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Philip Kotler is one of the world'’s leading authorities on marketing. He is the S. C.
Johnson & Son Distinguished Professor of International Marketing at the Kellogg
School of Management, Northwestern University. He received his master’s degree
at the University of Chicago and his Ph.D. at MIT, both in economics. He did post-
doctoral work in mathematics at Harvard University and in behavioral science at the
University of Chicago.

Dr. Kotler is the co-author of Principles of Marketing and Marketing: An
Introduction. His Strategic Marketing for Nonprofit Organizations, now in its sixth
edition, is the best seller in that specializéd area. Dr. Kotler’s other books include
Marketing Models; The New Competition; Marketing Professional Services;
Strategic Marketing for Educational Institutions; Marketing for Health Care
Organizations; Marketing Congregations; High Visibility; Social Marketing;
Marketing Places; The Marketing of Nations; Marketing for Hospitality and
Tourism; Standing Room Only—Strategies for Marketing the Performing Arts;
Museum Strategy and Marketing; Marketing Moves; Kotler on Marketing; Lateral
Marketing: Ten Deadly Marketing Sins; and Corporate Social Responsibility.

In addition, he has published more than one hundred articles in leading jour-
nals, including the Harvard Business Review, Sloan Management Review, Business
Horizons, California Management Review, the Journal of Marketing, the Journal
of Marketing Research, Management Science, the Journal of Business Strategy,
and Futurist. He is the only three-time winner of the coveted Alpha Kappa Psi
award for the best annual article published in the Journal of Marketing.

Professor Kotler was the first recipient of the American Marketing
Association’s (AMA) Distinguished Marketing Educator Award (1985). The
European Association of Marketing Consultants and Sales Trainers awarded him
their Prize for Marketing Excellence. He was chosen as the Leader in Marketing
Thought by the Academic Members of the AMA in a 1975 survey. He also
received the 1978 Paul Converse Award of the AMA, honoring his original con-
tribution to marketing. In 1995, the Sales and Marketing Executives International
(SMEI) named him Marketer of the Year. In 2002, Professor Kotler received the
Distinguished Educator Award from The Academy of Marketing Science. He has
received honorary doctoral degrees from Stockholm University, the University of
Zurich, Athens University of Economics and Business, DePaul University, the
Cracow School of Business and Economics, Groupe H.E.C. in Paris, the Budapest
School of Economic Science and Public Administration, and the University of
Economics and Business Administration in Vienna.

Professor Kotler has been a consultant to many major U.S. and foreign com-
panies, including IBM, General Electric, AT&T, Honeywell, Bank of America,
Merck, SAS Airlines, Michelin, and others in the areas of marketing strategy and
planning, marketing organization, and international marketing.

He has been Chairman of the College of Marketing of the Institute of
Management Sciences, a Director of the American Marketing Association, a Trustee
of the Marketing Science Institute, a Director of the MAC Group, a member of the
Yankelovich Advisory Board, and a member of the Copernicus Advisory Board. He
was a member of the Board of Governors of the School of the Art Institute of




Chicago and a member of the Advisory Board of the Drucker Foundation. He has
traveled extensively throughout Europe, Asia, and South America, advising and lec-
turing to many companies about global marketing opportunities.

Kevin Lane Keller is the E. B. Osborn Professor of Marketing at the Tuck School of
Business at Dartmouth College. Professor Keller has degrees from Cornell,
Carnegie-Mellon, and Duke universities. At Dartmouth, he teaches an MBA elec-
tive on strategic brand management and lectures in executive programs on that
topic. Previously, Professor Keller was on the faculty of the Graduate School of
Business at Stanford University, where he also served as the head of the market-
ing group. Additionally, he has been on the marketing faculty at the University of
California at Berkeley and the University of North Carolina at Chapel Hill, been a
visiting professor at Duke University and the Australian Graduate School of
Management, and has two years of industry experience as Marketing Consultant
for Bank of America.

Professor Keller's general area of expertise is in consumer marketing. His spe-
cific research interest is in how understanding theories and concepts related to
consumer behavior can improve marketing strategies. The research has been
published in over fifty papers in three of the major marketing journals—the
Journal of Marketing, the Journal of Marketing Research, and the Journal of
Consumer Research. He also has served on the Editorial Review Boards of those
Jjournals. His research has been widely cited and has received numerous awards.

