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Preface

he sixth edition of A Framework for Marketing Management is a concise paperback adapted

from Philip Kotler and Kevin Lane Keller’s fifteenth edition of Marketing Management. Its
streamlined approach will appeal to those who want an authoritative account of current market-
ing management practices and theory plus a text that is short enough to allow the incorporation of
outside cases, simulations, and projects. Like previous editions, the sixth edition of A Framework
for Marketing Management is dedicated to helping companies, groups, and individuals adapt their
marketing strategies and management to the marketplace of the twenty-first century.

What’s New In The Edition

® A new chapter (Chapter 16, Managing Digital Communications: Online, Social Media, and
Mobile) highlights expanded coverage of the latest digital trends and their marketing implications.

® New combined coverage of consumer and business markets in a single chapter (Chapter 5,
Analyzing Consumer and Business Markets) explores the similarities and differences in market-
ing to individual consumers, businesses, government agencies, and institutions.

® The positioning chapter (Chapter 7) now follows the segmentation and targeting chapter
(Chapter 6) to align with the conventional STP sequencing of topics.

® The marketing strategy and planning chapter (Chapter 2) now includes all material on market-
ing implementation, metrics, and control, emphasizing the importance of advance planning for
measuring and managing marketing performance.

® New opening vignettes for each chapter show marketing management in action at real-world
companies and provide effective discussion starters for chapter concepts. Companies featured
include LinkedIn, PepsiCo, Emirates Airline, Gatorade, Pandora, Cisco, and Patagonia.

® New “Marketing Insights” boxes discuss a wide range of cutting-edge topics and marketing
situations, including Marketing 3.0, marketing double jeopardy, showrooming, playing tricks to
build a brand, and other subjects.

® New coverage throughout the text of contemporary marketing developments and issues, includ-
ing omnichannel marketing, mobile apps, geofencing and mobile commerce, privacy concerns,
shopper marketing, and the sharing economy.

Features of The Edition
Major Themes

This new edition explores how the powerful forces of globalization, technology, and social re-
sponsibility—individually and in combination—can affect the success of modern marketing
programs. Incorporating the latest concepts with recent examples and current academic research,
this edition examines the complexities and possibilities of holistic marketing today, encompassing
relationship marketing, integrated marketing, internal marketing, and performance marketing.
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Preface

Instructor Resources

At the Instructor Resource Center, www.pearsonglobaleditions.com/Kotler, instructors can eas-
ily register to gain access to a variety of instructor resources available with this text in download-
able format. If assistance is needed, our dedicated technical support team is ready to help with
the media supplements that accompany this text. Visit http://247.pearsoned.com for answers to
frequently asked questions and toll-free user support phone numbers.

The following supplements are available with this text:

® Instructor’s Resource Manual
® Test Bank

® TestGen® Computerized Test Bank
PowerPoint Presentation
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Part 1: Introduction to Marketing Management

Chapter 1

Scope of Marketing for
New Realities

In this chapter, we will address the following questions:

Why is marketing important? (Page 26)

What is the scope of marketing? (Page 26)

What are some core marketing concepts? (Page 29)

What forces are defining the new marketing realities? (Page 31)

What tasks are necessary for successful marketing management? (Page 34)

LU Sl B A

Marketing Management at Unilever

Under the leadership of ex-Pe&G marketing executive Paul Polman and marketing whiz Keith
Weed, Unilever is steering in an aggressive new direction. Its “Crafting Brands for Life” model es-
tablishes social, economic, and product missions for each brand, including Dove, Ben & Jerry’s, and
Knorr. One part of the mission, for instance, is sustainability—specifically, to halve its ecological
footprint while doubling revenues. To improve marketing communications, it aims to strike a bal-
ance between “magic” and “logic,” doubling marketing training expenditures and emphasizing ad
research. Unilever has set its sights on developing and emerging markets, hoping to draw 70 percent
to 75 percent of revenues from these markets by 2020. The company has also adopted “reverse in-
novation” by applying marketing innovations from developing markets to recession-hit developed
markets. In Spain, it now sells Surf detergent in five-wash packs. In Greece, it offers mayonnaise in
small packages."

( ; ood marketing is no accident. It is both an art and a science, and it results from careful plan-
ning and execution using state-of-the-art tools and techniques. In this book, we describe
how skillful marketers are updating classic practices and inventing new ones to find creative,
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