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INTRODUCING PEARSON ONE

Each title in the Pearson One series is part of a collaborative global editorial development process that aligns

the talent and expertise of Pearson authors, editors, and production people from all over the world.Titles in the
Pearson One series will offer students increased understanding of the global business environment through

content and cases, with both local and global relevance.

THE FIRST IN THE PEARSON ONE SERIES

Marketing Management in China, 1+ Edition is an adaptation of Marketing Management, 13 Edition, an
international best seller by Philip Kotler and Kevin Keller. It has been translated into 26 different languages
and also adapted into English language editions for Asia, Canada, Europe, Africa, the Middle East, and Australia.
The current edition was simultaneously developed and produced to launch around the world through an

innovative publishing model that brought our authors and editors together in a truly global endeavor.

Readers of the Chinese edition will benefit from these local perspectives and expertise through our international
case studies, authored by our partners worldwide. These cases will be identified by a marginal note in each

chapter linked to relevant content and available through links on our Companion Website.



‘WELCOME
PROFESSOR LU TAIHONG

Napoleon once said that China was a sleeping lion. Today, this sleeping lion is waking up,
attracting great attention all over the world. In the 21st century, China is becoming a major
economic and global superpower. China is rapidly developing a deeper understanding of
marketing that goes beyond simply winning through lower prices.

On the occasion of the 41st anniversary since MARKETING MANAGEMENT was published
in 1967, we enthusiastically welcome the publication of the first adapted edition of
MARKETING MANAGEMENT IN CHINA. This book is adapted from the latest MARKETING
MANAGEMENT 13th EDITION and it views China’s major marketmg opportunities and
challenges from a local and global perspective.

We are delighted to collaborate with Professor Lu Taihong at School of Business, Sun
Yat-sen University in China as our co-author of this edition. Professor Lu has devoted his
full effort and creativity to this adaptation. He is the winner of the KOTLER MARKETING
AWARD-THEORY in the area of greater China.In China, he is highly reputed and influential
in the marketing, academic, and business circles.

MARKETING MANAGEMENT IN CHINA took an innovative approach in its structure and
content and cases. We expect that it will set a standard in the marketing literature in
China. The book will assist Chinese enterprises in grasping the newest marketing theories
and practices and strengthen their marketing skills in entering the global market more
effectively. The book will also assist global companies to gain a better understanding of
China’s developing markets and succeed in creating, communicating and delivering value
to Chinese customers.We expect this book to make an important contribution to the skills
of marketing students and marketing practitioners.

Philip Kotler
Kevin Lane Keller
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PREFACE

::: What Is Marketing Management All About?

Marketing Management is the leading marketing text because its content and organization 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.
Marketing Management continues to reflect the changes in the marketing discipline over the past 40 years.

Firms now sell goods and services through a variety of direct and indirect channels. Mass advertising 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 customer
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 monologs with customer dialogs. 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 undertaking. It drives the company’s vision,
mission, and strategic planning. Marketing includes decisions like who 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, production 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. Holistic marketing is
the development, design, and implementation of marketing programs, processes, and activities that recognize the
breadth and interdependencies of today’s marketing environment. Four key dimensions of holistic marketing are:

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

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

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

4 Performance marketing—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.

::: 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. Marketing Management has maintained its respected position among students,
educators, and businessspeople, because it is 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.

xli



Marketing Management 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:

B Depth. 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?

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

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

The 13th edition builds on the fundamental strengths of past editions that collectively distinguish it from all other
marketing management texts:

B  Managerial Orientation. 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.

B Analytical Approach. Marketing Management presents conceptual tools and frameworks for analyzing
recurring problems in marketing management. Cases and examples illustrate effective marketing principles,
strategies, and practices.

B Multidisciplinary Perspective. 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.

B Universal Applications. 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 non-profit organizations; domestic and foreign companies; small and large firms; manufacturing and
intermediary businesses; and low and high-tech industries.

B Comprehensive and Balanced Coverage. Marketing Management covers all the topics an informed
marketing manager needs to understand to execute strategic, tactical, and administrative marketing. Other
features include new concepts, examples, guidelines, and developments as detailed below.

::: Revision Strategy for Marketing Management in China

Marketing Management in China (MMC) is an adapted edition of Marketing Management, 13th edition
(2009) (MM13e), which aims to describe the fast-growing Chinese market and meet the emerging market’s
demand for marketing management. The guiding principle of MMC is “globalization,” which means that this
book fully reflects China’s local characteristics while preserving the latest revisions and global standards reached
by MM13e. The features of this book include global insights, Chinese business characteristics and the economical
interaction between China and the rest of the world.

MMC has innovated boldly on MM13e’s original content, structure and case studies and the changes are mainly
displayed in the following aspects:

New Theme and New Chapter

The new theme, Transformation Marketing, is about the dynamic adaptability of marketing management and
how marketing management can be updated and transformed. Contents related to the new theme include the
topics Transformation Marketing in Chapter 1, the new Chapter 18, Managing Transformation Marketing and the new
appendix, The Evolution of Marketing Management. Centering on “Improving Effectiveness and Efficiency of Marketing
Management,” Chapter 18 is a study on marketing management that seeks to transform from the low to the high,
and from the traditional to the innovative.

