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Preface*®

Five Major Value Themes

The ninth edition of Marketing: An Introduction builds on five major value themes:

1. Creating value for customers in order to capture value from customers
in return. Today’s outstanding marketing companies under-
stand the marketplace and customer needs, design value-cre-
ating marketing strategies, development integrated marketing
programs that deliver value and satisfaction, and build strong
customer relationships. In return, they capture value from cus- P i ‘
tomers in the form of sales, profits, and customer equity. SSURSIHNSimpleMocsl ol the Markens Precess

Marketing: Creating and Capturing Customer Value

This innovative customer value framework is introduced
at the start of Chapter 1 in a five-step marketing process model, which details how mar-
keting creates customer value and captures value in return. The framework is carefully
explained in the first two chapters, providing students with a solid foundation. The frame-
work is then integrated throughout the remainder of the text.

2. Building and managing strong brands to create brand equity. Well-positioned brands with
strong brand equity provide the basis upon which to build profitable customer relation-
ships. Today’s marketers must position their brands powerfully and manage them well.
The ninth edition provides a deep focus on brands, anchored by a Chapter 7 section on
Branding Strategy: Building Strong Brands.

3. Measuring and managing return on marketing. Marketing managers must ensure that their
marketing dollars are being well spent. In the past, many marketers spent freely on big,
expensive marketing programs, often without thinking carefully about the financial re-
turns on their spending. But all that has changed—measuring and managing return on
marketing investments has become an important part of strategic marketing decision
making. The ninth edition specifically addresses return on marketing investment in
Chapter 2 and revisits this important topic in sections throughout the text.

4. Harnessing new marketing technologies. New digital and other high-tech marketing de-
velopments are dramatically changing consumers and marketers and the ways in which
they relate to one another. The ninth edition thoroughly explores the new technologies
impacting marketing, from “Web 2.0” in Chapter 1 to new-age digital marketing and on-
line technologies in Chapters 12 and 14 to the exploding use of social networks and
customer-generated marketing in Chapters 1, 5, 12, 14, and elsewhere.

5. Marketing in a socially responsible way around the globe. As technological developments
make the world an increasingly smaller place, marketers must be good at marketing
their brands globally and in socially responsible ways. The ninth edition integrates
global marketing and social responsibility topics throughout the text. It then provides fo-
cused coverage on each topic in Chapters 15 and and 16, respectively.

What’'s New in the Ninth Edition?

We’ve thoroughly revised the ninth edition of Marketing: An Introduction to reflect the
major trends and forces that are impacting marketing in this age of customer value and re-
lationships. Here are just some of the changes you’ll find in this edition.

* This ninth edition continues to build on and extend the innovative customer-value frame-
work from previous editions. The customer value model presented in the first chapter is
now more fully integrated throughout the remainder of the book. No other marketing text
presents such a clear and comprehensive customer-value approach.

* Throughout the ninth edition, we address the rapidly changing nature of today’s cus-
tomer relationships—the new emphasis on creating two-way dialogs and making brands

* SR B TR B AL, RN RT S M B , 435 B9 References 1 Credits B7E A K4 & B
TEL M Y (www.rdjg.com.en) b, tiEES%H , —AmE T
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* Customized Study Plans

* Robust Aggregate Reporting

* Organized and adapted for YOUR course
* Defensible assessment

Find out more at mypearsonmarketinglab.com
The following supplements are available to adopting instructors.

Instructor’s Manual with Video Guide (ISBN: 0-13-602114-X)

The instructor’s handbook for this text provides suggestions for using features and elements of
the text. This Instructor’s Manual includes a chapter overview, objectives, a detailed lecture out-
line (incorporating key terms, text art, chapter objectives, and references to various pedagogi-
cal elements), and support for end-of-chapter material. Also included is a “Great Ideas” section
that offers barriers to effective learning, student projects/assignments, classroom management
strategies, and more, to provide a springboard for innovative learning experiences in the class-
room. The Instructor’s Manual also features the following elements:

* Support for end-of-chapter material along with additional student projects and “Outside
Examples” assignments, offering instructors additional lecture material. The examples
may be a further development of a concept or company briefly mentioned in the chapter,
or perhaps new material that helps to further develop a concept in the text.

« “Professors on the Go!” serves to bring key material upfront in the manual, where an instruc-
tor who is short on time can take a quick look and find key points and assignments to incor-
porate into the lecture, without having to page through all the material provided for each chapter.