Professor Keller is acknowledged as one of the international leaders in the
study of brands, branding, and strategic brand management. Actively involved
with industry, he has worked on a host of different types of marketing projects.
He has served as brand confidant to marketers for some of the world’s most suc-
cessful brands, including Accenture, American Express, Disney, Ford, Intel, Levi
Strauss, Miller Brewing, Procter & Gamble, and Starbucks. He has done addition-
al brand consulting with other top companies such as Allstate, Beiersdorf (Nivea),
Blue Cross Blue Shield, Campbell Soup, General Mills, Goodyear, Kodak, The
Mayo Clinic, Nordstrom, Shell Oil, Unilever, and Young & Rubicam. He is also an
academic trustee for the Marketing Science Institute. A popular speaker, he has
conducted marketing seminars and workshops with top executives in a variety of
forums.

Professor Keller is currently conducting studies that address marketing strate-
gies and tactics to build, measure, and manage brand equity. His textbook on
those subjects, Strategic Brand Management, the second edition of which was
published September 2002 by Prentice-Hall, has been heralded as the “bible of
branding.”

An avid sports, music, and film enthusiast, in his spare time, he helps to man-
age and market one of Australia’s great rock and roll treasures, The Church.
Professor Keller lives in New Hampshire with his wife, Punam (also a Tuck mar-
keting professor), and his two daughters, Carolyn and Allison.
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ization consistently reflect changes in marketing theory and practice. The very first

edition of Marketing Management, published in 1967, introduced the concept that
companies must be customer-and-market driven. But there was little mention of 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. Firms now sell
goods and services through a variety of direct and indirect channels. Mass advertising is not
nearly as effective as it was. Companies are exploring new forms of communication, such
as experiential, entertainment, and viral marketing. Customers are increasingly telling
companies what types of product or services they want and when, where, and how they
want to buy them.

In response, companies have shifted gears from managing product portfolios to manag-
ing customer portfolios, compiling databases on individual customers so they can under-
stand them better, and construct individualized offerings and messages. They are doing less
product and service standardization and more niching and customization. They are replac-
ing monologues with customer dialogues. They are improving their methods of measuring
customer profitability and customer lifetime value. They are intent on measuring 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 department charged with a limited number of tasks—it is a company-wide under-
taking. It drives the company’s vision, mission, and strategic planning. Marketing includes
decisions like who the company wants as its customers; which needs to satisfy; what prod-
ucts 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 quality materials, pro-
duction makes quality products on time, and accounting measures the profitability of dif-
ferent customers, products, and areas.

And as marketing techniques and organization have changed, so has this text. The biggest
change is the addition of a co-author. Kevin Lane Keller is one of the top marketing aca-
demics of his generation. He has conducted ground-breaking research and written a highly
successful text, Strategic Brand Management. He has also worked with marketing executives
from companies around the globe to help them become better marketers. He brings fresh
thinking and new perspectives to Marketing Management.

The twelfth edition reflects a collaborative effort between the two authors with a goal of
creating the best edition of Marketing Management ever. Extensive focus groups were con-
ducted to fully understand the course and classroom needs of the instructor. Based on this
input, the twelfth edition is designed to preserve the strengths of previous editions while
introducing new material and organization to further enhance learning. It is dedicated to
helping companies, groups, and individuals adapt their marketing strategies and manage-
ment to the marketplace realities of the twenty-first century.

M arketing Management is the leading marketing text because its content and organ-

::: Revision Strategy for the Twelfth Edition

Marketing is of interest to everyone, whether they are marketing goods, services, properties,
persons, places, events, information, ideas, or organizations. As the “ultimate authority” for
students and educators, Marketing Management must be kept up-to-date and contempo-
rary. Students (and instructors) should feel that the book is talking directly to them in terms
of both content and delivery.

XXix




re

xxx

The success of Marketing Management can be attributed to its ability to maximize three
dimensions that characterize the best marketing texts—depth, breadth, and relevance—as
reflected by the following questions.

= Depth. Does the book have solid academic grounding? Does it contain important theo-
retical concepts, models, and frameworks? Does it provide conceptual guidance to solve
practical problems?

