how the location of production shifted from the United States to other advanced countries and then to less developed countries. 
See also: international trade product life cycle and product trade life cycle 

	international trade product life cycle

	 
	- A trade cycle model that suggests that many products go through a cycle in which high income, mass consumption countries are initially exporters, then lose their export markets, and finally become importers of the product. 
See also: international product cycle and product trade life cycle 

	inventory control

	 
	- The procedures used to ensure that desired inventory levels are maintained. Most procedures are based on either perpetual or periodic review. 
See also: stock or inventory control 

	inventory turnover

	 
	- 1. (physical distribution definition) The number of times average inventory is sold during a specified time period (usually one year). 2. (retailing definition) The number of times per year the retailer sells its average inventory. 
See also: stock turnover 

	involvement

	 
	- The degree of personal relevance a consumer perceives a product, brand, object, or behavior to have. High involvement products are seen as having important personal consequences or as useful for achieving important personal goals. Low involvement products are not linked to important consequences or goals. 

	item merchandising

	 
	- The special planning and control effort employed to discover and take advantage of the sales opportunities afforded by items that are in greater consumer demand. 

	just-in-time (JIT)

	 
	- An inventory management system based upon the philosophy that well-run manufacturing plants do not require the stockpiling of parts and components. Instead, they rely upon receiving necessary inventory in the exact quantity and at a specified time to support manufacturing schedules. 

	keiretsu

	 
	- A Japanese interbusiness alliance or enterprise group. 

	knowledge

	 
	- Consumers' meanings or beliefs about products, brands, stores, etc., that are stored in memory. 
See also: adoption process, AIDA, hierarchy of effects model, opinion, 

	knowledge function of attitudes

	 
	- A function of attitudes that serves the individual in understanding the environment. The knowledge function aids the individual in organizing information into an understandable or cohesive whole. It is one of the functions of attitudes proposed by the functional theory of attitudes. 
See also: ego-defensive function of attitudes, instrumental function of attitudes, value-expressive function of attitudes, 

	Luce's Choice Axiom

	 
	- A statement that the relative odds of an individual's choosing one particular item (e.g., brand A) over another (e.g., brand B) are unaffected by the presence or absence of other items (e.g., brand C, brand D, etc.) as potential choices. The property is also known as independence from irrelevant alternatives or IIA (Luce 1977; Yellott 1977). The logit model possesses this property (which is sometimes seen as a liability), while the probit model and other brand choice models can avoid it. 
See also: brand choice models and Elimination-By-Aspects model 

	law of demand

	 
	- 1. (popular definition) The law that, other things being equal, consumers will buy more of a product at a low price than at a high price. 2. (economic definition) The law that, under the same conditions of demand, the amount of product taken by a market varies inversely with its price. 

	law of diminishing marginal utility

	 
	- A situation in which consumption of an additional unit of a good adds less to total satisfaction than the preceding unit. 
See also: diminishing marginal utility, diminishing utility, marginal utility, 

	law of diminishing return

	 
	- After a certain point has been reached, each successive application of a factor of production will add less to total output than before 

	learning curve

	 
	- Typically, this is a graph of the amount of material learned, plotted against time or number of trials. Many learning situations lead to an S-shaped curve. 

	life style

	 
	- 1. (consumer behavior definition) In general, this is the manner in which the individual copes and deals with his/her psychological and physical environment on a day-to-day basis. More specifically, it is used by some theorists as a phrase describing the values, attitudes, opinions, and behavior patterns of the consumer. 2. (consumer behavior definition) The manner in which people conduct their lives, including their activities, interests, and opinions. 
See also: AIO, psychographic analysis, psychographic segmentation, 

	life-cycle costs

	 
	- The costs of a durable good over its entire operating life. Comment: Life-cycle costs are often introduced to show that products with higher initial costs (e.g., because they are built better) really have lower costs over their effective lives. (e.g., because they need fewer repairs). 

	logistical cost

	 
	- The costs associated with providing purchasing, manufacturing support, and physical distribution services. 

	logistics

	 
	- A single logic to guide the process of planning, allocating, and controlling financial and human resources committed to physical distribution, manufacturing support, and purchasing operations. The Council of Logistics Management (formerly NCPDM) offers the following definition: "Logistics management is the term describing the integration of two or more activities for the purpose of planning, implementing and controlling the efficient flow of raw materials, in-process inventory and finished goods from point of origin to point of consumption. These activities may include, but are not limited to, customer service, demand forecasting, distribution communications, inventory control, materials handling, order processing, parts and service support, plant and warehouse site selection, procurement, packaging, return goods handling, salvage and scrap disposal, traffic and transportation and warehousing and storage. " 

	loss leader pricing

	 
	- The featuring of items priced below cost or at relatively low prices to attract customers to the seller's place of business. 

	low involvement consumer behavior

	 
	- Consumer decision making in which very little cognitive activity is involved. It includes those situations in which the consumer simply does not care and is not concerned about brands or choices and makes the decision in the most cognitively miserly manner possible. Most likely, low involvement is situation-based and the degree of importance and involvement may vary with the individual and with the situation. 

	Maslow's need hierarchy

	 
	- A popular theory of human motivation developed by Abraham Maslow that suggests humans satisfy their needs in a sequential order beginning with physiological needs (food, water, sex), and ranging through safety needs (protection from harm), belongingness and love needs (companionship), esteem needs (prestige, respect of others), and finally, self actualization needs (self-fulfillment). 

	macro/micro segmentation

	 
	- A multistep, nested approach to industrial market segmentation, in which one moves from general macro criteria at the level of the organization, such as SIC code and size of the buying firm, through criteria at the level of the order or application, such as order size and urgency, to specific micro criteria at the level of the buying center, such as risk perception and attitude toward the vendor. 

	macromarketing

	 
	- The study of marketing processes, activities, institutions, and results from a broad perspective such as a nation, in which cultural, political, and social, as well as economic interaction are investigated. It is marketing in a larger context than any one firm. 
See also: micromarketing 

	mall intercept

	 
	- A method of data collection in which interviewers in a shopping mall stop or intercept a sample of those passing by to ask them if they would be willing to participate in a research study; those who agree are typically taken to an interviewing facility that has been set up in the mall where the interview is conducted. 

	mall-type shopping center

	 
	- A grouping of stores near the center of a shopping center plot with parking area surrounding the store concentration on all sides. All or most of the stores face a mall or pedestrian shopping area. 
See also: arcade shopping center, community shopping center, factory outlet center, neighborhood shopping center, off-price shopping center, regional shopping center, strip-type shopping center, super regional shopping center, 

	margin

	 
	- The difference between the selling price and total unit costs for an item. 

	marginal analysis

	 
	- A technique of explanation that focuses on the impact of producing, marketing, or consuming one more unit. 

	marginal cost (MC)

	 
	- The net change in total cost that results from producing and marketing one additional unit. 

	marginal revenue (MR)

	 
	- The net change in total revenue that results from producing and marketing one additional unit. 
See also: average revenue 

	marginal utility

	 
	- The change in total utility due to purchasing or consuming one additional unit of a product. 
See also: diminishing marginal utility and law of diminishing marginal utility 

	market concentration

	 
	- The degree to which relatively few firms account for a large proportion of the market such as in an oligopolistic situation. It is also known as the concentration ratio. 

	market demand

	 
	- The total volume of a given product or service bought by a specific group of customers in a specified market area, during a specific time period. 

	market evolution

	 
	- The market (or industry) life cycles describe the evolution of the market. These cycles have a similar shape to the product life cycle and similarly, have a number of distinct stages: (1) embryonic-the product class and industry definitions are virtually synonymous, diffusion rates are gradual, and there is considerable uncertainty about the product; (2) growth-the industry structure develops, the introduction of new product classes becomes easier as consumers become more knowledgeable, and the channels facilitate the marketing of new product classes established; and (3) maturity an established infrastructure facilitates rapid introduction and diffusion of new product variants or product classes, competitors jockey for position, and older products have to make adjustments to protect their declining position. 

	market penetration

	 
	- A growth strategy designed to enhance competitive advantage by developing low-risk improvement or revisions to the present product range. These are either proactive moves designed to identify and target changing customer requirements, or reactive moves for market defense triggered by competitive actions. 

