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October 6. Occasional references are made to pages in the “Welcome Readers” section found in the front
of the book (pp. vii-xii).

15 Puzzle 1-31

“9-11” commemoration

9-11

99 Cents Only Stores
1-20, 4-1

A

AAA (American
Automobile
Association) 12-20

Abasement as 2 human
need 5-13

Abbreviated brand names
6-22

ABC (Audit Bureau of
Circulations) 5-20

ABC Media 11-10

ABC television network
9-30, 10-2

Abram Lyle & Sons 3-11
Abrams, Paul 3-28

Absenteeism, employee
9-26

Absolute advantage 9-27
Abuse of statistics 7-15
Academy Awards 5-16

Academy of Motion
Picture Arts and
Sciences 5-16

Accessibility, email 12-17

Accessible goods 8-8
Accessories 5-18

Accommodating
customers (see also:
Service) 12-19

Accomplishments (see
also: Success) 10-13,
11-24

Accountability,
advertising 3-8

Achievement as 2 human
need 5-13

ACNielsen (see also:
Nielsen...) 3-10, 6-3,
9-5,10-2

Acoustics (see also:
Environment, physical)
8-21

Acquisition as a human
need 5-13

Acquisition objective,
customer 2-3, 2-20, 8-3,
8-4,10-31

Acting employees (see
also: Dramaturgy) 4-15

Action bias (see also:
Implementation) 2-24,
7-31

Action figures (see also:
Dolls) 8-26

Actions 7-11

Activities, indoor vs.
outdoor 9-26

Activity booklets for
children 11-1

Actors 5-16

Acts (Congressional
ordinances) 2-17, 6-30,
7-27, 8-14,10-22, 11-3,
11-16, 12-23

Ad agencies (see also:
names of specific ad
agencies) 3-9, 3-15, 3-
23, 4-23, 5-25, 6-23, 8-5,
8-13,9-7,11-13,12-3

Ad(s)... (see also:
Advertising. ..
Advertisements...)

ADAC Laboratories 10-4

Adapting to
circumstances 7-14

Addictive buyer behavior
9-4

Adestra Ltd. 6-7

Administrating surveys,
methods of 12-5

Adpministrative Behavior 6-15

Adoption patterns 8-20,
12-4

Adulteration of food,
beverages and drugs
6-30

Advantage, pioneer (see
also: Speed to market)
5-24,8-12,11-25

Adventure 7-1

Adversity, overcoming
9-16, 9-24, 10-12, 10-15,
12-29

Advertisements (see also:
Advertising...) 8-26

Advertisements, alcohol
6-3

Advertisements, classified
2-22,9-23,12-14

Advertisements,
illustrated vs. copy-only
11-11

Advertisers 9-7

Advertising 1-27, 2-7,
315, 5-4, 7-11, 8-5,
8-13, 8-25, 8-26, 12-7

Advertising accountability
3-8

Advertising Age magazine
6-13, 8-7

Advertising agencies 3-9,
3-15, 3-23, 4-23, 5-25,
6-23, 8-5, 8-13,9-7, 11-
13,12-3

Advertising and gender
8-26

Advertising
announcements 10-25,
12-14

Advertising appeals (see
also: Appeals...) 9-28,
10-29

Advertising as a highway
4-29

Advertising as a synchro-
marketing tactic 5-28

Advertising audience 9-30

Advertising awards (see
also: Hall of Fame...)
5-16

Advertising budgets 1-1,
6-3

Advertising campaign,
AFLAC 2-28

Advertising campaign, Flit
1-14

Advertising campaigns,
new 7-1

Advertising circulars,
printing 12-12

Advertising
comprehension 9-30

Advertising copywriters
7-11,7-22

Advertising costs 2-6,
7-11

Advertising creativity
9-30, 10-21

Advertising during family
viewing time 4-9

Advertising effectiveness
3-8, 3-15, 9-2, 9-25,
10-21, 10-29

Advertising evaluation 3-8

Advertising expense (see
also: Advertising
budgets) 2-6, 7-11

Advertising font decisions
12-14

Adpvertising Hall of Fame
11-13,12-3

Advertising icons 2-28,
3-13

Adpvertising lighting 1-19

Advertising models 5-22


http://en.wikipedia.org/wiki/Copyright_symbol

Marketing For A/l the Marbles Every day

Advertising photogtaphs/
pictures 11-11

Advertising repetition
1-25, 10-8

Advertising research 3-8,
11-18

Advertising Research
Foundation 10-29

Advertising revenues 2-16

Advertising signage (see
also: Signs...) 6-14

Advertising slogans 4-3,
5-23, 6-9, 6-13, 6-26,
7-22,9-29,10-28, 11-3

Advertising spokespeople
(see also: Spokes-
characters, Spokes-
people, Endorsements)
5-22,11-15

Advertising testing 3-8,
11-18

Advertising theory 9-25

Advertising to children’s
market 5-27

Advertising warfare 7-22

Advertising waste (see
also: Advertising
effectiveness, SPAM)
7-11

Advertising, “help
wanted” 9-23

Advertising, bathroom
11-10

Advertising, billboard
10-22

Advertising, bottled water
5-17

Advertising, celebrities in
5-22

Adpvertising, changing
5-25

Advertising, cigarette 7-10

Advertising, classified
2-22,9-23,12-14

Advertising, comparative
8-17

Advertising, compelling
10-29

Advertising, controversial
7-22

Advertising, engaging
10-29

Advertising, entertain-
ment necessity of 5-25

Advertising, factual
information in 10-29

Advertising, false
representations in (see
also: Misleading
messages) 11-16

Advertising, familiar
words and pictures in
10-21

Advertising, gender-
related 8-26, 9-28

Advertising, government
regulation of 10-22

Advertising, hats 5-17

Advertising, historical
12-14

Advertising, humorous
explanation of 6-2

Advertising, magazine
2-16

Advertising, memorable
10-29

Advertising, music in (see
also: Music) 12-8, 12-31

Advertising, newspaper
5-17

Advertising, outdoor
11-10

Advertising, out-of-store
4-4

Advertising, problem-
focus in 5-29

Advertising, retail store
7-11
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Advertising, role of 9-9

Advertising, storytelling in
10-29

Advertising, tasteless 7-22

Advertising, television
1-17, 2-21, 4-11, 69,
7-14,9-8, 11-15

Advertising, tires 5-17

Advertising, toilet paper
11-10

Advertising, traditional
424

Advertising, washroom
11-10

Advertising, World War I
5-17

Advice, career 2-4, 4-10,
4-19, 8-11,9-16

Advice, life 8-11

Aerosol sprays,
fluorocarbon 3-15

Aesthetic attributes (see
also: Product attributes,
Store attributes) 6-5,
8-26

Affect (see: Emotions)

Affection for pets vs.
partners 11-29

Affective communications

8-13

Affiliation as a human
need 5-13

Affiliation, group 7-30

Affluence (see also:
Income) 5-4, 7-12, 7-30,
8-3, 8-5, 8-29, 10-14,
11-17,11-25

Affordability 7-23, 10-14

AFLAC advertising
campaign 2-28

AFLAC Duck 2-28

AFLAC insurance 2-28

INDEX

Africa (see also: names of
specific African
countries) 6-29, 12-26

African harvest festivals
12-26

Affrican-American family,

culture, community
12-26

African-American market
10-2

After-Christmas sales
12-26, 12-27

Age (see also:
Demographics and
specific age segments
such as Children, Teens,
Seniors...) 1-20, 1-28,
1-30, 2-24, 4-20

Age and feelings of
nostalgia 9-14

Age and preferences 8-31
Age of anglers 8-9
Age, Argentina 7-9

Aggression as a human
need 5-13

Agreements (contracts)
4-1, 6-10, 12-8

Agreements, specification
of currency in

international 4-1

Agricultural equipment
4-19

Agrticulture, Kenya 10-20

Agticulture/horticulture-
related businesses (see
also: Farming, Food...)
9-26

Air conditioning 1-11
Air Force 6-25

Airlines (see also:
Aviation) 2-14, 6-4,
7-18,11-21, 12-19,
12-20

Airlines, holiday travel via
12-20
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Airplanes (see also:
Aviation) 9-11

Akron, Ohio 5-17

Albuquerque, New
Mexico 1-12

Alcohol advertisements
6-3

Alcoholic beverages 1-1,
1-22,3-12, 3-20, 5-17,
12-31

Alderson, Wroe 9-27
Allen, Chatles A. 11-17
Allen, Roger E. 1-18
Allied Signal 3-5

Allocation of marketing
budgets (see also:
Budgets...) 9-5

Alter ego 5-18

Alternative choice close
12-11

Alternative uses 4-3

Alternatives, decision
6-15

Alternatives, information

about purchase 10-6

Alwalton, Rutland,
England 3-27

Amazon.com 1-12
Ambition 8-5

American Advertising
Federation’s
Advertising Hall of
Fame 12-3

American Association of
Advertising Agencies
10-29

American Automobile
Association (AAA)
12-20

American Bandstand 10-2
American Express 11-25

American Graffiti 1-28
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American Institute of
Public Opinion 11-18

American Magazine 2-16

American Medical
Association 9-8

American Multigraph
Sales Company 12-12

American Safety Razor
Company 9-28

American Telephone &
Telegraph (AT&T) 1-8,
1-24, 6-22,7-16, 10-18

Americans with
disabilities 8-14

Ambherst, New
Hampshire 2-3

Amsterdam, New York
8-11

Amusement 6-16
Anaheim, California 12-20
Analysis 6-8

Anderson, Walt 12-28
Angling (fishing) 8-9
Animals 7-6

Animals as spokes-
characters (see also:
Spokescharacters) 2-28

Animated cartoon electric
sign 4-28

Animated characters (see
also: Spokescharacters)
7-10

Anniversaries (see also:

Weddings) 6-4

Announcements,
advertising 10-25, 12-14

Annual reports 5-21

Anti-Boredom Month
7-1,7-29

Antifreeze 1-11
Antiques 8-31

Antiseptic 5-29

Anxieties (see also:
Worries) 2-25, 7-1,
9-22,10-19, 10-29, 11-1

Anxiety, customer 9-22

Anxiety-producing
messages 10-19

Apathy, audience 9-9
Apologies 1-26

Apparel 1-26, 3-20, 4-4,
5-18, 5-24, 6-18, 6-6,
6-21,7-12, 7-30, 8-6

Apparel Annie 5-16
Apparel marketing 12-14
Apparel stores 6-11

Appealing to children
11-1

Appeals, advertising 9-28,
10-29

Appeals, convenience
12-28

Appeals, family and
grandparents 9-14

Appeals, fear 10-19
Appeals, nostalgic 1-28
Appeals, power 10-15
Appeals, product 12-11
Appeals, sex 8-17

Appeals, time savings
12-11

Appendices in research
reports 3-31

Appert, Nicholas 2-2
Apple Computer 2-24, 4-6
Apple pie 11-9

Apple Week 11-9
Appliance marketing 12-4
Appliances 3-2, 12-4

Appreciating assets,

customers as 8-30
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Appreciation, expressions
of (see also: Gratitude,
“Thank you”) 9-21

Approval of others (see
also: Influencers) 9-28

April Fool’s jokes 3-19,
4-1

Arabic words 1-26
Atbor Day 4-21

Archer (zodiac sign)
11-22

Argentina 7-9

Argentina independence
7-9

Argentina, age 7-9
Argentina, education 7-9

Argentina, imports and
exports 7-9

Argentina, population 7-9

Argentina, trade with U.S.
7-9

Arizona 4-12
Atlington, Virginia 1-22
Armistice Day 11-11

Armour & Company
11-24

Armstrong, Mike 10-18
Army, U.S. 6-29

Arnold, Harry C.
“Buddy” 4-11

Arnold, Henry Harley
“Hap” 6-25

Arousal of senses 7-1

Art of Plain English, The
5-8

Artists (see also: names of
specific artists) 10-25

Artists, marketers as 12-7

Asbury Park, New Jersey
11-13

Ash, Mary Kay 5-12, 9-13
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Asheville, North Carolina
9-26

Asking customers 5-2,
12-11

Asking questions (see
also: Inquiries) 8-19,
12-11

Aspirations 8-3, 8-29,
12-3

Assertions, meaningless
11-3

Assets, customers as

appreciating 8-30
Associated Press 1-30
Assortment 9-29, 12-15
AstraZeneca 2-13
Astrology 4-20, 11-22

Asymmetry, information
11-19

AT&T (American Tele-
phone & Telegraph)
1-8, 1-24, 6-22, 7-16,
10-18

Athens, Greece 7-14
Athletes 2-5

Athletes’ endorsements
(see also: Spokespeople)
3-25,6-12,11-6

Atlanta, Georgia 7-8

Atlantic City, New Jersey
3-6

ATMs (Automatic Teller
Machines) 3-20

Attention 4-4, 4-28

Attention, advertising and
5-25

Attention, audience 11-10,
12-14

Attention, consumers’
11-23

Attention, faking 3-1
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Attention, garnering (see
also: Publicity) 6-22,
11-10, 11-14, 12-2

Attention, garnering
media 11-14, 12-2

Attention-getting stimuli
4-28

Attire 1-26, 3-20, 4-4,
5-18, 5-24, 6-18, 6-6,
6-21,7-12, 7-30, 8-6

Attire and grooming,
employee 9-12

Attitude measurement 9-2

Attitude object attributes
(see also: Product
attributes, Store
attributes) 9-2

Attitude, “can do” (see
also: Confidence,
Enthusiasm, Optimism,
Positive thinking) 5-23

Attorneys 1-5, 4-12, 8-16

Attracting new customers
2-3, 2-20, 8-3, 8-4,
10-31

Attractiveness 8-3

Attributes, aesthetic 6-5,
8-26

Attributes, attitude object
9-2

Attributes, brand 9-2

Attributes, functional
8-26

Attributes, product 1-7,
3-15, 6-5, 8-17, 8-21,
8-26

Attributes, salient (see
also: Product attributes,
Store attributes) 6-5,
8-21

Attributes, store (see also:
Physical environments,
Store environments)
12-15

Auckland, New Zealand
7-20
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Audience apathy 9-9

Audience attention (see
also: Attention...)
11-10, 12-14

Audience involvement
11-19

Audience, advertising
9-30

Audiences, measuting
media market 9-5

Audiences, television 5-16
Audimeter 6-3

Audit Bureau of
Circulations (ABC) 5-20

Auditing, circulation 5-20

Audubon, John James
4-26

Augmentation, product
2-19

Augusta, Georgia 12-13
Austin, Texas 2-24, 9-6

Australia 1-23, 2-10, 4-1,
6-21,11-11, 12-26

Australian Ballet School
4-26

Austria 5-8, 9-4, 11-19
Auto Nation 12-29
Auto parts 5-3

Auto repair shops 9-26

Automatic Teller
Machines (ATMs) 3-20

Automobile colors 12-2
Automobile design 6-5

Automobile innovations
12-2

Automobile production
10-14

Automobile service 12-11

Automobile traffic 4-28,
12-20

Automobiles 1-7, 1-11,
2-23,2-27,3-2,3-12,
3-17, 3-27, 4-11, 4-25,
4-28,5-1, 5-3, 5-24, 5-3,
6-21, 7-23, 7-30, 8-7,
8-10, 8-31, 9-26, 10-20,
11-5,11-27, 12-1

Automobiles, financing
12-10

Automobiles, forecasting
demand for 10-14

Automobiles, holiday
travel via 12-20

Autonomy as a human

need 5-13
Autumn 9-26
Avarice 5-7

Aviation (see also:
Airlines, Airplanes and
names of specific
aviation companies, €.g.,

Boeing) 6-25
Avon Products, Inc. 11-2
Award ceremonies 5-16

Award programs 5-16,
10-4

Awareness, advertising

5-22

Awareness, brand 2-20,
10-8

Awareness, buyer 10-30

Awareness, creating

public 3-24

Awareness, problem 5-29

B

B2B exhibitions/shows
10-24
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B2B marketing 4-13, 9-17,
10-24

B2S (back-to-school)
spending 8-6

Babbittry 2-7

Background with buyers,
common 12-16

Back-stage service roles
4-15

Back-to-school (B2S)
spending 8-6

Bad breath 5-29, 6-28
Baer, Jay 6-11

Bajaj Auto Ltd. 6-10
Bajaj, Rahul 6-10
Bakers 6-4

Baking 9-14

Baking powder 5-1

Baldrige Award criteria
10-4

Baldrige, Malcolm, Jr.
10-4

Balloons 4-28

Ballymena, Northern
Ireland 3-30, 11-17

Baltimore, Maryland 3-3,
11-7

Bankruptcy 10-10

Banks/banking 10-31,
12-8

Bans, smoking 11-21

Banzai, Zhangzhou,
China 10-10

Barad, Jill E. 5-23

Barbasol (see also:
Shaving) 12-11

Barbie (doll) 5-23, 11-12

“Bargain basement” 11-26

INDEX

Bargains (see also:
Clearance..., Dis-
counts..., Price/
pricing..., Sale
events...) 6-14

Barksdale, Jim 1-24
Barnard, Fred R. 11-11
Barnevik, Percy Nils 2-13

Barnum, Phineas Taylor
“P.T.” 6-2

Barton, Bruce 8-5
Baseball 12-29

Basie, William “Count”
8-21

Basketball 7-31
Bath, England 1-10

Bathroom advertising
11-10

Bathroom needs 2-9
Baths 6-28
Battle of Bunker Hill 6-17

Battle of Puebla de Los
Angeles 5-5

BBDO ad agency 8-5,
11-13

Beanie Babies 9-3

Beatles 3-4

Beauty 10-22

“Beauty consultants” 9-13
“Beauty shows” 9-13
Becherer, Hans 4-19
Beckwith, Harry 12-19

Beer (see also: Alcoholic

beverages) 3-12
Beer pong 4-5
Bees 5-23
Belch, George E. 8-17
Belch, Michael A. 8-17

Belgium 12-6
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Belief in astrology 4-20,
11-22

Beliefs and buyer
behavior (see also:
Perceptions...) 4-20,
11-22

Beliefs vs. reality 4-20

Ben & Jerry’s Homemade
3-18

Benefits 8-3

Benefits, customer 5-5,
8-3, 8-25

Bengal Presidency, India
6-10

Benz, Karl 3-17

Berkeley University 10-25
Berkshire Hathaway 8-30
Berlin, Germany 10-21
Berlin, Irving 5-1
Bernanke, Ben 12-13
Bernbach, William 8-13

Berry, Leonard L. “Len”
2-3

Best Mystery Story award
5-16

Betsy McCall (doll) 5-18

Beverages (see also:
specific beverage
categoty [e.g., Alcohol,
Coffee, Soft drinks,
Tea, etc.] and specific
brand names [e.g., Coca
Cola, Pepsi, etc.]) 4-11,
6-9, 6-30, 7-8, 10-2,
12-23

Beverly Hills Hotel 5-12

Beverly Hills, California
5-12

Bezos, Jeffrey Preston
1-12

Bias for action (see also:
Implementation) 2-24,
7-31
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Biases in survey research
3-31, 5-13, 12-30

Bible Week 11-23

Bible(s) (see also: Golden
Rule) 11-23, 12-24

Bicycles 10-14

Big-ticket items, financing
12-10

Billboards 2-6, 10-22,
11-10

Bipolar adjectives 9-2
Birds 5-1

Bird-watching 4-26, 5-1,
5-28

Birmingham, England 9-9
Birnbaum, Nathan 1-20
Birthday cards 8-10, 11-1

Birthday celebrations &
promotions 1-20, 4-20,
8-10

Birthdays 5-3

Birthdays, company-
specific 4-26

Birthdays, products’ and

customers’ 8-10
Birthstones 4-3

Bishop, Hazel Gladys
8-17

Black Friday 11-25
Black Pearls perfume 2-26
Black, Joanne S. 4-13

Blackout periods, United
Way 9-1

Blair, Tony 5-6
Blame 4-30

Blame avoidance as a
human need 5-13

Blanc, Samuel O. 3-28

Blockbuster Video
Entertainment Corp.
12-29

Bloomindale’s 4-15

Bloomingdale, Alfred
4-15

Blue moons 12-30
Body odor 6-28
Boeing 5-26
Bombs 9-11
Bond, James 5-25

Bonding,
intergenerational 10-29

Bonuses 2-19
Book matket 11-20
Book stores 4-26
Booklets 4-4

Books 1-12, 1-18, 4-11
4.26,11-2, 11-24

>

Books, children’s 1-18,
4-26

Books, self-help 11-24
Borden, Gail, Jr. 2-2
Borden, Neil H. 12-7
Boredom 7-1, 7-29
Boring Institute 7-1
Bossidy, Larry 3-5

Boston, Massachusetts

1-10, 2-6, 6-17
Bottled water 12-9

Bottled water advertising
5-17

Bottom line 3-18, 4-14,
8-4,10-10, 10-31, 11-19,
12-1,12-7

Bottom line, societal 3-18
Boulder, Colorado 12-7
Boutiques 9-3
Bowersville, Ohio 5-31
Bowie, David 7-13

Bowler of the Year award
7-29

Bowling centers 7-29
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Bowling market 7-29
Boxing Day 12-26
Boycott, Chatles 3-12
Boycotts 3-12
Bradford, Andrew 2-16

Bradham, Caleb Davis
5-27

Brand attributes 9-2
Brand awareness 10-8
Brand differentiation 8-30
Brand dilution 2-19, 7-18

Brand exposure and
children 11-1

Brand extension 7-18

Brand loyalty (see also:
Commitment,
Customer retention,
Loyalty) 11-1

Brand name changes 6-22

Brand names (see also:
names of specific

brands) 3-17

Brand names, abbreviated
6-22

Brand names, confusion

regarding 6-22

Brand names, initials as
6-22

Brand names, meaning of

6-22
Brand performance 8-30
Brand profiles 9-2

Brand profitability (see
also: Profitability) 11-19

Brand recognition 7-8

Brand references in news
releases 12-9

Brand stories 10-29
Brand trust 11-19
Brand values 9-11

Brand/product image 9-2

INDEX

Brand-building 4-2, 7-18

Branding 1-27, 2-10, 3-17,
8-30, 12-7

Branding and
promotional items 10-8

Branding people 11-28

Brands (see also: specific
brand names) 3-4, 3-7,
8-3

Brands and social causes

10-2

Brands as super heroes
2-21

Brands, “exclusive” 7-30
Brands, competing 9-2

Brands, criteria for
evaluating 9-11

Brands, lifestyle 7-18

Brands, multiple designs
for 9-3

Brandweek 10-29

Branson, Richard C.N.
7-18

Brazil 4-30, 8-26, 10-16
Bread 9-14
Breakfast cereal 6-20

“Breaking the ice” (see:
Rapport building)

Breast cancer 12-19
Breath, bad 5-29, 6-28

Brentwood, California
6-12

Brice, Fanny 3-21
Bridal shops 7-18
Bridge (card game) 1-20
Bridges 1-22

Brief cases 8-26

Brigham Young
University 4-16

Britain (see: Great Britain)

www.MarketingMarbles.com

British Columbia, Canada
6-1

British East Africa 10-20

British Promotional
Merchandise
Association 10-8

Brockton, Massachusetts
8-8

Bronx, New York 8-17

Brooklyn, New York
2-28,7-19,7-22,8-19

Brower, Chatles H. 11-13
Brown, Alexander 11-17
Brushes 1-13

Bryan-College Station
(Texas) Eagle 6-4

Budapest, Hungary 4-30

Budgets, advertising 1-1,
6-3

Budgets, marketing 9-5,
9-17

Buehrig, Gordon M. 6-5

Buenos Aires, Argentina
7-9

Buffalo Bills 6-12

Buffalo Soldiers Day 7-28
Buffalo, New York 6-12
Buffet, Warren 8-30

Bull (zodiac sign) 4-20
Bulldogs 9-12
Bumblebees 5-23

Bundle of benefits 5-5

Bungay, Suffolk, England
4-4

Bunker Hill, Battle of
6-17

Burbank, California 9-26
Bureaucracy 4-27
Burger King 3-19, 5-30

Burhill, Surrey, England
9-29
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Burnett, Leo 10-21
Burns, George 1-20

Buses, holiday travel via
12-20

Bush, Barbara 6-8

Bush, George Bush, Sr.
11-21

Bush, George W. 2-4,
6-27

Business growth (see also:
Growth) 10-28, 12-10

Business models 12-29

Business relationships
(see also:
Relationships...) 3-1

Business results as Bald-
rige Award criteria 10-4

Business-to-business
(B2B) marketing 4-13,
9-17,10-24

Busy shopping days
11-25, 12-20
Butter 4-3

Buy One Get One Free””
promotions 7-14

Buyer behavior and
beliefs (see also:
Perceptions...) 4-20,
11-22

Buyer behavior,
forecasting 11-13

Buyer control 10-15

Buyer motivation 4-17,
5-13

Buyers, offended 1-26

Buyers’ expectations (see:
Expectations,

consumer/customer)

Buyers’ financial situation
(see also: Affluence,
Income, Poverty) 1-7

Buying habits, seasonal
(see also: Calendar-led
buyer behavior,
Seasonality, Timing of
demand) 3-20

Buzz (see also:
Attention. .., Publicity)
1-13, 3-24, 4-24, 5-12,
5-16, 6-12, 6-29, 7-3,
7-28,11-14,12-2,12-7,
12-9,12-24

C

C2C communications (see

also: Influencers, Word-
of-mouth
communications) 10-11

Cable television 2-8, 7-23,
10-2

Calculators 8-6
Calendar 10-13

Calendar timing (see also:
Calendar-led marketing)
X, 4-20, 12-7

Calendar year 12-31

Calendar-led buyer
behavior (CLBB) x,
4-20,11-8

Calendar-led marketing
(CLM) (see also:
Seasonality, Timing,
Windows...) x, 4-20,
11-25,12-22, 12-31

Calendar-led marketing,
articles about x

Calendars and marketing,
articles about x

Calendars, marketing
4-26,11-25

Calendrical constraints
1-11
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California 1-3, 1-20, 1-21,
2-21,2-24,2-29, 3-26,
4-1,4-18,4-21, 4-26,
4-29,5-12, 5-14, 5-15,
5-16, 6-9, 6-12, 9-7,
9-16, 9-18, 9-26, 10-4,
10-5,10-17, 10-25,
11-12,12-8, 12-14,
12-20, 12-26

California Perfume
Company 11-2

Calvin College 12-29
Camel cigarettes 7-10

Camel, Joe 7-10

Cameron Mackintosh Ltd.