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

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

The twelfth edition builds on the fundamental strengths of past editions:

= Managerial Orientation. The book focuses on the major decisions that marketing man-
agers and top management face in their efforts to harmonize the organization’s objec-
tives, capabilities, and resources with marketplace needs and opportunities.

® Analytical Approach. This book presents conceptual tools and frameworks for analyzing
recurrent problems in marketing management. Cases and examples illustrate effective
marketing principles, strategies, and practices.

® Multidisciplinary Perspective. This book draws on the rich findings of various scientific
disciplines—economics, behavioral science, management theory, and mathematics—for
fundamental concepts and tools.

® Universal Applications. This book applies strategic thinking to the complete spectrum of
marketing: products and services, 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.

® Comprehensive and Balanced Coverage. This book covers all the topics an informed
marketing manager needs to understand to execute strategic, tactical, and administrative
marketing.

New Themes: Holistic Marketing

One major new theme in this edition is holistic marketing. Holistic marketing can be seen
as the development, design, and implementation of marketing programs, processes, and
activities that recognize the breadth and interdependencies involved today’s marketing
environment. Holistic marketing recognizes that “everything matters” with marketing and
that a broad, integrated perspective is often necessary. Holistic marketing has four key
dimensions:

1. Internal marketing-ensuring everyone in the organization embraces appropriate mar-
keting principles, especially senior management.

2. Integrated marketing-ensuring that multiple means of creating, delivering and com-
municating value are employed and combined in the optimal manner.

3. Relationship marketing-having rich, multi-faceted relationships with customers, chan-
nel members and other marketing partners.

4. Socially responsible marketing-understanding the ethical, environmental, legal, and
social effects of marketing.

These four dimensions are woven throughout the book and at times spelled out explicitly.
Two additional themes of this text are marketing personalization and marketing accountabil-
ity. The former reflects all the attempts to make marketing more individually relevant; the lat-
ter reflects the need to understand and justify the return on marketing investments within
organizations.




Organization

The twelfth edition preserves the major topics of the eleventh edition, but reorganizes them
into a new modular structure. There are now eight parts as compared to five to allow for
greater flexibility in the classroom.

Part 1 Understanding Marketing Management
Part 2 Capturing Marketing Insights

Part 3 Connecting with Customers

Part 4 Building Strong Brands

Part 5 Shaping the Market Offerings

Part 6 Delivering Value

Part 7 Communicating Value

Part 8 Creating Successful Long-Term Growth

The most significant organizational changes are:

® Anew part on capturing marketing insights that includes the two research-oriented chap-
ters, placed even earlier in the book (Chapters 3 and 4).

B A new section on creating long-term growth that brings together chapters on new prod-
ucts and new markets (global) as well as a revised concluding chapter, placed at the end
of the book (Chapters 20-22)

® Chapters 16 and 17 are now aligned more definitely in terms of mass and personal com-
munications.

® The marketing plan material has been upgraded and moved into Chapter 2 to help stu-
dents gain concrete marketing skills. We have also created an appendix to Chapter 2 with
an illustrative example of an actual company marketing plan and another appendix to the
book itself with a series of marketing plan exercises.

® The new Marketing Plan appendix, at the end of the book, provides detailed information
on how to develop a marketing plan and includes a series of exercises to help students
develop a formal marketing plan using the hypothetical example of Sonic PDA.

® AGlossary containing all the key terms and definitions has been added at the end of the book.

Chapter by Chapter Changes

This edition has been both streamlined and expanded to bring essentials and classic exam-
ples into sharper focus, while covering new concepts and ideas in depth. Some chapters
received more extensive revisions than others. Here is an overview of the chapter changes:

Chapter 1, Defining Marketing for the 21st Century, now consolidates the “big picture”
material from the first two chapters of the eleventh edition to introduce key marketing
topics, how they have changed and are likely to change in the future.

Chapter 2, Developing Marketing Strategies and Plans, provides more discussion on holis-
tic marketing and more detail on marketing plans, including a sample marketing plan.

Chapter 3, Gathering Information and Scanning the Environment, is now couched in
terms of macro approaches to marketing research.

Chapter 4, Conducting Marketing Research and Forecasting Demand , is framed in terms
of micro approaches and includes a new section on Marketing Productivity.