	market positioning

	 
	- Positioning refers to the customer's perceptions of the place a product or brand occupies in a market segment. In some markets, a position is achieved by associating the benefits of a brand with the needs or life style of the segments. More often, positioning involves the differentiation of the company's offering from the competition by making or implying a comparison in terms of specific attributes. 

	market research

	 
	- The systematic gathering, recording, and analyzing of data with respect to a particular market, where market refers to a specific customer group in a specific geographic area. 

	market segmentation

	 
	- The process of subdividing a market into distinct subsets of customers that behave in the same way or have similar needs. Each subset may conceivably be chosen as a market target to be reached with a distinct marketing strategy. The process begins with a basis of segmentation-a product-specific factor that reflects differences in customers' requirements or responsiveness to marketing variables (possibilities are purchase behavior, usage, benefits sought, intentions, preference, or loyalty). Segment descriptors are then chosen, based on their ability to identify segments, to account for variance in the segmentation basis, and to suggest competitive strategy implications (examples of descriptors are demographics, geography, psychographics, customer size, and industry). To be of strategic value, the resulting segments must be measurable, accessible, sufficiently different to justify a meaningful variation in strategy, substantial, and durable. 

	market share

	 
	- 1. (geography definition) A proportion of total sales in a market obtained by a given facility or chain. 2. (strategic marketing definition) The proportion of the total quantity or dollar sales in a market that is held by each of the competitors. The market can be defined as broadly as the industry, or all substitutes, or as narrowly as a specific market segment. The choice of market depends on which level gives the best insight into competitive position. 

	market structure

	 
	- The pattern formed by the number, size, and distribution of buyers and sellers in a market. 

	marketing

	 
	- Marketing is an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.

	marketing channel

	 
	- A set of institutions necessary to transfer the title to goods and to move goods from the point of production to the point of consumption and, as such, which consists of all the institutions and all the marketing activities in the marketing process. 

	marketing ethics

	 
	- 1. (legislation definition) Standards of marketing decision making based on "what is right" and "what is wrong," and emanating from our religious heritage and our traditions of social, political, and economic freedom. 2. (environments definition) The use of moral codes, values, and standards to determine whether marketing actions are good or evil, right or wrong. Often standards are based on professional or association codes of ethics. 

	marketing geography

	 
	- The field of study that analyzes the spatial characteristics of marketing activities: the consumers and the distribution network. 

	marketing intelligence system

	 
	- The development of a system to gather, process, assess, and make available marketing data and information in a format that permits marketing managers and executives to function more effectively. Marketing data, when analyzed, may yield information that can then be processed and put into a format that gives intelligence for planning, policy making, and decision purposes.

	marketing management

	 
	- The process of setting marketing goals for an organization (considering internal resources and market opportunities), the planning and execution of activities to meet these goals, and measuring progress toward their achievement. Comment: The process is ongoing and repetitive (as within a planning cycle) so that the organization may continuously adapt to internal and external changes that create new problems and opportunities. 

	marketing manager

	 
	- The generic title for the line executive responsible for designated marketing functions (such as marketing research, product planning and market planning, pricing, distribution, the promotion mix, and customer services) and for coordinating with other departments that perform marketing related activities (such as packaging, warehousing, order filling, shipping, design of new and improved products, credit, billing, collections, accounting, legal, transportation, purchasing, product repair, warranty fulfillment, and technical assistance to customers). The marketing manager may have an officer title (such as vice president of marketing) and usually reports to the chief executive officer in a functionally organized company or to the division manager (president) in a divisionalized company. Comment: The above definition describes the marketing manager with full responsibility for marketing. However, the title is sometimes used for jobs of lesser scope; for example, in a multi-product division a manager may be in charge of a line of products or a business segment and report to the division marketing manager. Also, it is not uncommon for the sales and marketing functions to report separately to a common supervisor such as the division manager. In such a case the marketing manager may be in charge of marketing functions other than personal selling. This dichotomy most often occurs in industrial or consumer durable goods businesses in which personal selling is the key aspect of promotion. 
See also: category manager, divisional organization, functional organization, group product manager, marketing of services, new product manager, non-business marketing organization, product manager, product planning manager, promotion mix, 

	marketing mix

	 
	- The mix of controllable marketing variables that the firm uses to pursue the desired level of sales in the target market. The most common classification of these factors is the four-factor classification called the "Four Ps"-price, product, promotion, and place (or distribution). Optimization of the marketing mix is achieved by assigning the amount of the marketing budget to be spent on each element of the marketing mix so as to maximize the total contribution to the firm. Contribution may be measured in terms of sales or profits or in terms of any other organizational goals. 

	marketing plan

	 
	- A document composed of an analysis of the current marketing situation, opportunities and threats analysis, marketing objectives, marketing strategy, action programs, and projected or pro-forma income (and other financial) statements. This plan may be the only statement of the strategic direction of a business, but it is more likely to apply only to a specific brand or product. In the latter situation, the marketing plan is an implementation device that is integrated within an overall strategic business plan. 
See also: marketing planning 

	marketing services

	 
	- Sometimes called customer services, this is an all-inclusive term that covers different sets of functions for different companies. Historically it has included some or all of the functions needed to service channel intermediaries and/or end customers, such as inventory planning and control; order processing, shipping, and delivery information; product installation, maintenance, repair, replacement, and warranty administration; and answering customer inquiries. Organizationally most of these services are provided by functional departments other than marketing. They may or may not be coordinated by a marketing service manager or customer service manager reporting to the marketing manager. Comment: While the above named services are basic to providing marketing services to channels of distribution and customers, another use of the term applies to a centralized department that provides in-house services to company divisions. 
See also: customer service and marketing services department 

	marketing strategy

	 
	- A statement (implicit or explicit) of how a brand or product line will achieve its objectives. The strategy provides decisions and direction regarding variables such as the segmentation of the market, identification of the target market, positioning, marketing mix elements, and expenditures. A marketing strategy is usually an integral part of a business strategy that provides broad direction to all functions. 

	materials management

	 
	- Either an organizational component or an approach to managing the material flow process of the firm. A distinctive characteristic of the term is that it includes the purchasing function as an integral part of the material flow process. The term materials manager is also used to describe a related job function. 

	media mix

	 
	- The specific combination of various advertising media (including network television, local television, magazines, newspapers, specialty advertising, etc.) used by a particular advertiser and the advertising budget to be allocated to each medium. 

	media schedule

	 
	- A specific schedule showing the media vehicles (including dates, positions in the publication or time of day, and size of ad space or duration of commercials) to be used during an advertising campaign. 

	merchandise mix

	 
	- The breadth and depth of the merchandise inventory carried by retail establishments. 

	mere exposure effect

	 
	- The repeated exposure to an object resulting in a more positive attitude toward the object; the mere exposure to the object is believed to produce the more positive attitude. 

	metropolitan statistical area (MSA)

	 
	- A freestanding metropolitan area surrounded by non-metropolitan counties, including a large central city or urbanized area of 50,000 or more people. 
See also: census metropolitan area, consolidated metropolitan statistical area, primary metropolitan statistical area, standard metropolitan statistical area, 

	micromarketing

	 
	- The study of marketing activities of an organization. 
See also: macromarketing 

	mission statement

	 
	- An expression of a company's history, managerial preferences, environmental concerns, available resources, and distinctive competencies to serve selected publics. It is used to guide the company's decision making and strategic planning. 

	mousetrapping

	 
	- A phrase that describes the use of browser tricks to keep a visitor captive at a site, such as disabling the "Back" button or generating repeated pop-up windows. 

	multiattribute attitude models

	 
	- These models are designed to predict attitudes toward objects (such as brands) based on consumers' evaluations of product attributes or expected consequences. 

	multibrand strategy

	 
	- In this strategy, the company has more than one brand of product, competing with each other, in a given market. This contrasts with the strategy of family brands where the separate items are given a common line identity and are usually each directed to one segment within the market. Under multibrand strategy there may not even be manufacturer identification, unless required by law. 

	multidomestic strategy

	 
	- A strategy that enables individual subsidiaries of a multinational firm to compete independently in different domestic markets. The multinational headquarters coordinates financial controls and some marketing policy, and may centralize some R&D and component production. Each subsidiary behaves like a strategic business unit that is expected to contribute earnings and growth proportionate to the market opportunity. 
See also: global strategy 

	multiple channels

	 
	- The use of a combination of channels in selling a product or service to reach different and isolated target markets with different demands for service outputs. 