10-17

Campbell Soup Company
9-14,10-29

Campbell, Naomi 5-22
Campgrounds 4-21

“Can do” attitude (see
also: Confidence,
Optimism, Positive
thinking) 5-23

Canada 1-10, 1-13, 3-30,
4-1,4-15,6-1, 7-28,
8-15,10-24, 11-11,
12-26

Canada’s Day of
Commemoration of the
Great Upheaval 7-28

Cancer, breast 12-19

Candy 7-28, 9-24, 10-31,
11-14, 1227

Candy consumption, U.S.
9-24

Candy, Halloween 10-31

Candy-related holidays
9-24

Canned Food Month 2-2
Canned meat 6-30
Canning/cans 2-2

Canter, Laurence 4-12

INDEX

Capitalism (see: Free
enterprise)

Carbonated drinks (see
also: Beverages, and
names of specific
carbonated beverages,
e.g., Coca-Cola, Pepsi)
5-27, 6-29,7-8, 7-18,
12-23

Cards, birthday 8-10
Cards, Christmas 12-18

Career advice (see also:
Success) 2-4, 4-10, 4-19,
8-11,9-16

Career decisions 9-6
Career engagement 9-6

Career passion (see also:
Enthusiasm, Passion)
9-6

Career planning 3-20,
9-16, 12-8

Careers 5-24

Carnegie, Andrew 11-25
Carnegie, Dale 11-24
Carpenter, Karen 12-8
Carpenter, Richard 12-8

Carpenters (musical
group) 12-8

Carpets 7-29

Carrying costs, inventory
4-25,8-8,12-27

Carry-out cartons 12-28
Cars (see: Automobiles)
Carson, Johnny 10-23
Carter, Don 7-29
Carter, Julia 2-9

Cartier 8-26

Cartons, carry-out 12-28

Cartoon characters (see
also: Spokescharacters)
3-13,6-9

Cartoon signs 4-28
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Cartoons 1-14, 1-18, 5-18
Carvel’s 7-14

Cash Discount Act 7-27
Cash discounts 7-27
“Cash only” pricing 3-30
Cash payments 7-27
Cash rebates 7-27

Cat in the Hat, The 1-14

Catalogs (see also: Mail
order) 2-15, 4-4, 8-2,
11-2

Categories, (re)naming
product 8-15, 8-26, 8-31

Caterers 2-1, 6-4

CBS television network
10-2

Cedartown, Georgia 7-16

CEIR (Center for
Exhibition Industry
Research) 10-24

Celebrating holidays 7-28,
12-24,12-31

Celebrations, birthday
8-10

Celebrations, graduation
gifts and 5-24

Celebrities in advertising
(see also:
Endorsements...,

Spokespeople) 5-22
Celebrities” birthdays 4-26

Celebrity endorsements
(see also:
Endorsements...,

Spokespeople) 5-1

Celestial phenomena (see
also: Astrology) 4-20

Cell phones 7-23, 8-6
Census Bureau, U.S. 8-1

Census of the Population,
US. 81
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Center for Exhibition
Industry Research
(CEIR) 10-24

Centers for Disease
Control and Prevention
9-22

Central America 7-9
Cereal, breakfast 6-20

Certain Philosophical
Questions 1-4

Chain metaphor, sales
(see also: Metaphors)
10-30

Chambers, John T. 8-23

Champagne (see also:
Alcoholic beverages)
1-1,5-17

Champaign, Illinois 7-13

Championing ideas 4-23

Chanel (brand) 1-26

Change 2-29, 5-7, 5-11,
5-31, 11-22, 12-23,
12-30

Change, receptiveness to
11-22,12-30

Change/travel/adventure
as human needs 5-13

Changes in marketing mix
12-30

Changes, brand name
6-22

Changing advertising
approach 5-25

Changing habits (see also:
Habits) 12-23

Channel of distribution,
in-home 9-13, 9-26,
10-30

Channels of
communication 7-14

Channels of distribution
(see also: Distribu-
ton...) 7-26, 9-3, 9-13,
9-26, 10-30, 12-7

Characteristics of
effective salespeople
(see also: Sales success)
5-12, 8-19, 10-23, 10-31,
11-6, 12-11

Characteristics of poor
listeners (see also:
Listening) 3-1

Charan, Ram 12-8

Chatities (see also: Non-
profit organizations)
6-27,7-3,9-1, 11-14,
12-21

Charts (see also: Visual
aids) 7-15

Cheese 4-3
Chemical products 7-9

Chemicals and Long-Term
Economic Growth 5-19

Chennai, Tamil Nadu,
India 10-28

Cheskin (firm) 2-17
Cheskin, Louis 2-17
Chess 3-9

Chewing gum 10-25
Cheyenne, Wyoming 5-15
Chiat/Day 3-9

Chicago, Illinois 3-9, 3-21,
3-9, 4-5, 5-20, 6-8, 6-16,
7-3, 8-18, 9-3, 9-5, 10-2,
10-9, 10-25, 11-6, 11-14,
11-26, 12-29

Children 9-3, 10-25,
10-29, 10-31, 11-12

Children and brand
exposure 11-1

Children and personal
information 7-25

Children and tobacco
products 9-8

Children as adults 11-1

Children as influencers
111
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Children, marketing to
5-18, 5-27, 7-10, 8-6,
11-1

Children, restriction of
purchases by 10-7

Children, school 8-6

Children’s books 1-18,
4-26

Children’s market 5-27,
10-6, 11-1

Children’s opinions 11-1
Children’s stories 7-6
Chile 9-15

China 10-10

Chinquapin, North
Carolina 5-27

Chipotle Mexican Grill,
Inc. 4-24

Chocolate (see also:
Candy) 7-28, 9-24,
12-27

Chocolates, Frango Mint
11-14

Choices, giving buyers
12-11

Chortley, Lancashire,
England 3-11

Christ 12-24, 12-25

Christian holidays (see
also: names of specific
holidays) 12-25

Christianity 3-4
Christians 3-4

Christmas (see also:
Holiday...) 1-5, 2-1,
5-3,9-24,12-5,12-25

Christmas cards 12-18

Christmas countdown
11-26

Christmas Day 12-24,
12-25

Christmas Eve 11-26,
12-24

INDEX

Christmas Eve
celebrations 12-24

Christmas season (see
also: Holiday season)
10-3

Christmas season,
“second” 12-26

Christmas shopping
season 8-6, 11-8, 11-26

Christmas trees 12-27

Christmas, Saturday
before 11-25

Christmas/holiday gifts
(see also: Gifts...) 12-5,
12-9

“Chronic halitosis” 5-29
Chrysler 1-7, 12-2
Church services 9-16
Church, Ellen 5-15
Churches, drive-in 9-16
Churchill, Winston 10-10

Cigarette advertising 7-10,
9-8

Cigarette packaging 9-8

Cigarettes 1-20, 6-24,
8-17,9-8, 11-21

Cigars 5-1

Cincinnati, Ohio 4-10
Cinco de Mayo 5-5
Cinnabon 7-14

Circulars, advertising
12-12

Circulation data 5-20

Circumstances, adapting
to 7-14

Circus 6-2
Cisco Systems 8-23

City College of New York
10-25

Civil actions 11-16

Civil rights 1-15
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Clapton, Eric 7-13
Clark, Arthur C. 6-14
Clarke, Anne 1-5
Clarke, Dennis 1-5
Clarke, Francis D. 4-27

Classified advertisements
2-22,9-23 12-14

Claude, George 1-19

CLBB (calendar-led buyer
behavior) (see also:
CLM, calendar-led
marketing) x, 4-20, 11-8

Cleaning/cleanliness 6-28,
8-22,10-2, 10-5

Clean-up projects 4-22
Clearance discounts 11-26

Clearance sales, post-
Christmas 12-26, 12-27

Cleveland, Ohio 1-27,
2-18,8-23, 11-6, 12-12,
12-21

Clifford, Christine K.
12-19

Climate (see also: Cold...,
Seasons, Temperatures,
Weather) 9-26, 12-22

Climate controlled
shopping environments
9-26

Clios (advertising awards)
5-16

CLM (calendar-led
marketing) (see also:
CLBB, Seasonality,
Timing..., Windows...)
x, 4-20, 11-25, 12-22,
12-31

Close to customers (see
also: Customer
orientation, Customer
relationships) 1-29

Closed-body vehicles 1-11
Closes, sales 12-11

Closing a deal 4-13
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Clothing 1-26, 3-20, 4-4,
5-18, 5-24, 6-6, 6-11,
6-18, 6-21, 7-12, 7-30,
8-6,12-14

Clothing marketing 12-14
Clothing stores 6-11
Clubs for children 11-1

Clubs, frequency (see also:
Customer retention,

Loyalty) 12-19
Coach, sales 12-16

Coca-Cola Company, The
6-29, 7-8, 9-11

Coca-Cola slogans 10-28

Coca-Cola/Coke 5-26,
5.27,6-29,7-8, 10-28

Coffee 5-1, 7-19

Cognizance as a human
need 5-13

Cohen, Ben 3-18

Coke/Coca-Cola) 5-26,
5-27,6-29, 7-8, 10-28

Cold calling (see also:
SPAM) 1-13

Cold weather planning
(see also: Inclement
weather, Seasonality,
Weather, Winter) 9-20,
12-22

Colds 9-26
Colgate-Palmolive 8-22

Collectibles/ collections
2-19,8-31,9-3

College (see also: names
of specific colleges and

universities) 4-10

College and high school
enrollment statistics
5-24

College degrees 5-24

College students 3-20,
5-24

Cologne (see also: Per-
fume, Toiletries) 7-22

Color 6-5, 7-1, 7-7, 10-31,
12-2

Colorado 4-24,12-7,
12-28

Colors, automobile 12-2
Columbus Day 10-12

Columbus, Christopher
8-3, 10-12

Columbus, Georgia 7-8

Columbus, Ohio 11-15,
12-28

Comcast Corp. 10-18

Comfort of customers
and employees 9-26

Comments, customer
5-21, 6-11, 7-14, 8-24,
11-7

Commerce, California 4-1
Commercialization 5-19

Commercialization of

human feelings 4-15

Commissions vs. salaries
1-13

Commitment (see also:
Loyalty, Promises) 6-29,
7-21

Commitment, job 11-30
Commodities 1-27, 3-11

Commonalities, finding
12-16

Communication 2-17, 5-8,
7-11, 10-1

Communication achieve-

ment, television as a 5-9

Communication of social
status, wealth or power
7-30

Communication skills 4-2

Communication through
conspicuous
consumption 7-30

Communication, channels
of 7-14
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Communications using
metaphor (see also:
Metaphors) 11-27

Communications,
employee 7-6

Communications,
marketing (see also:
Advertising, Personal
selling, Public relations,
Publicity) 4-20, 8-13,
8-29, 8-31, 9-30

Community 3-18

Community, African-
American 12-26

Company values (see also:
Values...) 4-14, 7-6

Company-customer drift
8-23

Company-specific
birthdays 4-26

Comparative advertising
(see also: Competition,
talking about) 8-17

Comparison of product
attributes 8-17

Compassion (see also:
Empathy, Kindness)
4-30, 7-11, 8-20, 9-22,
11-28,12-19

Compassion as personal
brand attribute 11-28

Compassion of customer

service reps 9-22

Compelling advertising
10-29

Compelling stories 10-29
Compensation 1-13, 4-14

Competition 2-16, 2-19,
2-20,2-23,3-9,4-2, 5-4,
5-7,5-9, 5-16, 7-28,
8-17, 8-27, 9-2, 9-20,
9-27,10-4, 10-10, 10-14
10-18, 11-20, 11-21,
12-2,12-21, 1223

>

Competition among non-
profit organizations
12-21

INDEX

Competition and shake-
out periods 2-20

Competition from outside
of the industry 8-27

Competition, failure to
define and monitor 4-2

Competitive advantage
(see also: Differential
advantage) 5-21, 8-16,
9-27,11-30

Competitive intelligence
5-21

Competitiveness,
international 10-4

Competitiveness, U.S.
12-23

Competitors, information
about 5-21

Competitors, lawsuits
against 11-16

Competitors, talking
about 1-8, 8-17

Competitors’ innovations
5-21

Competitors’ prices 5-21
Complacency 9-20

Complaints, consumer/
customer (see also:
Comments...,
Inquiries...) 6-11, 8-24,
9-22,10-6

Complaints, gender-
related 9-22

Compleat Angler, The 8-9

Complementary products
4-3

Comprehension 3-1, 5-8,
5-13, 9-30

Comprehension of

advertising 9-30

Computers (see also:
Online..., Tech-
nology...) 8-6, 4-11
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“Concept of the
Marketing Mix, The”
(article) 12-7

Concern for employees,
management 8-20

Concord, Massachusetts
7-12

Concrete and cold
weather 9-26

Conde Nast Publishing
3-23

Condiments 10-5
Cone, Fairfax 2-21
Cone, Steve 2-28

Coney Island, New York
6-14, 6-16

Confidence (see also:
Enthusiasm, Passion)
8-3,9-20, 10-26, 11-6

Confidential information
6-13

Confirmation of
expectations 8-3

Conflicts of interest 2-16
Conformity 2-7

Confusion regarding
brand names 6-22

Confusion, customer
11-27

Congress, U.S. 7-23, 7-28,
8-1,12-23

Congressional ordinances
(Acts) 2-17, 6-30, 7-27,
8-14,10-22, 11-3, 11-16,
12-23

Congressmen 8-5

Connecticut 1-13, 2-27,
4-17,6-11, 9-14, 10-6

Connecting with buyers
12-16

Consensus 1-6, 1-15, 6-25
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Consequences, decision
(see also: Decision-
making, Decisions...)
6-15

Conservation of natural
resources 4-21, 4-22

Conservation-related
events and causes 4-21,
422

Consistency, product (see
also: Heterogeneity)
10-5

Conspicuous
consumption 7-30, 8-29

Constitution, U.S. 8-1

Constraints (see also:
Limited resources) 1-11,
11-22

Construction as 2 human

need 5-13

Consumer and trade
shows, timing of 10-24

Consumer Attitudes to
Disclosing Personal Data
Jfor Direct Marfketing 6-7

Consumer behavior, early
research of 3-15

Consumer credit/debt
(see also: Credit, Debt,
Financing) 1-30

Consumer decision-
making (see also:
Decision-making,
Purchase decisions)
11-3

Consumer durables 1-7,
3-2,12-4,12-10

Consumer durables,

financing 12-10

Consumer expenditures in
Kenya 10-20

Consumer experiences
(see also: Experiences)
3-4

Consumer feedback 5-21,
6-11,7-14, 8-24,11-7

Consumer interest (see
also: Consumerism

movement) 10-6

Consumer learning/
education 12-23

Consumer letters 12-19

Consumer motivation (see
also: Motivation) 4-17,
5-13, 8-29

Consumer perceptions
(see also: Perceptions)
8-21,9-2,12-17

“Consumer Protection:
Corrective Measures”

(article) 10-6

“Consumer Protection:
The Issues” (article )
10-6

Consumer Reports 2-16,
12-15

Consumer research (see
also: Marketing
research, Survey
research) 3-15, 11-13

Consumer rights (see also:
Consumerism

movement) 2-27

Consumer shows/exhibi-
tions (see also: Trade
and consumer shows)
10-24

Consumer slavery 9-4
Consumer society 9-4

Consumer spending 1-9,
1-30, 5-3, 8-6, 11-1,
12-13

Consumer/customer
complaints (see also:
Comments...,
Inquiries...) 6-11, 8-24,
9-22,10-6

Consumer/customer
dissatisfaction (see also:
Satisfaction...) 2-14,
7-1, 8-3, 8-24. 10-6,
107, 11-21, 123
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Consumer/customer
expectations 5-2, 6-11,
8-3, 8-18, 8-24, 8-31,
10-5, 12-15, 12-19

Consumer/customer
satisfaction (see also:
Satisfaction) 4-14, 4-16,
8-4, 8-20, 8-25, 9-10,
10-4, 10-5

Consumerism movement

2-27,10-6,11-3

Consumers as prisoners
of addiction and envy
9-4

Consumers with
disabilities (see also:
Disabilities) 8-14

Consumers, “vulnerable”
10-6

Consumers, intelligent 9-4

Consumers’ attention (see
also: Attention) 11-23

Consumers’ investments

5-26

Consumer-to-consumer
(C2C) communications
(see also: Word-of-
mouth communica-
tions) 10-11

Consumption behavior
and weather (see also:
Inclement weather,

Weather) 9-26

Consumption chain (see
also: Cross selling) 12-4

Consumption ladder 8-29

Consumption patterns,

seasonal 9-26

Consumption rates 8-8,
9-11

Consumption,

conspicuous 7-30, 8-29

Contact information in

news releases 12-9

Contemplative Man’s
Recreation 8-9

INDEX

Content marketing 11-29

Content usefulness, email
12-17

Contests 6-14, 7-1, 11-14

Continuous improvement
4-14,6-8, 6-11

Contracts 4-1, 6-10, 12-8
Contrarians 3-26

Control of spokespeople
6-12

Control, buyer 10-15
Control, cost 12-27, 12-29
Controllable factors 12-7

Controversial advertising
7-22

Convenience 5-30, 7-27

Convenience appeal

12-11, 12-28

Convenience, location
12-15

Convenience, online

shopping 12-5

Convenience, shopping
8-8

Conventional wisdom
(see also: Experiences,
Expertise, Heuristics,
Information, Know-
ledge, Understanding)
3-26,11-4

Conversation, engaging
others in 11-24

Convictions 1-6

Conway, Massachusetts
8-18

Cookie stores 9-18

Cooking demonstrations
11-19

Cookouts 7-4
Coolidge, Grace 11-9

Coolidge, John Calvin, Jr.
11-9
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Copy-only advertisements
11-11

Copyright laws 1-17

Copywriters, advertising
7-11,7-22

Core product 2-19

Cornell University 5-30,
10-6

Corning, lowa 10-23

Coronado Mercury, The
12-14

Coronado, California
12-14

Conporate Communications

7-6

Corporate social
responsibility (CSR)
(see also: Social
responsibility) 10-2

Correspondence course
1-10

Correspondence,
customer (see also:
Customer comments,
Inquiries) 12-19

Cosmetics 3-31, 5-5, 7-18,
8-17,9-13

Cost advantages 2-12
Cost control 12-27,12-29
Costa Rica 9-15

Costs of production 10-14

Costs to consumers,

shifting inventory 12-27

Costs vs. perceived value
2-19

Costs, advertising 2-6
Costs, carrying 8-8, 12-27

Costs, inventory-related
4-25, 8-8,12-27

Costs, operating and
maintenance/repair
4.25,10-1, 11-21
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Countdown, Christmas
11-26

Counteraction as 2 human
need 5-13

Counting 11-18
Coupons 11-1, 12-28
Courage 1-6

Courage to compete
10-18

Cowboy, National Day of
the 7-28

Cows 12-11

Coyne, Kevin 5-21
Crabtree, Paul 6-7
Cracker Jack 2-19

Craig, Jenny 12-9
Craving to possess 8-5
Crayons for children 11-1
Crazy John’s 1-23
Creating demand 12-3

Creative promotional
offers 12-24

Creative spirit 10-25

Creativity 1-16, 5-25, 7-0,
7-22,9-30, 10-21, 10-25,
12-7

Creativity, advertising
10-21

Credit (see also: Debt,
Financing) 1-30, 3-2

Credit card fees 7-27

Credit cards 1-7, 1-14,
7-27,7-30

Credit rates 12-10
Crises 2-9, 2-14, 10-19
Crises, personal 10-19

Crisis management 2-9,
2-14, 4-18

Criteria for Baldrige
Award 10-4

Criteria, purchase (see
also: Purchase deci-
sions) 6-15, 9-11, 10-6

Criticism 7-11

Criticisms of consumer
research 11-13

CRM (customer relation-
ship marketing) (see
also: Relationships...)
8-10

Cross-selling 10-31, 12-4

Crowded shopping
environments (see also:

Environments...) 2-25

Crowell, Henry Parsons
1-27

Cruise ships, holiday
travel via 12-20

Cruises 7-26
Crum, George 8-24

CSR (corporate social
responsibility) (see also:
Social responsibility)
10-2

Cuba 9-7

Cuban, Mark 7-31
Cultural calendars 4-20
Cultural changes 5-6
Cultural values 7-30
Culture(s) 1-26, 9-7, 12-26
Cummins, Julian 3-27
Curiosity 3-14, 10-23

Currency of international
agreements, specifica-
tion of 4-1

Current events as
publicity/promotion
opportunities 3-24

Customer acquisition 2-3,

2-20, 8-3, 8-4, 10-31

Customer as boss (see
also: Customer
orientation) 3-29

Customer benefits 8-25
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Customer boredom 7-1,
7-29

Customer Comes Second, The
8-20

Customer comments/
feedback 5-21, 6-11,
714,824,117

Customer complaints
6-11, 8-24,9-22, 10-6

Customer concerns,
responding to 9-22,
12-19

Customer confusion 6-22,
11-27

Customer contact 3-28,
9-12,9-17,12-19

Customer defection 8-4

Customer encounters
3-28,9-12, 9-17, 12-19

Customer experience
1-12, 12-8

Customer fears and
anxiety (see also:
Anxieties...) 9-22

Customer feedback/
comments (see also:
Customer complaints)
5-21, 6-11, 7-14, 8-24,
11-7

Customer hugs 6-11

Customer importance
3-29, 5-12, 8-30, 10-31

Customer inquiries (see
also: Follow-up,
Questions) 3-17, 3-28,
9-12,9-22,12-19

“Customer is always right,
The” 8-18, 8-24

Customer loyalty (see
also: Commitment,
Customer retention,
Repeat patronage) 1-23,
11-1,12-19

Customer needs 5-2, 8-23

INDEX

Customer orientation 1-8,
1-12,1-23, 1-29, 2-11,
4-2,4-15,5-2, 6-11,
7-31, 8-18, 8-23, 10-26

Customer preferences
(see: Expectations,

consumer/customer)

Customer problems (see
also: Opportunities,
Windows of marketing
opportunity) 5-2

Customer questions 3-17,
3-28,9-12,9-22,12-19

Customer reactions to

change 12-30
Customer relations 10-16

Customer relationship

marketing (CRM) 8-10

Customer relationship-
building 11-17, 12-8,
12-19

Customer relationships
2-13, 3-17, 6-10, 6-11,
8-10, 9-12, 10-26

Customer requests,
honoring 3-17, 9-22,
12-19

Customer requirements
(see also: Expectations,
consumer/customer)
8-18, 8-24

Customer respect (see
also: Customer

orientation) 9-4

Customer retention 2-3,
2-20, 5-15, 8-3, 8-30,
9-21,10-31

Customer service (see
also: Service([s]) 2-15,
4-14, 5-15, 6-11, 6-17,
9-12

Customer service reps,
compassion of 9-22

Customer traffic 9-20,
11-14, 12-27

Customer value 3-29,
5-12, 8-30, 10-31
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Customer wants (see also:
Needs) 1-23

Customer/consumer
dissatisfaction 2-14, 7-1,
8-3, 8-24,10-6, 10-7,
11-21,12-3

Customer/consumer
expectations 5-2, 6-11,
8-3,8-18, 8-24, 8-31,
10-5, 12-15, 12-19

Customer/consumer
perceptions (see also:
Beliefs...) 8-21, 9-2,
12-17

Customer/consumer
satisfaction (see also:
Dissatisfaction, Satisfac-
tion...) 4-14, 4-16, 8-4,
8-20, 8-25, 9-10, 10-4,
10-5

Customer/employee
comfort 9-26

Customer-centric
organizations (see:

Customer orientation)

Customer-contact
employees 3-28, 4-15,
9-12,11-4

Customers as appreciating
assets 8-30

Customers as gods 7-31
Customers as guests 4-15

Customers, attracting new
2-3,2-20, 8-3, 8-4,
10-31

Customers, fickle 8-24

Customers, importance of

3-29, 5-12, 8-30, 10-31
Customers, internal 8-20

Customers, listening to
2-15, 3-15, 8-23,11-7

Customers, other 10-11,
11-21

Customers, talking about
1-8
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Customers, understanding
(see also: Customer
comments, Listening to
customers) 1-29, 4-2,
5-2, 8-18,10-31

