Chapter 22—Managing the Total Marketing Effort 

Overview 

This chapter examines how the marketing function is organized and how it relates to other company functions and how marketing plan XE "marketing plan" s must be implemented in order to succeed in the marketplace. 

The modern marketing department evolved through several stages. It started as a sales department, and later took on ancillary functions, such as advertising and marketing research XE "marketing research" . As the ancillary functions grew in importance, many companies created a separate marketing department to manage them. Sales and marketing people generally worked well together. Eventually, the two departments were merged into a modern marketing department headed by a marketing vice-president. A modern marketing department, however, does not automatically create an effective marketing company unless the other departments accept and practice customer orientation. When a company refocuses its organizational structure on key process, rather than departments, it becomes a process-outcome-based company. 

Modern marketing departments are organized in a number of ways. A functional marketing organization is where separate managers head marketing functions, reporting to the marketing vice-president. A geographical marketing organization allocates its sales organization resources along geographic lines, nationally, regionally, or locally. A product management organization assigns products to product managers who work with functional specialists to develop and achieve product plans. A market management organization assigns major markets to market managers who in turn work with functional specialists to develop and implement their plans. Some large companies use a product and market management organization called a matrix organization. Finally, multi-division companies usually operate with a corporate marketing department and divisional marketing departments.

Marketing must work harmoniously with other functional areas. In its pursuit of the customer’s interests, marketing may come into conflict with R&D, engineering, purchasing, manufacturing, operations, finance, accounting, credit, and other functions. These conflicts can be reduced when the company president commits the firm to a customer orientation and when the marketing vice-president learns to work effectively with the other executives. Acquiring a modern marketing orientation requires top executive support, a marketing task force, outside marketing consulting help, in-house marketing training, acquisition of strong marketing talent, a customer-oriented system, and other related steps.

Those responsible for the marketing function must not only develop effective marketing plan XE "marketing plan" s but also implement them successfully. Marketing implementation is the process of turning plans into action exercises describing who does what, when, and how. Effective implementation requires skills in allocating, monitoring, organizing, and interacting at all levels of the marketing effort. Evaluations and control include annual-plan control XE "marketing plan" , profitability control, efficiency control, and strategy control. The capstone effort in this process is the marketing audit. 

Learning Objectives

After reading the chapter the student should understand:

· The need for organization

· Organization of the marketing and sales functions

· How marketing relates to other key business functions

· How to develop a stronger market-focused organization and orientation

· The skills needed for effective implementation

· How a company may improve its marketing implementation skills
Chapter Outline

I. Trends in company organization 

A. Companies must reorganize in response to globalization, deregulation, advances in computer technology and telecommunications, market fragmentation, and other developments

B. Responses: reengineering, outsourcing, benchmarking, supplier partnering, customer partnering, merging, globalizing, flattening, focusing, empowering

II. Marketing organization

A. Evolution of the marketing department

1. Simple sales department—sales vice president, selling orientation, occasional outside support

2. Sales department with ancillary marketing functions

3. Separate marketing department—still with a focus on sales

4. Modern marketing department/effective marketing company—beginning of customer orientation

a) Sales and marketing relatively equal 

b) Planning from marketing 

c) Implementation by sales

d) Key is that all employees must realize that their jobs are to create, serve, and satisfy customers.

5. Process- and outcome-based company—focus of structure on key processes (new-product development, customer acquisition, etc.) versus departments

B. Organizing the marketing department

1. Functional organization

2. Geographic organization

3. Product- or brand-management organization

a) Advantages and disadvantages

b) Alternative to product managers is product teams

4. Market-management/customer management organization

a) For firms that sell their products to many different markets

b) Or those that deal with individual customers versus the mass-market or even market segments

5. Product-management/market-management organization 

a) Known also as a matrix organization

b) Focus on meeting their market’s needs versus selling a particular product

6. Corporate/divisional organization—from no corporate marketing staff to a strong corporate marketing staff

C. Relations with other departments

1. R & D

2. Engineering and purchasing

3. Manufacturing and operations

4. Finance

5. Accounting and credit

D. Building a company wide marketing orientation—main steps: 

1. Convince the senior management of the need to become customer focused

2. Appoint a senior marketing officer and a marketing task force

3. Get outside help and guidance 

4. Change the reward structures in the company 

5. Hire strong marketing talent 

6. Develop strong in-house marketing training programs 

7. Install a modern marketing plan XE "marketing plan" ning system 

8. Establish an annual marketing excellence recognition program 

9. Shift from a department focus to a process/outcome focus

10. Empower the employees

E. Injecting more creativity into the organization 

1. Key question—whether marketers give too much allegiance to the marketing concept

2. Point—marketers should not emphasize satisfying customers at the expense of imaginative strategies

III. Marketing implementation XE "Implementation" 
A.  XE "Implementation" Process that turns marketing plan XE "marketing plan" s into action assignments and ensures that such assignments are executed in a manner that accomplishes the plan’s stated objectives