* Annotated Instructor’s Notes, which serve as a quick reference for the entire supplements
package. Suggestions for using materials from the Instructor’s Manual, PowerPoint slides,
Test Item File, Video Library, and online material are offered for each section within every
chapter. (This content is found on the IRC online only.)

Test Item File (ISBN: 0-13-602125-5)
Featuring more than 2,000 questions, 100+ questions per chapter, this Test Item File has been
written specifically for the ninth edition. Questions range from multiple-choice and true/false
to essay and application. All questions offer level of difficulty and page references.

For each question that tests a standard from the Association to Advance Collegiate
Schools of Business (AACSB), we use one of the following annotations:

e Communication

« Ethical Reasoning

 Analytical Skills

» Use of Information Technology
» Multicultural and Diversity

* Reflective Thinking

Instructor’s Resource Center
Register. Redeem. Login.

At www.prenhall.com/irc instructors can access a variety of print, media, and presen-
tation resources available with this text in downloadable, digital format. For most texts, re-
sources are also available for course management platforms such as Blackboard, WebCT,
and Course Compass.

Once you register, you will not have additional forms to fill out, or multiple usernames
and passwords to remember to access new titles and/or editions. As a registered faculty mem-
ber, you can log in directly to download resource files, and receive immediate access and in-
structions for installing Course Management content to your campus server.

Need help? Our dedicated technical support team is ready to assist instructors with
questions about the media supplements that accompany this text. Visit: http://247.prenhall.
com/ for answers to frequently asked questions and toll-free user support phone numbers.

Available via a password-protected site at www.prenhall.com/kotler or on CD-ROM
(0-13-602126-3). Resources include:

e Instructor’s Manual: View chapter-by-chapter or download the entire manual as a .zip file.
e Test Item File: View chapter-by-chapter or download the entire test item file as a .zip file.



e TestGen (online only): Download this easy-to-use software; it’s preloaded with the ninth
edition test questions and a user’s manual.

 Image bank (on CD only): Access many of the images, ads, and illustrations featured in
the text. Ideal for PowerPoint customization.

e PowerPoints: When it comes to PowerPoints, Prentice Hall knows one size does not fit all.

That’s why we offer 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 e-mail. BASIC was also de-
signed for instructors who prefer to customize PowerPoints and want to be spared from
having to strip out animation, embedded files, or other media rich features.

PowerPoint MEDIA RICH (on CD only): This media-rich alternative includes basic out-
lines and key points from each chapter, plus advertisements and art from the text, images
not included in the text, discussion questions, Web links, and embedded video snippets
from the accompanying video library. This is the best option for a complete presentation
solution. Instructors can further customize this presentation using the image library fea-
tured on the Instructor’s Resource Center on CD-ROM.

PowerPoints for Classroom Response Systems (CRS): These Q&A style slides are designed for
classrooms using “clickers” or classroom response systems. Instructors who are interested in
making CRS a part of their course should contact their Prentice Hall representative for details
and a demonstration. CRS is a fun and easy way to make your classroom more interactive.

e Online Courses: See OneKey below. Compatible with BlackBoard and WebCT.

TestGen Test Generating Software
Prentice Hall’s test-generating software is available from the JRC Online (www.prenhall.com/
kotler).

* PC/Mac compatible; 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 call 1-800-6-
PROFESSOR between 8:00 A.M. and 5:00 p.M. CST.

Custom Videos

The video library features 16 exciting segments for this edition. All segments are available
online (www.prenhall.com/armstrongvideo) and on DVD (ISBN: 0-13-602117-4). Here are
just a few of the videos offered:

» Meredith and its ability to create relationships with customers through target marketing

e Ziba and its unique approach to designing new products

* Progressive’s innovation in direct and Internet marketing

» Crispin Porter + Bogusky successfully integrating marketing communications

» Google and the manner in which it has revolutionized Internet advertising and consumers’
online experience

Transparencies (ISBN: 0-13-602115-8)
Features 15 to 20 color acetates per chapter selected from the Media-rich set of Power-
Points, which includes images from the text.

Supplements for Students

OneKey

Available through Course Compass, Blackboard, and WebCT, classroom resources for stu-
dents are available in one spot. Resources include:

¢ Quizzing for review

« Case Pilot to aid in analyzing cases

» Marketing Toolkit: Interactive Modules to aid in review of understanding key concepts

» Marketing Updates: Bringing current articles to the classroom

Preface
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e Much more

OneKey requires an access code, which professors can ask to be shrink-wrapped with
new copies of this text. Please contact your local sales representative for the correct ISBN.
Codes may also be purchased separately at www.prenhall.com/marketing.