Customers, wrong 5-4,
10-31

Customers’ homes 9-13

Customers’ physical
presence 7-26

Customs and symbols,
Christmas 12-25

Cyber Monday 11-25
Cyberspace 7-25

Cyt, Frank W. 7-7

D

Daily Democrat 10-25

Daimler-Benz & Co. 3-17

Daimler-Motoren-
Gesellschaft (DMG)
3-17

Dairy farm 5-30
Dallas Mavericks 7-31

Dallas, Texas 7-31, 9-10,
9-13

Damaged merchandise
(see also: Inventory
carrying costs) 2-2, 8-8,
12-27

Dance and song (see also:
Music) 4-26, 5-5, 10-2

Darwin, Chatles 2-12
Dasburg, John 12-19
Dating 2-14

Dava Restaurant 11-19
Davidson, Caroline 6-18

Davis, Marvin 8-31

Davis, Steve 3-24
Daylight 12-22

Day-of-week marble
codes xi-xii, 2-29

Days until Christmas,
number of shopping
11-26

Days, high sales volume
11-25, 12-20

Dayton, Ohio 1-8

DDB (Doyle Dane
Bernbach) 8-13

DDB Needham (ad
agency) 12-3

De Beers 4-3

Dean Foods Company
8-16

Debt (see also: Credit,
Financing) 1-30, 4-1,
12-10

Decay of stimulation
potency 7-1

Deceptive messages 4-18,
6-2,11-16

Decision alternatives (see
also: Purchase
alternatives) 6-15

Decision consequences
6-15, 8-16

Decision criteria (see also:
Purchase criteria) 10-31

Decision-making 1-6, 2-7
2-29, 6-15, 6-25, 8-3,
10-21

>

Decision-making and
information (see also:
Information...,
Purchase decisions and
information) 6-15

Decision-making, buyers’
7-30, 8-18, 11-3

Decisions 4-20, 6-8, 12-7
Decisions, career 9-6

Decisions, marketing 12-7
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Decisions, maximizing
6-15

Declaration of
Independence 7-4

Declining prices 8-5
Decoration Day 5-30
Decorations 1-28, 10-31
Dedication 6-29, 7-21

Deere & Company 4-19,
4-26

Deere, John 4-26
Deerfield, Michigan 1-6

Defection, customer (see
also: Customer reten-

tion) 8-4
Defective words 3-4

Defects (see also: Failure,
Mistakes, Quality) 2-27

Deference as 2 human

need 5-13
Deicers 1-11
Delaware 5-30
Delays, service 2-14
Deletion, product 1-26

Delineation of trade areas

1-4
Delivery charges 10-1
Delivery, mail 10-1
Dell Computets 4-26
Dell, Michael 4-26
Della Femina, Jerry 7-22

Della Femina, Travisano
& Partners 7-22

Delphi method of
forecasting 6-25

Demand creation 12-3

Demand fluctuations (see
also: Calendar-led buyer
behavior, Seasonality)
1-2,5-28, 12-22

INDEX

Demand forecasting 8-24,
10-14

Demand
interdependencies 4-3

Demand, new product 1-3

Demand, peak and lull
periods of (see also:
Calendar-led buyer
behavior, Seasonality)
1-2, 5-28,12-22

Demand, primary vs.
selective 2-20

Demarketing 4-25, 12-19
Demeanor 11-4

Deming, W. Edwards
10-14

Democracy 2-4

Demographics (see also:
Population and specific
demographic variables
[e.g., Age, Education,
Gender, Income...
etc.]) 8-1

Demographics, Kenya
10-20

Demonstrations, product
/sales 1-13, 3-6, 10-30,
11-19

Dentists 3-31
Denver, Colorado 4-24
Denver, John 12-31

Department of
Agticulture, U.S.
(USDA) 2-23

Department of Policy
Analysis and
Management 10-6

Department stores 2-15,
3-22, 3-30, 4-15, 6-6,
7-11, 8-18, 8-28, 8-30,
9-13,9-29,10-27, 11-14,
11-26

DePauw University 4-10
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Depression, Great (see
also: Economic
downturns) 1-30, 9-16,
9-28

Desensitization, stimuli
4-28,7-29

Design (product) and
gender 8-26

Design (see also: Style)
1-8, 2-27, 5-3, 6-5, 6-20,
7-1, 8-7, 8-26, 9-3

Design flaws 2-27
Design, automobile 6-5
Design, graphic 6-26
Design, packaging 7-1

Design, product 2-15,
4-25,7-1, 8-26, 10-4

Designs, brand 9-3
Designs, gift 5-3
Desire 8-5

Desire for money 7-20

Desire to succeed (see
also: Aspirations, Goals,
Motivation, Success)
7-20

Destiny 2-29, 4-6, 4-20

Details of service

businesses 10-5

Detroit, Michigan 3-6,
4-19,8-7,10-18

Developing countties’
population 11-20

“Device for Aiding the
Deaf to Hear” 4-27

Diamler, Gottlieb 3-17

“Diamond is forever, A”
4-3

Diamonds 4-3
Dickens, Chatles 8-3

Diet Coke (see also:
Coke/Coca-Cola) 7-8

Dietitians 12-9
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Diets (see also: Wellness/
fitness) 1-1, 12-9

Differences across
businesses, perceived
9-25

Differential advantage
(see also: Competitive
advantage) 9-27

Differentiation with new
product forms 3-11

Differentiation, product
1-27, 3-11, 6-20, 8-7,
8-30, 9-3

Diffusion of innovations
8-26, 12-4

Diller, Phyllis 7-17
Dilution, brand 2-19, 7-18

Direct advertising appeal
9-28

Direct mail marketing 6-7,
12-12

Direct selling (see also:
Doot-to-doot..., In
home...) 11-2

Direction, organizational
12-1

Disabilities 2-5
Disabled Americans 8-14

Discontent (see also:
Dissatisfaction) 12-3

Discontinued business
relationships 8-4

Discount retailers (see
also: names of specific
retailers, e.g., Target,
Wal-mart) 8-6, 9-3

Discounted for clearance
11-26, 12-26, 12-27

Discounts (see also: Price,
Pricing, Sale events)
7-27,12-15,12-17

Discounts, cash 7-27
Discovery 10-12

Discretion, employee 10-5

Discretionary income (see
also: Income) 5-3

Disease, heart 9-8

Dishonesty (see also:
Honesty, Misleading
messages) 4-18, 6-7,
7-15,7-16

Dish-washing soaps (see
also: Soap) 8-22

Disney Corp. 1-13, 1-18,
3-7,5-26

Disney Institute, The 6-17

Disneyland’s Frontierland
6-16

DisneyWorld 4-26, 6-17
DiSpirito, Rocco 11-19

Display(s) 1-28, 2-2, 2-6,
4.8,4-28,8-8,12-7

Displays, retro-look 1-28

Displays, window 2-6,
4-8,4-28

Disposable income (see
also: Income) 5-3, 8-14

Disposable products 4-5

Disrespect for women
(see also: Gender,
Women) 2-21

Dissatisfaction, consumer
/customer (see also:
Satisfaction...) 2-14,
7-1, 8-3, 8-24, 10-6,
10-7,11-21, 12-3

Dissatisfaction/satisfaction,
job 4-19, 5-31, 8-20,
10-10

Distasteful messages 7-22,
10-19

Distractions while
listening 3-1

Distractions, Heffalump
trap of 1-18

Distribution (place) (see
also: Door-to-door. ..)
7-26,9-3, 9-13, 9-26,
10-30, 12-7
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Distribution through
small boutiques and gift
shops 9-3

Distribution, in-home
9-13, 9-26, 10-30

Diversification 3-11, 3-12,
4-15,4-25,9-24

Diversity 11-20

Diversity of bowling
market 7-29

Divorce attorneys 1-5
Divorce season 1-5

DJIA (Dow Jones Indus-
trial Average) (see also:
Investments, Stock
market) 1-9, 5-26

DMG (Daimler-Mototen-
Gesellschaft) 3-17

Do Not Call Registry 6-27
Dogs 5-18

Doll, Betsy McCall 5-18
Dollar symbol 4-1

Dolls 5-18, 5-23, 8-26
Dolphins, Miami 12-29

Dominance as 2 human

need 5-13
Dominance of needs 5-13

“Don’t sell the steak — sell
the sizzle.” 12-11

Donahue, Phil 12-21

Donations, charitable 7-3,
12-21

Donkeys 12-24

Door-to-door sales/
salespeople 1-13, 5-31,
9-12,11-2

Dow Jones Industrial
Average (DJIA) (see
also: Investments, Stock
market) 1-9, 5-26

Down payment 1-7, 3-2

Doyle Dane Bernbach,
(DDB) 8-13

INDEX

Drake, Edwin L. 8-27

Dramaturgy 4-15, 5-12,
10-17

Drawings 11-11

Dreams (see also: Aspir-
ations, Goals) 9-16

Dress (see: Attire)
Dress boutiques 2-1
Dress codes 7-12
Dressmaking 12-14

Drinking 1-22, 3-20, 6-3,
12-31

Drinking and driving
12-31

Drive-in churches 9-16

Drive-in movie theaters

(see also: Movies) 1-2
Drive-in restaurants 10-5

Drive-through business
5-30

Driving (see also: Auto-
mobiles) 1-11

Drucker, Peter F. 11-19
Drug rehabilitation 7-23
Drugs 3-31, 6-30
Drugstores 5-5, 7-8
Dry goods stores 4-14
Dublin, Ireland 10-16
Dubner, Stephen J. 5-29
Duck, Donald 4-26
Duesenberg 6-5

Duke of Edinburgh 6-6

Dumont, Alberto Santos
8-26

Dumping 11-4

Dunfermline, Scotland
11-25

Duplicating machines
12-12
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Durable goods 1-7, 3-2,
12-4,12-10

Durables, financing
consumer 12-10

Duran Duran 7-13
Durant, Oklahoma 8-16

Duties of salespeople
10-26

E

E pluribus unum 9-15
E. Moses & Son 4-4

E.V. Haughwout & Co
3-22

Earth Day (see also:
Conservation of natural
resources) 4-21, 4-22

Earthquakes 4-18

East Tennessee State
University 4-11

Easter 9-24

Eastern Christianity
Volodymyr Day 7-28

Eaton, Timothy 3-30
Economic cycles,

managing through
12-10

Economic downturns (see
also: Great Depression)
1-30, 2-20, 4-13

Economic engine,

advertising as an 12-3

Economic fluctuations
1-7,5-6

Economic gain,
motivators of 7-30

Economic growth (see
also: Growth) 5-19
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Economic indicators
12-13

Economic safety nets
8-14

Economic theory 6-14

Economic worries (see

also: Anxieties) 1-30

Economies of scale (see
also: Efficiency) 2-12,
12-29

Economists 7-30, 12-13
Economy 1-7, 2-23, 10-14
Edgar, The (award) 5-16
Edgerton, David 5-30
eDigitalResearch 12-5

Edinburgh, Scotland 5-6,
5-7, 6-6

Edison, Thomas Alva
2-11

Education 2-16, 4-20, 7-7,
12-29

Education, Argentina 7-9

Education, inventive-

minded 10-25
Education, Kenya 10-20

Education/learning,
consumer (see also:
Literacy) 12-23

Eeyore 1-18

Effective salespeople,
characteristics of 5-12,
8-19, 10-23, 10-31, 11-6
12-11

>

Effectiveness, advertising
3-8, 3-15,9-2, 9-25,
10-21, 10-29

Effectiveness, managerial
/otganizational 1-18,
10-30

Effectiveness, marketing
1-29, 2-18, 4-20, 5-28,
12-17

Effectiveness, selling
5-12, 8-19, 10-23, 10-31,
11-6, 12-11

Efficiency 2-12, 2-18,
5.28,10-5, 12-29

Efficiency, fuel 12-23
Eggs 12-11

Ego 7-18, 8-11

Ego, alter 5-18

Einstein, Albert 3-14, 7-5

Eisenhower, Dwight D.
6-29

FEisner, Michael D. 3-7
El Salvador 9-15
Elections 2-4

Electric appliances 12-4
Electric Prunes 4-10
Electric shavers 11-5
Electric signs 4-28

Electric Suction Sweeper
Company 10-30

Electricity 12-4
Electronics 4-11, 8-6
Elegance 3-6
Elephant 9-29
Elevators 3-22
Elgin, Illinois 7-14

Elizabeth Arden
(perfume) 2-26

Ellison, Larry 8-17

Email 4-12, 5-20, 6-7,
10-1, 12-17

Email marketing 6-7,
12-17

Embarrassment 9-22,
11-1

Emergencies, personal
(see also: Crises...)
10-19

Emerging markets 6-10
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Emerging markets,
electricity in 12-4

Emmy Awards 10-23

Emotional and physio-
logical responses 10-29

Emotions (see also:
specific emotions, e.g.,
Embarrassment) viii,
4-15,8-13,9-21

Emotions, employee 4-15

Empathy (see also:
Compassion) 4-30,
8-18,12-19

Empathy for customers
8-18,12-19

Employee absenteeism
9-26

Employee behavior 9-12,
12-1

Employee

communications 7-6
Employee discretion 10-5
Employee emotions 4-15

Employee empowerment
10-5

Employee engagement
11-30

Employee feedback 7-14
Employee layoffs 5-28

Employee motivation
12-1

Employee performance
7-6

Employee recognition 7-6

Employee relations 8-20,
10-16

Employee satisfaction/
dissatisfaction 4-19,
531, 8-20, 10-10, 12-30

Employee training 4-14,
4-15,7-23,10-5

Employees as
intermediaries 7-14

INDEX

Employees, “whole”
11-30

Employees, customer-
centric (see: Customer
orientation)

Employees, customer-
contact 3-28, 4-15, 9-12,
11-4

Employees, growth of
7-11

Employees, outstanding
5-16

Employees, respect for
8-20

Employees’ health 11-21

Employees’ perceptions
8-21

Employees’
representation of

company 9-12

Employer’s preferences
9-28

Employment 7-23

Empowerment, employee
10-5

Encounters, service/
interpersonal 3-28,
9-12,9-17, 12-19

End-of-year marketing
opportunities 12-31

Endorsements (see also:
Spokescharacters,
Spokespeople) 3-25,
5-1, 6-14, 6-29, 11-6

Endorsements, athletes’
(see also: Spokespeople)
3-25,6-12,11-6

Endorsements, celebrity
(see also: Spokespeople)
5-1

Energizer Bunny 3-9
Energy 1-16

Engagement (see also:
Involvement) 9-3, 9-6,
10-29, 11-24, 11-30
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Engagement, career 9-6

Engagement, employee
11-30

Engagement, product 9-3

Engagements, wedding
2-1

Engaging advertising
10-29

Engaging others 11-24
Engaging stories 10-29
Engineers 10-4
Engines 3-17

England (see also: Great
Britain, United King-
dom) 1-4, 1-10, 1-18,
1-22,2-22,3-11, 3-27,
4-4,4-7,4-30, 5-22,
6-14, 6-23, 6-28, 7-2,
7-6,7-13,7-18,7-21,
8-9, 8-18, 8-29, 9-9,
9-29, 10-13, 10-17,
11-26, 12-16

Engles, Gregg L. 8-16
English language 5-8, 7-9

Enrollment statistics,
college and high school
5-24

Entertainment

promotions 3-21

Enthusiasm (see also:
Excitement, Passion)

9-9,11-6, 11-22

Entrepreneurs 6-11, 7-29,
8-15, 8-10, 8-31

Entrepreneurs, marketing
for 1-29

Entreprenecurship 7-18

Environmental
motivators 7-20

Environmental problems
4-22

Environmentally-friendly
packaging 3-10


http://en.wikipedia.org/wiki/Copyright_symbol

Marketing For A/l the Marbles Every day

Environments, physical
2-25,2-27,3-10, 3-15,
4-6, 4-21, 4-22, 5-28,
7-29,11-21

Environments, store 2-25,
4-4,71

Envy, buyer 9-4

Epsilon 2-28

Epworth, England 6-28
Equality, gender 9-23
Equinox, Vernal 3-20
ESPN The Magazine 2-16

Ethical behavior (see also:
Honesty) 4-14, 4-16

Ethical use of surveys 8-4
Ethics, advertising 6-3
Ethiopia 7-13

Ethnic hair and beauty
aids 10-2

Etiquette 6-23, 7-2, 9-12

Etiquette, telephone 7-2,
9-12

Europe (see also: names
of specific European
countries) 6-14, 6-29,
11-20, 12-2, 12-6, 12-16

Europe, population
growth rate of 11-20

Evaluation of brands 9-11
Evenings, time-of-day 4-9
Everest, Mount 7-20

Evergreen Park, Illinois
12-29

Evolutionary nature of
marketplace 2-12

Exaggerations 7-15

Excellence (see also:
Quality, Success) 5-16

Excellence, awards for

5-16

Excellence, operational
2-13

Exceptional Selling. .. 8-18
Excess inventory 12-27
Exchange rates 3-5, 4-1

Excitance/dissipation as a
human need 5-13

Excitement (see also:
Enthusiasm, Passion)
7-1,11-14

“Exclusive” brands 7-30

Execution of decisions

42,68

Exhibition/convention
centers 10-24

Existing customers 2-3

Expectations, consumet/
customer 5-2, 6-11, 8-3,
8-18, 8-24, 8-31, 10-5,
12-15, 12-19

Expectations, managing
2-4

Expenditures in Kenya,
consumer 10-20

Expenditures, consumer
1-9, 1-30, 5-3, 8-6, 11-1,
12-13

Expense, advertising 2-0,
7-11

Experience in decision-
making 10-21

Experience(s) 2-4, 3-4,
5-13,7-1,7-26, 10-21,
12-8

Expetiential principle of
service 7-26

Experiments 12-7

Expertise (see also:
Experience, Wisdom)
4-13,7-21

Experts quoted in news

releases 12-9
Exploration 7-20

Explorations in Personality
5-13

Exploratory research 5-13
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Exposition as a human
need 5-13

Extended Stay America
12-29

External motivation (see
also: Motivation) 7-20

Extravagance 4-8

Extreme sports (see also:
Sports) 7-1

Byewear 12-31

F

“F” word in advertising
7-22

Fabric 6-6

Face-to-face customer
contact 3-28, 9-12, 9-17,
12-19

Face-to-face interviews
(method of survey
administration) 12-5

Fact finding and analysis
12-7

Factors affecting
forecasting accuracy

2-23

Facts 3-1, 5-20, 8-3, 8-17,
10-21, 11-16, 12-7

Facts and decision-
making 8-3, 10-21

Factual information in
advertising 10-29

Failure(s) (see also: Mis-
takes) 4-30, 9-20, 9-24,
10-10, 10-27, 11-1, 11-6

Failures, sales 11-6

Fair Packaging and
Labeling Act 11-3

Fairness of policies and
practices 4-14

INDEX

Fairs (see also:
Festivals...) 5-5

False representations in
advertising (see also:
Misleading messages)
4-18, 6-2, 11-16

False sense of security 3-5

Family 5-18, 7-4, 9-14,
11-25,12-6

Family appeal 9-14

Family viewing time
(television) 4-9, 4-11

Family, African-Ametican
12-26

Famine relief 7-13

“Fancy goods” stores
10-27

Fantasies 8-3
Farm Aid 7-13

Farmers/farming 2-23,
713, 9-16, 9-26, 10-1

Farm-related equipment
2-15,2-23

Fast food (see also: Food,
and names of specific
fast food brands) 4-1,
4-15, 5-30, 6-14, 10-5,
11-1,11-15, 12-28

Father’s Day 5-3, 5-8,
6-19,7-28

Fathers’ influence 6-19
Fatigue 2-15

FCC (Federal Communi-
cations Commission),
US. 49, 5-9, 6-27

FDA (Food and Drug
Administration), U.S.
11-3

Fear appeals 10-19
Fear of flying 5-15

Fears (see also: Anxieties)
9-22,11-1

Feast of Epiphany 12-25
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Feast of the Nativity
12-25

Feasts 11-25
Feather, William 8-25

Features, product 1-7,
3.5,6-5,8-17, 8-21,
8-26

Federal Communications
Commission (FCC),
U.S. 49, 5-9, 6-27

Federal Express 6-22

Federal government (see
also: Governments)
11-21

Federal holidays (see also:
specific holidays, e.g.,
New Year’s Day,
Presidents’ Day,
Christmas, etc.) 1-1,
7-28

Federal Reserve Bank of
New York 4-23

Federal Reserve Board of
Governors, U.S. 3-2,
12-13

Federal Trade
Commission, U.S.
(FTC) 6-27,7-25

Federated Department
Stores 8-30

FedEx 6-22

Feedback, consumer/
customer 5-21, 6-11,
7-14, 8-24,11-7

Feelings 4-15, 8-13, 9-21

Feelings, commercial-

ization of human 4-15

Feelings, nostalgic 1-28,
9-14,12-22

Fees 5-3
Feltman’s Restaurant 6-14
“Female concerns” 9-23

Female consumers 11-13,
12-15
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“Female” job tasks 9-23

Females (see also:
Gender) 2-21, 9-28,
11-13,12-9, 12-15

Females, disrespect for
2-21

Females, marketing to
5-18

Feminine products (see
also: Personal care
products) 8-26, 10-2

Ferris wheel 6-16
Ferris, George 6-16

Festivals and events,
winter 12-25

Festivals, African harvest
12-26

Fickle customers 8-24
Field Museum 11-14
Field, Marshall 8-18
Fields, Debra 9-18
Fifteen Puzzle 1-31

Financial performance
data 5-21

Financial services 8-4

Financial situation,
buyers’ (see also:
Affluence, Income,
Poverty) 1-7

Financing (see also:
Credit, Debt, Interest
rates) 1-7, 4-25, 8-8,
10-1, 12-10, 12-27

Financing costs, inventory
12-27

Findings, reporting survey
3-31

Fines 5-3

Finley, Martha 4-26
Fiorina, Catly 9-6
Fire damage 10-9

Fire Prevention Day 10-9

Fire safety 10-9
Firefighters Week 10-9

Firestone Tire & Rubber
Co. 5-17

Fireworks 7-4

Firing customers 5-4
First Class Mail 12-18
First freeze 9-26

First to market (see also:
Pioneer advantage,
Timing of market entry)
8-12,11-25

Fischer, Bobby 3-9

Fish & Wildlife Service,
U.S. 8-9

Fishing 1-21, 8-9
Fishing demographics 8-9

Fishing-related
expenditures 8-9

Fit customers 2-12

Fitness (see also:
Health..., Wellness/
fitness) 1-1, 7-20

Fixed prices 3-30, 4-4

Flaccus, Quintus Horatius
“Horace” 12-8

Flag Day 6-14
Flags 3-3, 6-14
Flag-waving 7-4
Flesch, Rudolf 5-8
Flit insecticide 1-14

Floating holidays and

occasions 11-25

Floor cleaner (see also:
Soaps, Cleaning...) 5-29

Florida 5-30, 6-17, 7-29,
9-7,10-19, 12-20, 12-29

Florida Matrlins 12-29
Florida Panthers 12-29
Florists 2-1, 6-4

Flour 5-1
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Flowers 1-20, 6-21
Flu 9-26

Fluorocarbon aerosol
sprays 3-15

Flyers, advertising 12-12

Focus (see also: Calendar-
led marketing, Target
marketing) 4-2, 4-15,
5-14,12-1

Focus Brands 7-14
Focus groups 5-21
Fokine, Mikhail 4-26
Follow up 4-13, 9-21

Font decisions in
advertising 12-14

Food (see also: Fast food,
restaurants, and specific
food categories and
food brands) 2-2, 4-11,
5-5, 8-9, 9-24, 10-11,
11-25

Food and Drug
Administration (FDA),
US. 11-3

Food festivals 7-3

Food marketing 1-27, 4-3
12-28

>

Food packaging 3-10
Food poisoning 6-30
Food preservation 2-2
Food processing 2-2, 6-30
Food safety 2-27, 6-30

Food service (see also:
Fast food, Restaurants)
5-30

Fools 3-18, 4-1, 11-24
Football 6-12, 9-20, 12-29

Foote, Cone & Belding
2-21

For-a-limited-time-only
2-19

Forbes magazine 2-16,
7-19, 8-19

INDEX

Forbes, B.C. 8-19
Forbes, Malcolm S. 8-19
Ford Model “A” 12-2
Ford Model “T” 12-2

Ford Motor Company,
The 4-26, 12-2

Ford, Henry 4-26, 10-14

Forecasting 1-3, 2-23, 4-3,
4-6, 6-25, 8-24, 9-20,
10-14,11-13

Forecasting accuracy,
factors affecting 2-23

Forecasting buyer
behavior 11-13

Forecasting demand for
automobiles 10-14

Forecasting demand for
new products 1-3

Forecasting, Delphi
method of 6-25

Forecasting, weather 9-26
Foreigners 5-8, 6-10
Form, product 3-11

Fort McHenry 3-3

Forte, Jay 11-30

Fortune 500 firms 5-23
Foster, M.G. 4-27

Foundation of Women
Executives in Public
Relations 3-23

Founders of companies as

spokespeople 11-15

Four P’s (see also:
Marketing mix) 12-7

Fragmentation, market
11-20, 2-16

Fragmentation, media
10-2

Fragrances, women’s 10-2

France 1-19, 1-25, 2-2,
4-30, 5-5, 5-17, 8-20,
9-17,11-11
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Frango Mint chocolates
11-14

Frango Win a Mint Game
11-14

Franklin, Benjamin 2-16,
4-26

Franklin, Nebraska 7-7
Franks 6-14, 7-3
Freakonomics 5-29
Frederick, Christine 2-6

“Free advertising” (see
also: Publicity, Word-
of-mouth) 10-11

Free enterprise 3-2, 10-10

Free gifts/items (see also:
Gifts) 1-31, 2-19, 7-21,
9-10, 9-19, 9-29, 10-8,
11-2

Free hotel stay offer
12-24

Free information 11-29

Free samples 3-24, 4-24,
11-23

Free shrimp promotion
3-24

Freedom, religious and
political 7-24

Freezing temperatures
(see also: Cold weather
planning, Inclement
weather, Weather,
Temperature) 9-26