B. Strategy: what and why of marketing activities; implement the who, where, when, and how

C.  Skills related to effective implementation

a) Diagnostic skills

b) Identification of company level

c) Implementation skills XE "Implementation" 


d) Evaluation skills

IV. Evaluation and control—types of control

A. Annual-plan control

1. Sales analysis

2. Market share analysis

3. Marketing expense-to-sales analysis

4. Financial analysis

5. Market-based scorecard analysis

B. Profitability control

1. Marketing-profitability analysis (identifying the functional expenses, assigning the functional expenses to the marketing entities, and preparing a profit-and-loss statement for each marketing entity)

2. Determining corrective action

3. Direct versus full costing (direct costs, traceable common costs, and nontraceable common costs)

C. Efficiency control

1. Sales force efficiency

2. Advertising XE "Advertising"  efficiency

3. Sales-promotion efficiency

4. Distribution efficiency

D. Strategic control

1. Marketing-effectiveness review

2. Marketing audit

3. Marketing excellence review

4. Ethical and social responsibility review 

Lecture—Reorganizing Marketing Management—Media Neutrality

Introduction

There is a new direction emerging in marketing management and planning. It begins with clients and agencies using new ways to connect with consumers. Accordingly, marketing plans for some new products call for adoption of nonconventional patterns of advertising support.  For, example, Volvo launched its new S60 via the Web last year, while Kellogg created demand for its Real Fruit Winders using a mix of public relations and online activity. 

Advertisers also have begun signing deals direct with media owners who provide access to a wide range of media options. Perhaps the most high-profile of these moves was Unilever’s decision to sign a multiyear, multimillion dollar deal to advertise brands, such as Ragu and Dove, in AOL Time Warner’s new media and print outlets. 

Such examples may currently be the exception rather than the rule, but they also provide signs that “media- neutral” planning is starting to mean more than “let’s use posters as well as TV.”

Spoiled for Choice 

The rise of different media channels has created a new range of options for clients. Not only is there more Internet, combined with other media, but there is also a growth in sponsorship opportunities and the arrival of a new type of media owner. The non-TV media have begun to claim success in persuading clients that media spending should not go just to television ad spots. In addition, respected research companies now can provide case studies that prove that hitting the consumer across a range of different media can boost impact well beyond that provided solely in the traditional broadcast and print media. 

Despite this, the actual pattern of total media spending has not yet changed significantly. In recent years, TV’s percentage of total ad expenditure has been squeezed slightly, radio has gained a larger share and direct marketing has moved itself up a few percentage points. In broad terms, however, spending patterns have not changed radically. 

Some media analysts believe that marketers are aware that they probably should be doing things differently. Some of them are nearer than others, but none are taking bold steps yet. There are a number of problems with the adoption of a potentially beneficial media-neutral approach.

First, there is considerable cultural resistance against changing a formula that has worked in the past and from which revenue patterns have been established. 

Another factor is the need for brand clients to ensure that they are giving out the right message in all their marketing efforts. On the one hand, they claim they want integrated planning, but on the other hand most have not updated their audit measures to account for changes in the way consumers receive and process messages. 

Last, the pressure for financial accountability works against a new approach because it encourages agencies to stick with the media they know best and those that best suit their budgets and plans. 

Media Neutral or Not? 
The gradual movement from commission to fee-based systems encourages marketing planners and advertising agencies to be bolder and broader in their media schedules. The view is that as the process becomes more fee-based, marketing and media decisions also will be more impartial. 

There will be organizational and structural issues, however, because the client advertising managers dominate the current system. If the budget moves to a more integrated marketing approach, these folks may be left behind, and they will not be happy. Also, there will be an increasing need to train media planners who can cross the artificial line that divides traditional from integrated media, with the integrated media perceived as less glamorous. 