	North American Free Trade Agreement (NAFTA)

	 
	- An agreement between the U.S., Canada, and Mexico to remove barriers to the movement of goods and service. 

	national brand

	 
	- A brand that is marketed throughout a national market. It contrasts with regional brand and local brand. It usually is advertised and usually is owned by a manufacturer, though neither is necessary for the definition because Kmart's brands, for example, are obviously national, even international. 
See also: manufacturer\'s brand, private brand, 

	nationalism

	 
	- A national spirit that emphasizes the interests of one's own nation above all else. 

	natural selection theory

	 
	- A theory of retail institutional change that states that retailing institutions that can most effectively adapt to environmental changes are the ones most likely to prosper or survive. 
See also: central place theory, concentric zone theory, dialectic process, gravity model, retail accordion theory, retail life cycle, wheel of retailing theory, 

	neighborhood shopping center

	 
	- 1. (geography definition) The smallest type of shopping center, comprising 30,000 to 100,000 square feet. It provides for the sale of convenience goods (food, drugs, and sundries) and personal services that meet the daily needs of an immediate neighborhood trade area. A supermarket is the principal tenant. 2. (retailing definition) One of several standard classes of shopping centers recognized by the Urban Land Institute. The neighborhood shopping center provides for the sale of convenience goods and personal services. It typically has about 50,000 square feet of store area but ranges from about 30,000 square feet to 100,000 square feet. 
See also: arcade shopping center, community shopping center, factory outlet center, mall-type shopping center, off-price shopping center, regional shopping center, strip-type shopping center, super regional shopping center, 

	network effect (Metcalf’s Law)

	 
	- The phenomenon whereby a service becomes more valuable as more people use it, thereby encouraging ever-increasing numbers of adopters. 

	new product failure

	 
	- A new product that does not meet the objectives of its developers. Depending on what those objectives are, a profitable new product can be a failure, and an unprofitable new product can be a success. 
See also: abandonment 

	non-price competition

	 
	- The competition among firms on the basis of variables other than price, such as quality, brand, assortment, or services. It implies that a company can influence demand by its marketing activities. 
See also: price competition 

	nonprofit marketing

	 
	- The marketing of a product or service in which the offer itself is not intended to make a monetary profit for the marketer. Comment: Nonprofit marketing may be carried out by any organization or individual and may or may not be designed to have a positive social impact. A nonprofit marketer may undertake specific ventures that are for-profit, as when a museum markets reproductions or offers food and beverages at a profit; however, its overall objective does not involve making profit. A nonprofit marketer may be incorporated privately or may be a governmental (public) agency. 

	nonstore retailing

	 
	- A form of retailing in which consumer contact occurs outside the confines of the retail store, such as vending machines and electronic shopping, at home personal selling, and catalog buying. 
See also: direct marketing, direct selling, direct selling establishment, direct selling organization, 

	nonverbal communications

	 
	- The non-spoken forms of expression communicating thought and emotions including body language, space between the communicators, speech, and appearance. 

	odd-even pricing

	 
	- A form of psychological pricing that suggests buyers are more sensitive to certain ending digits. Odd price refers to a price ending in an odd number (e.g., 1,3,5,7,9), or to a price just under a round number (e.g., $0.89, $3.99, $44.98). Even price refers to a price ending in a whole number or in tenths (e.g., $0.50, $5.00, $8.10, $75.00). 

	oligopoly

	 
	- A market situation in which there are so few sellers that each anticipates the impact of its marketing actions on all competitors. The products can be either differentiated or undifferentiated. 
See also: differentiated oligopoly, duopoly, imperfect competition, monopolistic competition, monopoly, monopsony, oligopolistic competition, oligopolistic environment, oligopsony, perfect competition, pure competition, undifferentiated oligopoly, workable competition. 

	oligopsony

	 
	- A market situation in which there are so few buyers that each anticipates the impact of its marketing actions on the others. 
See also: duopoly, imperfect competition, monopolistic competition, monopoly, monopsony, oligopolistic competition, oligopolistic environment, oligopoly, perfect competition, pure competition, workable competition, 

	online marketing

	 
	- Term referring to the Internet and e-mail based aspects of a marketing campaign. Can incorporate banner ads, e-mail marketing, search engine optimization, e-commerce and other tools. 

	operant conditioning

	 
	- The process of altering the probability of a behavior being emitted by changing the consequences of the behavior. 

	opinion leader

	 
	- Not all individuals in a group or all consumers in a society wield equal personal influence on the attitudes, opinions, and behavior of others. The most influential are termed the opinion leaders; the ones to whom others turn for advice and information. 
See also: early adopters, innovators, personal influence, two step flow of communication, 

	order entry

	 
	- The order entry phase is the beginning phase of the order cycle process. Order entry refers to the process of actually entering an order into the seller's order processing system. This may be done by a salesperson writing an order, a customer ordering by phone, a telemarketing solicitation, or by the buyer's computer communicating directly with the seller's computer, as in an electronic data interchange (EDI) system. 

	order processing

	 
	- The system of the firm that generally refers to the way orders are recorded by the firm and how this information is used to provide customer service and manage various functional elements of the business. It includes the management of the order entry process as well as the information flows that surround and support the order fulfillment objectives of the firm. 

	organized market

	 
	- A group of traders operating under recognized rules in buying and selling a single commodity or related commodities; a commodity exchange. 

	out-of-stock costs

	 
	- The costs that can be directly or indirectly attributed to not having a product available when the buyer wants to purchase the product. They may include cost of lost future sales. 

	Production era

	 
	- A time period in the United States during which firms emphasized manufacturing or producing products, usually at the expense of marketing strategy. 
See also: production orientation 

	Pure Food and Drug Act (1906)

	 
	- This act banned adulteration and misbranding of foods and drugs sold in interstate commerce. 
See also: consumer protection legislation, Food and Drug Administration, 

	packaged good

	 
	- A good that is usually sold in smaller packages, carries a low unit price, is distributed through food and drug stores, is heavily promoted (usually in mass media), and is bought and consumed frequently. 

	parallel pricing

	 
	- The practice of following the pricing practices of other organizations, particularly competitors. 

	parasite store

	 
	- A store that lives on existing traffic flow that originates from circumstances other than its own promotional effort, store personality, merchandising effort, or customer service. 

	pay per click search engine (PPCSE)

	 
	- A search engine where results are ranked according to the bid amount and advertisers are charged only when a searcher clicks on the search listing. 
See also: pay-per-sale, pay-per-lead, 

	pay-per-click (PPC)

	 
	- An online advertising payment model in which payment is based solely on qualifying click-throughs. 

	penetration price policy

	 
	- A pricing policy that sets a low initial price in an attempt to increase market share rapidly. This policy is effective if demand is perceived to be fairly elastic. 
See also: skimming price policy 

	perception

	 
	- Based on prior attitudes, beliefs, needs, stimulus factors, and situational determinants, individuals perceive objects, events, or people in the world about them. Perception is the cognitive impression that is formed of "reality" which in turn influences the individual's actions and behavior toward that object. 
See also: cognition 

	permission marketing

	 
	- Marketing centered around getting customer's consent to receive information from a company. 

	phantom freight

	 
	- This occurs in basing point pricing when the seller quotes a delivered price that includes a freight charge greater than the actual transportation costs. 

	physical distribution

	 
	- A concept or approach to managing the finished goods inventory of the firm. Typically it includes transportation, warehousing, inventory, and order processing functions of the firm. 

	piggyback marketing

	 
	- An arrangement whereby one manufacturer obtains distribution of products through another's distribution channels. 

	pioneer selling

	 
	- Selling anew and different product, service, or idea. In this situation, it is often difficult for salespeople to establish a need in the buyer's mind.

	point-of-purchase (POP)

	 
	- Promotional materials placed at the contact sales point designed to attract consumer interest or call attention to a special offer. 

	point-of-sale (POS)

	 
	- A data collection system that electronically receives and stores bar code information derived from sales transactions. 