Frémont, Jesse 1-21

Frémont, John C. 1-21,
4-26

French, Neil 9-9
Frequency clubs 12-19
Frequency, email 12-17
Frequent flyer miles 7-27
Fresh food 2-2

Friday the 13t 9-13

Friends as brands 11-28
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Friends, making (see also:
Relationship-building)
10-26, 11-17, 11-24,
12-16

Friends/friendships 6-8,
11-1, 11-4, 12-16

Fringe benefits 1-13

“From Those Wonderful
Folks Who Gave Yon
Pearl Harbor” (ad slogan
and book title) 7-22

Frontierland (Disneyland)
6-16

Front-line workers (see
also: Employees...)
3-28,4-15,9-12,11-4

Frost, David 4-7
Frost, Robert 3-26
Frosted Mini-Wheats 1-14

Frosted Rice cereal,
Kellogg’s 6-20

Frozen foods 2-2

Frozen meat/seafood
products 10-2

Frugal consumers 1-30,
11-26

Frugality 1-30, 4-22, 10-16
Fruits 6-21

FTC (U.S. Federal Trade
Commission) 6-27, 7-25

Fudge, Ann M. 4-23
Fuel efficiency 12-23
Full moons 12-30

“Full portions” 11-3

Fuller Brush Company
1-13

Fuller, Alfred C. 1-13

Fun (see also: Humor)
4-19, 8-15

Fun at work 10-28, 12-30

Fun/interesting job tasks
12-30

Functional attributes 8-26

Fundraising (see also:
Donations, charitable)
7-13,12-21

Fundraising, timing of 9-1

Funny as personal brand
attribute 11-28

Furniture 3-2

Future 1-7, 1-9, 4-6, 5-11,
10-21

Future demand (see also:
Forecasting) 10-14

Future orientation 10-14

G

Gable, Clark 5-12

Gallon-pricing vs. liter-
pricing 12-23

Gallup Organization, Inc.
11-18

Gallup, George H. 11-18
Games 1-31, 4-5

Gammeter, Harry C.
12-12

Gannex cloth 6-6
Garbage collectors 12-26
Garbage removal 12-29

Garden equipment/
supplies 3-20

Gasoline 4-25
Gasoline pricing 12-23

Gasoline retailing 12-11,
12-23

Gasoline-powered
automobiles 11-5

Gates, William “Bill”
10-28
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GDP (Gross Domestic
Product) 10-20

Geico Gecko 6-12

Gender (see also:
Females, Males) 4-20,
4-29, 8-26, 9-22, 9-23,
9-28

Gender and advertising
8-26, 9-28

Gender and complaints
9-22

Gender and packaging
8-26

Gender and product
design 8-26

Gender of anglers 8-9

Gender shopping
preferences 9-28, 12-15

Gender-related job tasks
9-23

Gendet-specific mailings
6-7

General Electric 4-27,
5-26, 8-15

General Magazine and
Historical Chronicle 2-16

General Mills 4-10

General Motors Corp.
(GM) 2-18, 5-10, 6-5,
11-27,12-1,12-2

Generalizability of
advertising across

businesses 9-25

Generating publicity (see
also: Publicity) 12-2,
12-9,12-24

Geographic area statistics
(see also: Demogra-
phics, Poplulation...)
8-1

Geographic markets (see
also: Trade areas) 2-3

Geographic proximity
1-10

Georgetown, Canada 3-30

INDEX

Georgia 1-21, 7-8, 7-16,
12-13

Gerety, Mary Frances 4-3

Germany 2-12, 3-14, 3-17,
3-18, 5-16, 5-17, 10-21,
11-11, 12-6

Gesellschaft fur
Konsumforschung
(Society of Consumer
Research) 3-8

Gibbs College 1-10
Gibbs, Katharine 1-10
Gibson, Althea 7-5
Gideons 11-23

Giff, Patricia Reilly 4-26
Gift cards 11-14, 12-26
Gift designs 5-3

Gift returns and
exchanges 12-26

Gift shops 9-3
Gift-givers 5-3, 11-8, 12-6

Gifts 1-31, 2-19, 4-24,
5.3,5-24,9-10, 9-19,
9-29,10-8, 11-2, 11-8,
11-23,12-9, 12-24,
12-26

Gifts and celebration,
graduation 5-24

Gifts, Christmas/holiday
12-5,12-9

Gifts, Parents’ Day 5-8
Gillette Company 9-28

Gitls (see also: Children,
Females) 5-18

Gitls, marketing to young
5-18

Gitls’ Club of Vermont
University 11-9

Gitomer, Jeffrey 5-9

“Give Mother a Night
Off” 12-28
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Give-away items,
promotional (see also:

Gifts) 1-31, 10-8, 10-11

Gladwyne, Pennsylvania
6-25

Glaser, Milton 6-26
Glendora, California 2-29

Global Information
Solutions 1-8

Globalization (see also:
International...) 5-0,
6-1

Global-thinking 6-21

GM (General Motors
Corp.) 2-18, 5-10, 6-5,
11-27,12-1,12-2

Goals (see also:
Aspirations, Objectives

Plans, Planning) 1-1,
6-15, 8-20, 10-12

God (see also: Bibles,
Christ, Jesus) 10-3

“God Bless America” 5-1

Godin, Seth 2-19, 4-12,
7-10

“Going the extra mile”
3-28, 7-6, 8-20

Golden Rule 4-14
Goldman, Ron 6-12
Golf 2-10, 11-6

Good hard Kick in the..., A
1-29

“Good life” 8-29

“Good ol’ days” 1-28,
9-14, 12-22

“Good sale” 9-10
Goods, accessible 8-8
Goodwill 4-24, 7-3
Google searches 12-24
Gore, Al 2-4

“Got Milk?” advertising
campaign 5-22
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Gottfried, Gilbert 2-28

Government Acts (see:
Acts or names of
specific Acts)

Government regulation of
advertising 10-22

Government regulation of
harmful products (see
also: Warning labels)
9-8,11-21

Government-imposed
smoking restrictions
11-21

Governments 10-14
Gowtie, lowa 7-15
Graduation season 5-24
Grain 12-6

Grand Depot, The 7-11

Grand opening cele-
brations 5-12, 9-10

Grand Rapids, Michigan
12-29

Grandparents 9-14
Grandparents appeal 9-14
Grandparents’ Day 5-8

Grantham, Lincolnshire,
England 10-13

Graphic design 6-26

Gratitude 3-28, 9-12,
9-21,10-3, 11-25, 12-19,
12-26

Gravitation theory in
marketing 1-4

Gravity 1-4

Great Britain (see also:
England, Europe,
Ireland, Northern
Ireland, Scotland,
United Kingdom) 1-25,
5-22,7-4,7-6,7-18, 9-9,
9-17,10-8, 10-10, 11-11,
12-24,12-26

Great Depression (see
also: Economic down-

turns) 1-30, 9-16, 9-28
Great Expectations 8-3

Great Salt Lake Valley,
Utah 7-24

Great Sandow 3-21

“Great War” (i.e., World
War I) 5-17, 11-11

Greece 6-18, 7-14
Greeley, Horace 2-3

Green appeals/initiatives
422

Green Catd Lottery 4-12

Green Cove Springs,
Florida 10-19

Green Eggs and Ham 1-14
Greencastle, Indiana 4-10
Greenfield, Jerry 3-18
Greetings 4-15

Greetings, holiday 12-25
Gregorian calendar 11-25

Grinning (see also:
Laughter, Smiling) 6-17

Griswold, Denny 3-23
Grooming 9-28

Grooming and attire,
employee 9-12

Gross Domestic Product
(GDP) 10-20

Groundhog Day 2-2
Group affiliation 7-30
Grove, Andy 9-20

Growth 1-10, 1-13, 2-20,
3-5,4-23,5-19, 10-15,
10-28, 10-31, 12-10

Growth, employee 7-11

Growth, population 8-1,
11-20

Guarantees/warranties
4-25
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Guatemala 9-15

Guessing in survey
research 12-30

Guest, Lester 11-1
Guestology 6-17

Guests, customers as 4-15
Guideposts magazine 5-31
Guinness Beer 3-12

Guinness World Records
7-14, 11-14

Guinness, Arthur, Jr. 3-12
Gum, chewing 10-25

Gwyer, Miss 12-14

H

H.J. Heinz Company
10-11

Habits, changing 12-23

Habits, hygiene 6-28,
8-22,10-2

Habits, seasonal 3-20
Habits, spending 5-3
Haggling, price 3-30, 4-4

Hair and beauty aids,
ethnic 10-2

Hair spray 9-11
Hairbrushes 11-5

Haircuts/hairstyles 1-10,
5-18

Halcon International 5-19
Halitosis 5-29, 6-28

Hall of Fame, Advertising
11-13

Hall of Fame, American
Advertising Federa-
tion’s Advertising 12-3

INDEX

Hall of Fame, Market
Research Council 3-8

Hall, Edward T. 2-25

Halloween 7-28, 9-24,
10-31

Halloween decorations
10-31

Halloween statistics 10-31

Hamburger University
10-5

Hamburgers (see also:
Fast food, and names of
specific firms [e.g.,
Burger King, McDon-
ald’s, Wendy’s, White
Castle]) 5-30, 10-5,
11-15

Hancock, Minnesota 9-24

Handling costs, inventory
(see also: Inventory
carrying costs) 12-27

Handling merchandise 8-8

Handling, merchandise
damage from 2-2

Hands 7-11

Hand-tools 8-26
Handwerker, Nathan 6-14
Hanukkah 12-25

Happiness (see also:
Satisfaction) 7-11, 7-14,
8-3,10-15

“Happy holidays”
greeting 12-25
Harm avoidance as a

human need 5-13

Harmful products,
government regulation
of (see also: Warning
labels) 9-8

Harriman, Edward Henry
2-20

Harris poll 7-25

Harrison, Ralph 6-9
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Harrods department store
6-6

Hartford, Connecticut
1-13, 4-17

Hartley, Robert 2-12

Harvard University 5-19,
12-7,12-16

Hasbro 9-3

Hats 5-18

Hats advertising 5-17
Hawaiian Punch 6-9
Hawk missiles 11-12
Hawkers 4-28

Hazel Bishop, Inc. 8-17
HDNet 7-31

Head Ski Co. 7-31
Head, Howard 7-31
Headlights 1-11

Health 6-24, 9-24, 9-26,
11-21,12-9

Health and safety
concerns 9-22, 9-26

Health clubs 7-18
Health magazines 12-9
Health, employees’ 11-21
Health-related gifts 12-9

Hearing (see also:
Listening) 3-1, 4-27

Hearing aids 4-27
Hearing vs. listening 3-1

Hearst, William Randolph
4-29

Heart disease 9-8
Heating 1-11

Heffalump trap of
distractions 1-18

Heilbronn, Sheilah 3-28
Heinz, Henry John 10-11

Held, Anna 3-21
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“Help wanted” adver-
tising (see also: Classi-
fied advertising) 9-23

Helping behavior 7-11

Hemispheric
opportunities 6-21

Henning, Hans 2-15
Henry Tate & Sons 3-11
Herbie 8-7

Here’s Johnny 10-23

Heterogeneity of services
10-5

Heth, Joice 6-2

Heuristics, decision-

making 6-15, 10-21

Hewitt, Ogilvy, Benson &
Mather International
(ad agency) 6-23

Hewlett-Packard 9-6
Hidden Dimension, The 2-25

“Hide and seek”
merchandising 9-3

High sales volume days
11-25

High school 5-24, 8-6

High school and college
enrollment statistics

524

High-tech sector (see also:

Technology) 4-5

Highway Beautification
Act 10-22

Highway billboards 2-6,
10-22, 11-10

Highway bridges 1-22

Highway, advertising as a
4-29

Highways (see also:
Roads) 1-22, 10-22

Hill, Napoleon 10-26

Hillary, Sir Edmund 7-20

Hispanic Heritage Month
9-15

Hispanic market 5-5, 9-7,
9-15, 10-2

Historical advertising
5-17,12-14

Historical events and
perspectives ix

History-based theme
promotions 1-28

History-makers’ birthdays
4-26

Hite, Mortis 12-3
Hobbies 2-16, 8-31

Hoboken, New Jersey
8-17

Hockey 12-29
Hodgson, Peter 8-15
Holiday greetings 12-25

Holiday mail volume
12-18

Holiday season promo-
tions 11-14, 12-24

Holiday season shipping
12-18

Holiday shopping online
11-25, 12-5

Holiday shopping season
1-5,10-3,11-8, 11-14,
11-25,12-18, 12-5, 12-6,
12-15, 12-20, 12-26,
12-27

Holiday traditions 12-6
Holiday travel 12-20
Holiday, Christmas 12-25

Holiday/Christmas gifts
(see also: Gifts...) 12-5,
12-9

Holiday... (see also:
names of specific
holidays, including
Christmas)

Holidays (see also: names

of specific holidays)
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Holidays and occasions,
floating 11-25

Holidays and target
markets 7-28

Holidays, candy-related
9-24

Holidays, celebrating/
observing 7-28

Holidays, official and
unofficial 7-28

Hollywood, California
5-12, 5-16, 10-17

Holy Bible (see also: Gold-
en Rule) 11-23, 12-24

Home (in-home) selling
9-13, 9-26, 10-30

Home Depot 5-26
Homer, Ohio 9-23
Home-related items 5-24

Homes (see also: Houses,
Housing) 4-17, 8-29,
9-13

Homes, customers’ 4-17,

9-13
“Homey” 9-14
Honduras 9-15

Honesty (see also: Ethical
behavior) 1-27, 4-14,
7-16

Honeymoon statistics 6-4

Honeywell International

3-5
Hoover Company 10-30
Hoover, Herbert 3-3

Hoover, Herbert William
10-30

Hope(s) (see also: Aspira-
tions, Goals, Objec-
tives, Positive thinking)
4-18, 5-5, 8-3,9-16

Horace 12-8
Horn, John 5-21

Horoscopes 4-20, 11-22

INDEX

Horse-related
technologies 2-23

Horses 2-23
Hospitality 12-19
Hospitals 6-14

Hot Dog Month,
National 7-3

Hot dogs 6-14, 7-3
Hot Wells, Texas 5-12

Hotels (see also: specific
hotel names) 1-22, 5-12,
6-4, 8-9, 11-23, 12-19,
12-24

Honr of Power, The 9-16

House at Pooh Corner, The
1-18

House of Commons,
British 10-10

House of Representatives,
US. 8-1

House organs (see also:
Newsletters) 7-6

House, getting out of the
4-17

Household Engineering
Stcientific Management in
the Homre 2-6

Houses, financing 12-10
Housing 6-21, 8-1
Houston, Sam 4-26

How to Lie with Statistics
7-15

How to Stop Worrying and
Start Living 11-24

How to Win Friends and
Influence People 11-24

Howe, Elias 8-12

Hudson Motor Car
Company 1-11

Huff, Darrell 7-15
Hug Your Customers 6-11
Hug Your Haters 6-11
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Hughes Electronics 10-18
Hughes, M. 7-6

Huizenga, Harry Wayne
12-29

Hulseman, Robert H. 4-5

Human element of
services 10-5

Human factor 4-14, 10-5
Human nature 6-2, 8-29

Human needs (see also:
names of specific needs,
e.g., Achievement,
Affiliation, Power, etc.)
2-11, 3-1, 5-2,5-13

Human resources as Bald-
rige Award criteria 10-4

Human welfare 2-18
Hume, David 5-7

Humor (see also: Fun)
11-4,11-22

Humphrey, Hubert 5-9
Hundred Acre Wood 1-18
Hungary 4-30

Hunt, H. Keith 4-16
Hunting and fishing 8-9

Hygiene habits (see also:
Health) 6-28, 8-22, 10-2

Hype 3-15, 6-2

Hyper-competitive
marketplace 2-12

I

“I love New York”
campaign 6-26

IBM (International
Business Machines) 1-8,
1-24, 5-26, 8-23
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IBM World Trade Corp.
10-18

Ice cream 3-18, 7-14
Ice storms 2-14

Ichaweri, British East
Africa 10-20

Icons, advertising (see
also: Spokescharacters,
Spokespeople) 2-28,
3-13

Idaho 7-24

Idea-generation
techniques 11-5

Ideas (see also: Beliefs,
Perceptions) 4-23, 7-12

Ideas and growth 4-23
Ideas, new product 8-24

Ideas, selling or
championing 4-23

Ignorance, public’s 1-26
Ilhan, John 1-23
Illich, Ivan 9-4

Tlinois 3-9, 3-21, 4-5,
5-20, 6-8, 6-16, 7-3,
7-13, 7-14, 7-24, 8-18,
9-3,9-5,10-2, 10-5,
10-9, 10-25, 11-6, 11-14,
11-26, 12-29

Illiteracy (see also: Educa-
tion, Literacy) 9-30

Illumination 9-5

llustrated advertisements
(see also: Pictures)
11-11

Image and role of
packaging 2-17

Image, measurement of
9-2

Image, product 9-2
Image, spokespeople 6-12

Imagination (see also:

Creativity) 5-13

IMG (International Man-
agement Group) 11-6

Impatience 11-22

Imperfect markets,
informationally 10-6

Imperfection 9-16
Implementation 4-2, 6-8

Importance, customer

5-12

Impressions 3-4, 3-28,
7-2,9-12

Improvement, continuous

414,68, 6-11

Inaccurate information

online 6-7
Inauguration Day 4-30
Inbox Report 12-17
Ine. magazine 6-11

Incentives, credit card
7-27

Inclement weather (see
also: Climate, Cold
weather..., Tempera-
ture, Weather) 2-14,
9-26, 12-22

Income (see also:
Affluence, Poverty) 5-3,
5-4,7-23, 8-29, 10-14,
10-16, 10-19

Income in Kenya 10-20
Income of anglers 8-9
Income taxes 5-3
Income, discretionary 5-3

Income, disposable 5-3,
8-14

Income, high (see also:
Affluence) 5-4

Income, low (& poverty)
7-12,7-23, 8-3, 10-6,
10-16

Income, middle 8-7
Incompetence 10-10

Incremental progress 6-8

Perennial Edition © 2019

Independence Day,
Argentina 7-9

Independence Day, Peru
7-28

Independence Day, U.S.
7-3,7-4

Independence, Chile 9-15

Independence, Costa Rica
9-15

Independence, El Salva-
dor 9-15

Independence, Guatemala
9-15

Independence, Honduras
9-15

Independence, Kenya
10-20

Independence, Mexico
5.5,9-15

Independence, Nicaragua
9-15

Independent thinkers
12-16

Index, stock (see also:
Stock market) 1-9, 5-26

India 6-10, 10-28

Indian Tetritory
(Oklahoma) 11-4

Indiana 4-10
Indiana Jones 5-14

Indians (Native
Americans) 1-21

Indices, stock (see also:
Stock market) 1-9, 5-26

Individuality 7-30

Indoor activities (see also:
In-home...) 5-28, 9-26

Indoor swimming pools
5-28

Industrial trade shows
(see also: Trade and
consumer shows) 9-17

INDEX

Industrialized countries,
population of 11-20

Industry standards 7-7

Industry-specific
promotions 4-26

Inefficiency (see also:
Efficiency) 10-31, 11-5

Inferential leaps in
surveys 3-10

Inflexion points, lifestyle
5-24

Influence, fathers’ 6-19

Influencer: The Power to
Change Anything 7-5

Influencers (see also:
Word-of-mouth...) 2-4,
6-14,9-28,10-15, 11-1,
11-9,11-24

Influencers, marketing to
11-9

Infomercials 5-3
Information 7-16

Information about
competitors 5-21

Information and analysis
as Baldrige Award
criteria 10-4

Information and decision-
making 6-15, 10-6, 10-7,
11-3

Information asymmetry

11-19
Information systems 12-7

Information, confidential
6-13

Information, free 11-29

Information, nutritional
12-28

Information, Office of
War (OWTI) 6-13

Information, online 6-7,
7-25

Information, package (see
also: Labels) 11-3
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Information, product/
service 10-6, 11-19,
12-17, 12-28

Informationally imperfect
markets 10-6, 11-19

Informing public 7-16

Infrastructure innovations
1-11

Ingene, Chatles A. 7-27

Ingram, Edgar Waldo
“Billy” 12-28

Ingratiation 5-12

In-home shopping/sales
(see also: Doot-to-
door...) 9-13, 9-26,
10-30

Initials as brand names
6-22

Initiative 12-8

Inland waterway shipping
routes 9-26

Innovation(s) (see also:
Inventions, Patents)
1-11, 2-9, 2-11, 3-17,
4-9, 5-19, 5-28, 6-10,
7-11, 8-15, 8-22, 8-24,
8-29, 11-5,11-27, 12-2,
12-4,12-12,12-28

Innovation, stages of 5-19

Innovations begetting

innovations 4-9

Innovations, automobile
1-11

Innovations, competitors’
5-21

Innovations, diffusion of
8-26

Innovations,
infrastructure 1-11

Innovations, toy 8-15

Inquiries, customet/
consumer (see also:
Comments...,
Complaints...) 3-17,
3-28,9-12,9-22,12-19
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Insecurities (see also:
Anxieties) 8-11

Inseparability 1-10

Insta Burger King 5-30
Installation charges 10-1
Installment payments 3-2
Institute of Peace 9-21

In-store shopping (see
also: Shopping...) 4-17

Insurance 2-28, 9-21,
10-1, 4-25, 12-27, 12-31

Insurance benefits, timing
of 12-31

Insurance companies

9-21,12-31

Insurance costs, inventory
12-27

Insurance, automobile
4-25

Insurance, Social Security
8-14

Intangible benefits 5-5

Integtrity (see also: Ethical
behavior, Honesty,
Reputation) 4-14

Intel Corp. 1-3, 9-20
Intelligence 1-16
Intelligent consumers 9-4

Intentions, buyer 10-29,
11-13

Interaction with
customers 3-28, 9-12,
9-17,12-19

Interactivity, product-user
11-12

Interdependence Day 7-5

Interdependencies,

demand 4-3

Interest in others 10-23,
11-17,11-24

Interest rate, prime 12-10

Interest, buyer 10-30

Interesting/fun job tasks
(see also: Job
satisfaction) 12-30

Interests with buyers,
common 12-16

Intergenerational bonding
10-29

Interior Ministry (France)
9-17

Internal combustion
engine 3-17

Internal customers and
products (see also:
Employee relations)
8-20

Internal motivation (see
also: Motivation) 7-20

Internal newsletters 7-6

International agreements,
specification of

currency in 4-1

International Business
Machines (IBM) 1-8,
1-24, 5-26, 8-23

International competitive-

ness 10-4, 12-23

International expansion,

Coca-Cola’s 6-29

International Manage-
ment Group (IMG)
11-6

International perspective
of Marketing FAME ix

International sensibilities
1-26

International Telephone
& Telegraph (ITT) 6-22

International Winter
Special Olympics
Games 2-5

Internet (see also:

Online...) 1-12, 1-24,
7-23

Internet shopping 1-12,
9-26, 11-25, 12-5
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Internet SPAM (see also:
Cold calling) 4-12, 6-7,
12-17

Internet usage 1-12

Interpersonal communi-
cations 3-28, 9-12,9-17,
10-23, 12-19

Interpersonal encounters
2-15, 3-28,9-12,9-17,
12-19

Interpersonal skills (see
also: Listening) 11-4,
11-24

Interruption marketing
4-12

Interstate System, U.S.
10-22

Interviews 5-21
Intilli, Sharon Marie 8-11

Introduction to Advertising
8-17

Introduction, new
product (see also: New
product...) 1-24, 12-2

Intuition 1-25

Inventions (see also:
Innovation[s], Patents)

5-19, 8-26

Inventive spitit (see also:
Creativity) 10-25

Inventive-minded
education 10-25

Inventory 2-2

Inventory carrying costs
4-25,8-8,12-27

Inventory costs, shifting
8-8, 12-27

Investments, personal 1-9,
5-26,10-19

Investments, products as
8-31

II’IVCSthI’ItS, return on

marketing 6-17

INDEX

Involvement, audience
11-19

Involvement, product 9-3,
11-12

Towa 1-8, 5-3, 7-15, 10-14,
10-23, 11-18, 12-4

Ireland 3-12, 10-16, 12-24
Iron 6-20

Iron Mountain, Montana
11-23

Islamic terrorists 9-11
Israel 3-5
Ttaly 4-28, 12-16, 12-25

ITT (International
Telephone &
Telegraph) 6-22

J. Walter Thompson (ad
agency) 3-15, 3-23

J.C. Penney Company,
Inc. 4-14, 8-28

Jackson, Mississippi 1-24
Jagger, Mick 7-13
Jain, Dipak C. 3-7

Jamestown, New York
8-25

Janitors 3-28, 9-16
Jannings, Emil 5-16
Japan 1-26, 4-30, 7-22, 8-7
Jars 2-2

Jazz pianists 8-21
Jefferson, Iowa 11-18
Jellinek, Emil 3-17
Jellinek, Mercedes 3-17

Jenny Craig, Inc. 12-9
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Jerry, Inc. 7-22

Jesus of Nazareth (see
also: Bible[s], Christ,
God) 12-24, 12-25

JetBlue Airways 2-14,
10-16

Jewelers/jewelry 2-1,
2-15,2-26, 3-6, 4-3, 6-4,
8-20, 9-21

Job (dis)satisfaction 4-19,
5-31, 8-20, 10-10, 12-30

Job commitment (see
also: Commitment,
Loyalty) 11-30

Job creation 7-23
Job performance 4-19
Job requirements 4-15

Job tasks, fun/interesting
12-30

Job tasks, gender-related
9-23

Jobs, Steve 2-24
John, Elton 7-13

Johnson City, Tennessee
4-11

Johnson, Lyndon B. 7-23,
10-22,11-3

Johnston, Eric 1-2
Jolly Green Giant 6-12
Joseph, men named 12-24

Journal of Adpertising
Research 12-7

Journal of Brand Strategy x

Journal of Consumer Policy
10-6

Journal of Consumer
Satisfaction, Dissatisfaction
and Complaining Behavior
4-16

Journal of Customer
Behaviour x, 4-20

Journal of Marketing 7-27
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Journal of Social Psychology,
The 9-21

Journal of the American
Medical Association 9-8

Judge magazine 1-14
“Jumbo ounces” 11-3
Just do it 2-24

Justice of policies and
practices 4-14

K

Kagan, Joseph 6-6
Kahneman, Daniel 3-5
Kalamazoo College 9-3
Kamau, Johnstone 10-20

Kansas 9-12, 9-20, 12-26,
12-28

Karmen, Steve 6-26

“Keeping up with the
Joneses” 7-30

Keepsakes 8-31
Keith, Toby 4-5
Kellogg’s 1-14

Kellogg’s Frosted Rice
cereal 6-20

Kemmerer, Wyoming
4-14

Kent, England 4-7
Kentucky 9-20, 12-26
Kenya 10-20
Kenyatta, Jomo 10-20

Key rings as promotional
items 10-8

Key, Francis Scott 3-3
Kindergarten 8-6

Kindness (see also: Com-
passion, Empathy) 9-19

King, Martin Luther, Jr.
1-15

Kingfisher, Oklahoma
3-29

Kissing 2-14
“Kiss-proof” lipstick 8-17
Kitchen Confidential 11-19

Knees-on-automobiles
metaphor (see also:
Metaphors) 11-27

Knight, Philip 2-24

Knowledge 8-19, 9-7,
10-17,11-6

Knowledge of customers
9-7

Knowledge, product 11-6

Knowledge, salespeople’s
8-19

Knoxville, Georgia 7-8
Kodak 11-11

Kohlberg Kravis Roberts
& Co. 1-6

Koran 1-26

Korea, Republic of 5-8
Kotler, Philip 3-7, 4-2
Koval, Robin 9-19
Kovna, Russia 9-25
Kraft Foods 4-23
Kravis, Henry R. 1-6
Kroc, Ray 10-5

Kwanzaa 12-25, 12-26

L

La Crosse, Wisconsin 3-8

La Vergne, Tennessee
8-12
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Labels (see also:
Information, Packaging)
3-10, 11-3, 6-24, 9-8

Labels, warning 6-24, 9-8

Labor relations 8-20,
10-16

Labor, self-service 5-28
Lagerfeld, Karl 1-26

Lambert Pharmacal
Company 3-31

Lamborghini 4-28

Lamborghini, Ferruccio
4-28

Lancashire, England 3-11
Landau, Ralph 5-19
Lane reflectors 1-11

Language simplification
5-8

Lanham Trademark Act
11-16

Large vs. small businesses
2-12

Last Command, The 5-16

Laughter (see also: Fun...