Condensed Contents

With regards to the primary major readers of this book—Chinese MBA students—MMC has condensed the original
eight parts and 21 chapters of MM13e with well over 800 pages, into seven parts and 19 chapters, cutting down



PREFACE

the entire content by as much as 20 percent. It is a difficult undertaking, as MMC has to preserve the core and
revised content of MM13e, while balancing out the need for the localized topics. Therefore, in order to make the
content more relevant and compact for the Chinese MBA student, the book has to reorganize the whole structure
of MM13e and try fresh approaches to update the content.

Reorganization

e Revised Part Titles—Focusing more on customer value throughout the book.
o New Chapter 18—Reorganizing some contents of Chapters 1, 2, 4, 5, and 22 of MM 13e.
e Reorganized Six Chapters with Heavy Adaptation—Chapters 2, 3, 4, 8, 10, and 19.

Updated Cases

There are more than one hundred new cases in this book. These cases contain a large proportion of cases based
on China’s mainland market and emphasize on the comparison between multinational and Chinese corporations.
Meanwhile, cases based on the United States, European countries, other Asian countries, Hong Kong and Taiwan
are also provided.

e Four Categories of Cases. The cases can be classified into the following four categories on the basis of
two major regions (the global market and China’s market) and two main lines (multinational and Chinese
corporations): MNCs around the world; MNCs in China; Chinese corporations in local market; and Chinese
corporations in overseas markets.

e Case Style. In order to meet Chinese readers’ preferences, the principal cases of the book, which include
Chapter Cases, Innovative Marketing cases and Marketing in China cases, are all carefully chosen from
longer cases and attached with discussion questions while a majority of short and regional examples from
MM13e are crossed out.

New Box Articles

® MARKETING INSIGHT e.g. “Different Approaches to Innovative Marketing,” “The Cohorts in China,”
“The Basic Defects in Branding China’s Brands,” “New Views on Corporate Social Responsibility,”
“Business Ethics in Traditional Chinese Culture”etc.

® MARKETING IN CHINA e.g. “MINC’s Channels Reform in China,” “How Warner Coped with China’s
Pirate DVD Market,” “The Rural Distribution Channel in China,” “Develop Products Suitable for China’s
Market,” “The Footprints of the Globalization of Chinese Enterprises,” and “Huawei’s Brand Image
Rebuilding,” etc.

e INNOVATIVE MARKETING e.g. “Starbucks ,” “Samsung,” “L'Oreal in China,” “Target, ” “Alibaba, ” and
“7-Eleven in Taiwan,” etc.

e CHAPTER CASE e.g. “P & G Tide in China,” “Toyota,” “Lenovo,” “Gome” and Future Cola,” etc.

::: Chapter-by-Chapter Changes

This edition has been both streamlined and expanded to bring essentials and classic examples into sharper focus,
while covering new concepts and ideas in depth. The following is an overview of some of the new or expanded
material in each chapter.

Chapter 1: Understanding Marketing for the 21st Century

e Performance Marketing

e Transformation Marketing

e Dynamic Marketing Management

® Role of Chief Marketing Officer (CMO)
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Chapter 2: Examining the Infrastructure for Marketing Management

e Marketing Systems
e Becoming a Vigilant Organization
e [ocal Challenges of Market Research

Chapter 3: Scanning the Marketing Environment and Capturing Markets

e Important New Marketplace trends
e The Features of Transforming Market
e The Rising Trend of China’s Middle Class

Chapter 4: Creating Customer Value and Customer Relationship

e Customer Value Creation (3V concept: valued customers, value proposition, and value network) and
Customer Value Analysis

e Green Marketing

® Measuring Customer Satisfaction and Methods to Calculate Customer Lifetime Value

e Building Customer Equity, Customer Equity and Brand Equity

Chapter 5: Analyzing Consumer Markets

e New Consumer Trends
e Some Theories for Consumer Really Decision-Making
e Only-Child Generation and Women Roles

Chapter 6: Analyzing Business Markets

e Customer References

e Customer Value Proposition
e Overcoming Price Pressures
e Big Sales to Small Business

Chapter 7: Identifying Market Segments and Targets

e Niche Marketing and the “Long Tail”
e Consumers Trading Up and Down

e Generations and Cohorts

e Brand Funnel

Chapter 8: Creating Positioning and Dealing with Competition

e Creating New Markets and Categories

e Approaches to Innovative Marketing—Value Innovation (“Blue Ocean Thinking”)
e Selecting Customers

e Competing with Value-Based Rivals

Chapter 9: Building Brand Equity

OEM or Branding
Brand Equity Models
Internal Branding
Brand Valuation
Revitalizing Old Brands