	polarity of retail trade

	 
	- A trend in retailing that indicates that the predominant retailing institutions are on one hand (pole) mass distribution outlets and, on the other hand (pole), specialty, single line, boutique type retail institutions.

	possession utility

	 
	- The increased usefulness created by marketing through making it possible for a consumer to own, use, and consume a product. It is also called ownership utility. 
See also: place utility, time utility, 

	postponement

	 
	- 1. (channels of distribution definition) This concept holds that changes in the form and identity of a product and inventory location should be shifted to the latest possible point in the marketing process in order to reduce the costs of the marketing system. 2. (physical distribution definition) An economic term used to describe a strategy whereby the seller postpones any customization of the product until a firm demand is received from the buyer. A common example would be when the consumer buys paint that is custom mixed at the hardware store after the order is placed by the customer. 
See also: speculation 

	potential rating index for zip markets (PRIZM)

	 
	- A data base combining Census data, nationwide consumer surveys, and interviews with hundreds of people across the country into a geodemographic segmentation system. 

	predatory pricing

	 
	- The practice of selectively pricing a product below that of competition so as to eliminate competition, while pricing the product higher in markets where competition does not exist or is relatively weaker. 

	preemptive pricing

	 
	- The practice of setting prices low so as to discourage competition from entering the market. 

	price competition

	 
	- The rivalry among firms seeking to attract customers on the basis of price, rather than by the use of other marketing factors. 
See also: nonprice competition 

	price discrimination

	 
	- The practice of charging different buyers different prices for the same quantity and quality of products or services. 

	price elasticity of demand

	 
	- A measure of the sensitivity of demand to changes in price. It is formally defined as the percentage change in quantity demanded relative to a given percentage change in price. 
See also: elastic demand 

	price fixing

	 
	- The practice of two or more sellers agreeing on the price to charge for similar products or services. 

	price leader

	 
	- 1. (pricing definition) In competitive situations, the seller who normally initiates price changes in the market. 2. (retailing definition) An item of merchandise priced abnormally low for the purpose of attracting customers. 

	price promotion

	 
	- The advertising of a price for a product or service. Usually, the price being promoted is a reduction from a previously established price and may take the form of a lower price, a coupon to be redeemed, or a rebate to be received. 

	price-quality relationship

	 
	- The degree to which product or service quality covaries with price. 

	primary buying motive

	 
	- The motive that induces an individual to buy a certain kind or general class of article or service, as opposed to the selection of brands within a class. 
See also: physiological motives 

	primary demand

	 
	- The demand for a general product category, as contrasted with the demand for a branded product marketed by a firm. 
See also: selective demand 

	primary metropolitan statistical area (PMSA)

	 
	- An area of at least one million people that includes a large urbanized county or a group of counties that have strong economic and social ties to neighboring communities. 
See also: consolidated metropolitan statistical area, metropolitan statistical area, standard metropolitan statistical area, 

	proactive pricing

	 
	- The managerial practice of deliberately analyzing the factors that influence prices before setting prices. Normally, a proactive pricer establishes specific objectives to be accomplished by the prices and then proceeds in the development of specific prices. 

	product adoption process

	 
	- The sequence of stages that individuals and firms go through in the process of accepting new products. The stages vary greatly in usage, but tend to include (1) becoming aware of the new product, (2) seeking information about it, (3) developing favorable attitudes toward it, (4) trying it out in some direct or indirect way, (5) finding satisfaction in the trial, and (6) adopting the product into a standing usage or repurchase pattern. 
See also: adopter categories, awareness-trial-repeat, early adopters, early majority, innovators, laggards, late majority, 

	product attributes

	 
	- The characteristics by which products are identified and differentiated. Product attributes usually comprise features, functions, benefits, and uses. 

	product class

	 
	- A group of products that are homogeneous or generally considered as substitutes for each other. The class is considered as narrow or broad depending on how substitutable the various products are. For example, a narrow product class of breakfast meats might be bacon, ham, and sausage. A broad class would include all other meat and meat substitutes even occasionally sold for breakfast use. 
See also: product form, product hierarchy, product life cycle, substitute products, 

	product concept

	 
	- A verbal or pictorial version of a proposed new product. The concept consists of (1) one or more benefits it will yield, (2) its general form, and (3) the technology used to achieve the form. A new product idea becomes a concept when it achieves at least one benefit and either the form or the technology. Further work in the new product development process gradually clarifies and confirms those two and adds the third. A concept becomes a product when it is sold successfully in the market place; prior to that, it is still undergoing development, even if marketed. 
See also: concept statement and research and development 

	product differentiation

	 
	- One or more product attributes that make one product different from another. The differentiation may or may not be favorable, and thus constitute a differential advantage. The difference may or may not be promoted to the consumer. 
See also: barriers to competition 

	product evolution

	 
	- The gradual change in a product, as it is modified by its seller, to keep it competitive or to permit it to enter new markets. It is similar to the patterns of evolution in nature. 

	product innovation

	 
	- 1.The act of creating a new product or process. It includes invention as well as the work required to bring an idea or concept into final form. (2) A particular new product or process. An innovation may have various degrees of newness, from very little to highly discontinuous, but that must include at least some degree of newness to the market, not just to the firm. 
See also: product planning 

	product introduction

	 
	- The first stage of the product life cycle, during which the new item is announced to the market and offered for sale. Most methods of market testing are considered pre introduction, but many marketers call the market rollout an introduction because of the commitment implied in the method. If successful during the introduction, the new product enters the second (growth) stage. 

	product life cycle

	 
	- 1.(product development definition) (from biology) The four stages that a new product is thought to go through from birth to death: introductory, growth, maturity, and decline. Controversy surrounds whether products do indeed go through such cycles in any systematic, predictable way. The product life cycle concept is primarily applicable to product forms, less to product classes, and very poorly to individual brands. 2. (strategic marketing definition) This describes the stages in the sales history of a product. The product life cycle (PLC) has four premises: (1) that products have a limited life; (2) that product sales pass through distinct stages, each stage having different implications for the seller; (3) that profits from the product vary at different stages in the life cycle; and (4) that products require different strategies at different stages of the life cycle. The product life cycle has four stages: (1) introduction-the slow sales growth that follows the introduction of a new product; (2) growth-the rapid sales growth that accompanies product acceptance; (3) maturity-the plateauing of sales growth when the product has been accepted by most potential buyers; and (4) decline-the decline of sales that results as the product is replaced (by a substitute) or as it goes into disfavor. 
See also: market evolution, fashion cycle, pioneering stage, product introduction, 

	product line

	 
	- A group of products marketed by an organization to one general market. The products have some characteristics, customers, and/or uses in common, and may also share technologies, distribution channels, prices, services, etc. There are often product lines within product lines. 
See also: merchandise line, product mix, 

	product mix

	 
	- The full set of products offered for sale by an organization. The product mix includes all product lines and categories. It may be defined more narrowly in specific cases to mean only that set of products in a particular product line or a particular market. 
See also: product assortment 

	product positioning

	 
	- 1.The way consumers, users, buyers, and others view competitive brands or types of products. As determined by market research techniques, the various products are plotted onto maps, using product attributes as dimensions. This use of product positioning is perceptual, not necessarily valid as based on measured product attributes. Historically, the competitive product positionings were based on sales rank in the market, but this limited perception has long since given way to the full range of product assessments, including psychological ones. (2) For new products, product positioning means how the innovator firm decides to compare the new item to its predecessors. For the new item, the mental slates of persons in the market place are blank; this is the only chance the innovator will have to make a first impression. Later, after the introduction is over, the earlier definition of positioning will take over, as persons make their own positioning decisions. (3) For both new and established products, a product's positioning may be combined with a target segment to integrate the marketing tool decisions. Its earlier use exclusively in advertising is no longer appropriate.

	product proliferation

	 
	- A charge sometimes leveled against organizations for marketing so many new products that economic resources are wasted; the consumer becomes confused and mistakes are made in the purchase of products. 

	product-market definition

	 
	- The boundaries of a market are defined by choices of distinct categories along four dimensions: (1) customer functions, or the pattern of benefits being provided to satisfy the needs of customers; (2) technology, which represents the various ways a particular function can be performed; (3) customer segments, which describes whose needs are being served and where they are geographically located; and (4) the sequence of stages of the value-added system. A product-market boundary is crossed when distinctly different competitive strategies are required. Within this market there may be submarkets composed of customers with similar patterns of uses or applications for the product. 
See also: served market 

	professional services marketing

	 
	- The marketing of advisory services offered by licensed or accredited individuals or organizations. 