Humor, Smiles/smiling)
4-19,11-4

Launch, new product
1-24,3-7,12-2

Laundry detergents 8-22
Law practices 4-12

Lawn and garden equip-
ment/supplies 3-20

Lawrence, Mary Wells
5-25

Laws/legislation 2-17,
6-30, 7-27, 8-14, 10-22,
11-3, 11-16, 12-23

Lawsuits 6-24, 11-16
Lawyers 1-5, 4-12, 8-16
Layoffs, employee 5-28
Leach, Robin 8-29

Lead time 6-10

INDEX

Leadership 1-15, 2-4,
4-30, 7-7

Leadership as Baldrige
Award criteria 10-4

Leadville, Colorado 12-28
Leap year xi, xii 2-29
Learning 1-20

Learning/education,
consumer (see also:
Education, Literacy)
12-23

Leasing 1-7
Lebond, David 10-8
Lee, Henry 2-4

Lee, Ivy L. 7-16

Left-handed consumers
3-19

Legal calendars 4-20
Legent Corporation 1-8

Legislation 2-17, 6-30,
7-27,8-14,10-22, 11-3,
11-16,12-23

Leigh, Douglas 4-28
Leipzig, Germany 3-18
Lengel, Michael 10-31
Lennon, John 3-4

Leo Burnett Company,
Inc. 10-21

Leo, AW. 6-9
Leo’s Hawaiian Punch 6-9
“Lest we forget” 11-11

Letters of appreciation
(see also: Gratitude)
9-21

Letters, consumer (see
also: Comments...,
Inquiries) 12-19

Letter-writing 7-6
Levitt, Steven D. 5-29
Levy, Michael 7-27

Lewis, Sinclair 2-7

www.MarketingMarbles.com

Liberation Day, San
Marino 7-28

Liberty Bell 4-1
License plates 4-25

Licenses/licensing 5-3,
11-6

Life magazine 2-8

Life transitions and
pioneer advantage 5-24

Life/ career advice (see
also: Advice) 8-11

Lifestyle 5-24, 7-12
Lifestyle brands 7-18

Lifestyle inflexion points
5-24

Lifestyle, product/
advertising 5-18

Lifestyles of the Rich and
Famous 8-29

Lifestyles, materialistic vs.
simplistic 7-12

Lifetime customer value

(see: Customer value)

Lighting in retail stores
4-4

Lights, neon 1-19
Lights, street 1-11

Lillian Vernon Corp., The
3-18

Lily Tulip Company 10-5
Lima, Ohio 7-17

Limited resources (see
also: Conservation of
natural resources,
Wasting resources)
6-17,10-27,12-30

Limousines 7-18

Lincoln, Abraham 4-26,
10-3

Lincolnshire, England
1-4,10-13

Lingerie 7-18
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Lipstick (see also:
Cosmetics) 8-17

Liquid soap 8-22

Listeners, characteristics
of poor 3-1

Listening 2-15, 3-1, 3-15,
4.27,7-14,8-23,10-23,
11-7,11-21

Listening aids 4-27
Listening distractions 3-1

Listening to customers
2-15, 3-15, 8-23, 11-7

Listening vs. hearing 3-1
Listerine 5-29

Literacy (see also: Educa-
tion) 2-16, 7-23, 9-30

Literary Digest 10-14

Liter-pricing vs. gallon-
pricing 12-23

Liters 12-23

Lithuania 6-6

Live Aid 7-13
Liverpool, England 3-11
Livingston, Montana 5-7
Liz Night 2-26

Location as a competitive
advantage 9-27

Location convenience
12-15

Location criteria (see also:
Site selection) 1-22,
7-14

Lodging 1-22, 5-12, 6-4,
8-9,11-23,12-19, 12-24

Logistics 2-2

London, England 1-18,
1-22,2-22, 4-4,4-8,
4-30, 5-22,7-6,7-13,
7-18,7-21, 8-18, 8-29,
9-29,10-17, 11-26

Long John Silver’s 3-24

Look magazine 2-8

“Loose lips sink ships”
6-13

Los Angeles, California
11-12, 12-26

Losers/losing (see also:
Failure) 3-16, 5-7

Louisiana 4-1, 5-29
Loveables 6-26

LOW income consumers
(& poverty) 7-12, 7-23,
8-3,10-6, 10-16

Low prices (see also:
Prices, Pricing) 4-4,
6-14

Low, David 1-22
Low’s Grand Hotel 1-22

Lowe’s Companies, Inc.
9-4

Loyalty 6-29, 7-21
Loyalty, brand 11-1

Loyalty, customer 1-23,
8-4,11-1,12-19

Loyd, Samuel 1-31

Lucas, George W., Jr.
1-28, 5-14

Lucasfilm Ltd. 5-14

Luck (see also: Risk,
Serendipity) 4-7, 6-8

Lull periods of demand
1-2,5-28

Luminescent tubes 1-19

Luxury 8-5, 10-14

M

M&M Characters 2-28

Macaroni 4-3

Mackintosh, Cameron
10-17
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Macroeconomics 5-19,
12-13

Macy, Rowland Hussey
8-30, 10-27

Macy’s 8-30

Macy’s New York Herald
Square 10-27

MAD magazine 8-24,
11-1

Madison, Wisconsin 4-17
Madonna 7-13

Madyrid, Spain 12-16
Maesincee, Suvit 3-7
Magazine advertising 2-16

Magazine circulation data
5-20

Magazine readership 2-16,
5-20

Magazines 2-6, 2-8, 2-16,
4-4,4-9,4-11, 4-29, 5-4,
5-18, 5-20, 7-15, 7-18,
11-1, 11-10, 12-9

Magic, sales 5-2
Mail carriers 12-26
Mail delivery 10-1, 12-18

Mail marketing, direct
12-12

Mail order (see also:
Catalogs, In-home...,
Online...) 3-18, 8-2,
10-1

Mail volume, holiday
12-18

Main Street 2-7

Maintenance/repair costs
4-25,10-1, 11-21

Maister, David 7-21

Makeup 3-31, 5-5, 7-18,
8-17,9-13

Matking Fast Food 4-15
Malaga, Spain 10-25

INDEX

Malcolm Baldrige Nation-
al Quality Award 10-4

Male shoppers (see also:
Gender...) 12-15

“Male” job tasks 9-23

Malls, shopping 4-17,
9-26, 12-5

Management concern for
employees 8-20

Management mistakes
(see also: Failure,
Mistakes) 2-27

Management treatment of
employees 8-20, 10-16

Managerial effectiveness
(see also:
Effectiveness...) 1-18

Managerial style, fathers’
influence on 6-19

Managers’ perceptions
8-21

Managing debt (see also:
Credit, Debt,
Financing) 12-10

Managing expectations
(see also: Expecta-
tions...) 2-4

Managing through

economic cycles 12-10

Manchester Jubilee
Exhibition 11-11

Manchester, England 7-2,
11-11

Manhattan, New York
5-31, 8-7

Manipulation, subliminal
9-30

Manitowoc County,
Wisconsin 7-30

Manners 6-23, 7-2,9-12
Mansions 8-29

“Manually-operated”
hairbrushes 11-5

www.MarketingMarbles.com

Manufacturers 1-10,
11-19, 12-7

Manufacturing costs 1-7

Maplewood, New Jersey
7-1

Maquoketa, Iowa 1-8

Matble codes, day-of-
week xi-xii, 2-29

Marble Collegiate Church
5-31

Marcus, Herbert 9-10
Marcus, Stanley 9-10

Market entry, timing of
(see also: Calendar-led
marketing, Pioneer
advantage, Windows of
marketing opportunity)
5-24,8-12,11-25, 12-4

Market focus 4-2

Market fragmentation
2-16,11-20

Market growth, rapid (see
also: Growth) 2-20

Market orientation (see
also: Customer
orientation) 2-11

Market power 11-19

Market research (see also:
Advertising research,
Consumer research,
Survey research) 1-3,
1-24, 1-26, 3-10, 3-14,
3-31, 5-13, 5-21, 6-27,
8-4,9-2,9-5,11-13,
11-18, 12-7

Market Research Council
Hall of Fame 3-8

Market research regarding
competitors 5-21

Market segmentation (see
also: Target marketing,
and specific segments
[e.g., Children,
Seniors..., Women,
etc.] 2-3, 4-9, 5-4, 6-7,
10-2,10-31, 11-20
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Market shatre data 5-21

Market surveys (see also:
Consumer research,
Market research, Survey
research) 1-3, 8-4

Market validation 1-29
Marketers as artists 12-7

Marketing activities,
prioritization of (see
also: Goals, Objectives,
Plans/planning) 4-13,
12-7

Marketing and society (see
also: Social
responsibility) 2-18

Marketing beyond the
Marketing Department
3-28

Marketing budgets (see
also: Advertising
budgets, Marketing
resources) 9-5, 9-17

Marketing calendars (see
also: Calendar-led
marketing, Seasonality,
Timing, Windows...)
4-26,11-25

Marketing communica-
tions (see also: Adver-
tising, Personal selling,
Public relations, Pub-
licity) 4-20, 8-13, 8-29,
8-31, 9-30

Marketing communica-
tions, socially

unacceptable 8-31

Marketing communica-

tions, timing of 4-20

Marketing decisions (see
also: Decisions/
Decision-making) 12-7

Marketing during
economic downturns
(see also: Depression,
Economic downturns)

413

Marketing effectiveness
(see also: Advertising
effectiveness, Selling
effectiveness) 1-29,
2-18, 4-20, 5-28, 12-7

Marketing efforts, timing
of (see also: Calendar-
led marketing,
Seasonality, Timing. ..,
Windows...) 12-2

Marketing FAME vii-xii,
3-28, 4-20, 4-26

Marketing FAME website
(www.MarketingMarble
s.com) vii, x, xii, 4-20

Marketing for non-profit
organizations 12-21

Marketing innovations,
food (see also:
Innovation(s) 12-28

Marketing investments,
return on 6-17

Marketing major 4-16
Marketing metrics 10-31

Marketing Mistakes and
Successes 2-12

Marketing mix 9-5, 9-30,
12-7,12-30

Marketing mix for
services 12-7

Marketing mix, packaging
as element of 2-17

Marketing mix, party as
clement of 1-12

Marketing Moves. .. 3-7
Marketing nature 4-21

Marketing objectives (see
also: Goals, Objectives)
2-18,10-31, 12-7

Marketing opportunity,
windows of (see also:
Calendar-led marketing,
Opportunities. ..,
Timing. ..Seasonality)
7-28,11-25
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Marketing performance
(see: Marketing
effectiveness)

Marketing plans (see also:
Plans, Planning) 4-2,
12-7,12-30

Marketing practices,
sleazy (see also: Uneth-
ical behaviors) 4-16

Marketing research (see
also: Advertising
research, Consumer
research, Survey
research) 1-3, 1-24,
1-26, 3-10, 3-14, 3-31,
5-13, 5-21, 6-27, 8-4,
9-2,9-5,11-13, 11-18,
12-7

Marketing research tool,
Thematic Apperception
Testasa5-13

Marketing resources (see
also: Marketing
budgets) 10-27, 6-17,
12-30

Martketing Review, The x

Marketing sins (see also:
Failures, Mistakes) 4-2

Marketing the outdoors
4-21

Marketing theater 4-15,
5-12,10-17

Marketing theory 9-27

Marketing through sport
(see also: Sports..., and
names of individual
sports [e.g., Baseball,
Basketball, Football,
etc.]) 3-25

Marketing to children (see
also: Children) 5-18

Marketing to females (see
also: Gender...,
Females..., Women...)
5-18

Marketing to influencers
(see also: Influencers)
11-9

INDEX

Marketing with metaphor
4-15,10-30. 11-27

Marketing, content 11-29
Marketing’s role 1-29

Marketing-relevant
impressions 3-28

Marketplace, evolutionary
nature of 2-12

Marks & Spencer 7-2
Matlatt, G. Alan 12-9
Marlins, Florida 12-29
Marriage 5-24, 5-29, 6-4
Marriott, William, Sr. 1-22
Mars (planet) 3-24

Mars Candies, Inc. 9-24
Mars Rover 3-24

Mars, Franklin C. 9-24

Marshall Field’s 11-14,
11-26

Marshall, A.T. 8-8

Martin Luther King, Jr.
holiday 1-15

Martin, Chatles L. (see
also: Martin’s mini-bio
at end of book) 3-28

Martin, Chatles L., CLM
and CLBB articles

written by x

Mary Kay Cosmetics
5-12,9-13

Mary, women named
12-24

Maryland 3-3, 11-7
Maryville, Missouri 11-24
Mascot, Nebraska 3-1

Mascots (see also:
Spokescharacters) 11-1

Masculine products (see
also: Gender, Males)
8-26

Mass audience 2-8

www.MarketingMarbles.com

Mass mailing pieces 12-12

Mass marketing 2-8, 4-12,
7-10

Mass production 8-5,
10-14, 11-4

Massachusetts 1-5, 1-10,
2-6, 3-5, 5-19, 6-17,
7-12, 8-8, 8-18, 8-30

Massachusetts Bay
Colony 1-5

Massachusetts Institute of
Technology (MIT) 5-19

Mastering the Complex: Sale
5-2

Materialism 2-7, 7-12
Mattel 5-23, 9-3, 11-12

Mature market (see also:
Seniors market) 1-30,
3-5

Maugham, W. Somerset
1-25

Maxwell House Coffee
423

Maybach, Wilhelm 3-17
Maynes, E. Scott 10-6
Maytag Company 12-4

Maytag, Frederick Louis
7-14

MecCall, Betsy (doll) 5-18
McCall'’s magazine 5-18
McCarthy, E. Jerome 12-7

McCaw Cellular
Communications 1-24

McConnell, David 11-2

McCormack, Mark Hume
11-6

McCormick, Cyrus H.
2-15

McDonald, Dick 10-5
McDonald, Mac 10-5

McDonald’s 5-26, 5-30,
6-1,10-5
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McHenry, Fort 3-3

McKinsey & Company
5-21

McLamore, James W.
5-30

McMahon, Ed 3-6, 10-23
McVeigh, Timothy J. 4-24
“Me too” efforts 7-13

Measurement (see also:
Metrics...) 9-2, 11-18,
12-23

Measurement of Meaning, The
9-2

Measurement, mettic

12-23
Measuring attitudes 9-2

Measuring media market
audiences 6-3, 9-5

Media (see also: specific
media categories [e.g.,
newspapers, magazines,
radio, television, etc.]
4-29,6-13

Media attention (see also:
Attention. .., Publicity)
11-14,12-2

Media fragmentation 2-8,
10-2

Media market audiences,
measuring 9-5

Media vehicles (see also:
names of specific media
vehicles, e.g., Forbes,
Time magazine, etc.) 5-4,
11-10

Media, government

control over 6-13

Medical services, timing
of 12-31

Mediterranean Sea 7-26
Meetings 1-8

Memorable advertising
10-29

Memortable stories 10-29

Memorial Day 5-30

Memories (see also:
Nostalgia) 9-14

Memphis, Tennessee 1-6
Menus, restaurant 11-11
Mercedes 3-17

Merchandise catrying
costs 4-25, 8-8, 12-27

Merchandise mix 3-18,
7-1,9-29,12-15

Merchandise planning 8-6

Merchandise quality (see
also: Quality) 12-15

Merchandise selection
9-29,12-15

Merchandising, “hide and
seek” 9-3

Merchants 8-28

Meriden, Connecticut
10-6

Mering, Otto Oswald von
10-21

Merrick, New York 3-18

Merrill Lynch & Co.
10-19

Merrill, Chatles 10-19

“Merry Christmas”
greeting 12-25

Message content 3-1

Messages, (dis)tasteful
7-22,10-19

Metaphors 4-15, 10-30.
11-27

Methodist church 6-28

Methodology in survey
research 3-31

Methods of administering
surveys 12-5

Methods of payment 7-27
Metric Board, U.S. 12-23

Metric Conversion Act
12-23
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Metric literacy 12-23

Metric packaging and
pricing 12-23

Metric system 12-23

Metrics (see also:
Measurement...) 11-18,
10-31

Mexican independence
5-5

Mexico 5-5, 9-15

Miami Dolphins 12-29
Miami, Florida 5-30, 9-7
Mice 7-6

Michigan 1-6, 3-6, 4-19,
8-7,9-3,10-18, 10-21,
12-29

Microprocessors 1-3

Microsoft Corp. 5-20,
10-28

Milan, Ohio 2-11
Military personnel 6-29

Military plans,
confidential 6-13

Milk 2-2

Milk Board 5-22

Milk Chocolate Day 7-28
Milky Way candy bar 9-24
Millennials 11-25

Milne, Alan Alexander
1-18

Milne, Christopher Robin
1-18

Milpitas, California 10-4
Milton Glaser, Inc. 6-26

Milwaukee, Wisconsin
6-15

Minerva, Ohio 7-16
Minnesota 2-7, 5-9, 9-24
Minor point close 12-11

Minorities 10-2

INDEX

Minow, Newton N. 5-9
Miracles 9-16

Mitrror principle 8-20,
10-16

Misbranding food,
beverages and drugs
6-30

Misleading messages 6-2,
4-18,11-16

Missiles 11-12

Mission statements 4-14
Mississippi 1-24

Missouti 7-29, 9-27, 11-24

Mistakes (see also:
Failures) 2-4, 2-23, 2-24
2-27, 3-16, 4-13, 5-10,
5-15, 6-11,7-15, 11-24

>

Misunderstandings (see
also: Comprehension,
Misleading messages)
4-1

MIT (Massachusetts
Institute of
Technology) 5-19

MIT Sloan School of
Management 5-7

Mitchell & Richards 6-11
Mitchell, Ed 6-11
Mitchell, Jack 6-11
Mitchell, Norma 6-11
Mitchell’s 6-11

Mobile telephones 1-23,
7-18

Model “A”, Ford 12-2
Model “T”, Ford 12-2

Models of Bounnded
Rationality 6-15

Models, advertising 5-22
Modernization 7-29

Modesto, California 5-14

et
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Moments of truth (see

also: Service encoun-

ters) 9-12, 12-19
Monday, Cyber 11-25
Mondays 11-25

Money as a problem-
solver 10-19

Money as gifts (see also:
Gift cards) 12-26

Money to spend (see also:
Income..., Spending...)
5-3,8-14

Money, desire for 7-20
Money, making 12-1
Money, price of 12-10
Monopolies 10-6
Montana 5-7, 11-23

Montclair, New Jersey
1-10

Montgomery Ward & Co.
8-2,10-1

Montreal, Canada 8-15
Mood to shop 11-26
Moon 12-30

Mooney, James D. 2-18
Moons, full 12-30
Moore, Gordon 1-3

Morehead State
University 9-20

Morgan, John Pierpont
“I.P.” 4-17

Morita, Akio 1-26
Mormons 7-24

Mortris County, New
Jersey 11-17

Morris, Dick 11-28
Morttis, William 10-14
Morwitz, Vicki 8-4

Mosaic of Economic Growth,
The 5-19

Moses, Elias 4-4
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Moses, Isaac 4-4

Mother’s Day 5-3, 5-8,
7-28,9-24

Mothers 9-14, 9-24,
10-29, 12-28

Motion Picture Associa-
tion of America 1-2,
10-7

Motivation (see also:
Needs) 1-13, 2-17, 4-17,
5-13, 7-20, 7-30, 8-29,
10-15, 12-1

Motivation, buyer 4-17,
5-13, 8-29

Motivation, employee
1-13,12-1

Motivation, internal vs.
external 7-20

Motivation, sales force

1-13

Motivators of economic

gain 7-30
Motorcycles 3-17

Motoring (see also:
Automobiles) 1-11

Motown 4-10
Mount Everest 7-20
Mount Isa, Australia 2-10

Mount Kisco, New York
3-7

Mount Vernon, New
York 7-10

Mountains 4-21
Mouse, Mickey 4-26

Mouthwash (see also: Bad
breath) 5-29

Movies 1-2, 1-18, 1-20,
1-28,2-28, 4-11, 5-16

Moving 5-24
Mr. Peanut 2-28
Mrs. Fields’ Cookies 9-18

MSN-Zogby 7-23

MSRP (see: Sticker price)

Mt. Lebanon,
Pennsylvania 7-31

Muir, John 4-21
Mullin, Roddy 3-27
Multimixer 10-5

Multiple designs for
brands 9-3

Multiple responses in
survey research 3-31

Mumford, Lewis 10-22
Murphy, Thomas A. 12-1
Murray, Henry A. 5-13

Music (see also: Dance
and song) 1-28, 3-4,
7-18,12-8, 12-31

Music, marketing-relevant
12-8, 12-31

Musical events 7-13
Musicians 8-21, 12-8
Muslims 1-26
Mustard 8-29

“My business is different”
9-25

My First Sixty Years in
Adyertising 9-25

Mystery shopping 5-21,
9-21

Mzee (“the wise father”)
10-20

N

Nabisco, RJR 1-14, 7-10

Nader, Ralph 2-27
Nagoya, Japan 1-26

Naive listening (see also:
Listening...) 11-7
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Name changes, brand
6-22

Naming brands (see also:
Brands, Branding) 3-17

Naming product cate-
gories 8-15, 8-26, 8-31

Nantucket Island,
Massachusetts 8-30

NASA 3-24

Nathan’s Famous Corp.
6-14

National anthem, U.S.
3-3,5-1

National Anti-Boredom
Month 7-1

National Basketball
Association (NBA) 7-31

National Cash Register
(NCR) 1-8

National Centers for
Environmental
Information 9-26

National Climatic Data
Center 9-26

National Day of the
Cowboy 7-28

National Historic Park
4-1

National Hot Dog Month
7-3

National Mutual
Broadcasting 3-23

National Park System
4-21

National Retail Federation
8-6,11-8

National security (see
also: Safety, Security)
6-13

National Weddings
Month 2-1

Native Americans 1-21

Natural calendar
constraints 1-11

INDEX

Natural selection, theory
of 2-12

Nature (see also:
Conservation of natural
resources) 1-11, 4-20,
4-21, 4-26, 5-28, 10-22

Nature as a synchro-
marketing constraint
5-28

Nature marketing 4-21
Nature trails 4-21
Nature’s calendars 4-20
Nauvoo, Illinois 7-24
Naysayers 9-18
Nazareth 12-25

NBA (National Basketball
Association) 7-31

NBC television network
10-2

NCR (National Cash
Register) 1-8

Nebraska 3-1, 7-7, 8-30,
10-4

Necklaces 2-26
Necklines 6-3

Need to be understood
3-1

Need to understand 3-1
Needs, customer 5-2, 8-23

Needs, human (see also:
Motivation, and names
of specific needs [e.g.,
Achievement, Affilia-
tion, Power, etc.] 2-11,
3-11,5-2,5-13