Study Guide (ISBN: 0-13-602121-2)

The 9th edition study guide with flashcards provides students on the go with a valuable re-
source. It consists of detailed chapter outlines, student exercises, plus exercises correlated
to award-winning print advertisements. The study guide is delivered in one compact binder
and can be packaged at a low cost with new copies of this text. The study guide can also be
purchased separately at www.prenhall.com/marketing.

Companion Website

Found at www.prenhall.com/armstrong, the Companion Website offers two student quizzes
per chapter. The Concept Check Quiz is to be administered prior to reviewing the chapter,
in order to assess the student’s initial understanding. The Concept Challenge Quiz is to be
administered after reviewing the chapter.

More Stand-Out Resources

CourseSmart is an exciting new choice for students looking to save money. As an alternative
to purchasing the print textbook, students can purchase an electronic version of the same con-
tent and save up to 50 percent off the suggested list price of the print text. With a CourseSmart
eTextbook, students can search the text, make notes online, print out reading assignments that
incorporate lecture notes, and bookmark important passages for later review. For more infor-
mation, or to purchase access to the CourseSmart eTextbook, visit www.coursesmart.com.

Classroom Response Systems (CRS)

This exciting new wireless polling technology makes classrooms, no matter how large or
small, even more interactive because it enables instructors to pose questions to their students,
record results, and display those results instantly. Students answer questions using compact
remote control style transmitters. Prentice Hall has partnerships with leading classroom re-
sponse systems providers and can show you everything you need to know about setting up
and using a CRS system. We’ll provide the classroom hardware, software, and support and
show you how your students can save.

* Enhance interactivity

* Capture attention

e Get instant feedback
 Access comprehension

Learn more at www.prenhall.com/crs.

Coming Fall 2008

Study on the go with VangoNotes—chapter reviews from your text in downloadable mp3
format. Now wherever you are—whatever you’re doing—you can study by listening to the
following for each chapter of your textbook:

* Big Ideas: Your “need to know” for each chapter
* Key Terms: Audio “flashcards” to help you review key concepts and terms
* Rapid Review: A quick drill session—use it right before your test

VangoNotes are flexible; download all the material directly to your player, or only the
chapters you need. And they’re efficient. Use them in your car, at the gym, walking to class,
or wherever. So get yours today. And get studying.

VangoNotes.com.
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PART

DEFINING MARKETING
AND THE MARKETING PROCESS

CHAPTER

Marketing:
Creating and Capturing
Customer Value

ROAD MAP Previewing the Concepts

Fasten your seat belt! You're about to begin an exciting journey toward learning about
marketing. In this chapter, to start you off in the right direction, we will first introduce
you to the basic concepts. What is marketing? Simply put, marketing is managing prof-
itable customer relationships. The aim of marketing is to create value for customers and
to capture value in return. Chapter 1 is organized around five steps in the marketing

process—from understanding customer needs, to designing customer-driven market-

ing strategies and programs, to building customer relationships and capturing value for
the firm. Understanding these basic concepts, and forming your own ideas about what
they really mean to you, will give you a solid foundation for all that follows.

Our first stop: Procter & Gamble, one of the world’s largest and most respected mar-
keting companies. P&G makes and markets a who's who list of consumer megabrands, in-
cluding the likes of Tide, Crest, Bounty, Charmin, Puffs, Pampers, Pringles, Gillette, Dawn,
Ivory, Febreze, Swiffer, Olay, Cover Girl, Pantene, Scope, NyQuil, Duracell, and a hundred
more. It's also the world’s largest advertiser, spending an eye-popping $8.2 billion each
year on advertising worldwide, “telling and selling” consumers on the benefits of using its
products. But look deeper and you'll see that this premier marketer does far more than
just “tell and sell.” P&G'’s stated purpose is to provide products that “improve the lives of
the world’s consumers.” The company’s products really do create value for consumers by
solving their problems. In return,customers reward P&G with their brand loyalty and buy-
ing dollars. You'll see this creating-customer-value-to-capture-value-in-return theme re-
peated throughout the first chapter and throughout the text. But for now, let’s get things
rolling with a good P&G story.