Chapter 5, Creating Customer Value, Satisfaction, and Loyalty, consolidates material from
several chapters related to customers and introduces new material on Customer Equity.
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Chapter 6, Analyzing Cohsumer Markets, introduces a new section on Other Theories of
Consumer Decision-Making.

Chapter 7, Analyzing Business Markets, contains a section on Managing Business-to-
Business Customer Relationships.

Chapter 8, Identifying Market Segments and Targets, adds new material on local market-
ing, conversion marketing, experiential marketing and marketing to Generation Y.

Chapter 9, Creating Brand Equity, has been completely reworked and expanded to cap-
ture more of the important concepts in building, measuring, and managing brand
equity.

Chapter 10, Crafting the Brand Positioning, introduces a contemporary approach to posi-
tioning based on the concepts of points-of-parity and points-of-difference.

Chapter 11, Dealing with Competition, includes fresh material on how to increase prod-
uct consumption.

Chapter 12, Setting Product Strategy, has been reorganized to cover material on sources
of differentiation.

Chapter 13, Designing and Managing Services, introduces a new section on Managing
Service Brands.

Chapter 14, Developing Pricing Strategies and Programs, contains a new section on
understanding pricing with material on consumer psychology and pricing.

Chapter 15, Designing and Managing Value Networks and Channels, includes material on
e-commerce marketing practices and new material on channel power, conflict and
cooperation. .

Chapter 16, Managing Retailing, Wholesaling, and Logistics, includes relevant material on
store activities and experiences and has been reorganized to include private labels.
Chapter 17, Designing and Managing Integrated Marketing Communications, introduces
a section on the Role of Marketing Communications and information on coordinating

media.

Chapter 18, Managing Mass Communications: Advertising, Sales Promotions, Events, and
Public Relations, includes a new section on Events and Experiences Marketing.

Chapter 19, Managing Personal Communications: Direct Marketing and Personal Selling,
introduces new material on interactive marketing.

Chapter 20, Introducing New Market Offerings, includes new material on idea generation.

Chapter 21, Tapping into Global Markets, covers new material on country-of-origin
effects.

Chapter 22, Managing a Holistic Marketing Organization, contains new sections on
social marketing and the future of marketing.

Additional concepts that have been added or explored in greater detail include: brand

management principles, cause-related marketing, consumer decision heuristics, consumer
involvement, consumer memory models, events and experiences, innovation and creativity,
qualitative research techniques, marketing metrics, mental accounting, reference prices,
and sponsorships.

¢+t Chapter Pedagogy

Each chapter includes:

Chapter Introduction, which includes brief commentary and a short vignette that set
the stage for the chapter material to follow. By covering topical brands or companies,
the vignettes serve as great discussion starters.




Marketing Insight boxes that delve into important marketing topics, often highlighting
current research findings. New and updated Marketing Insight boxes include such top-
ics as “Views on Marketing from Chief Executive Officers,” “Progress and Priorities in
Customer Equity Management,” “Consumer Trends for the Future,” and “Small Business,
Big Sales: The Burgeoning Small-Midsize Business Market.”

Marketing Memo boxes that offer practical advice and directions in dealing with various
decisions at all stages of the marketing management process. New and updated
Marketing Memo boxes include “Managing Customer Knowledge,” “Decision Traps,”
“Average American Consumer Quiz,” and “Guidelines for Selling to Small Businesses.”

Text Examples Each chapter also includes 10-15 in-text examples that provide vivid illus-
trations of chapter concepts using actual companies and situations. Virtually all these
examples of good and bad company marketing practices are new to the twelfth edition
and cover a variety of products, services, and markets. Many have accompanying illus-
trations in the form of ads or product shots.

End-of-Chapter Exercises These include Marketing Applications and the Marketing
Spotlight.

® The Marketing Applications section has two practical exercises to challenge students:
Marketing Debate suggests opposing points-of-view on an important marketing topic
from the chapter and asks student to take a side. Marketing Discussion identifies provoca-
tive marketing issues and allows for a personal point-of-view.

® The Marketing Spotlight, an in-depth examination of one of the world’s most successful
marketing companies, includes questions for class discussion or student assignments.