Needs, U.S. 5-9

Need-satisfying products
8-25

Neeleman, David 10-16

Negative publicity (see
also: Publicity) 6-12

Negotiation power 2-12
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Negotiation, price 3-30,
4-4

Neiman-Marcus 9-10
Neon lights 1-19
Nepal 7-20

Nerves 10-10

Nestle Purina PetCate
Company 11-29

Nethetlands 12-6
Netscape 1-24

Networks, television 9-30,
10-2

New Betlin, Ohio 10-30

New customers, attracting
2-3,2-20, 8-3, 8-4,
10-31

New England 3-26

New Hampshire 2-3,
12-26

New Jersey 1-10, 3-6, 7-1,
8-17, 8-21, 8-31, 11-13,
11-17

New Mexico 1-12, 12-31

New Otleans, Louisiana
4-1,5-29

New product demand
(see also: Demand...,
Forecasting...) 1-3

New product
development 2-11, 12-4

New product forms 3-11
New product ideas 8-24

New product information
12-17

New product introduc-
tions 1-24, 3-7, 12-2

New products 1-3, 3-11,
7-1,11-5,12-17

New products, test
marketing 9-5

“New World” 10-12

New Year’s Day 1-1
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New Year’s Eve 1-1,
12-31

New York (state) 1-10,
1-16, 1-20, 2-28, 3-7,
3-16, 3-18, 3-22, 3-7,
4-6,4-15, 4-23, 4-25,
4-28, 4-30, 5-3, 5-11,
5-13, 5-17, 5-23, 5-30,
5-31, 6-8, 6-12, 6-14,
6-16, 6-26, 7-10, 7-14,
7-19,7-22, 8-4, 8-7,
8-11, 8-13, 8-17, 8-19,
8-22, 8-24, 8-25,9-7,
9-11, 9-14,9-21, 10-27,
10-29, 11-5,11-19,
11-28, 11-30, 12-2,
12-11, 12-20

New York City 1-10,
1-16, 1-20, 3-16, 3-22,
4-6,4-15, 4-28, 4-30,
5-3, 5-11, 5-13, 5-23,
5-30, 6-8, 6-26, 7-14,
8-4,8-13, 8-22,9-11,
9-14,9-21, 10-27, 10-29,
11-28, 11-30, 12-2,
12-20

New York Lantern 3-13

New York Post 1-16

New York Times, The 4-1,
10-1

New York University 8-4
New York Yankees 3-25

New Zealand 7-20, 12-26
Newark, New Jersey 8-31

Newman, Alfred E. 8-24,
11-1

Newman, L..D. 11-5

News releases (see also:
Publicity) 12-9
Newsletters 5-20, 7-6

Newspaper advertising
5-17

Newspaper circulation
data 5-20

Newspapers 2-22, 4-11,
4-29,5-17, 5-20, 7-15,
9-5,12-14

Newsworthiness of news
releases 12-9

Newton, Isaac 1-4
Nicaragua 9-15

Niche audiences (see also:
Market segmentation)
2-8

Niche marketing (see also:

Target marketing) 9-7,
11-20

Nicholas Day, Saint 12-6

Nichols, Ralph G. “Nick”
3-1

Nielsen BuzzMetrics 9-5

Nielsen Company 3-10,
6-3,9-5,10-2

Nielsen Media Research
9-5

Nielsen Ratings service
9-5

Nielsen surveys 3-10

Nielsen, Arthur Chatles
6-3,9-5

Nielsen/NetRatings 9-5

Nietzsche, Friedrich
Wilhelm 10-15

Nightclubs 8-21
Night-time driving 1-11
Nike 2-24, 6-18

Nine-Eleven

commemoration 9-11

Ninety-Nine Cents Only
Stores 1-20, 4-1

No More Cold Calling. ..
4-13

Nobel Prize 3-5, 6-15

Non-differentiated
products 1-27, 3-11

Non-profit organizations
(see also: Charities)
7-13,7-23,9-1,12-21

Nooyi, Indra K. 10-28
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Nordstrom 2-15

Nordstrom, Johan W.
2-15

Norgay, Tenzing 7-20
Norman, Greg 2-10
Normann, Richard 9-12

North Canton, Ohio
10-30

North Carolina 5-27, 9-4,
9-26, 12-26

Northern Hemisphere
3-20, 5-1, 6-21, 12-22

Northern Ireland 3-30,
11-17

Northwest Airlines 12-19

Norwalk, Connecticut
9-14

Nostalgia 1-28, 9-14,
12-22

Nostalgia-laden words
9-14

Nova Scotia, Canada 1-13
Novelties 8-15, 8-31
Novelty 4-28, 7-1
Nuclear bomb 3-14
Nuclear power 2-27
Nurseries 9-26

Nursery chair 2-9

Nurturance as a2 human

need 5-13

Nutritional information
12-28

Nutritional value of hot
dogs 6-14

O

O’Keefe, Sean 3-24

INDEX

Oak Park, Illinois 10-5

Oakland, California 5-15,
9-18

Oats 1-27

Objectives, marketing (see
also: Goals, Plans/
planning) 2-18, 10-31,
12-7

Objectivity 8-3

Objectivity of news
releases 12-9

Observing holidays (see
also: specific holidays)
7-28

Obsolescence, inventory
12-27

Occasions and holidays,
floating 11-25

Ocean cruises 7-26

Offensive comments
1-26, 3-4

Office of War Informa-
tion (OWI) 6-13

Off-season (see also:
Calendar-led marketing,
Seasonality, Timing...)
1-2, 5-28, 12-22

Ogilvy & Mather
Worldwide 6-23

Ogilvy, David M. 6-23

Ohio 1-8, 1-27, 2-11,
2-18,4-10, 5-17, 5-25,
5-31,7-16, 7-17, 8-23,
9-23,10-30, 11-6, 11-15,
12-12, 1221, 12-28

Oil 12-11
Oil wells 8-27

Oklahoma 1-6, 3-29, 4-24,
4-26,8-16,11-4

Oklahoma City,
Oklahoma 4-24

“Old fashioned” 9-14

Older consumers 1-20,
1-30, 3-5, 8-14, 10-6
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Oldies background music
1-28

Olds, Ransom (Eli) 10-14

Omaha, Nebraska 8-30,
10-4

“Once in a blue moon”

12-30

“One look is worth a
thousand words” 11-11

“One-stop shopping” (see
also: Convenience) 9-26

One-to-a-customer 2-7
“One-way” packages 9-11

Online 1-12, 1-24, 7-23,
6-7,7-25, 8-2, 9-26,
11-2, 11-25, 12-5, 12-20

Online information 6-7,
7-25

Online privacy 7-25
Online retailers/retailing
1-12, 8-2, 11-25, 12-20

Online shopping 1-12,
9-26,11-25,12-5

Online surveys 12-5
Online time savings 12-5

On-stage service (see also:
Dramaturgy) 4-15

Operating and
maintenance/ repair
costs 4-25, 10-1, 11-21

Operating procedures
10-5

Operational efficiency
(see also: Economies of
scale, Efficiency) 5-28,
10-5

Operational excellence
2-13

Operations manuals 10-5
Opie 6-9

Opinions of others (see
also: Influencers, Word-
of-mouth...) 9-28
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Opinions, children’s 11-1

Opportunities 1-1, 3-24,
4-2,4-7,6-8, 6-23, 8-16,
10-28

Opportunities, current
events as promo-

ton/publicity 3-24

Opportunities,
hemispheric 6-21

Opportunities, unplanned
4-7

Opportunities, year-end
marketing 12-31

Opportunity, marketing
windows of 1-1, 7-28,
11-25, 12-31

Opticians 12-31

Optimism 2-23, 3-5,
11-22

Oracle 8-17
Orange 10-31
Order 1-16

Ordinances, Congtession-
al (Acts) 2-17, 6-30,
7-27,8-14,10-22, 11-3,
11-16, 12-23

Oregon 2-24

Organization 4-2

Organizational direction/
mission/focus 12-1

Organizational
effectiveness (see also:
Effectiveness...) 10-30

Onrganizations 6-15

Orlando, Florida 6-17,
12-20

Oscars 5-16
Osgood, Chatles 9-2

Other customers (see
also: Influencers, Word-
of-mouth...) 10-11,
11-21

Other people as
motivators 7-20

Others’ approval of
purchase decisions 9-28

Otis, Elisha Graves 3-22
Ottumwa, lowa 5-3
Outdoor activities 9-26

Outdoor advertising 2-6,
10-22, 11-10

Outdoor Advertising
Association of America
10-22

Outdoor entertainment
3-20

Outdoor enthusiasts 8-9

Outdoors, marketing the
4-21

Out-of-store advertising
4-4

Output variability 10-5

Outstanding employees
5-16

Overcoming adversity
9-16, 9-24, 10-12, 10-15,
12-29

Over-confidence (see
also: Confidence,
Enthusiasm, Passion)
9-20

Oversimplifications 7-15

Overstreet, Harry Allen
10-25

OWI (Office of War
Information) 6-13

Oxford, England 12-16
Oysters 11-25

Ozone layer 3-15

P

P&G (Procter & Gamble)
5-26, 9-22
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Pacific 6-29

Package delivery
personnel 12-26

Package information (see
also: Information...,

Labels) 6-24, 11-3
Packages, “one-way” 9-11

Packaging 1-27, 1-28, 2-2,
2-17, 3-10, 7-1, 8-26,
9-8,9-11, 11-3, 12-7,
12-23,12-28

Packaging and gender
8-26

Packaging as element of
marketing mix 2-17,
12-7

Packaging design 7-1
Packaging, cigarette 9-8

Packaging, environ-
mentally-friendly 3-10

Packaging, metric 12-23

Packaging, spray
container 3-15

Packard 6-5
Pai, Ajit 6-27

Paint/painting and cold
weather 9-26

Palmer, Arnold 11-6
Pancake mix 4-3
Panthers, Florida 12-29
Paper bags 12-28

Paper dolls 5-18
Parades 5-5, 7-4, 7-24
Paranoia 9-20

Parcheesi 1-31

Parents’ Day song 5-8
Parents’ Day, Korea 5-8

Parents’ Day, U.S. 5-8,
7-28

Paris, France 1-19, 1-25,
4-30, 9-17

INDEX

Park, Simon 8-10
Parking fees 4-25
Parrot, The 11-11
Parties 12-31
Party games 4-5

Party, as element of
marketing mix 1-12

Passenger experience 7-26

Passion (see also:
Enthusiasm) 10-10

Passion, career 9-6
“Passive” smoke 9-8

Passivity as a human need
5-13

Patents (see also:
Innovation][s], Inven-
tions) 1-19, 2-9, 2-11,
3-11, 3-17, 4-27, 6-5,
8-8, 8-12, 8-22, 9-11,
11-5,11-12,12-12

Patience as a P-word 12-7
Patriot Day 9-11
Patriotic parades 7-4

Patriotism (see also:
Independence...) 2-4,
3-3,3-13, 6-29

Patterson, Kerry 7-5
Payment methods 7-27

Peaks and valleys in
demand (see also:
Calendar-led buyer
behavior, Seasonality)
1-2, 5-28, 12-22

Peale, Norman Vincent
5-31

Pearl Harbor 7-22
Pearl necklace 2-26
Pears Soap 1-25

Pedestrian traffic 4-8,
4-28

Pemberton, John S. 7-8
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Pemberton’s French Wine
Coca 7-8

Peninsular & Oriental
Steam Navigation Co.
7-26

“Penney Idea, The” 4-14

Penney, James Cash 4-14,
8-28

Pennsylvania 1-31, 4-1,
5-19, 6-25, 7-4, 7-11,
7-13,7-31, 8-27,9-11,
10-11, 10-26

Pennsylvania Packet 9-23
Pens 3-6

Pens as promotional
items 10-8

Pentagon 9-11, 11-12
People branding 11-28
People business 7-19
People magazine 2-16
Pepperidge Farm 9-14

Pepperidge Farm White
Bread 9-14

Peppers & Rogers Group
10-31

PepsiCo 4-6, 10-28
Pepsi-Cola 5-27

Pepsi-Cola Bottling
Works 5-27

Perceived value vs. costs
2-19

Perceptions, consumer
(see also: Beliefs...)
8-21,9-2,12-17

Perceptions, email 12-17

Perceptions, managers’ vs.
employees’ vs.

customers’ 8-21
Perceptions, price 9-2

Perfection 3-16, 3-27,
9-16

Performance (see also:
Effectiveness...)
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Performance, brand 8-30

Performance, employee
7-6

Perfume, Black Pearls
2-26

Period (calendar timing)
as a P-word 12-7

Periodical auditing 5-20

Periodicals (see:
Magazines)

Perishability of services
1-2

Perishable items 8-8,
12-27

Perks 9-19

Permission as a P-word
12-7

Permission Marketing (book)
4-12

Permission marketing
4-12

Perrier 5-17
Perry Ellis cologne 7-22

Perseverance (see also:
Commitment) 2-4, 2-24,
5-14,10-12

Persistence 9-24, 12-7
Personal branding 11-28

Personal care products
(see also: Health...)
6-28, 8-22,9-11, 9-13,
10-2

Personal column 2-22

Personal crises and
emergencies 10-19

Personal data online,
disclosure of 6-7

Personal finances (see
also: Income, Invest-
ments, Wealth effect)
1-7,1-9

Personal information and
children 7-25

Personal selling (see also:
Direct selling, Door-to-
doot..., In-home...,
Salesmanship) 5-2, 9-13,
12-7,12-11

Personal selling, rejection
in 9-13

Personal space 2-25

Personality 5-13, 5-18,
7-30,11-6

Personality and selling
effectiveness 11-6

Personality, product/
advertising 5-18

Personalization as a P-
word 12-7

Personnel (see also:
Employees)

Personnel, importance of
service-oriented 4-4,
12-7

Perspiration 6-28

Persuasion and surveys

8-4
Peru 7-28

Peru Independence Day
7-28

Pessimism 2-23, 9-18
Pet market 11-29

Pet stores 4-26
Peters, Tom 11-7
Petroleum 8-27
Petty, Tom 7-13
Pharmaceuticals 3-31
Pharmacies 5-5, 7-8

Philadelphia and Reading
Railroad 2-20

Philadelphia, Pennsylvania
1-31, 4-1, 5-19, 7-4,
7-11, 7-13, 7-31

Philanthropy (see also:
Charities, Donations,
Fundraising) 7-23
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Philip Morris 4-23
Philosophers 12-16

Photographs, advertising
11-11

Phrases and slogans,
meaningless 11-3

Phrases, sales 12-11

Physical environments
2-27, 3-10, 3-15, 4-6,
4-21, 4-22, 5-28, 7-29,
11-1,11-21, 12-7

Physical facilities as an
element of marketing

mix for services 12-7

Physical fitness (see also:
Health..., Wellness/
fitness) 1-1, 7-20

Physical handling 2-2, 8-8,
12-7,12-27

Physical presence of
customers 7-26

Physical presence of
service providers 1-10

Physical proximity 11-10

Physicians as influencers
6-14

Physicists 3-14

Physiological and emo-
tional responses 10-29

Pianos 8-21

Picasso, Pablo Ruiz y
10-25

Pickford, Mary 5-12
Pickles 10-11
Picnics 4-5, 7-4, 7-24

Pictures and words in
advertising, use of
familiar 10-21

Pictures in promotional
materials 10-21, 11-11,
11-15

Piggyback promotions
3-24

INDEX

Piglet 1-18
Pillsbury 5-30

Pillsbury Doughboy 2-28,
6-12

Pioneer advantage (see
also: Speed to market)
5-24,8-12, 11-25

Pioneer advantage and life
transitions 5-24

Pioneer Day 7-24
Pip 8-3
Pitman, Isaac 1-10

Pittsburgh, Pennsylvania
10-11

Pittsfield, Massachusetts
3-5

Pizzazz (creativity) 5-25,
9-30, 12-7

Place (distribution) (see
also: Distribution...,
Doot-to-doot..., In-
home...) 7-26, 9-3,
9-13, 9-26, 10-30, 12-7

Place, Francis 4-8
Plain English 5-8

Planning 3-5, 3-9, 3-26,
4-2,4-6,4-7,5-31, 6-10,
10-14, 10-31, 11-25

Planning, career 3-20,
9-16,12-8

Planning, cold weather
(see also: Climate,
Inclement weather,
Weather) 9-26, 12-22

Plans 3-5, 4-2, 5-31, 6-13,
12-7,12-30

Plans, confidential
military 6-13

Plants 9-26
Playgrounds 11-1

Playmirth as a human
need 5-13

Plotkin, Faith Beryl 5-11
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“Plug-in” appliance
marketers (see also:
Appliances, Electric...)
12-4

Plumbing 3-28
Podhoretz, Norman 1-16
Poe, Edgar Allan 5-16
Poets 12-16

Policy Analysis and
Management,
Department of 10-6

Policy as a P-word 12-7
Polio 9-24

Political changes 5-6
Political correctness 12-25
Political freedom 7-24
Political fundraisers 6-27
Pollack, Oliver 4-1

Pollard, Charles William
6-8

Polling, public opinion
(see also: Public
relations, Public
sentiments, Survey
research) 11-18

Pollution 4-22

Poor listeners,
characteristics of (see
also: Listening) 3-1

Poor, helping the (see
also: Chatrities, Poverty)
7-23

Popcorn, Faith 5-11
Popeil, Ron 5-3
Popularity 8-3
Popularity, social 11-1

Population growth 2-3,
8-1,11-20

Population, Argentina 7-9

Population, developing
vs. industrialized
countries’ 11-20
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Population, U.S. 8-1,
9-15,11-20

Population, world 11-20
Portability 2-9

Portland State University
6-18

Portland, Oregon 2-24

Positioning (see also:
Repositioning) 3-4, 5-3,
5-29, 6-15, 6-29, 8-15,
8-20, 8-31,9-2, 9-7,
9-29, 10-29, 12-7

Positive impressions (see
also: Impressions) 3-28

Positive thinking (see also:

Confidence, Enthusi-
asm, Optimism, Pas-
sion) 5-23, 5-31, 9-16,
10-26, 11-24

Postal Service, U.S. 12-18

Post-Christmas clearance
sales 12-27

Potato chips 8-24
Potter, Helen Beatrix 7-6

Poverty (see also:
Income...) 7-12, 7-23,
8-3, 10-6, 10-16

Poverty in Kenya 10-20
Poverty line 7-23
Poverty statistics 7-23

Power 7-30, 10-15, 11-5,
11-19, 127

Power appeals 10-15
Power innovations 11-5
Power of Boldness, The 5-19
Power of Nice, The... 9-19

Power of Positive Thinking,
The 5-31

Power source 11-5
Power, market 11-19
Power, need for 10-15

P-proliferation 12-7

Prager, Denora 3-23
Predictive validity 11-22
Preferences and age 8-31

Preferences, customer
(see: Expectations,

consumer/customer)

Preferences, holiday
shoppers’ 12-15

Premium grade 8-29
Preparation, sales 5-2
Prescott, William 6-17

Presence (market share)
as a P-word 12-7

Presentation as a P-word
12-7

Presentation, product (see
also: Demonstrations)
3-6

Presidential proclamations
7-28

Presidents, U.S. (see also:
names of specific Presi-
dents) 2-4, 4-26, 4-30,
6-13, 6-27, 6-29, 6-30,
7-23, 8-14,10-3, 10-22,
10-27,11-3,11-9, 11-21

Press releases (see also:

Publicity) 12-9
Prestige 8-3, 7-30
Price appeal 1-7

Price as element of

marketing mix 12-7
Price benefits 2-12

Price competition 6-14,
11-4

Price discounts, after-
Christmas 12-27

Price features 1-7

Price incentives as a
synchromarketing tactic
5-28

Price negotiation/
haggling 3-30, 4-4
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Price of college 4-25
Price of money 12-10
Price savings 12-17

Price shopping, online
12-5

Price(s) 1-7, 2-6, 3-30,
10-1,10-10, 10-14

Price, measuring
perceptions of 9-2

Price, sticker 1-7, 4-25
Price, systems 4-25, 10-1

Price-marking
merchandise 8-8

Price-quality relationship
6-14

Prices, competitors’ 5-21
Prices, declining 8-5
Prices, fixed 3-30

Prices, low 4-4,9-3, 10-5

Price-sensitive market
segment 1-30, 11-26

Pricing (see also:
Price[s]...) 1-7, 12-7,
12-15

Pricing data 5-21
Pricing, “cash only” 3-30

Pricing, metric-based
12-23

Primary demand (see also:

Demand...) 2-20
Prime interest rate 12-10

Prime Resource Group
8-18

Prince tennis racquets
7-31

Principles of Advertising 3-8

Printers’ Ink magazine
11-11

Printing process 12-12

Prioritization of market-
ing activities (see also:
Goals, Objectives) 4-13

INDEX

Prisoners of addiction and
envy, consumers as 9-4

Privacy (see also: Security)
6-27,7-25

Prizes, contest 11-14

Probing (marketing
research) as a P-word
12-7

Problem solving 6-15,
7-31

Problem, selling a 5-29

Problems (see also:
Opportunities) 5-2,
5-29, 7-6, 9-16

Problems, customer (see
also: Complaints...,
Dissatisfaction) 5-2

Process management
10-4,12-7

Process, purchase (see
also: Purchase...) 6-15

Processes 5-19

Procrastination 11-26,
12-8

Procter & Gamble (P&G)
5-26, 9-22

Product (see also:
Products...)

Product appeal 12-11

Product as element of
marketing mix 12-7

Product attributes 1-7,
3-15, 6-5, 8-17, 8-21,
8-26

Product augmentation
2-19

Product categories and
African-Americans 10-2

Product categories,
(re)naming 8-15, 8-26,
8-31

Product color (see also:
Color) 12-2

Product confidence 11-6
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Product deletion 1-26

Product demonstrations
1-13, 3-6

Product design 1-8, 2-15,
4-25,7-1,8-26

Product design and
gender 8-26

Product development,
new 2-11, 12-4

Product differentiation
1-27, 6-20, 9-3

Product engagement/
involvement 9-3, 11-12

Product enthusiasm (see
also: Enthusiasm) 9-9

Product failure (see also:
Failures, Mistakes) 3-18

Product features 1-7, 3-5,
6-5,8-17, 8-21, 8-26

Product form 3-11

Product information 10-6
11-19,12-17,12-28

>

Product knowledge 11-6

Product launch, new 1-24
3.7,12-2

>

Product mix 3-18, 7-1,
9-29, 12-15

Product placement 4-11

Product Placement During the
Family Viewing Honr
4-11

Product placement on

television 4-11
Product planning 12-7
Product presentation 3-6

Product quality (see also:
Quality) 2-7, 3-27, 4-10,
4-29, 8-21

Product safety (see also:
Safety, Warning labels)
3-10, 6-30, 9-8

Product usage 7-30


http://en.wikipedia.org/wiki/Copyright_symbol

Marketing For A/l the Marbles Every day

Product user relationships
11-12

Product visibility 6-5, 6-6

Product, selling a (vs.
selling a problem) 5-29

Product/brand image 9-2

Production, automobile
10-14

Productivity 7-23, 10-13,
11-30

Products, feminine and
masculine (see also:
Females, Gender,
Males) 8-26

Products, government
regulation of harmful
(see also: Warning
labels) 9-8

Products, internal 8-20

Products, need-satisfying
(see also: Needs...)
8-25

Products, using clients’
6-23

Professional development
8-28,11-24

Professional service firms
7-21

Professionalism as a P-
word 12-7

Profit maximization 4-14

Profitability 3-18, 4-14,
8-4,10-10, 10-31, 11-19,
121,127

Profitability, brand 11-19

Profitability, customer
10-31

Project Literacy (see also:
Education, Literacy)
9-30

Projection techniques

5-13

“Promised land” 7-24

Promises (see also:
Commitment) 2-4, 3-12

Promotion as element of
marketing mix 12-7

Promotion calendar (see
also: Calendar-led
marketing, Seasonality,
Timing, Windows of
marketing opportunity)
4-26

Promotion contests 11-14

Promotion(s) (see also:
Advertising, Product
placement, Public
relations, Publicity,
Sales promotions,
Selling...)