Direct marketing is in long-term growth, but integration with traditional advertising campaigns is sadly a rarity. Public relations campaigns frequently operate in total isolation from paid-for media communications. It seems that although media-neutral planning may be a no-brainer in principle, actually putting it into practice is proving much more challenging. One solution may be to simplify the agency relationship, so that client and agencies can work closer together. 

A number of forward looking marketing-oriented companies, such as Canon, have moved their business onto a more global basis and revamped their planning and ad agency structures. Canon appointed one agency to handle its media, another to do consumer creative, another to do business-to-business creative, another to do direct mail and another to handle PR. 

In the Canon structure, the agencies sit down with company executives on Canon’s brand continuity group to ensure that everyone takes part in the early discussions. In this manner, they determine that if the consumer business is doing X, it is shared with the B2B people, and the creative agencies work with the media agency before the brief is even formulated. 

The bottom line is that Canon gets more bang for the buck by integrating the marketing and media program, not just in terms of visual identity, but also in terms of tone. 

New Coordination?

Integration may improve coordination of campaigns, but the key question is whether it encourages a change in marketing planning and in media spending? It appears that over time an entirely new budget model will evolve. There is no question that the efforts to get the right mix will take time, and firms continually will evaluate the spending balance, trying to determine the right balance between the traditional and newer approaches and media. 

The Hands-On Client 

Another development is the emerging concept of the “brand custodian”. Although most marketing analysts agree that the client has to be the custodian of the brand, there also is agreement that there are too many firms that have abrogated the responsibility to their agencies. They can use partners to help with the problem, but the owner of the brand has to maintain the ultimate identity of what the brand should be and the sorts of media channels to utilize in the brand development and maintenance effort. 

It is important to have expertise in-house because it is dangerous to rely on an external resource for all marketing strategic development. The circumstances of the early twenty-first century make it clear that there must be more two-way knowledge to maintain direction once there is agreement on the objectives and strategy. 

Agencies and partners need and appreciate quality of thought within the client company so that they can bounce ideas off those who best understand the brand. The agencies need such expertise in order to be able to judge their performance and that of their media choices. Lastly, the media planning organization should be able to provide content rather than just advertise. The point is that if all they do is advertise at people then they are not engaging with them. 

It is becoming more and more clear that great marketing firms tend to allow communication strategy to lead the actual creative strategy because they must put emphasis on who they are communicating to and by what sort of channel.  Further, the goal for marketers and creative agencies should be to become better at understanding their consumers and as a result become more confident about reaching them directly. Instead of looking at rate cards every day, they should instead think about the right media channel for a communication effort to the right target market. They should ask: “What’s the audience here and can we reach them better?” 

Low Budget Neutrality 

Another trend is the movement for smaller and medium-size firms also to engage in such planning and control versus only the large and deep-pocket firms. To assist in this process, there are marketing firms that can “parachute” into a company to provide marketing expertise on a short-term basis, effectively representing the client and to be neutral on the marketing integration issue. There have been creative independents and media independents in the past, but now we have account management independents. 

There will be more of that sort of agency down the road to overcome the lack of strategic focus in media planning, to make sure that it is aligned with brand objectives.Three major issues need to be resolved, however, before true consumer-centric media-neutral planning is possible are the following: 

1. First, there is a question of money. Accountability criteria should move away from efficiency toward effectiveness. This is something that payment by results or sales would encourage. 

2. Second, there is a need for agencies to understand how all the media channels fit together, including direct marketing and PR. 

3. Third, we need an environment that encourages change, creates new ways of doing business and provides incentives to move in a media-neutral manner. 

Although ad agencies can currently offer media-neutral thinking in “pockets,” they lack consistency. Most big agencies, in pockets, are good at it, but the challenge is to be consistent across the board. 

In addition, the media are ideally positioned to take advantage of client needs, but they still do not have the right skill sets. It is an open goal for the media agencies but they have to up their skills. They have to find a way of managing the dichotomy between the economics of the business and serving the client. 

PR and the Web drive well-organized marketing efforts to maximum capacity within two to three months, and in some recent examples the brands have not utilized TV until six months after launch. In any case, marketers should be aware that future budgets for new launches or for brand extensions might not allow the use of traditional strategies. 

Given the level of competition, shorter product life cycles, consumer awareness, and changing channels of distribution, budgets just may not be there anymore, and marketing firms will have to come up with different solutions. This will lead, sooner than later, to media neutrality in the implementation of marketing plans and strategies.  

Source: Media Week, March 1, 2002. 