	promotion mix

	 
	- The various communication techniques such as advertising, personal selling, sales promotion, and public relations/product publicity available to a marketer that are combined to achieve specific goals. 

	psychic income

	 
	- The intangible gratification or value that is derived from products, services, or activities, such as the improvement in a consumer's self image as a result of purchasing certain highly desirable products. 

	psychographic segmentation

	 
	- The process of dividing markets into segments on the basis of consumer life styles. 
See also: A10, psychographic analysis, VALS, 

	public relations

	 
	- That form of communication management that seeks to make use of publicity and other nonpaid forms of promotion and information to influence the feelings, opinions, or beliefs about the company, its products or services, or about the value of the product or service or the activities of the organization to buyers, prospects, or other stakeholders. 
See also: content analysis, corporate relations, marketing public relations, pass strategy, promotion mix, promotional campaign, 

	purchase intention

	 
	- A decision plan to buy a particular product or brand created through a choice/decision process 
See also: behavioral intention 

	push strategy

	 
	- 1. (physical distribution definition) A manufacturing strategy aimed at other channel members rather than the end consumer. The manufacturer attempts to entice other channel members to carry its product through trade allowances, inventory stocking procedures, pricing policies, etc. 2. (sales promotion definition) The communications and promotional activities by the marketer to persuade wholesale and retail channel members to stock and promote specific products. 
See also: pull strategy 

	pull strategy

	 
	- 1. (physical distribution definition) A manufacturing strategy aimed at the end consumer of a product. The product is pulled through the channel by consumer demand initiated by promotional efforts, inventory stocking procedures, etc. 2. (sales promotion definition) The communications and promotional activities by the marketer to persuade consumers to request specific products or brands from retail channel members. 
See also: push strategy 

	Reilly's law

	 
	- A model used in trade area analysis to define the relative ability of two cities to attract customers from the area between them. 

	Robinson-Patman Act (1936)

	 
	- This is an amendment to the Clayton Act that prohibits price discrimination when the effect "may be substantially to lessen competition or create a monopoly"; prohibits payments of broker's commission when an independent broker is not employed; forbids sellers to provide allowances or services to buyers unless these are available to all buyers on "equally proportional terms"; and prohibits a buyer from inducing or receiving a prohibited discrimination in price. 
See also: antitrust laws and Clayton Act 

	reach

	 
	- The number of different persons or households exposed to a particular advertising media vehicle or a media schedule during a specified period of time. It is also called cumulative audience, cumulative reach, net audience, net reach, net unduplicated audience, or unduplicated audience. Reach is often presented as a percentage of the total number of persons in a specified audience or target market. 

	reference price

	 
	- The price that buyers use to compare the offered price of a product or service. The reference price may be a price in a buyer's memory, or it may be the price of an alternative product. 
See also: anchor, anchoring effect, transaction value, 

	regional shopping center

	 
	- 1. (geography definition) This type of shopping center ranges from 300,000 to more than 1,000,000 square feet. It provides shopping goods, general merchandise, apparel, furniture, and home furnishings in full depth and variety. It is built around at least one full-line department store with a minimum of 100,000 square feet. 2. (retailing definition) One of several standard classes of shopping centers recognized by The Urban Land Institute. It provides for general merchandise, apparel, furniture, and home furnishings in depth. Typically, it has one or two full-line department stores larger than 100,000 square feet and total center store area ranging from 300,000 square feet to 850,000 square feet. It is a class of planned shopping centers, usually with major department store units and with usually 50 to 100 stores, serving a very large trading area. It is larger than a community shopping center. 
See also: arcade shopping center, factory outlet center, mall-type shopping center, neighborhood shopping center, off-price shopping center, strip-type shopping center, super regional shopping center, 

	relationship marketing

	 
	- Marketing with the conscious aim to develop and manage long-term and/or trusting relationships with customers, distributors, suppliers, or other parties in the marketing environment. 

	replenishment cycle

	 
	- A term used in inventory management that describes the process by which stocks are resupplied from some central location. This process often involves the development of quantitatively based inventory models designed to optimize this resupply process. 

	repurchase rate

	 
	- The volume of purchase and the amount of time that typically occur between consumer or retailer purchasing occasions for a specific product. 

	reservation price

	 
	- The highest price a buyer is willing to pay for a product or service. 
See also: price thresholds and maximum acceptable price 

	retail store

	 
	- A place of business (establishment) open to and frequented by the general public, and in which sales are made primarily to ultimate consumers, usually in small quantities, from merchandise inventories stored and displayed on the premises. 
See also: retail structure and unplanned center 

	retail structure

	 
	- The spatial distribution of retail stores and store types, including the composition of groupings of stores, spacing, and relationship to market. 

	retailing

	 
	- A set of business activities carried on to accomplishing the exchange of goods and services for purposes of personal, family, or household use, whether performed in a store or by some form of nonstore selling. 

	retailing mix

	 
	- Those variables that a retailer can combine in alternative ways to arrive at a strategy for attracting its consumers. The variables usually include merchandise and services offered, pricing, advertising and promotion, store design, location, and visual merchandising. 

	reverse logistics

	 
	- The process of returning products in a physical channel. In many logistics systems, there are two way flows of product and service. In some systems, products must be returned to a central location for repair and refurbishing. In other systems, products may be recalled and returned to a central processing area. 

	reverse marketing

	 
	- A proactive, market-oriented approach to procurement. 

	roles

	 
	- The behavior that is expected of people in standard situations. Roles are the patterns of needs, goals, beliefs, attitudes, values, and behavior that are expected of an individual occupying a particular position in society. 

	rural population

	 
	- That part of the total population not classified as urban. 
See also: urban population 

	Self reference criterion (SRC)

	 
	- The unconscious reference to one's own cultural values or one's home country frame of reference. 

	Sherman Antitrust Act (1890)

	 
	- This act prohibits contracts, combinations, and conspiracies that restrain interstate or foreign trade, and prohibits monopolization, attempts to monopolize, and conspiracies to monopolize. (See also antitrust laws; contract, tying; HartScott-Rodino Antitrust Improvements Act; Miller-Tydings Resale Maintenance Act; and rule of reason.) 

	Soft Drink Interbrand Competition Act (1980)

	 
	- This act permits the use of exclusive geographic areas by the soft drink industry for bottling and distribution. 

	Staggers Rail Act (1980)

	 
	- This act allows competition and demand to establish rates for rail transportation; it prohibits predatory pricing and undue concentration of market power. 

	Standard Industrial Classification (SIC)

	 
	- A system developed by the U.S. Department of Commerce to assign products and establishments to categories. It divides the U.S. economy into 11 divisions, including one for non-classifiable establishments. Within each division, major industry groups are classified by two-digit numbers. Within each major two-digit SIC industry group, industry subgroups are defined by a third digit, and detailed industries are defined by a fourth digit. More detailed product categories range up to seven digits. 