Promotion/publicity
opportunities, current

events as 3-24

Promotional items (see
also: Gifts) 1-31, 10-8,
10-11

Promotional Merchandise

Association, British
10-8

Promotional offers,
creative 12-24

Promotions 1-28, 2-4,
3-24,3-27,6-2,7-14,
11-14, 12-7,12-24

Promotions, “Buy One
Get One Free” 7-14

Promotions, birthday
1-20, 4-26

Promotions, history-based
theme 1-28

Promotions, humorous

explanation of 6-2
Property taxes 5-3
Proposals, B2B 4-13

Protecting merchandise
8-8

Proton Cars 8-10

Providence, Rhode Island
1-10
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Prussia 10-15
Psychologists 12-11
Psychology 12-9

Pt. Pleasant, West
Virginia 4-11

Public opinion 5-13,
11-14, 12-5

Public opinion polling
11-18

Public parks 4-21

Public relations 2-14,
3-23,4-18,7-16

Public relations defined
3-23

Public Relations News 3-23

Public relations, humor-
ous explanation of 6-2

Public sentiments 11-14

Public service workers

12-26
Public speaking 11-24
Public’s ignorance 1-26

Publicity 1-13, 3-24, 4-24,
5-12, 5-16, 6-12, 6-29,
7-3,7-28, 11-14, 122,
12-7,12-9, 12-24

Publicity of holidays,
media 7-28

Publicity tactics 5-12

Publicity, April Fool’s
jokes 3-19, 4-1

Publicity, humorous
explanation of 6-2

Publicity, negative 6-12
Publicity, value of 4-24

Publicity/promotion
opportunities, current

events as 3-24

Puebla de Los Angeles,
Mexico 5-5

Pull strategy 6-6

Pumpkins 10-31

INDEX

Punchy 6-9

Purchase alternatives,
information about (see
also: Product
information) 10-6, 10-7,
11-3

Purchase behavior (see
also: Buyer behavior)
8-4,12-7

Purchase criteria 6-15,
9-11, 10-6

Purchase decisions (see
also: Decisions, Deci-
sion-making) 7-30, 10-6

Purchase decisions and
information 10-6, 10-7,
11-3

Purchase decisions,
others’ approval of (see
also: Influencers) 9-28

Purchase decisions,

reinforcement of 9-28

Purchase intent 10-29,
11-13

Purchaser (buyer
behavior) as a P-word
12-7

Purchasing process 6-15

Pure Food and Drug Act
6-30

Purina.com 11-29
Purple Cow 7-10

Purpose (vision/object-
tives) as a P-word (see
also: Aspirations, Goals,
Objectives) 12-7

Purses 8-26

Push Pin Studios 6-26
Push strategy 6-6
Puzzles 1-31

P-words (see also:
Marketing mix) 12-7

L]

&
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Q

Quaker merchants 1-27
Quaker Mill 1-27

Quaker Oats Co. 1-27,
3-25

Quality 1-27, 3-4, 3-6,
4-14, 5-5, 8-29, 10-4

Quality Award, Malcolm
Baldrige National 10-4

Quality management 10-4

Quality, product 2-7,
3-27, 4-10, 4-29, 8-21,
12-15

Quality-price relationship
6-14

Quality-related exercise
8-21

Queen 7-13
Queens, New York 11-19

Questionnaire design (see
also: Marketing
research, Survey
research) 3-31

Questions 3-28, 8-19,
9-12,9-22,11-24, 12-11,
12-19

Questions, customet/
consumer (see also:
Comments. ..

Complaints...) 3-17,
3-28,9-12,9-22,12-19

Questions, sales 12-11

QVC 9-26

R

Rabbits 7-6
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Radio 1-20, 4-29, 5-1,
7-14,9-5,10-1, 10-23

Radio commercials 7-14

Radio Corporation of
America (RCA) 10-1

Railroads 2-20
Rand, John 9-11

Rapport establishing (see
also: Relationship
building; Relationships,
customer) 6-10, 11-4,
12-16

Rare events 12-30

RAST (rural America &
small towns) market
(see also: Farmers/
farming) 2-7, 8-2, 8-9,
10-1

Rates of consumption 8-8

Rating systems for
services 10-7

Ratings, movie 10-7

“Rational” perspective of
consumer behavior 10-6

Rationing, product 4-3
Razor blades 9-28

Razors (see also: Shaving,
Toiletries) 11-5

RCA (Radio Corporation
of America) 10-1

(Re)naming product
categories 8-15, 8-20,
8-31

Readership studies 5-20
Reading 2-16

Ready-fire-aim approach
1-29

Real estate 5-3

Reality vs. beliefs 4-20
Reapers 2-15

Reason 10-15

Reasons to buy 4-17

Rebates 1-7, 7-27
Receptionists 3-28
Recipes 4-3

Reckless extravagance 4-8

Recognition 5-13, 5-16,
7-6

Recognition, employee

7-6

Recollection of the past
(see also: Nostalgia)
9-14

Record-breaking
achievements 7-3, 7-14,
12-10

Recreation and sports
equipment 6-21, 8-31

Recycling (see also:
Conservation of natural
resources, Waste
reduction...) 4-22

Red Bank, New Jersey
8-21

“Red Solo Cup” (song)
4-5

Referrals 7-31
Refrigerators 8-8

Regulation of advertising
10-22

Regulation of harmful
products, government
(see also: Warning
labels) 9-8

Regulation, television 5-9

Reilly’s Law of Retail
Gravitation 1-4

Reindeer 12-6
Reinemund, Steven 4-6

Reinforcement of
purchase decisions 9-28

Reintroduction of old
brands 1-28

Reiter, Ester 4-15, 5-30
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Rejection 3-18, 5-13, 9-13,
9-18

Rejection as a human
need 5-13

Rejection in personal
selling 9-13

Relations, employee 8-20,
10-16

Relationship building (see
also: Rapport building)
4-2,11-17,12-8, 12-16,
12-19

Relationships with
stakeholders 4-2

Relationships, customer
(see also: Customer
retention) 2-13, 2-22,
3-17, 6-10, 6-11, 8-10,
9-12,10-16, 10-26

Relationships, discon-
tinued business 8-4

Relationships, long-term
12-8

Relationships, product-
user 11-12

Relativity, theories of 3-14

Religion 6-28, 7-11, 7-24,
9-16

Rely brand tampons 9-22
Remembrance Day 11-11

Remembrance Sunday
11-11

Remote controls 4-9
Renazzo, Italy 4-28
Repair shops 5-3

Repeat patronage (see
also: Customer
retention, Loyalty) 1-23,
8-3,9-21, 12-19, 12-29

Repetition, advertising
1-25,10-8

Report of the Exploring
Expedition 1-21

INDEX

Reporting data/statistics
7-15

Reporting survey findings
3-31

Reports, annual 5-21

Repositioning (see also:
Positioning, [Re]naming
product categories)
5-23,7-8

Republic of Korea 5-8

Reputation 1-27, 2-4, 3-4,
4-6,6-12,11-28

Requests, honoring cus-
tomer 3-17,9-22, 12-19

Requirements, customer
(see also: Expectations,
consumer/customer)

8-18, 8-24

Re-sealable containers

3-10

Research, advertising (see
also: Marketing
research, Survey
research) 3-8, 11-18

Research, consumer (see
also: Marketing
research, Survey
research) 11-13

Resolutions, New Yeat’s
1-1

Resources, marketing
limited (see also:
Conservation of natural
resources) 6-17, 10-27,
12-30

Resources, wasting 10-31

Respect for customers
(see also: Customer
orientation) 9-4

Respect for employees
8-20

Respondents, representa-
tiveness of survey 12-5

Responding to customer
requests 3-17, 9-22,
12-19
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Response choices in
survey research 3-31

Restaurant Brands
International 5-30

Restaurant menus 11-11

Restaurant washrooms

11-10

Restaurants (see also: Fast
food) 1-10, 3-24, 4-15,
5-30, 6-4, 8-24, 9-2,
10-5, 11-15, 11-19

Restrictions, smoking 9-8,
11-21

Retail store advertising
7-11

Retail theater (see also:
Marketing theater) 4-15

Retention as a2 human
need 5-13

Retention, customer 2-3,
2-20, 5-15, 8-3, 8-30,
9-21,10-31

Retired consumers (see
also: Age, Mature
market, Seniors market)
8-14

Retirement communities

9-29
Retro look displays 1-28

Return on marketing

investments 6-17

Returns and exchanges
12-26

Revenues, advertising
2-16

Revenues, customer 10-31

Reverse-engineering
products 5-21

Revlon 5-5

Revolutionary War 2-4,
6-17

Revson, Chatles 5-5

Rewards, employee 4-14
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RFD (Rural Free
Delivery) 10-1

Rhode Island 1-10, 4-26

Rich consumers (see also:
Affluence, Income) 5-4,
8-29

Richards 6-11

Richmond, British
Columbia, Canada 6-1

Richter scale 4-18
Ringer, Randall 10-29
Rio de Janeiro, Brazil 4-30

Risk(s) 1-13, 3-16, 5-10,
5-14,8-16

Ritz crackers 1-14
Roads 1-11, 1-22, 10-22

Robbins, Anthony
“Tony” 2-29

Robbins, Tennessee 8-5

Robin (Milne),
Christopher 1-18

Robocalls 6-27

Rocco’s on 22nd Street
11-19

Rochester, New York
11-5,12-11

Rock ‘n’ roll (see also:

Music) 3-4
Rodeos 7-24

Rogers, William “Will”
Penn Adair 3-21, 4-26,
11-4

Roken, Prussia 10-15
Role models 7-18

Role of advertising (see
also: Advertising...) 9-9

Role of marketing (see
also: Marketing...) 1-29

Roles in service provision
(see also: Dramaturgy)
4-15

Roller coasters 6-16

Rolls, Charles 3-27
Rolls-Royce Ltd. 3-27
Rome, Italy 12-16, 12-25

Roosevelt, Franklin D.
6-13, 8-14,10-3

Roosevelt, Theodore
6-30, 10-27

Roper Starch Worldwide
3-8

Roper, Elmo 3-8
Rosenbluth, Hal 8-20

Roswell, New Mexico
12-31

Roto-Rooter 3-28

Royce, Sir Frederick
Henry 3-27

Rudkin, Margaret “Peggy”
Fogarty 9-14

Rules-of-thumb 6-15,
10-21

Rural America (see also:
Farmers/farming) 2-7,
8-2,8-9,10-1

Rural Free Delivery
(RFD) 10-1

Russia 2-17, 3-9, 9-25
Ruth, Babe 3-25
Rutland, England 3-27
Ryan, Jack 11-12

Ryan, Katharine 1-10

S

Sackheim and Scherman
9-25

Sackheim, Maxwell 9-25

Safety (see also: Privacy,
Security) 2-27, 5-15,
6-24, 8-3,9-11,9-22
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Safety nets, economic
8-14

Safety, product 3-10, 9-8,
6-30

Sagittarius (zodiac sign)
(see also: Astrology)
11-22

Saint... (see: St. ...)

Salaries vs sales
commissions (see also:

Compensation) 1-13

Sale events (see also:
Promotions) 12-15

Sale events, after-
Christmas 12-26, 12-27

Sales “solutions” 5-2

Sales campaign
effectiveness (see also:
Sales success, Selling
effectiveness) 10-31,
11-6

Sales chain metaphor (see
also: Metaphors) 10-30

Sales closes 4-13, 12-11
Sales coach 12-16

Sales demonstrations
10-30, 11-19

Sales failures (see also:
Failures) 11-6

Sales force compensation
(see also:

Compensation) 1-13

Sales force motivation
(see also: Motivation,
Needs) 1-13

Sales phrases 12-11
Sales pitches 3-28, 6-27
Sales potentials 8-1
Sales preparation 5-2
Sales Promotion. .. 3-27

Sales promotions (see

also: Promotions) 3-27

Sales promotions, rebates
1-7

INDEX

Sales questions (see also:
Questions) 12-11

Sales rapport with buyers
(see also: Rapport
building) 12-16

Sales reps (see: Sales-
people)

Sales success (see also:
Success) 5-2, 5-12,
10-23, 10-31, 11-6,
12-11

Sales tax (see also: Taxes)
5-3,10-1

Sales volume days, high
11-25, 12-20

Sales volume, stimulating
(see also: Demand...)
7-27

Sales, after-Christmas
12-26

Sales, door-to-door 1-13,
5-31,9-12,11-2

Sales, humotrous

explanation of 6-2

Sales... (see also:

Selling. ..)

Salesmanship 5-2, 8-25,
12-11

Salespeople 8-18, 11-4,
10-30

Salespeople, doot-to-door
1-13, 5-31, 9-12, 11-2

Salespeople, duties of
10-26

Salespeople, effectiveness
of (see also: Sales
campaign effectiveness,
Sales success, Selling
effectiveness) 5-12,
8-19, 10-23, 10-31, 11-6,
12-11

Salespeople’s knowledge
8-19

Salespeople’s word choice
12-11
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Salience, attribute (see
also: Attributes) 6-5

Salmon 1-21

Salt 5-1

Salt Lake City, Utah 7-24
Sample size 12-9

Samples in survey
research 3-31, 12-5,
12-9

Samples, free (see also:
Gifts, Promotional
items) 3-24, 4-24,11-23

Samples, representa-
tiveness of survey 12-5

San Bernardino,
California 10-5

San Francisco, California
1-3, 2-21, 2-24, 3-26,
4-18,4-29,10-25

San Marino 7-28

San Marino Liberation
Day 7-28

Sandow, the Great 3-21
Sanger, Steve 4-10

Santa Claus 12-6
Santayana, George 12-16

Santos de Cartier Watch
8-26

Santos-Dumont, Alberto
8-26

Sao Paulo, Brazil 10-16
Sapphires 4-3
Saratoga Chips 8-24

Saratoga Springs, New
York 8-24

Sarnoff, David 10-1
Satchels 8-26

Satisfaction (customer) as
Baldrige Award criteria
10-4
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Satisfaction, consumer/
customet (see also:
Dissatisfaction...) 4-14,
4-16, 8-4, 8-20, 8-25,
9-10, 10-4, 10-5

Satisfaction/dissatisfac-
tion, job 4-19, 5-31,
8-20, 10-10, 12-30

Satisficing 6-15

Saturday before Christmas

11-25

Saturday Evening Post 2-8,
5-4

Saturday Night Live 2-28

Sauk Centre, Minnesota
2-7

Savannah, Georgia 1-21

Saving money (see also:
Discounts, Economies
of scale, Sale events,
Voluntary simplicity)
4-22,10-16

Sawyer, Tom 6-16

Scales/scaling (see also:
Measurement) 9-2

Scandals 6-12
Scandinavia 9-12

Scenario planning (see
also: Plans, Planning)
3-5,10-14

Scenic beauty/blight
10-22

Scents 2-15

Schomdorf, Germany
3-17

School buses 7-7

School children (see also:
Children) 8-6

School crossing guards
12-26

School supplies 8-6

School year 8-6

Schools (see also:
College...) 1-2, 1-10,
5-24, 8-6

Schuller, Robert H. 9-16
Schultz, Howard 7-19

Scotland 4-21, 5-6, 5-7,
11-25

Scott, Margaret 4-26
Scott, Zachary 2-24
Scripts, service 4-15
Sculley, John 4-6
Seafood 3-24

Sears Canada 3-30

Sears, Roebuck &
Company 1-14, 8-2,
10-1,10-2

Season, holiday shopping
11-8

Seasonal buying/con-
sumption patterns 1-2,
3-20, 5-28, 9-26, 12-22

Seasonal changes in
climate 9-26

Seasonal driving behavior
1-11

Seasonality 2-2, 9-26,
12-22

Seasons, reversed 6-21

Seattle, Washington 2-15,
10-28

Seattle’s Best Coffee
International 7-14

Second Continental
Congress 7-4

“Second” Christmas
season 12-26

Security (see also: Privacy,
Safety) 3-5, 6-13, 9-11

Sedgwick County, Kansas
9-12
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Segmentation/segments,
market (see also:
Demographics, Target
marketing, and specific
market segments and
market segment var-
iables [e.g., Children,
Seniors, Hispancis, Age,
Income, etc.]) 5-4,
10-31

Selden, George B. 11-5

Selection, merchandise
9-29,12-15

Selective demand 2-20

Self-centeredness 7-18,
8-11

Self-gifts (see also:
Gifts...) 11-8

Self-help books 11-24

Selfridge and Company
Ltd. 8-18, 11-26

Selfridge, Harry Gordon
8-18, 11-26

Self-service as a synchro-
marketing tactic 5-28

Selling a problem (vs.
selling a product) 5-29

Selling door-to-door 1-13,
5-31,9-12,11-2

Selling effectiveness 5-12,

8-19,10-23, 10-31, 11-6,

12-11
Selling ideas 4-23

Selling online (see also:
Online...) 1-12

Selling yourself 10-26
Selling, cross 10-31, 12-4

Selling, customer-centric
(see also: Customer

orientation) 8-18

Selling, in-home (see also:
Doot-to-door sales)
9-13, 9-26, 10-30

INDEX

Selling, personal (see also:
Sales..., Salesmanship)
5-2,9-13,12-7,12-11

Semantic differential 9-2

Seniors market (see also:
Age, Mature market)
1-20, 8-14, 10-6

Sensationalism 7-15

Senses, stimulation of
senses 7-1, 7-29

Sensibilities, international
1-26

Sentience as 2 human
need 5-13

Sentiments, public 5-13,
11-14,12-5

Sequoia National Park
4-21

Serendipitous sales 11-2

Serendipity (see also:
Luck, Risk) 7-14

Service as acting (see also:
Dramaturgy) 4-15

Service delays 2-14
Service delivery 7-26, 9-12

Service encounters 3-28,
9-12,9-17,12-19

Setvice environments (see
also: Physical
environments, Store

environments) 11-21

Service expectations (see
also: Expectations...)
12-19

Service experiences 3-4,

7-26

Service industries (see
also: Service([s]) 1-2,
8-20, 12-29

Setvice otientation (see
also: Customer
orientation) 4-4, 4-15

Service providers, physical
presence of 1-10
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Service sector (see also:
Service[s]) 1-2, 8-20,
12-29

Service simultaneity 10-7
Service standards 10-5

Service theater (see also:
Marketing theater) 4-15

Service variability 10-5

Service workers, public
12-26

Service(s) (see also:
Customer service) 1-2,
1-6, 1-10, 2-11, 2-15,
7-21,12-7

Service, customer 2-15,
4-14, 5-15, 6-11, 6-17,
9-12

Service, experiential
principle of 7-26

Service, retailing 4-4
Service, speed of 10-5

ServiceMaster Company,
The 6-8

Services, church 9-16

Services, marketing mix
for 12-7

Services, rating systems
for 10-7

Seventh Heaven (movie)

5-16
Sewing machines 8-12
Sex appeal 8-17
Sex as a human need 5-13

Sexual innuendo on

television 4-9
Seymour, Henry 1-27

Shake-out periods (see
also: Competition...)
2-20

Shampoo 8-29

Shanksville, Pennsylvania
9-11

Shaving 9-28


http://en.wikipedia.org/wiki/Copyright_symbol
https://openclipart.org/detail/234969/usa-flag-sphere-enhanced-2

Marketing For A/l the Marbles Every day

Shaving cream 9-11,
12-11

Sheppard, William 8-22

Shifting inventory costs
8-8, 12-27

Shipping, holiday season
12-18

Shoes 5-18, 6-18, 8-6,
10-20

Shopping behavior and
weather 9-26

Shopping districts 1-4

Shopping experiences,
stressful 2-25

Shopping motivations
4-17

Shopping procrastination
11-26

Shopping season, back-to-
school 8-6

Shopping season,
Christmas/holiday 8-6,
11-8, 11-25, 11-26, 12-5,
12-26, 12-27

Shopping websites 1-12

Shopping, in-home/
online (see also:
Online...) 9-13, 9-26,
10-30, 11-25, 12-15

Shopping, online holiday
12-5

Shopping, Thanksgiving
11-25

Shopping, window 4-8

Shopping-related
expenses 10-1

Shortages, product 4-3

Shortcomings of existing
products 8-24

Shott-cuts in decision-
making 6-15

Shotrthand 1-10

Show business 10-17

Showers (bridal) 5-3
Showers 6-28
Showmanship 6-2

Shrewsbury, United
Kingdom 2-12

Shrimp 3-24

Sieff, Marcus J. 7-2
Siegel, Martha 4-12
Sierra Club 4-21

Sierra Nevada Mountains
4-21

Sign value 6-5
Signs, zodiac 4-20, 11-22

Signs/signage 1-19, 4-28,
5-12, 6-14,7-1

Silly Putty 8-15

Simon, Herbert Alexander
6-15

Simplicity 3-14, 7-12

Simplification of language
5-8

Simpson, Nicole Brown
6-12

Simpson, O.]. 6-12
Simrishamn, Sweden 2-13
Simultaneity 3-4, 10-7

Singer Company, The
8-12

Singer, Isaac Merrit 8-12

Singles’ dating preferences
2-14

Sins, marketing 4-2
Sioux City, lowa 10-14

Site selection (see also:
Location...) 1-22, 7-14

Sizzle, selling the 12-11
Sketches 11-11

Ski business 5-28, 7-31

Perennial Edition © 2019

Skin care (see also:
Personal care products)
9-13

Skydiving 7-1
Slavery, consumer 9-4

Sleazy marketing practices
(see also: Dishonesty,
Unethical...) 4-16

Sloan School of
Management (MIT) 5-7

Sloan, Alfred P., Jr. 5-10,
11-27

Slogans and phrases,
meaningless 11-3

Slogans, advertising 4-3,
5.23, 6-9, 6-13, 6-26,
7-22,9-29,10-28, 11-3

Slovenliness 6-28

Small Business Saturday
11-25

Small towns 2-7, 8-2, 8-9,
10-1

Small vs. latge businesses
2-12

Smells 2-15, 4-28

Smiles/smiling 3-28, 4-15
6-17,7-17, 8-20, 9-12,
10-28

>

Smith, Kathryn Elizabeth
“Kate” 5-1

Smith, William 8-27

“Smokestack” companies
5-26

Smoking 1-20, 5-1, 6-24,
7-10, 9-8, 11-21

Smoking restrictions 9-8,
11-21

Snack foods 2-19
Snickers candy bar 9-24
Snob appeal 7-30

Snow and ice (see also:
Inclement weather,
Weather) 9-26

INDEX

Snow tires 1-11

Soap and bath products
(see also: Cleaning. ..,
Toiletries) 6-28, 8-22,
10-2

Social approval (see also:
Influencers) 9-28

Social causes 7-23, 10-2
Social critics 7-12, 7-30

Social responsibility 1-26,
2-18, 3-12, 3-18, 4-6,
10-2

Social Security Act 8-14
Social status 7-30, 11-1
Socialism 2-27

Socially (un)acceptable
5-13, 6-28, 7-6, 8-31,
10-15

Socially designed 7-1

Society and marketing
(see also: Social
responsibility) 2-18

Society for Consumer
Research 3-8

Soft drinks (see also:
Beverages, and names
of specific soft drinks,
e.g., Coca-Cola, Pepsi)
5-27, 6-29,7-8, 7-18,
12-23

Softsoap brand 8-22
Software 8-17
Solicitation letters 12-12

Solicitation, door-to-door
1-13, 5-31,9-12, 11-2

Solitude 7-12

Solo Cup Company 4-5
Solstice, winter 12-25
Soluri, Jeff 6-17

Solutions to problems
6-15

Solutions, sales 5-2

www.MarketingMarbles.com

Somerset County,
Pennsylvania 10-26

Song and dance 3-3, 5-1,
10-2, 12-8

Song, Parents’ Day 5-8

Songs, marketing-relevant
12-8

Sony Corp. 1-26

Soul Train 10-2

Sound 4-28

Soup 10-29, 12-22
Source-e 10-8

South America 7-9
South Carolina 12-26
Southampton, U.K. 7-26

Southern Hemisphere
6-21

Southern Sanitation
Service 12-29

Space, personal 2-25
“Space-age savvy” 11-12

Spain 7-9, 10-25, 12-16,
12-24

SPAM (see also: Cold
calling) 4-12, 6-7, 12-17

Sparrow missiles 11-12

Spatsely populated

communities 8-2
Spassky, Boris 3-9
Speaking 3-4, 7-11
Speaking, public 11-24
Special events 2-4
Special Olympics 2-5

Specialty advertising (see
also: Gifts...) 1-31,
10-8, 10-11

Specialty stores 8-6

Speeches 4-30, 5-21, 7-4,
7-24

Speed of service 10-5
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Speed to market (see also:
Pioneer advantage,
Timing of market entry)
1-24, 3-7

Spending in Kenya,
consumer 10-20

Spending, advertising 2-6,
7-11

Spending, back-to-school
8-6

Spending, children’s 11-1

Spending, consumer 1-9,
1-30, 5-3, 8-6, 11-1,
12-13

Spices/seasonings
products 10-2

Spirit, inventive and
creative 10-25

Spoilage 2-2

Spoilage/damage costs,
inventory 12-27

Spoiled merchandise 8-8

Spokane, Washington
6-19

Spokescharacters 2-28,
3-13,6-9, 6-12

Spokespeople 1-28, 2-10,
5-1,5-22, 6-12, 11-6,
11-15

Spokespeople vs.
spokescharacters 6-12

Sporting events 2-5

Sports (see also: specific
sports, e.g., Baseball,
Football, etc.) 2-5, 6-18,
7-1, 8-31

Sports and recreation
equipment 6-21, 8-31

Sports cars 8-31

Sports marketing 3-25,
6-12,11-6

Sports teams 4-11, 12-29

Sports, extreme 7-1

Sports-related endorse-
ments (see also: Spokes-
people) 3-25, 6-12, 11-6

Spring 3-20
Spring break 3-20
Spruce Gum 10-25

SQC (statistical quality
control) 10-14

Squeezable tube 9-11
St. Johns, Michigan 10-21

St. Jude Children’s
Hospital 1-6

St. Louis, Missouti 7-29,
9-27

St. Nick 12-6
St. Nickolas Day 12-6
St. Patrick’s Day 7-28

Stacking, food product
3-10

Stafford, England 8-9

Stages of innovation (see
also: Innovations,
Patents) 5-19

Standards, industry 7-7
Standards, service 10-5

Standards, variability in
7-7

Stanford University 5-19
Star Wars 5-14

Starbucks Coffee
Company 7-19

Starek, Roscoe B., 111
7-25

Stars and Stripes, The 5-17

“Star-Spangled Banner,
The” 3-3, 5-1

Statistical quality control
(8QC) 10-14

Statistics of geographic
areas 8-1

Statistics, abuse of 7-15
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Statistics, back-to-school
8-6

Statistics, college and high
school enrollment 5-24

Statistics, honeymoon 6-4
Statistics, Kenya 10-20
Statistics, poverty 7-23

Statistics... (see also:
specific variables, e.g.,
age, Income, Spending,
Population, etc.)

