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Preface

Framework for Marketing Management is a significantly shorter version of Marketing
Management, Tenth Edition, a classic in the discipline. It will appeal to those pro-
fessors who want an authoritative account of what is going on in the field of market-
ing management yet want a text that is short enough to let them spend more class time

on such things as cases and simulations. :
A Framework for Marketing Management retains all of the strengths of the larger book.

1. A managerial orientation. This 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.

2. An analytical approach. This book presents a framework for analyzing recurrent prob-
lems in marketing management. Cases and examples illustrate effective marketing
principles, strategies, and practices.

3. A basic disciplines perspective. This book draws on the rich findings of various scientific
disciplines—economics, behavioral science, management theory, and mathematics—
for fundamental concepts and tools.

4. Universal applications. This book applies marketing thinking to the complete spectrum
of marketing: products and services, consumer and business markets, profit and non-
profit organizations, domestic and foreign companies, small and large firms, manu-
facturing and intermediary businesses, and low- and high-tech industries.

5. Comprehensive and balanced coverage. This book covers all the topics an informed mar-
keting manager needs to understand: it covers the major issues in strategic, tactical,
and administrative marketing.

A Framework for Marketing Management was designed to provide the major con-
cepts of marketing management in a concise way. Each chapter ends with an execu-
tive summary. Boxed material from the larger parent text has been either excised or
incorporated into the text. Examples necessarily are shorter or less numerous, but still
broad in scope.

The brevity of A Framework for Marketing Management gives instructors the flexi-
bility to add cases and simulations in class, if they want to do this. Featured in-class sup-
plements include the following.

MARKETING PLAN PRO

This highly rated software is totally interactive, featuring ten sample marketing plans,
excellent help, customizable charts, and professional-looking color printouts. The
plan wizards enable you to easily customize your marketing plan to fit your marketing
needs. You then follow the clearly outlined steps—define, plan, budget, forecast,
track, and measure—to progress from strategy to implementation. Click to print and
your text, spreadsheet, and charts come together to create a powerful marketing plan.
Available shrinkwrapped with the text for an additional $10.00.
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PHOTOWARS CD-ROM

PhotoWars is a brand-new simulation by Mohan Sawhney and Raj Malhotra, together
with PowerSim and Arthur Andersen. It provides a software-based learning environ-
ment to help users improve their skills for navigating in high-change digital markets.
PhotoWars is designed to be an “action learning” exercise where students will learn
concepts and apply what they learn based on the Digistrat management framework.
The PhotoWars environment allows repeated plays and provides instant feedback by
employing powerful system dynamics models based on a PowerSim simulation soft-
ware engine. This allows managers to learn by doing, and to learn by failing safely.
Observing and experimenting with such interactions allows the user to grasp the
model’s structure. Available at a nominal cost, PhotoWars can be assigned outside of
class or incorporated into two- to three-class sessions.

CUSTOM CASES

Choose from an extensive and growing database of diverse, high-quality cases to best
suit your course curriculum. For more information, please contact your Prentice Hall
sales representative.

A Framework for Marketing Management is accompanied by a full supplement package.

» A comprehensive, extensively revised Instructor’s Resource Manual includes
chapter summary overviews, key teaching objectives, answers to all end-of-chapter
application exercises, supplementary resource suggestions, exercises, and
transparency lecture notes. Detailed lecture outlines integrate video material and
transparency notes. Portions of the manual may be downloaded as an electronic file
from the Prentice Hall Web site at www.prenhall.com/kotler.

» The Test Item File, prepared by Andrew Yap, contains over 1,500 multiple-choice,
true/false, and essay questions. Each question is rated by level of difficulty and
includes a text section reference. In electronic format, it is available in Mac and
Windows in Prentice Hall Test Manager; it is also available in print. Instructors
without access to computers can use Prentice Hall’s complimentary test preparation
service. Just call 1-800-842-2958 and tell the customer service representative which
questions from the test item file you want on the test. A ready-to-administer test will
be faxed to you within 24 hours.

» PowerPoint Presentations, 10 to 20 slides per chapter, highlight key concepts.
Each transparency is accompanied by a full page of teaching notes that include
relevant key terms and discussion points from the chapters as well as additional
material from supplementary sources. The electronic transparencies may be
downloaded as an electronic file from the Prentice Hall Web site at
www.prenhall.com/kotler.

» Broadcast television and marketing education have joined forces to create the
most exciting and valuable video series ever produced for business education: ON
LOCATION! Custom Case Videos for Marketing. Each of the 6- to 8-minute ON
LOCATION! clips is issue oriented and holds students’ attention by linking video
to all the major conceptual elements of the text. Each clip weaves facilities,
advertisements, product shots, text illustrations, and interviews with marketing
managers and customers. With ON LOCATION! you can take your class on these
marketing field trips without leaving the classroom. The videos available include
House of Blues, Kodak, Levi’s, NASCAR, Sputnik, Forum Shops, the WNBA,
Yahoo!, Ericsson, the Blair Witch Project, and the U.S. Miltary Academy at West
Point.
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CW/PHLIP

Keep your course updated throughout the year with the most advanced and text-
specific site available on the Web today! Developed by professors for professors and
their students, this is a content-rich, multidisciplinary business Web site updated every
two weeks by the CW/PHLIP Team of 40 Ph.D. professors. This resource is available
at no extra cost to professors and students. Our Web site has been vastly improved to
include electronic study guides for students, additional Internet exercises and links for
students, and a complete array of teaching material including downloadable versions
of many components. (Try syllabus builder to plan your course!) Go as fast as you can
to www.prenhall.com/phlip to preview this fantastic resource!

WEBCT

What is a Business Publishing WebCT course?

A full featured, Internet-based, complete course management and distance learning
solution. Instructors with little or no technical experience can use a point-and-click
navigation system to design their own on-line course components, including setting
up a course calendar, quizzes, assignments, lectures, and self-paced study help.

Who developed the courses, and what are their backgrounds?

These courses were developed by educators for educators. The same team that devel-
oped our feature-rich Web sites hired 40 experienced college professors to produce
our WebCT courses in teams of three.

Pricing

$12 as a shrink-wrap with a Prentice Hall text. This includes the price of a site license
for WebCT.

How do you place an order?

The student purchases a package consisting of the text plus the access code (PIN) at
the bookstore. The instructor receives the content cartridge and the WebCT program,
which is downloaded to the school’s server.

For more information on any of these ancillaries, please speak to your Prentice
Hall sales representative or visit the Kotler Framework for Marketing Management Web
site at: www.prenhall.com/kotler.
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