Marketing and Advertising

1. 
When Bumble Bee introduced the new vacuum-sealed pouch highlighted in the ad in Figure 1, it had to coordinate the work of the marketing department with the work of many other departments within the company.

a. 
How would the marketing department have needed to interact with purchasing in the course of developing and launching this new product package?

b. 
In creating this new product, what kinds of interactions would the product manager have had with his or her counterparts in the manufacturing department? 

c. 
Outline how Bumble Bee’s marketing managers would have interacted with employees in finance, accounting, and credit as they planned and implemented the marketing of this product.

Answer
a. 
The marketing department at Bumble Bee would have needed to check with purchasing before placing orders for new packaging materials. Marketers would also have had to discuss costs and anticipated volumes so purchasing could plan for these needs.

b. 
The product manager would have needed to discuss various timing and production issues with people in the manufacturing department. In particular, manufacturing would have to plan for the right amount of supplies at the right time, ensure that the proper equipment and materials were in place to handle the new packaging, train manufacturing employees to make the new packaging, and plan for any new handling procedures related to bringing in the raw materials and shipping out finished products.

c. 
The marketing people would have needed to talk with the credit department to arrange for credit with the companies from whom materials and equipment would be purchased and to alert the credit people that distributors would be placing orders for this new product. Marketing would also have to talk with finance about the financial resources available to support planning, testing, and implementation of the new product plans and to discuss potential returns on this financial investment. Finally, marketers would have to work with accounting to plan for new bills and payment discounts related to payments for planning, creating, and executing the new packaging, and the advertising to support the new product.

2. 
The ad in Figure 2 uses a first-person story to show how Iomega’s Zip technology can help a company move more quickly—and make the employee look good, as well.

a. 
What measurements could Iomega use to determine the efficiency of its print advertising campaign?

b. 
What implementation issues would Iomega’s marketers need to consider when planning this advertisement?

c. 
What questions should Iomega marketers ask in determining whether corrective action is needed if this advertising campaign does not meet expectations?

Answer
a. 
Iomega might look at sales trends in relation to the cost and frequency of the print advertising campaign. It also might examine the advertising cost per thousand target buyers reached by this ad, the percentage of the audience who were exposed to the ad, attitude measures based on the ad, and consumer reactions to the ad.

b. 
Students may suggest several issues. Two examples: (1) externally, are distributors ready for this campaign and stocked with sufficient inventory to handle the expected sales volume; and (2) internally, are all departments within Iomega alerted to the timing and content of the ad so they can support implementation.

c. 
Students will have different ideas, but here are some sample lines of inquiry: did the ad appear in the right publications, and did the proper target audience see it? Did the ad appear on time and in the right position within the magazines? Was the timing appropriate for the selling cycle? 

3. 
**BONUS AD--See Companion Web site!  ConAgra used this mouth-watering ad to inform consumers about the health benefits of its Egg Beaters products.

a. 
Using the ConAgra figure, identify the interactions that the product manager of Egg Beaters would need to plan and implement this ad.

b. 
What elements in the customer-performance scorecard would be most useful for identifying market response to the Egg Beaters product? Why?

c. 
What other stakeholders should ConAgra consider when planning ads for Egg Beaters? Explain.

Answer
a. 
Students will identify numerous interactions that the Egg Beaters product manager would need to plan and implement for this ad, including interaction with the ad agency, the media, promotion services, purchasing, market research, and legal people (among others).

b. 
Elements in the customer-performance scorecard that would help identify market response to this ad include: (1) percentage of customers falling into very dissatisfied, dissatisfied, neutral, satisfied, and very satisfied categories; (2) percentage of customers who say they would repurchase the product; (3) percentage of customers who say they would recommend the product to others; (4) percentage of target market customers who have brand awareness or recall; (5) percentage of customers who say that the company’s product is the most preferred in its category; (6) percentage of customers who correctly identify the brand’s intended positioning and differentiation; and (7) the average perception of company’s product quality relative to chief competitor.

c. 
ConAgra should also consider competitors when planning its ads (to be sure it has differentiated its products from those of competitors); legal and regulatory experts (to comply with all guidelines); the media (to ensure consistency with other public relations initiatives); and employees (so they are aware of what the company is doing and can serve as ambassadors to the market). Students may identify other stakeholders to be considered, as well.