	Store loyalty

	 
	- 1. (consumer behavior definition) The degree to which a consumer consistently patronizes the same store when shopping for particular types of products. 2. (retailing definition) A condition in which a customer regularly patronizes a specific retailer. 

	safety stock

	 
	- A measurement used in inventory management. It is the average amount of inventory on hand when a new shipment arrives. Higher levels of safety stock to protect against out of stock condition require additional dollar investment in inventory. 

	sales management

	 
	- The planning, direction, and control of the personal selling activities of a business unit, including recruiting, selecting, training, equipping, assigning, routing, supervising, paying, and motivating as these tasks apply to the sales force. Sales management involves three interrelated processes: (1) formulation of a strategic sales program; (2) implementation of the sales program; and (3) evaluation and control of sales force performance. In formulating the strategic sales program, sales management involves a number of activities including development of account management policies, demand forecasts, and quotas and budgets; sales organization; sales planning; territory design; deployment; and routing. In implementing the sales program, sales management activities include supervising, selecting, recruiting, training, and motivating the sales force. In addition, implementation requires the development of compensation systems and sales force incentive programs. The evaluation and control of sales force performance involves the development and enforcement of methods for monitoring and evaluating sales force performance. Sales management activities typically required for evaluation and control include behavioral analysis, cost analysis, and sales analysis. 

	salesperson

	 
	- A person who is primarily involved in the personal process of assisting and/or persuading a potential customer to buy a product or service to the mutual benefit of both buyer and seller. 
See also: sales representative 

	satisfaction/dissatisfaction

	 
	- A positive or negative reaction to a purchase decision or product after purchase. (See also consumer satisfaction, expectation-disconfirmation model, and postpurchase evaluation.) 

	satisficing

	 
	- An action whose goal is to do something less than optimal, i.e., an action that is satisfactory and will "get me by." 

	scanning

	 
	- The process in point-of-sale systems (point-of-sale service) wherein the input into the terminal is accomplished by passing a coded ticket over a reader or having a hand-held wand pass over the ticket. 

	scrambled merchandising

	 
	- A deviation from traditional merchandising that involves the sale of items not usually associated with a retail establishment's primary lines - e.g., supermarkets handling nonfood items, drug stores selling variety goods and sometimes, hardware. It is also called scrambled retailing. 

	selective perception

	 
	- 1. The conscious or unconscious increase in attention for stimuli and information consistent with a person's attitudes or interests, or conscious or unconscious discounting of inconsistent stimuli. 2. The ability of the individual to protect himself or herself from the chaos and confusion of excessive and conflicting incoming stimuli. By selectively perceiving and organizing these stimuli, order is created. The needs, values, beliefs, opinions, personality, and other psychological and physical factors are brought into play leading to selective attention, selective exposure, and selective retention, along with the ability to distort and add information to meet the needs of the perceiver to cognitively reorganize reality. 

	self service

	 
	- 1. A type of operation in which the customer is exposed to merchandise that may be examined without sales assistance, unless the customer seeks such assistance. It is usually accompanied by central or area checkouts or transaction stations. This is typical of supermarkets and discount stores. 2. retailers offering minimal customer service. 
See also: self selection 

	selling

	 
	- The personal or impersonal process whereby the salesperson ascertains, activates, and satisfies the needs of the buyer to the mutual, continuous benefit of both buyer and seller. 

	shelf talker

	 
	- A printed card or other sign used in retail stores to call attention to a shelved product. It commonly is attached to the shelves or railings of display cases. 

	shopping center

	 
	- A group of architecturally unified commercial establishments built on a site that is planned, developed, owned, and managed as an operating unit related in its location, size, and type of shops to the trade area it serves. 

	shopping product

	 
	- A product such as a better dress or hair treatment for which the consumer is willing to spend considerable time and effort in gathering information on price, quality, and other attributes. Several retail outlets are customarily visited. Comparison of product attributes and complex decision processes are common. 
See also: consumer product, convenience product, emergency product, fashion product, impulse product, specialty product, staple good, 

	situation analysis

	 
	- The systematic collection and study of past and present data to identify trends, forces, and conditions with the potential to influence the performance of the business and the choice of appropriate strategies. The situation analysis is the foundation of the strategic planning process. The situation analysis includes an examination of both the internal factors (to identify strengths and weaknesses) and external factors (to identify opportunities and threats). It is often referred to by the acronym SWOT. 

	skimming price policy

	 
	- A method of pricing that attempts to first reach those willing to buy at a high price before marketing to more price-sensitive customers. 
See also: penetration price policy 

	slotting allowance

	 
	- 1. (retailing definition) A fee paid by a vendor for space in a retail store. 2. (sales promotion definition) The fee a manufacturer pays to a retailer in order to get distribution for a new product. It covers the costs of making room for the product in the warehouse and on the store shelf, reprogramming the computer system to recognize the product's UPC code, and including the product in the retailer's inventory system. 

	social factors in consumer behavior

	 
	- The variables other than individual psychological and cognitive factors that have an influence on the behavior of the consumer in the market place. They include the small group, subculture such as ethnic groups, and social class.

	social impact of marketing

	 
	- The external effects of the processes and outcomes of marketing on the well-being of society in general or of specific population segments. Comment: The economics term "externalities" connotes the same effects. The social impacts maybe positive or negative. Examples of general impacts would be the effects on public health of the promotion of cigarette smoking. Segment impacts would be advertising portraying the elderly as forgetful, frightened, and physically infirm; or racially discriminatory real estate marketing. These would be negative impacts. An example of a positive impact would be automobile commercials that portray drivers as always wearing seat belts. 
See also: social marketing, social responsibility of marketing, 

	social marketing

	 
	- 1. (environments definition) The branch of marketing that is concerned with the use of marketing knowledge, concepts, and techniques to enhance social ends, as well as the social consequences of marketing strategies, decisions, and actions. 2. (social marketing definition) Marketing designed to influence the behavior of a target audience in which the benefits of the behavior are intended by the marketer to accrue primarily to the audience or to the society in general and not to the marketer. Comment: Social marketing is sometimes confused with social impact of marketing. Social marketing can be carried on by for-profit, public, and private nonprofit organizations or by individuals. Examples would be attempts to influence individuals to stop smoking (by the private nonprofit American Cancer Society) or report crimes (by the public U.S. Department of Justice). An attempt of one friend to influence another to go on a diet is also social marketing. 

	social responsibility of marketing

	 
	- The obligation of marketing organizations to do no harm to the social environment and, wherever possible, to use their skills and resources to enhance that environment. Comment: Social responsibility of marketing also is called societal marketing. This term is frequently confused with social marketing. 

	soft goods

	 
	- These are generally felt to be the clothing portion of nondurable goods. They may also include bolt goods and notions. 

	specialty department store

	 
	- A large store with a department store format that focuses primarily on apparel and soft home goods. 

	specialty store

	 
	- 1. A store that handles a limited variety of goods, as compared to single-line stores. 2. A departmentalized apparel store, as distinct from a department store. 3. Increasingly, a store that caters to narrowly defined core customer target markets. 

	spot market

	 
	- The market for immediate delivery or, in the interbank market, for delivery within two business days of the transaction. 

	spreading activation

	 
	- Through this usually unconscious process, interrelated aspects of consumers' knowledge are activated during comprehension and decision making. 
See also: activation 

	stakeholder

	 
	- One of a group of publics with which a company must be concerned. Key stakeholders include consumers, employees, stockholders, suppliers, and others who have some relationship with the organization. 

	staple good

	 
	- A convenience product such as sugar or potatoes that is bought often and consumed routinely. Staples often offer little differentiation and are sold importantly on the basis of price. These sometimes are called commodity products, but industrial products can be commodities, too. 
See also: consumer product, emergency product, impulse product, shopping product, specialty product, 

	staple merchandise

	 
	- The merchandise for which a fairly active demand continues over a period of years and which the retailer finds necessary to carry continually in stock. 
See also: basic stock list 

	stock turnover

	 
	- 1. (physical distribution definition) The number of times average stock keeping units are sold during a specific time period (usually one year)..) 2. (retailing definition) An index of the velocity with which merchandise moves into and out of a store or department. The rate of stock turnover is the number of times during a given period, usually on an annual basis, that the average inventory on hand has been sold and replaced. It is computed by dividing sales by average inventory, with both stated in comparable valuations, either cost or selling price. 
See also: inventory turnover 

	store brand

	 
	- The private brand that is owned by a retailer. 

	store image

	 
	- 1.(consumer behavior definition) The total of what consumers think about a particular store. 2. (retailing definition) The way in which a store is defined in a shopper's mind. It is based on the store's physical characteristics, retailing mix, and a set of psychological attributes. 

	strategic alliances

	 
	- Cooperation strategy between companies to jointly pursue a common goal. They are also referred to as collaborative agreements or global strategic partnerships. 

	strategic business unit (SBU)

	 
	- From a strategy formulation point of view, diversified companies are best thought of as being composed of a number of businesses (or SBUs). These organizational entities are large enough and homogeneous enough to exercise control over most strategic factors affecting their performance. They are managed as self contained planning units for which discrete business strategies can be developed. 