¢+ The Teaching and Learning Package

Marketing Management is an entire package of materials available to students and instruc-
tors. This edition includes a number of ancillaries designed to make the marketing manage-
ment course an exciting, dynamic, interactive experience.

Marketing Management Cases

Prentice Hall Custom Business Resources can provide instructors and students with all of the
cases and articles needed to enhance and maximize learning in a marketing course.
Instructors can create Custom CoursePacks or Custom CaseBooks. Resources include top-tier
cases from Darden, Harvard, Ivey, NACRA, and Thunderbird, plus full access to a database of
articles. For details on how to order these value-priced packages, contact your local rep or visit
the Prentice Hall Custom Business Resources Web site at www.prenhall.com/custombusiness.

Instructor’s Resource Manual

Prepared by Ronald N. Borrieci, the Instructor’s Resource Manual includes chapter/summa-
Iy overviews, key teaching objectives, answers to end-of-chapter materials, Harvard
Business School case suggestions, exercises, projects, and detailed lecture outlines. A new
feature, “Professors on the Go!”, was created with the busy professor in mind. It brings key
material upfront, where an instructor who is short on time can find key points and assign-
ments that can be incorporated into the lecture, without having to page through all the
material provided for each chapter.

Instructor’s Resource Center (IRC)

® [RC—CD-ROM: One source for all of your supplement needs. New interface and search-
able database makes sorting through and locating specific resources easier than ever
before. Includes all the same supplements hosted at our IRC Online; however, the
PowerPoint Media Rich set is provided only on this CD-ROM due to its larger file size and
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PREFACE

embedded video clips. The CD-ROM also contains many images from the textbook,
which you may incorporate into your lectures.

8 IRC—ONLINE: One destination for all of your supplement needs. The Prentice Hall cata-
log at www.prenhall.com/marketing is where instructors can access our complete array
of teaching materials. Simply go to the catalog page for this text and click on the
Instructor link to download the Instructor’s Manual, Video Guide, Test Item File, TestGen
EQ, PowerPoint slides (Basic only), and more.

NOTE: Prentice Hall manually checks every password request and verifies each individual’s instruc-
tor status before issuing a password.

Test Item File

Prepared by John R. Brooks, Jr. of Houston Baptist University, the Test Item File contains more
than 3,000 multiple-choice, true-false, short-answer, and essay questions, with page refer-
ence and difficulty level provided for each question. A new feature is an entire section dedi-
cated to application questions. These real-life situations take students beyond basic chapter
concepts and vocabulary and ask them to apply marketing skills. Prentice Hall’s TestGen EQ
test-generating software is new for this edition. This supplement is available in two places:
Download from the IRC Online (www.prenhall.com/kotler) or from the IRC on CD-ROM.

® PC/Mac compatible and preloaded with all of the Test Item File questions.

® Manually or randomly view test bank questions and drag-and-drop to create a test.
® Add or modify test bank questions using the built-in Question Editor.
]

Print up to 25 variations of a single test and deliver the test on a local area network using
the built-in QuizMaster feature.

® Free customer support is available at media.support@pearsoned.com or 1-800-6-PRO-
FESSOR between 8:00 am and 5:00 pm CST.

PowerPoints

When it comes to PowerPoints, Prentice Hall knows one size does not fit all. That's why
Marketing Management 12e offers instructors more than one option.

= PowerPoint BASIC: This simple presentation includes only basic outlines and key points
from each chapter. No animation or forms of rich media are integrated, which makes the
total file size manageable and easier to share online or via email. BASIC was also designed
for instructors who prefer to customize PowerPoints or want to avoid having to strip out
animation, embedded files, or other media rich features.

® PowerPoint MEDIA RICH: This media rich alternative includes basic outlines and key
points from each chapter, plus advertisements and art from the text, images from outside
the text, discussion questions, Web links, and embedded video snippets from the accom-
panying video library. The best option if you want a complete presentation solution.
Instructors can further customize this presentation using the image library featured on
the IRC on CD-ROM. Both the BASIC and MEDIA RICH version of slides were authored by
Tracy Tuten Kyan.

Aside from these three PowerPoint options, a select number of slides, based on the
MEDIA RICH version, are also available as overhead transparencies.