Online Marketing Today—BrightHouse

BrightHouse, as noted earlier, specializes in helping companies generate innovative marketing ideas. By hiring outside experts to jump-start the innovation process, management can gain valuable insights and identify new ways of exploiting market opportunities. For example, BrightHouse helped Coty create “ghost myst” perfume—a product that became the best-selling perfume in the market during its first year. BrightHouse uses a four-step process to come up with innovative ideas, starting with investigation (to learn more about the situation) and incubation (to allow time for different thoughts to surface), then continuing with illumination and illustration (the steps in which the ideas are elaborated and brought to life with detail).

Learn more about BrightHouse by visiting its Web site (www.brighthouse.com). Review the home page and then follow the “bright profile” link to read about how this company approaches its assignments. Also, look at the glossary at the bottom of the page. How do BrightHouse’s techniques help a company innovate on a more systematic basis? What are the pros and cons of hiring an outside firm to help with innovation?

Answer

BrightHouse helps companies innovate by providing a structured process for identifying innovations, using specialists from various fields to help expand and clarify ideas, and effectively communicating the idea so employees can shape it into a marketable offering. Pros of hiring an outside firm: new ideas and new methods for innovation; professional help in developing a structured process that the company can use in-house; and expertise of outsiders who can bring their knowledge and experience with a range of problems and products. Cons of hiring an outside firm: employees may feel less ownership of the resulting ideas; employees may not learn or adopt the process after the outsiders leave; and outsiders may not understand the company or the market sufficiently thoroughly to develop appropriate innovations.
You’re the Marketer—Sonic PDA Marketing Plan

No marketing plan is complete without provisions for organizing, implementing, evaluating, and controlling the total marketing effort. In addition to measuring progress toward financial targets and other objectives, marketers need to plan how to audit and improve their marketing activities.

Sonic has asked you to plan the management of the marketing effort for the launch of the company’s new personal digital assistant (PDA) product. Look back over the parts of the marketing plan that you have already developed, especially the goals, strategies, and programs. Now answer these questions about managing Sonic’s marketing activities:

· What is the most appropriate organization for Sonic’s marketing and sales departments?

· What can Sonic do to create a more market- and customer-focused organization?

· What control measures should Sonic incorporate into its marketing plan?

· What can Sonic do to evaluate its marketing?

· How can Sonic evaluate its level of ethical and socially responsible marketing?

After you have answered these questions, summarize your recommendations in a written marketing plan or type them into the Marketing Organization and Implementation sections of the Marketing Plan Pro software. To complete your marketing plan, write the Executive Summary of the plan’s highlights.

Answer
Student answers will vary, depending on the choices and recommendations made earlier in the marketing planning process. A functional organization structure could help keep employees focused on their areas of expertise, which would be helpful in launching a new product. On the other hand, because Sonic is planning more than one new product later, a geographical, product-management, or market-management organization might be more effective. Sonic can create a more market-focused organization by top management emphasis on customer needs and satisfaction; rewarding employees for building relations with channel partners and customers; investing more heavily in marketing talent, programs, and planning systems; and shifting to a process/outcome focus.

Among the control measures Sonic should build into its marketing plan are: annual-plan controls such as sales analysis and market-share analysis; profitability controls measured by product, segment, trade channel, and so on; efficiency controls to improve productivity of the sales force, advertising, and other marketing elements; and strategic control through market audits and other methods that reveal whether is fully exploiting the best marketing opportunities and applying its marketing resources properly. To evaluate its ethics and social responsibility initiatives, Sonic can perform a regular, perhaps annual social audit of its performance in those areas.

Marketing Spotlight—Socially Conscious Marketers 

Cause Related Marketing (CRM) can be defined as a strategic positioning and marketing tool which links a company or brand to a relevant social cause or issue, for mutual benefit. Companies can choose to partner with a charity or volunteer organization and donate money and resources, or they can work to remedy a problem directly. The cause benefits from the resources, money, and attention added by the company’s involvement, and the company benefits from improved consumer perceptions and increased purchasing. According to Dominic Cadbury, the chairman of Cadbury Schweppes, “CRM is an effective way of enhancing corporate image, differentiating products, and increasing both sales and loyalty.” For these reasons, cause related marketing is currently very much in vogue among corporations. Here we highlight three companies with long-standing commitments to CRM: 

