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Preface

Framework for Marketing Management is a concise paperback adapted from

Philip Kotler and Kevin Lane Keller’s number-one text, Marketing
Management, Thirteenth Edition. Its streamlined approach will appeal to those pro-
fessors who want an authoritative account of current marketing management prac-
tices and theory plus a text that is short enough to allow the incorporation of outside
cases, simulations, and projects. Like previous editions, A Framework for Marketing
Management, Fourth Edition is dedicated to helping companies, groups, and individ-
uals adapt their marketing strategies and management to the marketplace of the
twenty-first century.

FEATURES OF THE FOURTH EDITION
Major Themes

Building on the broad theme of holistic marketing, this new edition explores the vital
role of creativity and innovation in successful marketing. Other major themes include
customer value creation, marketing ethics and social responsibility, and marketing
accountability. Another key theme is the impact of technology on contemporary mar-
keting, driving developments as diverse as podcasts and marketing dashboards. And in
updating every chapter, we have incorporated the latest concepts and ideas drawn
from recent academic research studies.

Major Features

This edition is filled with numerous real-world examples of marketing management in
action at a wide variety of companies, from Amazon.com to Zara.

W Marketing Management at . . . chapter-openers examine the challenges and opportu-
nities faced by marketers of all kinds of goods and services, from health care (Mayo
Clinic) and entertainment (ESPN) to coffee (Starbucks) and consumer electronics
(Royal Philips).

M Breakthrough Marketing boxes highlight the innovative and insightful marketing
accomplishments of such well-known businesses as IKEA, Nike, UPS, Ideo, Tesco,
GE, eBay, Ocean Spray, Samsung, and Yahoo!

m  Marketing Skills boxes discuss how marketers can develop skills they need
to succeed in today’s marketing environment, such as spotting trends

(Chapter 3); finding new product ideas (Chapter 10); and starting a buzz fire
(Chapter 17).



THE TEACHING AND LEARNING PACKAGE

Marketing Management Cases
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Through Prentice Hall Custom Business, instructors can create Custom Coursepacks
or CustomCaseBooks for each course. 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 Web site at www.prenhall.com/custombusiness.
To aid in your case selection, we have provided the following list of cases from our

custom business Web site:

9-583-151 National Chemical Corp.: Tiger-Tread

9-396-264 Virtual Vineyards

9-593-064 Colgate-Palmolive Co.: The Precision
Toothbrush

9-504-009 XM Satellite Radio (A)

9-501-021 Freeport Studio

9-501-002 Omnitel Pronto Italia

9-593-082 Bayerische Motoren Werke AG (BMW)

9-703-516 Ice-Fili

9-599-113 The Coop: Market Research

9-500-024 The Brita Products Co

9-501-050 Customer Value Measurement at Nortel
Networks—Optical Networks Division

9-582-026 CIBA-GEIGY Agricultural Division

9-595-035 Nestle Refrigerated Foods: Contadina
Pasta & Pizza (A)

9-500-052 Webvan: Groceries on the Internet

9A99A009 Augat Electronics, Inc.

9-500-041 VerticalNet (www.verticalnet.com)

9-598-056 L'Oreal of Paris: Bringing “Class to
Mass” with Plenitude

9-594-001 American Airlines’ Value Pricing (A)

9-596-036 Land Rover North America, Inc.

9-591-133 Barco Projection Systems (A): Worldwide
Niche Marketing

9-594-074 Planet Reebok (A)

2069 Mountain Man Brewing Company:
Bringing the Brand to Light

9-500-024 The Brita Products Co.

9-582-103 Sealed Air Corp.

9-594-023 Mary Kay Cosmetics: Asian Market Entry

9-596-076 Dewar’s (A): Brand Repositioning
in the 1990s

2086 Saxonville Sausage

9-593-064 Colgate-Palmolive Co.: The Precision

Toothbrush

Richard N. Cardozo

Jeffrey F. Rayport, Alvin . Silk,
Thomas A. Gerace, Lisa R. Klein

John A. Quelch, Nathalie Laidler

David B. Godes, Elie Ofek
Rajiv Lal, James B. Weber

Rajiv Lal, Carin-Isabel Knoop,
Suma Raju

Robert J. Dolan

Michael G. Rukstad, Sasha Mattu,
Asya Petinova

Ruth Bolton, Youngme Moon
John Deighton
Das Narayandas

Benson P. Shapiro, Anne T. Pigneri,

Roy H. Schoeman
V. Kasturi Rangan, Marie Bell

John Deighton, Kayla Bakshi
Adrian Ryans

Das Narayandas
Robert J. Dolan

Alvin J. Silk, Steven C. Michael
Susan Fournier

Rowland T. Moriarty Jr., Krista
McQuade

John A. Quelch, Jamie Harper
Heide Abelli

John Deighton

Robert J. Dolan

John A. Quelch, Nathalie Laidler
Alvin J. Silk, Lisa R. Klein

Kate Moore
John A. Quelch, Nathalie Laidler

General Marketing
Marketing Strategy

Marketing Strategy

Marketing Strategy
Market Research
Market Research

Market Research
Market Research

Market Research
Customer Retention

Customer Retention
Consumer Marketing
Consumer Marketing

Consumer Marketing

Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing

Harvard Business School Publishing
Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing
Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing

Business-to-Business  Ivey

Marketing

Business-to-Business ~ Harvard Business School Publishing
Marketing

Market Seg ation  Harvard B School Publishi
Market Seg; ion  Harvard Business School Publishing
Brands Harvard Business School Publishing
Product Lines Harvard Business School Publishing
Advertising Harvard Business School Publishing
Marketing Strategy Harvard Business School Publishing
Marketing Strategy Harvard Business School Publishing
Market Positioning Harvard Business School Publishing

Market Positioning
Brands

Product Positioning

Product Positioning

Harvard Business School Publishing
Harvard Business School Publishing

Harvard Business School Publishing
Harvard Business School Publishing
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9-500-070 Priceline.com: Name Your Own Price Robert . Dolan Marketing Strategy Harvard Business School Publishing
SAW007 TiVo: Changing the Face of Television Mohanbir Sawhney Product Positioning ~ Kellogg
9-592-035 Calyx and Corolla Walter J. Salmon, David Wylie Services Management  Harvard Business School Publishing
9-388-064 ServiceMaster Industries, Inc. James L. Heskett Services Management  Harvard Business School Publishing
9-597-063 Computron, Inc. - 1996 John A. Quelch Pricing Strategy Harvard Business School Publishing
M284A Value Pricing at Procter & Gamble Rajiv Lal, Mitchell Kristofferson Pricing Strategy Harvard Business School Publishing
9-598-109 FreeMarkets Online V. Kasturi Rangan Pricing Strategy Harvard Business School Publishing
9-575-060 Southwest Airlines (A) Christopher H. Lovelock Pricing Strategy Harvard Business School Publishing
9-595-001 RCI Master Distributor: The Evolution V. Kasturi Rangan Distribution Channels Harvard Business School Publishing
of Supplier Relationships
9-500-015 Autobytel.com Youngme Moon Distribution Channels Harvard Business School Publishing
9-800-305 Staples.com Joanna Jacobson, Thomas Eisenmann, Distribution Channels Harvard Business School Publishing
Gillian Morris
9-503-004 GolfLogix: Measuring the Game of Golf ~ John T. Gourville, Jerry N. Conover Strategic Planning Harvard Business School Publishing
9-799-158 Matching Dell Jan W. Rivkin, Michael E. Porter Strategic Planning Harvard Business School Publishing
9-593-094 MathSoft, Inc. (A) V. Kasturi Rangan, Gordon Swartz Strategic Planning Harvard Business School Publishing
9-585-019 Suave (C) Mark S. Albion Marketing Harvard Business School Publishing
Communications
2066 MedNet.com Confronts ‘Click-Through’  Allegra Young Marketing Harvard Business Schoo! Publishing
Competition Communications
9-594-051 Northern Telecom (A): Greenwich Robert J. Dolan Marketing Strategy Harvard Business School Publishing
Inve Proposal (Condensed)
9-593-104 Northern Telecom (B): Robert J. Dolan Marketing Strategy Harvard Business School Publishing
The Norstar Launch
UVA-M-0340 Reagan-Bush ‘84 (A) John Norton Marketing Strategy Darden
9-584-012 Milford Industries (A) Benson P. Shapiro, Robert J. Dolan Marketing Harvard Business School
C ication Publishing
9-584-013 Milford Industries (B) Benson P. Shapiro, Robert J. Dolan Marketing Harvard Business School
Communications Publishing
9-504-009 XM Satellite Radio (A) David B. Godes, Elie Ofek International Markets  Harvard Business School Publishing
9-598-150 Biopure Corp. John T. Gourville International Markets ~ Harvard Business School Publishing
9-595-026 Citibank: Launching the Credit Card in V. Kasturi Rangan International Markets  Harvard Business School Publishing
Asia-Pacific (A)
9A99A016 Rougemont Fruit Nectar: Distributing Tom Gleave, Paul Beamish International Markets ~ Ivey
in China
9-505-056 Unilever in India: Hind Lever’s V. Kasturi Rangan, Rohithari Rajan International Markets ~ Harvard Business School Publishing
Project Shakti—Marketing FMCG to
the Rural Consumer
)
Instructor’s Manual

This component contains chapter overviews and teaching objectives, plus suggested
lecture outlines—providing structure for class discussions around key issues. A listing
of key contemporary articles is included, along with synopses and ideas for class/course
utilization of the materials. Harvard case analyses are also provided, integrating the
current topic areas.

