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note from the author

For readers of the first edition of Capon’s Marketing Essentials, this section 
highlights major changes from that edition. In addition to a general upgrade, 
this edition introduces some genuinely new ideas into marketing that, we 
believe, will be significantly beneficial for both marketing students and 
practitioners:

	■ Customer insight. In the first edition, we addressed customer insight in 
a single chapter; in the second edition, we separate insight into consum-
ers (Chapter 3) from insight into organization customers — business, 
government, not-for-profit institutions (Chapter 4).

	■ Market entities. We reject the view that market insight should focus 
only on the 3Cs — customers, company, competitors:

	– Customers should be treated as a separate category. These are the enti-
ties to which the firm offers value in exchange for payment — revenues.

	– Supply chain, publics, complementors are important market entities 
whose actions may have a profound impact on the firm’s ability to 
achieve its objectives.

	– Complementors are especially important. We devote an entire chapter 
to this topic.

	■ Marketing mix. Paralleling the 3Cs, marketing is often defined as the 
4Ps — product, promotion, place, price. In this formulation, product is 
often a grab bag for all value the firm offers to customers. We depart from 
conventional thinking in three ways:

	– First, we affirmatively accept that the term product encompasses the 
major value the firm offers customers. Thus, the firm may offer value in 
the form of a tangible (physical) good or as an intangible service.

	– Second, the firm may provide customers with additional value in the 
form of support services.

	– Third, we prefer to use the term distribution, rather than force-fit a P 
into place. Hence, the 4Ps become PSPDP — Product, Support Ser-
vices, Promotion, Distribution, Price.
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Capon’s Marketing Essentials
SECTION 1: MARKETING AND THE FIRM

CHAPTER 1
Introduction: Managing Marketing

SECTION 2: CUSTOMERS

CHAPTER 2
The Value of Customers

PROLOGUE TO  
CHAPTER 3, CHAPTER 4

Customer Insight: 
Introduction

CHAPTER 3
Customer Insight:  

Consumers

CHAPTER 4
Customer Insight:  

Business, Government,  
Not-for-Profit Institutions

SECTION 3: MARKETS

CHAPTER 5
Market Insight

CHAPTER 6
Complementor Insight

CHAPTER 7
Competitor Insight

CHAPTER 8
External Forces

TRANSITION TO STRATEGIC MARKETING

SECTION 4: STRATEGIC MARKETING

Imperative 1 – Determine and Recommend  
Which Markets to Address Imperative 2 – Identify and Target Market Segments

CHAPTER 9
Identify, Choose Opportunities

CHAPTER 10
Market Segmentation, Targeting

Imperative 3 – Set Strategic Direction, Positioning

CHAPTER 11
Market Strategy – Integrate Firm Efforts 

for Marketing Success

CHAPTER 12
Manage through the Life Cycle

CHAPTER 13
Manage Brands

SECTION 5: IMPLEMENT THE MARKET STRATEGY

Imperative 4 – Design the Market Offer

Part A: Offer  
Customer Value

Part B: Enhance  
Customer Value

Part C: Communicate  
Customer Value

Part D: Deliver  
Customer Value

Part E: Get Paid for  
Customer Value

CHAPTER 14
Manage the  
Product Line

CHAPTER 17
Provide Support 

Services

CHAPTER 18
Integrate Marketing 

Communications

CHAPTER 21
Distribution Decisions; 

Retail, Wholesale

CHAPTER 22
Critical Underpinnings 

for Price Decisions

CHAPTER 15
Distinguish  

Tangible Goods from 
Intangible Services

CHAPTER 19
Mass 

Communications; 
Digital Marketing

CHAPTER 16
Develop New Products

CHAPTER 20
Manage  

Field Sales Effort

Imperative 5 – Secure Support from Other Functions (Businesses) Imperative 6 – Monitor and Control Execution and Performance

CHAPTER 23
Ensure the Firm Implements the Market Offer  

as Planned: Become Externally Oriented

CHAPTER 24
Monitor and Control:  

Firm Performance/Firm Functioning

SECTION 6: SPECIAL MARKETING TOPICS

CHAPTER 25
Ethical, Legal, and Socially Responsible Decisions in Marketing

4



5

section opener — as laid out in the 

Table of Contents, we address the 

challenge of managing marketing in six 

sections and 30 chapters, with a brief 

summary outlining each chapter within 

that section.

key messages  

each section ends with a list of  

key messages identifying the key  

learning points for each chapter

videos — many chapters offer links to 

publicly available material on the Internet. 

They also provide links to video interviews 

of the author with marketing leaders.
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axcess capon code  
hotlinks in the book’s digital version also 

accessible at www.axcessvids.com

axcess capon codes
An innovative feature of Capon’s Marketing Essentials is easy-to-use Axcess Capon 
codes. Their purpose of is to link items in the text to additional material you may find 
interesting. Axcess Capon codes act as hotlinks in the book’s digital versions. Perhaps 
more importantly, Axcess Capon codes are simple links between the printed version 
and the Internet. With Axcess Capon codes, you enter a simple 4-digit alphanumeric 
code on your PC, tablet, or smartphone, at www.axcessvids.com. If you’re reading the 
printed book, we suggest you bookmark www.axcessvids.com; then you’ll be able to 
access the item you require with just four keystrokes.
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related to Capon’s 
Marketing Essentials
Marketing for Latin American Managers in the 21st Century  
(2nd edition) provides the essence of marketing for current 
and aspiring marketing professionals throughout the many 
countries of Latin America. Marketing for Latin American 
Managers in the 21st Century is a book for Latin American 
managers written by Latin American academics steeped in 
the culture of Latin American business. Similar to Capon’s 
Marketing Essentials, this book is easy to read, packed with 
examples from throughout the region, and provides a concise 
and excellent understanding of modern marketing.

Marketing for  
Latin American 
Managers  
in the 21st Century

Noel Capon ■ Delia Pérez-Lozano ■ Desdémona Almazán Morales ■ Rafael Castelltort Delgado 

Gricel Deyanira Castillo Cantú ■ Monica Francesca Contrino ■ Ligia Fagundes ■ Beatriz A González Cavazos 

Rosa Elena Lara Estrada ■ Sidney Abril Ornelas Sanchez ■ Nancy Berenice Ortiz Alvarado 

José Luis Pineda Garelli ■ Jesús Enrique Portillo Pizarra ■ Raul Jaime Ruiz Cabrera

SECOND EDITION
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extra for instructors
•  Instructors’ Manual

•  PowerPoint slides by chapter

•  Testbanks

companion volume
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The
MARKET 
PLANNING

Workbook

Noel Capon

The Market Planning 
Workbook is divided into 
two parts: Part 1 – Insight; 
Part 2 – Strategic Marketing.


