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A popular and highly sought-after speaker, he has made speeches and conducted marketing semi-
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Preface
What’s New in the 15th Edition
The 15th edition of  is a landmark entry in the long successful history of the market 
leader. With the 15th edition, great care was taken to provide an introductory guide to marketing management 
that truly reflects the modern realities of marketing. In doing so, classic concepts, guidelines, and examples were 
retained while new ones were added as appropriate. Three broad forces—globalization, technology, and social 
responsibility—were identified as critical to the success of modern marketing programs. These three topics are 
evident all through the text.

As has been the case for a number of editions now, the overriding goal of the revision for the 15th  edition 
of  was to create as comprehensive, current, and engaging a MBA marketing  textbook 
as possible. Where appropriate, new material was added, old material was updated, and no longer relevant or 
necessary material was deleted.

Even though marketing is changing in many significant ways these days, many core elements remain, and 
we feel strongly that a balanced approach of classic and contemporary approaches and perspectives is the way 
to go.  15th edition, allows those instructors who have used the 14th edition to build 
on what they have learned and done while at the same time offering a text that is unsurpassed in breadth, 
depth, and relevance for students experiencing  for the first time.

The successful across-chapter reorganization into eight parts that began with the 12th edition of 
 has largely been preserved, although several adjustments have been made to improve student 

understanding, as described below. Many of the favorably received within-chapter features that have been 
introduced through the years, such as topical chapter openers, in-text boxes highlighting noteworthy compa-
nies or issues, and the Marketing Insight and Marketing Memo boxes that provide in-depth conceptual and 
practical commentary, have been retained.

Significant changes to the 15th edition include:

Brand-new opening vignettes for each chapter set the stage for the chapter material to follow. By covering 
topical brands or companies, the vignettes are great classroom discussion starters.
Almost half of the in-text boxes are new. These boxes provide vivid illustrations of chapter concepts using 
actual companies and situations. The boxes cover a variety of products, services, and markets, and many 
have accompanying illustrations in the form of ads or product shots.
Each end-of-chapter section now includes two expanded Marketing Excellence mini-cases highlighting 
innovative, insightful marketing accomplishments by leading organizations. Each case includes questions 
that promote classroom discussion and student analysis.
The global chapter (8, previously Chapter 21) has been moved into Part 3 on Connecting with Customers 
and the new products chapter (15, previously Chapter 20) has been moved into Part 5 on Creating Value. 
The positioning and brand chapters (10 and 11) have been switched to allow for the conventional STP 
 sequencing. These moves permit richer coverage of the topics and better align with many instructors’ 
teaching strategy.
A new chapter (21) titled Managing Digital Communications: Online, Social Media, and Mobile has been 
added to better highlight that important topic. Significant attention is paid throughout the text to what a 
new section in Chapter 1 calls “the digital revolution.”
The concluding chapter (23) has been retitled “Managing a Holistic Marketing Organization for the Long 
Run” and addresses corporate social responsibility, business ethics, and sustainability, among other topics.
Chapter 12 (previously Chapter 11) has been retitled “Addressing Competition and Driving Growth” to 
acknowledge the importance of growth to an organization.

What Is Marketing Management All About?
 is the leading marketing text because its content and organization consistently reflect 

changes in marketing theory and practice. The very first edition of  published in 1967, 
introduced the concept that companies must be customer and market driven. But there was little mention of 
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what have now become fundamental topics such as segmentation, targeting, and positioning. Concepts such 
as brand equity, customer value analysis, database marketing, e-commerce, value networks, hybrid channels, 
supply chain management, and integrated marketing communications were not even part of the marketing 
 vocabulary then.  continues to reflect the changes in the marketing discipline over the 
past almost 50 years.

Firms now sell goods and services through a variety of direct and indirect channels. Mass advertis-
ing is not nearly as effective as it was, so marketers are exploring new forms of communication, such as 
 experiential, entertainment, and viral marketing. Customers are telling companies what types of product 
or services they want and when, where, and how they want to buy them. They are increasingly reporting to 
other  consumers what they think of specific companies and products—using e-mail, blogs, podcasts, and 
other digital media to do so. Company messages are becoming a smaller fraction of the total “conversation” 
about products and services.