Test Item File

The Test Item File includes more than 70 questions per chapter, consisting of
multiple-choice, true/false, essay, and mini-cases. Page references and suggested
answers are provided for each question. Prentice-Hall’s TestGen test-generating
software is also available (online only) for this edition and is easily customizable for
individual needs.



PowerPoint Basic

This simple presentation consists of 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.

PowerPoint Media Rich

This presentation includes basic outlines and key points from each chapter, plus art
from the text, discussion questions, and Web links.

Marketing Management Video Gallery

Make your classroom “newsworthy.” Using today’s popular newsmagazine format,
students are taken on location and behind closed doors. Each news story profiles a
well-known company leading the way in its industry. Highlighting various companies,
the issue-focused footage includes interviews with top executives and objective report-
ing by real news anchors, industry research analysts, and marketing and advertising
experts. A video guide, including synopses and discussion questions, is available. The
video library is offered on DVD, and instructors can choose to have it shrink-wrapped
with this text.

Companion Web Site

The companion Web site, available at www.prenhall.com/kotler, offers students valu-
able resources, including two quizzes per chapter. The Concept Check Quiz is to be
administered prior to reviewing the chapter, in order to assess students’ initial under-
standing. The Concept Challenge Quiz is to be administered after studying the chap-
ter, allowing students to determine the areas they need to review further. Also featured
is the text glossary, as well as a link to Case Pilot. Case Pilot is a one-of-a-kind inter-
active tool that helps students develop the fundamentals of case study analysis. Three
sample cases from the high-technology, service, and consumer-product sectors enable
students to write problem statements, identify key marketing issues, perform SWOT
analysis, and develop solutions.

Instructor’s Resource Center (IRC)

The IRC is available online at www.prenhall.com/kotler, where instructors can access
an array of teaching materials, consisting of the Instructor’s Manual, Test Item File,
TestGen, Video Guide, and Basic PowerPoint slides. These materials are also avail-
able on CD-ROM (except TestGen), where the Media Rich PowerPoint slides and an

Image Library can be found as well.

The Marketing Plan Handbook, 3rd edition
with Marketing Plan Pro

Marketing Plan Pro is a highly rated commercial software program that guides stu-
dents through the entire marketing plan process. The software is totally interactive

Preface
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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 implemen-
tation. Click to print, and your text, spreadsheet, and charts come together to create a
powerful marketing plan. The new The Marketing Plan 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 exam-
ples that illustrate key points, sample marketing plans, and Internet resources. The
Handbook and Marketing Plan Pro software are available as value-pack items at a dis-
counted price. Contact your local Prentice Hall representative for more information.

We've partnered
for o,

Texts from Prentice Hall
Simulations from Interpretive.
Value for your students.

When you adopt a Prentice Hall textbook packaged with an Interpretive simulation,
each new textbook purchased will contain an access code that will give you immediate
access to your simulation online from Interpretive.

To ensure your students receive textbooks that contain access codes, make sure your
bookstore orders the appropriate value-package ISBN. Your local Prentice Hall repre-
sentative will be happy to assist.

INTERPRETIVE SIMULATIONS AT-A-(GLANCE
PharmaSim

Predominantly used in: Marketing Management, Brand Management, and
Marketing Strategy.

Take the role of a Brand Manager in the over-the-counter cold fnedicine market.

This leading marketing management online simulation drives home the Four P’s of
Marketing: Pricing, Promotion, Product, and Place (distribution), while introduc-
ing students to the concepts of brand equity and marketing planning for multiple
product lines.

In PharmaSim, students take the role of a Brand Manager in the over-the-counter phar-
maceutical industry and manage ‘Allround,’ the leading multi-symptom cold medicine.
Opver the course of up to 10 simulated periods, students may reformulate their brand,
introduce a line extension, and launch a new product. PharmaSim is modeled from a
brand management perspective, but the issues raised apply to marketers in any industry.
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StratSim

Predominantly used in: Marketing Strategy, Marketing Management, and other
advanced marketing courses.

Use a market-oriented strategy to navigate the fast-paced automobile industry.

This competitive marketing strategy simulation allows teams to target con-
sumer segments and B2B opportunities based on market attractiveness and
core competencies. Students have the opportunity to utilize advanced marketing
research techniques such as conjoint analysis, perceptual mapping, and concept test-
ing to enhance their understanding of the environment and consumers.

StratSimMarketing also highlights the importance of integrated decision-
making by demonstrating the impact of marketing decisions on other functional areas
of the business such as operations and finance.
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