	strategic market planning

	 
	- The planning process that yields decisions in how a business unit can best compete in the markets it elects to serve. Strategic market decisions are based on assessments of product market and pertain to the basis for advantage in the market. The plan that is the output of the process serves as a blueprint for the development of the skills and resources of a business unit and specifies the results to be expected. In many companies these are called strategic business plans. 
See also: strategic planning 

	strategy

	 
	- This describes the direction the business will pursue within its chosen environment and guides the allocation of resources and effort. It also provides the logic that integrates the perspectives of functional departments and operating units, and points them all in the same direction. The strategy statement for a strategic business unit is composed of three elements: (1) a business definition that specifies the area in which the business will compete; (2) a strategic thrust that describes whether a competitive advantage is to be gained by focusing the scope or by exploiting an asymmetry in the position of the business; and (3) supporting functional strategies that are activities designed for consistency and comparability with other activities and the strategic thrust. 
See also: marketing strategy 

	strip-type shopping center

	 
	- A shopping center in which stores are aligned along a thoroughfare, usually set back some distance from the street to permit front parking. 
See also: arcade shopping center, community shopping center, factory outlet center, mall-type shopping center, neighborhood shopping center, off-price shopping center, regional shopping center, super regional shopping center, 

	substitute products

	 
	- The products that are viewed by the user as alternatives for other products. The substitution is rarely perfect, and varies from time to time depending on price, availability, etc. 
See also: complementary products and product class 

	substitute

	 
	- Substitutes-in-kind are products that look alike and represent the same application of a distinct technology to the provision of a distinct set of customer functions. Substitute-in-use are products that have shared functionality based on the customer's perception of all the ways in which their needs can be satisfied in a given usage or application situation. The attractiveness of a substitute product depends on (1) its initial price, (2) customer switching costs, (3) postpurchase costs of operation, and (4) the additional benefits the customer perceives and values. 
See also: cannibalization 

	super regional shopping center

	 
	- One of several standard classes of shopping centers recognized by The Urban Land Institute. It provides for extensive variety of general merchandise, apparel, furniture, and home furnishings. Typically, it has three or more full-line department stores of more than 100,000 square feet each, and total store area of center may be about 600,000 square feet to more than 1,500,000 square feet. 
See also: arcade shopping center, community shopping center, factory outlet center, mall-type shopping center, neighborhood shopping center, off-price shopping center, regional shopping center, strip-type shopping center, 

	supermarket

	 
	- A large departmentalized retail establishment offering a relatively broad and complete stock of dry groceries, fresh meat, perishable produce, and dairy products, supplemented by a variety of convenience, nonfood merchandise and operated primarily on a self service basis. 

	superstore

	 
	- A very large store that is typically of a supermarket character and offers an unusually wide range of the merchandise lines carried, with appeal to the mass market. This term may apply in any line of trade. 

	sustainable competitive advantage

	 
	- A sustainable competitive advantage exists when a firm is implementing a value-creating strategy not simultaneously being implemented by any current or potential competitors and when these other competitors are unable to duplicate the benefits of this strategy. The sustainability of a competitive advantage depends upon the possibility of competitive duplication. Invisible assets may allow a firm to sustain a competitive advantage. 

	systems selling

	 
	- An approach aimed at providing better service and satisfaction to customers, through the design of well integrated groups of interlocking products, together with the implementation of a system of production, inventory control, distribution, and other services, to meet major customers' needs for a smooth-running operation. 
See also: approach, sales, balance sheet method, benefit approach, compliment approach, consultative selling, customer orientation, formula selling, high-pressure selling, multilevel selling, problem solution approach, 

	The Four Ps

	 
	- A traditional view of marketing that divides the function into four, interconnected parts: Product, Price, Promotion, Place (distribution). 
See also: marketing, promotion, product, price, distribution, channels)., 

	Theory of Reasoned Action (consumer behavior)

	 
	- A theory developed by Martin Fishbein that assumes consumers consciously consider the consequences of alternative behaviors and choose the one that leads to the most desirable consequences. The theory states that behavior is closely related to behavorial intentions which are in turn the result of attitudes toward performing the behavior and social normative beliefs. 

	Type I error

	 
	- The rejection of a null hypothesis when it is true; it is also known as alpha error. 

	Type II error

	 
	- The failure to reject a null hypothesis when it is false; it is also known as beta error. 

	target market

	 
	- The particular segment of a total population on which the retailer focuses its merchandising expertise to satisfy that submarket in order to accomplish its profit objectives 
See also: advertising strategy 

	target market identification

	 
	- The process of using income, demographic, and life style characteristics of a market and census information for small areas to identify the most favorable locations. 

	territory management

	 
	- The development and implementation of a strategy for directing selling activities toward customers in a sales territory aimed at maintaining the lines of communications, improving sales coverage, and minimizing wasted time. Territory management includes the allocation of sales calls to customers and the planning, routing, and scheduling of the calls. 
See also: call frequency, circular routing, leapfrog routing, routine call pattern, zoning, 

	total cost (TC) (physical distribution definition) also Total Logistics Costs (TLC)

	 
	- In a physical distribution system, total cost includes all the costs of transportation, warehousing, order processing, packaging, etc. 
See also: fixed cost, total, profits and variable cost, total, 

	total cost of goods sold

	 
	- The gross cost of goods sold plus alteration room and workroom net cost, if any, less each discount earned on purchases. 
See also: gross margin of profit and retail inventory method of accounting 

	Trade area

	 
	- 1. (geography definition) A geographical area containing the customers of a particular firm or group of firms for specific goods or services. 2. (retailing definition) A geo-graphic sector containing potential customers for particular retailer or shopping center. 
See also: trading area 

	Trade Name

	 
	- A trademark that is used to identify an organization rather than a product or product line. 
See also: logo 

	trade show

	 
	- 1. (sales definition) An exhibition in which a number of manufacturers display their products. 2. (sales promotion definition) A periodic gathering at which manufacturers, suppliers, and distributors in a particular industry, or related industries, display their products and provide information for potential buyers (retail, wholesale, or industrial). 
See also: trade sales promotion 

	transactions cost analysis

	 
	- An approach to analyzing the economics of vertical relationships. The basic premise is that firms will internalize those activities they are able to perform at lower cost, and will rely on the market for those activities for which other providers have an advantage. The costs of transactions are determined by the frequency with which they recur, the environmental uncertainty surrounding them, and the specificity of the assets they require. 

	transfer pricing

	 
	- The pricing of goods and services that are sold to controlled entities of the same organization, e.g., movements of goods and services within a multinational or global corporation. 

	trickle down theory

	 
	- The belief that clothing fashions trickle down from the higher socioeconomic classes to the lower classes as consumers attempt to emulate individuals with greater social status. Research evidence generally does not support a trickle down theory. The diffusion of fashion appears to trickle across social classes rather than trickle down or up. 

	Uniform Commercial Code

	 
	- A code adopted by most states that provides consistency in commercial law and deals with all the aspects of a commercial transaction as well as other commercial matters such as bulk sales, investment securities, and the bank collection process. 

	Uruguay Round

	 
	- The multilateral negotiations between the member countries of GATT that were held in Uruguay from the mid-1980s to 1993. 

	ultimate consumer

	 
	- A consumer who buys goods for personal or family use or for household consumption. 

	unique selling proposition (USP)

	 
	- An approach to developing the advertising message that concentrates on the uniquely differentiating characteristic of the product that is both important to the customer and a unique strength of the advertised products when compared to competing products. 

	unit pricing

	 
	- Under unit pricing, products offered for sale include the price per unit such as per ounce, pound, or quart, in addition to the price of the product as packaged. 

	universal product code (UPC)

	 
	- 1. (retailing definition) A national coordinated system of product identification by which a ten-digit number is assigned to products. The UPC is designed so that at the checkout counter an electronic scanner will read the symbol on the product and automatically transmit the information to a computer that controls the sales register. The code is called OCR-A. 2. (environments definition) A set of bars or lines, printed on most items sold in supermarkets and other mass retailing outlets, that permits computers at checkout counters to retrieve the price of the item from its memory or data base. The data generated can be used for a wide variety of marketing decisions such as inventory control, allocation of shelf space, advertising, pricing, and so on. 
See also: barcode and scanner 

	unwholesome demand

	 
	- The desire for goods, services, and activities that are deemed to reduce individual and social welfare. Comment: Examples include the desire for illegal drugs, excessive amounts of alcoholic beverages, and driving at excessive speeds. 