Avon—Breast Cancer Awareness Crusade

Avon’s Breast Cancer Awareness Crusade, started in 1993, is a cause marketing campaign committed to funding care for victims of breast cancer and finding a cure. The company relies heavily on its direct sales force of more than 550,000 U.S. representatives, who forego sales commissions on Avon Crusade products. The net proceeds from sales of all Avon Crusades products, totaling more than $45 million since 1993, are donated to the cause. Other fundraising efforts include the Avon Breast Cancer 3-Days, which are three-day endurance walks held in nine major cities across the country, and through sales of other products like the collectible Breast Cancer Crusade Bear. Since they began in 1998, the three-day walks have raised a total of $63 million for the Crusade. Avon is the largest corporate sponsor of the breast cancer cause, with more than $110 million raised in the United States since the program was started. The money is donated to national cancer centers, medical centers, service organizations, and nonprofit health programs nationwide. Some of Avon’s partner organizations include the YWCA, the National Alliance of Breast Cancer Organizations, and the National Cancer Institute. 

British Airways—Change for Good 

British Airways partnered with UNICEF and developed a cause marketing campaign called Change for Good. Travelers on British Airways flights are encouraged to donate leftover foreign currency from their travels. Because coins in particular are difficult to exchange at banks and currency exchanges, the program targets loose change. The scheme is simple: passengers deposit their surplus currency in envelopes provided by British Airways, which collects the deposits and donates them directly to UNICEF. British Airways advertises its program during an in-flight video, on the backs of seat cards, and with in-flight announcements. The company also developed a television advertisement that featured a child thanking British Airways for its contribution to UNICEF. Because  Change for Good can be directly targeted to passengers and can produce immediate results, it does not require extensive advertising or promotion and therefore is one of the most cost-efficient cause marketing campaigns. 

Tesco—Computers for Schools

British supermarket chain Tesco’s Computers for Schools program, started in 1992, is the best-known cause related marketing campaign in the United Kingdom, with awareness levels near 50 percent. Customers receive vouchers from Tesco for every £10 spent, which they can donate to the school of their choosing. The chosen school exchanges the vouchers for new computer equipment. Parent/teacher associations and school governors joined to maximize voucher collection, which further enhances the community involvement in the program. To strengthen the connection between the Computers for Schools program and the Tesco brand, the company integrated the program into advertising for its in-store “Every little bit helps” campaign, which sought to enhance the customer experience with such improvements as wider aisles, baby changing facilities, and shorter checkout lines. Tesco capitalized on the link between its brand and the Computers for Schools program in 1998, when the company began selling computer hardware. Since the program began, Tesco Computers for Schools has delivered almost $90 million worth of computer equipment to schools in the United Kingdom. 

Sources: www.avoncrusade.com; Hamish Pringle and Marjorie Thompson. Brand Spirit. John Wiley, New York: 1999; “The Prime Minister Launches the 10th Tesco Computers for Schools Scheme.” M2 Presswire, January 26, 2001.

Questions 

1. Do you believe that Cause Related Marketing (CRM) is a valid marketing management tool for the firms in this Spotlight? Why? Are there downside issues as well as upside benefits to CRM activities?

2. Would you assume that there is as much CRM in the United States as in Europe? What is the basis for your belief? What are your views? 

Suggested Responses

3. CRM provides significant public relations and marketing as well as general business value to these companies, especially when the CRM activity presents a connection to the business of the firm. For the firms here (Avon, BA and Tesco), it is clear that each has gained considerable corporate, product and brand image awareness, and overall business value. For Avon, because the majority of its sales force and customers are women, the campaign is logical. For British Airways, in the travel business, it also makes good sense. For Tesco, the connection may be a bit more complicated, but when you look at the community connection Tesco stores have, computers for kids make a great deal of sense.

Despite the well-known advantages, there are downside considerations when a firm that participates in these activities subsequently is found to be involved in a questionable operational activity. An example of this would be Nike; despite the firm’s activities related to environmental responsibility, the exploitation of labor, child and adult, in plants that manufactured Nike shoes in developing countries, created a substantial backlash. 

4. Firms in Europe generally have been more involved in such programs because there is a substantial degree of social consciousness in Europe, with high expectations for social responsibility placed on European firms. Whether this is due to Europe’s longer and varied history or because of the continuing focus on community is debatable, but what is not debatable is the fact that European nations generally expect and demand more of their companies in their interactions with society. Accordingly, European firms tend to be more committed to CRM due to genuine concerns for their society as much as a marketing activity. 

Note: For background information on this latter point, note the text chapter on international marketing and suggested lecture 2 for the retailing chapter.
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