In response, companies have shifted gears from managing product portfolios to managing   
 portfolios, compiling databases on individual customers so they can understand them better and  construct 
individualized offerings and messages. They are doing less product and service  standardization and more 
niching and customization. They are replacing monologues with customer dialogues. They are improving 
their methods of measuring customer profitability and customer lifetime value. They are intent on measur-
ing the return on their marketing investment and its impact on shareholder value. They are also concerned 
with the ethical and social implications of their marketing decisions.

As companies change, so does their marketing organization. Marketing is no longer a company depart-
ment charged with a limited number of tasks—it is a company-wide undertaking. It drives the company’s 
vision, mission, and strategic planning. Marketing includes decisions like whom the company wants as 
its customers, which of their needs to satisfy, what products and services to offer, what prices to set, what 
 communications to send and receive, what channels of distribution to use, and what partnerships to develop. 
Marketing succeeds only when all departments work together to achieve goals: when engineering designs 
the right products; finance furnishes the required funds; purchasing buys high-quality materials; produc-
tion makes high-quality products on time; and accounting measures the profitability of different customers, 
products, and areas.

To address all these different shifts, good marketers are practicing holistic marketing.  
is the development, design, and implementation of marketing programs, processes, and activities that recog-
nize the breadth and interdependencies of today’s marketing environment. Four key dimensions of holistic 
marketing are:

—ensuring everyone in the organization embraces appropriate marketing principles, 
especially senior management.

—ensuring that multiple means of creating, delivering, and communicating value 
are employed and combined in the best way.

—having rich, multifaceted relationships with customers, channel members, and 
other marketing partners.

—understanding returns to the business from marketing activities and programs, 
as well as addressing broader concerns and their legal, ethical, social, and environmental effects.

These four dimensions are woven throughout the book and at times spelled out explicitly. The text is 
organized to specifically address the following eight tasks that constitute modern marketing management 
in the 21st century:

Developing marketing strategies and plans
Capturing marketing insights
Connecting with customers
Building strong brands
Creating value
Delivering value

 Communicating value
Conducting marketing responsibly for long-term success

Go to Strategy Books: https://sharifstrategy.org/strategy-books

https://sharifstrategy.org/strategy-books


 19

What Makes Marketing Management  
the Marketing Leader?
Marketing is of interest to everyone, whether they are marketing goods, services, properties, persons, places, 
events, information, ideas, or organizations. As it has maintained its respected position among students, 
 educators, and businesspeople,  has kept up to date and contemporary. Students (and 
 instructors) feel that the book is talking directly to them in terms of both content and delivery.

 owes its marketplace success to its ability to maximize three dimensions that 
characterize the best marketing texts—depth, breadth, and relevance—as measured by the following criteria:

 Does the book have solid academic grounding? Does it contain important theoretical concepts, 
models, and frameworks? Does it provide conceptual guidance to solve practical problems?

 Does the book cover all the right topics? Does it provide the proper amount of emphasis on 
those topics?

 Does the book engage the reader? Is it interesting to read? Does it have lots of compelling 
examples?

The 15th edition builds on the fundamental strengths of past editions that collectively distinguish it from 
all other marketing management texts:

 The book focuses on the major decisions that marketing managers and top 
management face in their efforts to harmonize the organization’s objectives, capabilities, and resources 
with marketplace needs and opportunities.

  presents conceptual tools and frameworks for analyz-
ing recurring problems in marketing management. Cases and examples illustrate effective marketing 
 principles, strategies, and practices.

 The book draws on the rich findings of various scientific disciplines—
economics, behavioral science, management theory, and mathematics—for fundamental concepts and 
tools directly applicable to marketing challenges.

 The book applies strategic thinking to the complete spectrum of marketing: 
products, services, persons, places, information, ideas, and causes; consumer and business markets; profit 
and nonprofit organizations; domestic and foreign companies; small and large firms; manufacturing and 
intermediary businesses; and low- and high-tech industries.

  covers all the topics an informed 
 marketing manager needs to understand to execute strategic, tactical, and administrative marketing.

Instructor Resources
At the Instructor Resource Center, www.pearsonglobaleditions.com/kotler, instructors can easily register to gain 
access to a variety of instructor resources available with this text in downloadable 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:
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