	utility

	 
	- 1. (general definition) The state or quality of being useful. 2. (economic definition) The usefulness received by consumers from buying, owning, or consuming a product. 
See also: place utility, possession utility, time utility, 

	VALS

	 
	- An acronym standing for values and life styles. VALS is a psychographic segmentation approach developed at Stanford Research Institute International. 
See also: inter-directedness and other-directedness 

	Vidale-Wolfe model

	 
	- An econometric model that represents the rate of change of sales as a function of the rate of advertising spending. The tagged effect of advertising is incorporated using a sales decay term (Vidale and Wolfe 1957). The model allows the effect of advertising to have different rise versus decay rates. 
See also: advertising models 

	value

	 
	- The power of any good to command other goods in peaceful and voluntary exchange 

	value added by marketing

	 
	- The increase in value due to performance of marketing activities by a firm. Value added by marketing is computed by subtracting the market value of purchased goods from the market value of goods sold. 

	value added

	 
	- 1. (environments definition) An economic concept referring to the value that a firm adds to the cost of its inputs as a result of its activities, thereby arriving at the price of its outputs. [WL/MBC] 2. (product development definition) A measure of the contribution to a product's worth by any organization that handles it on its way to the ultimate user. Value added is measured by subtracting the cost of a product (or the cost of ingredients from which it was made) from the price that the organization got for it. For resellers, this means the firm's gross margin; for manufacturing firms, it means the contribution over cost of ingredients. Presumably whatever work that firm did is reflected in the higher price someone is willing to pay for the product, hence that firm's value added. 

	value analysis

	 
	- 1. (industrial definition) An analytical procedure to study the costs versus the benefits of a currently purchased material, component, or design in order to reduce the cost/benefit ratio as much as possible. It is also called value engineering. When performed by a seller, it is often referred to as value-in use analysis. 2. (product development definition) A systematic study of a product wherein the analyst keeps asking, "Can the cost of this part, this subassembly, or this step be reduced in any way, or even eliminated?" Value analysis is usually performed by engineers who are seeking new, less expensive ways to design or create the product being studied. It may be performed on the products the firm produces, or on products that it purchases from its suppliers. 

	value based pricing

	 
	- A price setting process based on the value the product provides to the customer. 

	value chain analysis

	 
	- An approach to assessing the positions of competitive advantage. A value chain first classifies the activities of a business into the discrete steps performed to design, produce, market, deliver, and service a product. Supporting these specific value-creation activities are firm-wide activities such as procurement, human resource management, technology, and the infrastructure of systems and management that ties the value chain together. To gain advantage a business must either perform enough of these activities at a lower cost to gain an overall cost edge while offering a parity product, or perform them in a way that leads to differentiation and a premium price. 

	value-in-use pricing

	 
	- A method of setting prices in which an attempt is made to capture a portion of what a customer would save by buying a firm's product. 
See also: demand-oriented pricing, perceived-value pricing, value pricing, 

	variety store

	 
	- An establishment primarily selling a wide variety of merchandise in the low and popular price range usually in limited assortments, such as stationery, gift items, women's accessories, toilet articles, light hardware, toys, housewares, and confectionary. Variety stores were formerly known as limited price variety stores because merchandise was usually not sold outside some specified price ranges. 

	vending machine

	 
	- The retail sale of goods or services through coin- or currency-operated machines activated by the ultimate consumer-buyer. (See also automatic merchandising machine operator, automatic selling, and nonstore retailing.) 

	vertical marketing system

	 
	- 1. (channels of distribution definition) The channel systems consisting of horizontally coordinated and vertically aligned establish-ments that are professionally managed and centrally coordinated to achieve optimum operating economies and maximum market impact. The three types of vertical marketing systems are administered vertical marketing system, contractual vertical marketing system, and corporate vertical marketing system. 2. (physical distribution definition) A long-term channel relationship in which two or more firms acknowledge and desire interdependence 
See also: vertical marketing system competition 

	videotex retailing

	 
	- An interactive electronic system in which a retailer transmits data and graphics over cable or telephone lines to a consumer's TV or terminal. 

	viral marketing

	 
	- A marketing phenomenon that facilitates and encourages people to pass along a marketing message. Nicknamed viral because the number of people exposed to a message mimicks the process of passing a virus or disease from one person to another. 

	Wearout

	 
	- A condition of inattention and possible irritation that occurs after an audience or target market has encountered a specific advertisement too many times. 

	Web analytics

	 
	- The process of using web metrics to extract useful business information. 
See also: web metrics 

	Web metrics

	 
	- Any of a number of measurement criteria used to evaluate the effectiveness of online marketing campaigns. Common measurements include unique visitors, page views, return visits, visit duration, conversion rate, conversion by campaign, etc. 
See also: web analytics 

	Weber's law

	 
	- This states that product purchasers and users are more interested in the relative differences between products than in the absolute characteristics of products standing alone. 

	Wheel of Consumer Analysis

	 
	- A simple model of the key factors in understanding consumer behavior and guiding marketing strategy. It consists of three parts: affect and cognition, behavior, and the environment. 

	Wheeler Lea Act (1938)

	 
	- This act was an amendment to the Federal Trade Commission Act that added the phrase "unfair or deceptive acts or practices in commerce are hereby declared unlawful" to the Section 5 prohibition of unfair methods of competition, in order to provide protection for consumers as well as competition. 

	World Wide Web

	 
	- A portion of the Internet that consists of a network of interlinked Web pages. This is the aspect of the Internet most familiar to users. 
See also: Internet 

	warehouse

	 
	- A physical facility used primarily for the storage of goods held in anticipation of sale or transfer within the marketing channel. 

	warehouse store

	 
	- A large discount retailer that offers merchandise in a no frills or warehouse type of environment. 

	warehouse, private

	 
	- A private, or corporate, warehouse is a facility that is operated by the buyer or the seller of the product. It may be used to store raw materials in anticipation of production, work in process, or finished goods awaiting shipment to the buyer. 

	warehouse, public

	 
	- 1. (physical distribution definition) A for-hire facility that is available to any business requiring storage or handling of goods. The public warehouse usually operates on a monthly contract and charges for storage plus a handling fee for receiving goods and moving goods out of storage.2. (retailing definition) A storage facility generally privately owned that does not take title to the goods it handles. It may issue receipts that can be used as security for loans. 
See also: warehouse receipts 

	wheel of retailing theory

	 
	- A theory of retail institutional change that explains retail evolution with an institutional life cycle concept. 
See also: central place theory, concentric zone theory, dialectic process, gravity model, natural selection theory, retail accordion theory, retail life cycle, 

	white goods

	 
	- 1. Large kitchen appliances. 2. Sheets and other bedding items. 

	wholesale club

	 
	- A general merchandise wholesaler and/or retailer that offers a limited merchandise assortment with little service at low prices and sells only to club member ultimate consumers and member trade people. It is sometimes called a warehouse club. (See also closed-door discount house.) 

	wholesaler

	 
	- A merchant establishment operated by a concern that is primarily engaged in buying, taking title to, usually storing and physically handling goods in large quantities, and reselling the goods (usually in smaller quantities) to retailers or to industrial or business users. 
See also: distributor, jobber, middleman, supply house, 

	word-of-mouth communication (WOM)

	 
	- 1. (consumer behavior definition) This occurs when people share information about products or promotions with friends. UPP/JCO] 2. (consumer behavior definition) The information imparted by a consumer or individual other than the sponsor. It is sharing information about a product, promotion, etc., between a consumer and a friend, colleague, or other acquaintance. For example, a consumer may tell a friend about a particularly good price he or she received on a product. Research has found that word-of-mouth communication about products is more likely to be negative than positive. 

	yield management

	 
	- The practice of pricing to maximize the amount of revenue received per unit sold. It is commonly associated with the pricing practices of airlines, hotels, and other sellers of “perishable" products. 

	Zapping

	 
	- The act of using a remote control to change television channels when an advertisement begins. Advertisers are concerned that this will be harmful, but it is still unclear what effect zapping will have on advertising effectiveness. 
See also: zipping 

	zone pricing

	 
	- The delivered cost based on factory price plus averaged freight rate for the section or territory to which goods are shipped (same delivered cost to all in the zone). 
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