Marketing Management Video Gallery 2006

Make your classroom “newsworthy.” PH has updated the Marketing Management video
library for the 12th Edition. Using today’s popular newsmagazine format, students are taken
on location and behind closed doors. Each news story profiles a well-known or up-and-
coming company leading the way in its industry. Eighteen new video segments accom-
pany this edition, covering key topics using leading companies such as American Express,
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Song Airlines, the NFL, Eaton, and Wild Planet. Issue-focused footage includes interviews
with top executives, objective reporting by real news anchors, industry research analysts and
marketing and advertising campaign experts. A full video guide, including synopses, discus-
sion questions, and teaching suggestions, is available to accompany the video library.

Companion Web Site

Available at www.prenhall.com/kotler. This FREE site offers students valuable resources.
Two quizzes are offered per chapter. The Concept Check Quiz is to be administered prior to
reviewing the chapter, in order to assess students’ initial understanding. The Concept
Challenge Quiz is to be administered after reviewing the chapter. Also featured is the text
glossary, plus a link to the new Instructor’s Resource Center.

Marketing Plan: A Handbook, 2nd edition with MarketingPlan
Pro 6.0

Marketing PlanPro is a highly rated commercial software program that guides students
through the entire marketing plan process. The software is totally interactive and features
ten sample marketing plans, step-by-step guides, and customizable charts. Customize your
marketing plan to fit your marketing needs by following easy-to-use plan wizards. Follow the
clearly outlined steps from strategy to implementation. Click to print, and your text, spread-
sheet, and charts come together to create a powerful marketing plan. The new Marketing
Plan: A Handbook, by Marian Burk Wood, supplements the in-text marketing plan material
with an in-depth guide to what student marketers really need to know. A structured learning
process leads to a complete and actionable marketing plan. Also included are timely, real-
world examples that illustrate key points, sample marketing plans, and Internet resources.
The Handbook and Marketing PlanPro software are available as value-pack items at a dis-
counted price. Contact your local Prentice Hall representative for more information.

XXXV




From Phil Kotler: My colleagues and associates at the Kellogg Graduate School of
Management at Northwestern University continue to have an important impact on my
thinking: James C. Anderson, Robert C. Blattberg, Bobby J. Calder, Gregory S. Carpenter, Alex
Chernev, Anne T. Coughlan, Dawn Iacobucci, Dipak C. Jain, Robert Kozinets, Lakshman
Krishnamurti, Angela Lee, Vincent Nijs, Christie Nordhielm, Mohanbir S. Sawhney, John E
Sherry Jr., Louis W. Stern, Brian Sternthal, Alice M. Tybout, and Andris A. Zoltners. I also want
to thank the S. C. Johnson Family for the generous support of my chair at the Kellogg School.
Completing the Northwestern team is my former dean, Donald P Jacobs, and my current
dean, Dipak Jain, both of whom have provided generous support for my research and writ-
ing.
gSeveral former faculty members of the marketing department had a great influence on my
thinking when I first joined the Kellogg marketing faculty, specifically Richard M. Clewett,
Ralph Westfall, Harper W. Boyd, and Sidney J. Levy. I also want to acknowledge Gary
Armstrong for our work on Principles of Marketing.
I am indebted to the following coauthors of international editions of Marketing
Management and Principles of Marketing who have taught me a great deal as we worked
together to adapt marketing management thinking to the problems of different nations:

The twelfth edition bears the imprint of many people.

® Swee-Hoon Ang and Siew-Meng Leong: National University of Singapore
® Chin-Tiong Tan: Singapore Management University

® Friedhelm W. Bliemel: Universitat Kaiserslautern (Germany)

]

Peter Chandler, Linden Brown, and Stewart Adam: Monash and RMIT University
(Australia)

Bernard Dubois: Groupe HEC School of Management (France) and Delphine Manceau:
ESCP-EAP European School of Management

® John Saunders (Loughborough University) and Veronica Wong (Warwick University,
United Kingdom)

® Jacob Hornick: Tel Aviv Univesity (Israel)
® Walter Giorgio Scott: Universita Cattolica del Sacro Cuore (Italy)
® Ronald E. Turner and Peggy Cunningham: Queen’s University (Canada)

I also want to acknowledge how much I have learned from working with coauthors on
more specialized marketing subjects: Alan Andreasen, Christer Asplund, Paul N. Bloom,
John Bowen, Roberta C. Clarke, Karen Fox, Michael Hamlin, Thomas Hayes, Dipak Jain,
Somkid Jatusripitak, Hermawan Kartajaya, Neil Kotler, Nancy Lee, Suvit Maesincee, James
. Maken, Gustave Rath, Irving Rein, Eduardo Roberto, Joanne Scheff, Norman Shawchuck,

Martin Stoller, and Bruce Wrenn. 5

My overriding debt continues to be to my lovely wife, Nancy, who provided me with the

time, support, and inspiration needed to prepare this edition. It is truly our book.