Statler Hotels 10-26

Statler, Ellsworth M.
10-26

Statuettes, The 5-16
Status symbols 7-30
Stead, Jerre L. 1-8
Steak 12-11

Steal These ldeas 2-28
Steel 11-25

Stern School of Business

NYU) 8-4
Stewardess 5-15
Stewart, Agnes 7-14

“Stick to the knitting”
(see also: Focus) 4-15

Sticker price 1-7, 4-25
Stimulation 7-1, 7-29

Stimuli, attention-getting
4-28

Sting 7-13

Stinnes, Hugo 2-12

Stock indices 1-9, 5-26

Stock market (see also:
Investments) 1-9, 1-30,
526, 12-13

Stocking up 8-8

Storage 2-2, 8-8

9 9
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INDEX

Storage costs, inventory
(see also: Inventory
carrying costs) 4-25,
12-27

Storage, food product
3-10

Store aisles, width of 2-25
Store attributes 12-15

Store environment (see
also: Physical
environment) 4-4, 7-1

Store signage (see:
Signs/signage)

Stories 5-13, 10-29, 12-31
Stories and music 12-31
Stories, children’s 7-6

Stories, about Marketing
FAME vii-x

Storytelling in advertising
10-29

Strategic fit and innova-
tions (see also: Inno-
vations) 5-19

Strategic options 10-14

Strategic planning as
Baldrige Award criteria
10-4

Strategic planning. .. (see
also: Plans, Planning)

Strategic thinking 3-9
Strategy 5-21

Street Angel (movie) 5-16
Street lights 1-11

Stressful shopping
expetiences (see also:
Anxieties) 2-25

Stretching oneself to
succeed (see also:
Success) 7-20

Studebaker Brothers
Manufacturing
Company 3-12

Studebaker, Clement 3-12

www.MarketingMarbles.com

Student 7-18

Students, college and high
school 5-24

Study 8-28
Stuff 7-12
Stuffed toys 9-3
Stutz 6-5

Style (see also: Design)
6-5, 8-29

Subliminal manipulation
9-30

Substitute products 10-14

Success 1-3, 1-6, 2-10,
2-24,3-18,4-7, 4-15,
5-14,7-13, 7-16, 7-18,
7-20, 7-22, 7-29, 8-25,
8-28, 9-6,9-13, 9-16,
9-20, 9-21, 9-23, 9-24,
10-23, 10-27, 10-30,
10-31, 11-1, 11-20, 12-2
12-29

>

Success, sales 5-2, 5-12,
10-23,10-31, 11-6,
12-11

Succorance as 2 human
need 5-13

Suci, George 9-2
Sudan 7-13

Suess, Dr. 1-14
Suffolk, England 4-4
Sugar 3-11

Sugar refineries 3-11

Sugarless Trident gum
3-31

Summer 1-2, 6-21, 9-26

Sundays before Christmas
11-26

Sunglasses 12-31
Sunrise (movie) 5-16
Super Bowl 5-16
Superior Hotel 11-23

Supermodels 5-22
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Superstitions (see also:
Astrology) 4-20

Suppliers 11-19

Supreme Court, U.S. 1-17,
6-24

Survey findings, reporting
3-31

Survey methodology 3-31,
12-5

Survey research (see also:
Marketing research) 1-3,
2-14, 3-10, 3-31, 5-13,
6-27, 8-4,12-9, 12-5,
12-30

Survey research biases
3-31, 5-13,12-30

Survey research, sample

selection in 3-31

Survey research, wording
of questions used in
3-31

Survey results, garnering
publicity with 12-9

Surveys as persuasive
tools 8-4

Surveys, ethical use of 8-4

Surveys, inferential leaps

in 3-10

Surveys, telephone 6-27,
12-5

Surveys’ effect on

customet behavior 8-4
Survival 10-15
Survival of the fittest 2-12
Suspension, wheel 11-27
Swanson, Gloria 5-12
Sweden 2-13

Swimming pool, indoor
5-28

Swoosh symbol (Nike)
6-18

Symbol, dollar 4-1

Symbols 2-17

Symbols and customs,
Christmas 12-25

Symbols, status 7-30
Synchromarketing 5-28
Systems 5-19

Systems price 4-25, 10-1

T

Taco Bell 4-1

Taco Liberty Bell 4-1
Tact 6-2

Taglines (see also:
Advertising slogans)
5-23

Tailor of Gloncester, The 7-6

Tailoring establishment
4-8

Take-out orders 5-30

Tale of Peter Rabbit, The 7-6
Tamil Nadu, India 10-28
Tampons 9-22

Tanen, Ned 1-28
Tangible goods 5-5

Tank (brand) 8-26
Tannebaum, Percy 9-2
Target 8-6

Target marketing (see
also: Segmentation...)
2-16,4-12,5-4, 6-17,
7-10,9-7,10-2, 11-1,
11-20

Target markets 7-28, 11-5

Target markets and
holidays 7-28

Targeting children 11-1
Targeting minorities 10-2

Taste of Chicago 7-3
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Taste(s) (see also: Needs,
Wants...) 2-15, 7-1,
9-14

Tasteful/tasteless
messages 7-22, 10-19

TAT (Thematic Apper-
ception Test) 5-13

Tate & Lyle 3-11
Tate, Henry 3-11

Taurus (bull) zodiac sign
4-20

Taverns 1-22
Tax, sales 5-3, 10-1

Taxes 1-7, 4-25, 7-23,
8-14

Taxes, automobile-related
4-25

Taxes, income 5-3
Taxes, property 5-3
Taylot, Elizabeth 2-26
Team success 12-29

Teaming with non-profit
organizations 9-1

Teamwork 6-14, 7-5
Technical skills 7-20

Technological advances
(see also: Innovations,
Patents) 10-1, 11-27,
12-2

Technology 1-3, 2-23, 4-2,
4-5,5-19,10-14, 12-12

Technology and service
vatiability 10-5

Technology failures 3-5
Teen market 6-9, 10-2
Tel Aviv, Israel 3-5

Telemarketing (see also:
Telethons) 6-27

Telephone calls 7-2, 9-21

Telephone distractions
3-1

INDEX

Telephone etiquette 7-2,
9-12

Telephone impressions
7-2

Telephone inquiries (see
also: Inquiries. ..) 3-28,
9-22

Telephone numbers 6-27

Telephone surveys 6-27,
12-5

Telephones 7-23, 8-6,
8-22

Telescopes 1-4

Telethons (see also:
Telemarketing) 7-13

Television (see also:
TV..)) 1-17,1-20, 2-8,
2-206, 2-28, 4-9, 5-16,
6-3,7-23, 8-11, 8-29,
9-5,9-16, 9-30, 10-2,
10-23, 11-10, 11-19,
12-8

Television advertising
1-17, 2-21, 4-11, 6-9,
7-14,9-8, 11-15

“Television and the
Public Interest” 5-9

Television as a “vast
wasteland” 5-9

Television as a
communication

achievement 5-9
Television audiences 5-16

Television audiences,

measuring 6-3

Television audiences’
responses to

commercials 10-29
Television ethics 6-3

Television networks 5-9,
9-30, 10-2

Television regulation 5-9

Television sets 6-3, 7-23,
9-19

Television violence 4-9
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Television, product
placement on 4-11

Television, sexual
innuendo on 4-9

Temperatures 9-26, 12-22
Temporal landmarks 1-1
Temptations 4-10

Ten Deadly Marketing
Sins... 4-2

Tennessee 1-6, 4-11, 8-5,
8-12

Tennis 7-5, 7-31

Tenterden, Kent, England
47

Terrorism 4-24, 9-11
Terrorists, Islamic 9-11

Test marketing new
products 9-5

Tested Selling Institute
12-11

Testimonials (see also:
Spokespeople) 5-1

Testing advertising 3-8,
11-18

Testing online, matket
1-24

Texas 2-3, 2-24, 4-20,
5-12, 6-4, 7-29, 7-31,
9-6,9-7,9-10, 9-13,
10-20, 12-26

Texas A&M University
2-3

Text messages 11-29
Thaler, Linda Kaplan 9-19

“Thank you” (see also:
Gratitude) 3-28, 9-12,
9-21

Thanking customers 9-12

Thanksgiving holiday
10-3,10-17, 11-25

Thanksgiving weekend
11-25

Thatcher, Margaret 10-13
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“The Road Not Taken”
3-26

Theater, marketing 4-15,
5-12,10-17

Thematic Apperception
Test (TAT) 5-13

Theory of natural
selection 2-12

Theory of the Leisure Class,
The 7-30

Theory of universal
gravitation 1-4

Theory, advertising 9-25
Theory, matketing 9-27
Think and Grow Rich 10-26

“Think Small” VW adver-
tising campaign 8-7

Thinking ahead (see also:
Forecasting, Plans,
Planning, Scenario
planning) 3-9

Thomas, Clarence 6-23
Thomas, Danny 1-6
Thomas, Dave 11-15

Thompson, ]. Walter (ad
agency) 3-15

Thoteau, Henry David
7-12

Thoughts (see also:
Beliefs, Perceptions)
7-12

Three Little Pigs (story)
1-13

Thrift (see also: Voluntary
simplicity) 1-30, 4-22,
10-16, 11-26

Thriving on Chaos 11-7
Thull, Jeff 5-2, 8-18
Thurow, Lester C. 5-7
Tiffany & Company 2-15
Tiffany, Chatles 2-15

Tigger 1-18

Tillman, Robert L. 9-4

Time (see also: Timing...)
3-14, 6-10

Time as money 3-7, 10-1

Time magazine 1-2, 2-23,
4-3,8-7,11-9,11-27

Time management 2-4

Time savings appeals (see
also: Convenience)
12-11

Time savings, online 12-5

Time spent reading
magazines 2-16

Time to market 1-24, 3-7
Time, value of 3-7, 10-1
Time-of-day, evening 4-9

Times, The (newspaper)
2-22

Timing of demand (see
also: Calendar-led buyer
behavior) 1-2, 3-20,
5-28,12-22

Timing of fundraising 9-1

Timing of insurance
benefits 12-31

Timing of market entry
(see also: Calendar-led
marketing, First to
market, Windows of
marketing opportunity)
5-24,8-12,11-25, 12-4

Timing of marketing

communications 4-20

Timing of marketing
efforts 12-2

Timing of medical

services 12-31

Timing of new product
introductions 3-7

Timing of news releases
12-9

Timing of supply or
capacity 5-28
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Timing of trade and
consumer shows 10-24

Timing, calendar (see also:

Calendar-led marketing)
4-20,12-7

Timing, shopping (see
also: Calendar-led buyer
behavior) 4-20, 11-8

Tires advertising 5-17

Titusville, Pennsylvania
8-27

Toadyism 6-23

Tobacco products and
children (see also:
Cigarettes..., Cigars...,
Smoking) 9-8

Toilet paper advertising
11-10

Toiletries (see also:
Personal care products,
Soap...) 9-11,10-2

Tokyo, Japan 4-30
Toll-free hotlines 9-22
Tom Sawyet’s Island 6-16
Tomato sauce 4-3

Tonight Show, The 3-6,
10-23

Tony the Tiger (see also:
Spokescharacters) 2-28,
6-12

Tools 8-26

Toothpaste (see also:
Personal care products)

9-11
Toronto, Canada 3-30

Total quality management

(TQM) (see also:
Quality) 10-14

Tourism 6-21, 6-26

Tourists, hunting and
fishing 8-9

Toxic shock syndrome
9-22

Toy surprises 2-19

INDEX

Toys 1-18, 2-19, 5-23,
8-15, 8-26, 8-29, 8-31,
9-3,11-1,11-12

TQM (total quality
management) (see also:

Quality) 10-14

Tractors (see also: Farm-
related equipment) 2-23

Tracy-Locke (ad agency)
12-3

Trade and consumer
shows 5-20, 9-17, 10-24

Trade ateas (sce also:
Location, Geogra-
phic...) 1-4, 1-10

Trade-in value 1-7

Trademark Act, Lanham
11-16

Trademarks 6-18, 11-16
Traditions, holiday 12-6

Traffic congestion 4-28,
12-20

Traffic control signals
1-11

Traffic Safety Act 2-27

Traffic, customer 4-28,
9-26, 11-14, 12-27

Tragedies 9-11

Training 4-14, 4-15, 7-23,
10-5

Trains 7-18, 12-20

Trains, holiday travel via
12-20

Traits with buyers,
common 12-16

Transition markets 5-24

Transitions and pioneer
advantage, life 5-24

Transport 2-2
Transport equipment 7-9

Transport, food product
3-10
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Transportation (see also:
specific modes of
transportation, e.g.,
Airlines, Automobiles,
Trains, etc.) 7-26, 9-26

Transportation and cold
weather 9-26

Travel 3-20, 4-11, 6-21,
11-25

Travel agents 6-4
Travel bags 8-26
Travel guides 1-21
Travel planners 2-1

Travelers Group/
Citigroup 3-16

Traveling salespeople (see
also: Doot-to-doot...,
Salespeople) 2-6

Travelodge 12-24

Tree removal service 9-12
Trends 8-1

Trident gum 3-31
Truckee, California 9-26

Trust 4-20, 7-6, 11-17,
11-19, 12-5

Truth 7-16

Truth in Lending Act
7-27

Truth, moments of (see
also: Customer contact)
9-12,12-19

T-top 6-5

Tube, squeezable 9-11
Tulsa, Oklahoma 1-6
Turkey 1-23

TV (see also:

Television...)
TV dinners 4-9
TV Guide 4-9
Twain, Mark 12-23

Twin Bridges 1-22
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Ty Inc. 9-3

U

U27-13

Ulm, Germany 3-14
Uncle Oscar 5-16
Uncle Sam 3-13

Understand, need to 3-1,
5-13

Understanding 3-1, 5-8,
5-13, 9-30

Understanding customers
1-29, 4-2, 5-2, 8-18,
10-31

Undifferentiated products
1-27,3-11

Unemployment 9-28

Unemployment rate in
Kenya 10-20

Unethical behavior (see
also: Dishonesty,
Misleading messages)
4-16, 4-18, 7-15

Unethical reporting of
statistics 7-15

Unfair practices 3-12
Unhappiness 10-10
Uniforms 6-14, 7-1, 9-12
Uninformed pubic 7-16
Uninteresting 3-1

Uniqueness as a competi-
tive advantage 9-27

Uniqueness, product 9-3
United Aitlines 5-15

United Airlines Flight 93
9-11

United Gum Chewers
Association 3-31

United Kingdom (see
also: England, Great
Britain, Northern
Ireland, Scotland) 2-12,
3-11, 7-26, 8-10, 11-11

United Parcel Service
(UPS) 6-22

United States Postal
Setvice (USPS) 6-22

United Way blackout
periods 9-1

“Universal Provider” 9-29

University of Central
Missouri 11-24

University of Iowa 3-1

University of Minnesota
3-1

University of
Pennsylvania 5-19

University of Washington
129

Unofficial holidays and

occasions 7-28

Unplanned opportunities
4-7

Unsafe at Any Speed 2-277

Unsolicited solicitations
(see also: Cold calling)
4-12,6-7,12-17

Unsubscribing to email

communications 12-17
Unwanted intrusions 6-27

UPS (United Parcel
Service) 6-22

USA Today 9-19
Usage rates, 8-8, 9-11

USDA (U.S. Department
of Agtriculture) 2-23

Usefulness, email content
12-17

Usenet message boards
412

User-product interactivity
11-12
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Uses, alternative 4-3

USPS (United States
Postal Service) 6-22

USPS.com 12-18

Utah 7-24

v

Vacations 3-20

Vacuum cleaners 10-30
Vail, Theodore N. 7-16

Valentine’s Day 2-1, 2-14,
7-28,9-24

Validation of market 1-29
Validity, predictive 11-22

Value 2-19, 4-14, 6-14,
7-11, 12-23

Value of publicity 4-24
Value of time 3-7, 10-1
Value statements 4-14

Value, customer 3-29,
5-12, 8-30, 10-31

Value-added strategy 2-19

Values, company 4-14,
7-6

Values, cultural 7-30

Values, socially desirable
7-6

Variability in standards
7-7

Variability of services
10-5

“Vast wasteland,”

television as a 5-9
Vaudeville 1-20

VCRs (video cassette
recorders) 1-17, 4-11

INDEX

Veblen, Thorstein Bunde
7-30

Vegetable steamers 12-9
Vegetables 6-21

Vehicles (see:

Automobiles, Trucks)
Venue providers 6-4

Verbiage (see also:
Words) 5-8

Vermont University,
Girls’ Club 11-9

Vernal Equinox 3-20
Vernon, Lillian 3-18
Verse Group 10-29
Veterans Day 11-11

Victory, Greek goddess of
6-18

Video cassette recorders
(VCRs) 1-17, 4-11

Videotaping television
1-17

Vienna Beef 7-3

Vienna, Austria 5-8, 9-4,
11-19

Violence, television 4-9
Virgin brand 7-18
Virgin Brides 7-18
Virgin Records 7-18
Virginia 1-22, 10-26
Virtues, product 3-15

VISA credit cards (see
also: Credit.. ., Debt)
1-14

Visibility of company
name 6-22

Visibility, product 6-5, 6-6

Vision (see: Aspirations,
Goals, Objectives,
Plans/planning)

Visual aids 3-1, 7-15

Visual effects 11-11
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Vital statistics 8-1
Volkswagen (VW) 8-7

Voluntary simplicity (see
also: Thrift) 7-12

Volunteerism 7-23, 12-21

“Vulnerable” consumers
10-6

VW (Volkswagen) 8-7

W

Wake Forest University
4-6

Wakefield, England 9-29

Walden; or Life in the Woods
7-12

Walden’s Pond 7-12

Wall Street (see also:
Investments, Stock
indices, Stock market)
1-12,9-23

Wall Street Jonrnal, The
5-26

Wallin & Nordstrom 2-15

Wal-Mart 3-26, 3-29, 8-2,
86

Walt Disney Co. (see also:
Disney...) 1-13, 1-18,
3-7,5-26

Walton, Izaak 8-9
Walton, Sam 3-26, 3-29
Wanamaker, John 7-11
Wanamaker’s 7-11

Wants, customer (see also:
Needs, Tastes) 1-23

War Advertising Council
6-13

War Information, Office
of (OWI) 6-13
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War of 1812 3-3

War on poverty (see also:
Income, Poverty) 7-23

Warfare, advertising 7-22
Warhol, Andy xi

Warm weather (see also:
Climate, Temperatures,
Weather) 12-20

Warner Howard Media
(WHM) 11-10
Warner, Ty 9-3
Warner-Hudnut 3-31
Warner-Lambert 3-31

Warning labels (see also:
Labels, Government
regulation...) 6-24, 9-8

Warranties 4-25

Watrensburg State
Teachers College 11-24

Watrensburg, Missouri
11-24

Wars 11-11

Washing machines 7-14,
12-4

Washington (state) 2-4,
2-15, 6-19, 10-28, 12-9

Washington Monument
4-30

Washington promotions
2-4,4-30

Washington, D.C. 4-23,
4-30,9-11

Washington, George 2-4,
4-26, 4-30, 6-2

Washroom advertising
11-10

Washrooms, restaurant
11-10

Waste Management Corp.
12-29

Waste reduction
campaigns (see also:
Conservation of natural
resources) 4-22

Waste, advertising (see
also: SPAM) 7-11

Wasting resources (see
also: Conservation of
natural resources) 9-11,
10-31, 11-5

Watches/timepieces 8-26,
10-2

Watet, bottled (see also:
Beverages) 12-9

Waterway shipping
routes, inland 9-26

Watson, John B. 3-15

Watson, Thomas J., Jr.
1-8

Way of All Flesh, The
(movie) 5-16

“Way-of-life” brand 7-18

“We’ve Only Just Begun”
12-8

Weakness 7-12

Wealth (see also: Income)
5-4,7-12, 7-30, 8-3, 8-5,

8-29,10-14, 11-17,
11-25

Wealth effect (see also:
Stock market) 1-9, 5-26

Wealth, Kenya 10-20

Weather (see also:
Climate, Cold
weather..., Tempera-
tures, Seasons) 2-14,
3-5, 5-28, 9-26, 12-20,
12-22

Weather and shopping/
consumption behavior
9-26

Weather data 9-26
Weather forecasting 9-26

Weather, cold 9-26, 12-22
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Weather, inclement 2-14,
9-26, 12-22

Weather, warm 12-20
Website visits 12-5

Websites (see also:
Internet..., Online...)
1-12, 5-20

Websites, audited data
5-20

Websites, shopping (see
also: Online shopping)
1-12

Wedding boutiques 6-4
Wedding march 12-8

Wedding-related products
and services 6-4

Weddings 2-1, 5-3, 6-4

Weight loss (see also:
Wellness/fitness) 1-1,
12-9

Weill, Sanford “Sandy”
3-16

Welch, Jack 4-27

Welcoming behavior 4-15

Wellness/fitness (see also:

Health..., Personal care
products) 1-1, 7-20,
12-9

Wells Fargo 4-10

Wells, Rich, Greene, Inc.
(ad agency) 5-25

Wendy’s Old Fashioned
Hamburgers 5-30,
11-15

Wesley, John 6-28

West Horsley, England
6-23

West Virginia 4-11, 5-3
West, marketing the 1-21

Westbourne Grove,
England 9-29

Western frontier 1-21

INDEX

Westport, Connecticut
6-11

Whale oil 8-27

What the Customer Wants
You to Know 12-8

Wheeler, Elmer 12-11
White Castle, Inc. 12-28
White House 6-29, 11-9
White, Robert L. 3-9
Whiteley Village 9-29
Whiteley, William 9-29

Whiteley’s department
store 9-29

Whiteley’s Diary, Almanac
and Handbook of Useful
Information 9-29

WHM (Warner Howard
Media) 11-10

“Whole” employees (see
also: Employees...)
11-30

Wholesale 9-24
Whopper 3-19

Wichita State University
9-20

Wichita, Kansas 12-28
Width of store aisles 2-25

Wight Collins Rutherford
& Scott PLC 7-22

Wilde, Oscar 10-16

Wilder, Thornton Niven
4-17

Will Rogers’ Day (see
also: Rogers...) 11-4

Williams, Roger 4-26

Wilmington, Delaware
5-30

Wilmington, North
Carolina 9-4

Wilson, Samuel 3-13

Window displays 2-6, 4-8,
4-28
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Window shopping 4-8
Windows 4-8

Windows in retail stores
4-4

Windows of marketing
opportunity (see also:
Calendar-led marketing,
Opportunities, Season-
ality, Timing) 1-1, 7-28,
11-25,12-31

Windshield wipers 1-11

Wine 7-18

Wings (movie) 5-16

Winnie-the-Pooh (book)
1-18

Winnie-the-Pooh
(character) 1-18

Winnie-the-Pooh on
Management (book) 1-18

Winning/winners (see
also: Success) 3-16, 5-7

Winsted, Connecticut
2-27

Winter (see also: Cold

weather, Seasonality)
1-11, 6-21, 12-22

Winter festivals and
events 12-25

Winter solstice 12-25

Wisconsin 3-8, 4-17, 6-15,
7-30

Wisdom (see also:
Experiences, Expertise,
Heuristics.. .,
Information...,
Knowledge) 3-26, 11-4

Wise County, Virginia
10-26

Wolfe, Danielle 11-29

Women (see also:
Females, Gender...)
2-21,9-28,11-13, 129,
12-15
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Women consumers (see
also: Gender) 9-28,
11-13,12-15

Women Executives in
Public Relations 3-23

Woodhull, Claflin &
Company 9-23

Woodhull, Victoria Claflin
9-23

Woodley, Emma
Hazeltine 5-27

Woolsthorpe,
Lincolnshire, England
1-4

Word choice, sales reps’
12-11

Wording of questions
used in sutvey research
(see also: Marketing
research, Survey
research) 3-31

Word-of-mouth
communications (see
also: Influencers) 1-12,
4-24, 6-5,7-18, 10-11,
12-19

Words 3-4, 3-31, 5-8,
9-14, 10-21, 11-11,
12-11

Words and pictures in
advertising, use of
familiar 10-21

Words, nostalgia-laden
(see also: Nostalgia)
9-14

Words, sales phrases and
12-11

Words, spoken 3-4

Work-related discussions
2-14

Wortld Gratitude Day (see
also: Gratitude, Thank
you) 9-21

World population (see
also: Demographics,
Population) 11-20

World Trade Center
Towers 9-11

World War I 5-17, 11-11

World War 11 4-3, 6-13,
6-29,8-7, 11-11

Worries (see also:
Anxieties) 11-1

Wrapping paper 12-27

Wright, James 8-15

Wristwatches/ timepieces

8-26, 10-2
Writing programs 7-23
Wrong customers 10-31
www.carvel.com 7-14

www.donotcall.gov 6-27
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vii, X, xii

Wyoming 4-14, 5-15

Y

Yahoo! 2-28

Yates, Tom 6-9
Yozgat, Turkey 1-23

Year-end marketing
opportunities 12-31

Yellow school buses 7-7
YMCA 5-30

York Peppermint Patties
1-14

Yosemite National Park
4-21

You, Inc. 12-19

Young & Rubicam
Advertising 4-23

Young, Brigham 7-24
Youngstown, Ohio 5-25

Yours Affectionately 7-6
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INDEX

YouTube 2-19, 4-5

Yutang, Lin 10-10

Z

Ziegfeld, Florenz, Jr. 3-21
Ziglat, Zig 9-21

Zipping behavior 1-17
Zodiac signs 4-20, 11-22

Zubi Advertising Services,
Inc. 9-7

Zubizarreta, Teresa
“Tere” Arteaga 9-7

Zyman, Sergio 9-11

Didn't quite find what you
were looking for in this
edition’s index? Try
looking in the indices in
previous editions.
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