From Kevin Lane Keller: 1 continually benefit from the wisdom of my colleagues at Tuck—
Scott Neslin, Punam Keller, Kusum Ailawadi, Praveen Kopalle, Koen Pauwels, Yiorgos
Bakamitsos, Fred Webster, Gert Assmus, and John Farley—as well as the leadership of Dean
Paul Danos. I also gratefully acknowledge the invaluable research and teaching contribu-
tions from my faculty colleagues and collaborators through the years. I owe a considerable
debt of gratitude to Duke University’s Jim Bettman and Rick Staelin for helping to get my aca-
demic career started and serving as positive role models. I am also appreciative of all that |
have learned from working with industry executives who have generously shared their
insights and experiences. Finally, I give special thanks to Punam, my wife, and Carolyn and
Allison, my daughters, who make it all happen and make it all worthwhile.

We owe a debt of thanks to the colleagues who joined us for three focus-group sessions
that were extremely helpful in planning the revision:

XXXVii




In Boston: Neeraj Baharadwaj, Babson College; Piotr Chelminski, Providence Univgrsity;
Al Della Bitta, University of Rhode Island; Dan Dunn, Northeastern University;.Mlchael
McGinty, Providence University; Nada Nasr, Bentley College; Alphonso Ogbuehi, Bryant
College; John Teopaco, Northeastern University; Elizabeth Wilson, Boston College; Fred
Wright, Babson College. ikl
In Chicago: Tim Aurant, Northern Illinois University; Roger Baran, DePaul University;
Janelle Barcelona, North Central College; Sanjay Dhar, University of Chicago; Lori Feldman,
Purdue/Calamet; Stephen Goodwin, Illinois State University; Michael LaRocco, St. Francis
College; Laura Leli-Carmine, Lewis University; Lawrence Hamer, DePaul University; Chem
Narayana, University of Illinois/Chicago; James Oakley, Purdue University; Richard Slovacek,
North Central College; Paul Wellen, Roosevelt University.
In New York: Sandy Becker, Rutgers University; Frank Fish, St. Thomas Aquinas College;
Jack Lee, Baruch College, and his students; Gary Lynn, Stevens Institute.
We are indebted to the following colleagues at other universities who reviewed this new
edition:
Alan Au, University of Hong Kong
Sandy Becker, Rutgers University
Frederic Brunel, Boston University
Lisa Cain, University of California at Berkeley and Mills College
Bob Cline, University of lowa
Alton Erdem, University of Houston at Clear Lake
Elizabeth Evans, Concordia University
Betsy Gelb, University of Houston at Clear Lake
Barbara Gross, California State University at Northridge
Eric Langer, Johns Hopkins University
Bart Macchiette, Plymouth University
Paul McDevitt, University of Illinois at Springfield
Francis Mulhern, Northwestern University
Zhou Nan, University of Hong Kong
Lisa Klein Pearo, Cornell University
Abe Qastin, Lakeland University
Lopo Rego, University of lowa
Richard Rexeisen, University of St. Thomas
Anusorn Singhapakdi, Old Dominion University
Mark Spriggs, University of St. Thomas
Sean Valentine, University of Wyoming
Ann Veeck, West Michigan University
Kevin Zeng Zhou, University of Hong Kong

We would also like to thank colleagues who have reviewed previous editions of Marketing
Management.

Hiram Barksdale, University of Georgia

Boris Becker, Oregon State University

Sunil Bhatla, Case Western Reserve University

John Burnett, University of Denver

Surjit Chhabra, DePaul University

Dennis Clayson, University of Northern lowa

Brent Cunningham, Ph.D.: Jacksonville State University
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