
Preface

The 16th edition of Marketing Management builds on the classic examples, core
concepts, and logical structure that made the first edition a landmark text. Much
has changed since the 15th edition was published. Ongoing globalization; the
increasing role of corporate social responsibility; advances in technology, e-
commerce, and digital communication; the growing impact of social media, and
the widespread use of data analytics, marketing automation, and artificial
intelligence have disrupted many industries and have opened doors to new
business models. Responding to these changes, the 16th edition was redesigned
from the ground up to provide managers with the tools necessary to succeed in
the new market environment.

Marketing Management owes its success to its maximization of three
dimensions of marketing coverage: depth, breadth, and relevance. The depth
includes its solid academic grounding; its examination of important theoretical
concepts, models, and frameworks; and its ability to provide conceptual guidance
to solve practical problems. The breadth reflects the wide range of topics
addressed in the book and its emphasis on those topics that are most crucial to
marketing management. The relevance is embodied by the ability of this book to
identify the issues commonly faced by managers and present the material in a
way that enables them to develop successful strategies to address these issues.

The 16th edition builds on the fundamental strengths of past editions that
distinguish Marketing Management from all other marketing management texts:

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.
Analytical approach. The text presents conceptual tools and frameworks
for analyzing recurring problems in marketing management. Cases and
examples illustrate effective marketing principles, strategies, and practices.



Multidisciplinary perspective. Marketing Management draws on the rich
findings of various scientific disciplines—such as economics, behavioral
science, and management theory—for fundamental concepts and tools that
are directly applicable to marketing challenges.
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 nonprofit
organizations; domestic and foreign companies; small and large firms;
manufacturing and intermediary businesses; and low- and high-tech
industries.
Comprehensive and balanced coverage. Marketing Management covers
the topics a manager must understand in order to design and execute a
successful marketing campaign.

Preface to the Indian Edition

This adaptation has been enriched by incorporating scores of relevant examples
and caselets of Indian brands and organizations from a variety of sectors to
illustrate marketing strategies, practices, concepts and principles. Exemplifying
key concepts with familiar brands from the Indian market will improve student
engagement and enhance the relevance of theoretical analysis in a familiar
context.

What’s New in the 16th Edition

The overriding goal of the revision for the 16th edition of Marketing Management
was to create a comprehensive, current, and engaging marketing text. We
streamlined the organization of the content, added new material, cut or updated
older material, and deleted material that was no longer relevant or necessary. The
16th edition allows those instructors who have used previous editions to build on
past experience, while at the same time offering a text that is unsurpassed in
breadth, depth, and relevance for students experiencing Marketing Management
for the first time.

To improve the presentation of the material, individual chapters are organized
into seven rather than eight major parts, as described next. We retained many of
the favorably received within-chapter features that have been introduced through



the years, such as topical chapter openers, examples highlighting noteworthy
companies or issues, and the Marketing Insight and Marketing Spotlight features
that provide in-depth conceptual and company-specific information. Most of the
chapter-opening vignettes, in-text examples, and end-of-chapter features are new,
reflecting current market developments.

UPDATED CHAPTER CONTENT

The content of the 16th edition has been reorganized to accommodate the
introduction of new material and streamline the presentation of material retained
from the previous edition. The chapters and the material in the redesigned book
better reflect the ways in which marketing management is currently being taught
in most business schools. The organization of the 16th edition and the ways its
individual parts and chapters correspond to those from the previous edition are
outlined next.

Part I, “Fundamentals of Marketing Management,” is a retitled version of
Part I in the previous edition.

Chapter 1, “Defining Marketing for the New Realities,” has been
substantively rewritten to serve as an introductory chapter that defines
the scope of marketing management as a business discipline.
Chapter 2, “Marketing Planning and Management,” has also been
extensively rewritten to provide an actionable framework for marketing
management and marketing planning. It includes material from
Chapters 2 and 23 of the previous edition, but most of the content—text
and figures—is new. For example, the new section entitled “Planning
and Managing Marketing Offerings,” covers the G-STIC approach to
action planning. New supporting Figure 2.6 illustrates the G-STIC
framework and Figure 2.7 illustrates an action-planning flowchart.



Part II, “Understanding the Market,” includes most of the material from
Parts II and III in the previous edition.

Chapters 3 and 4, “Analyzing Consumer Markets” and “Analyzing
Business Markets,” are updated versions of namesake Chapters 6 and 7
in the previous edition. Both chapters have been significantly revised to
present a systematic view of market analysis.
Chapter 5, “Conducting Marketing Research” combines the content
outlined in Chapters 3 and 4 in the previous edition to present a
streamlined approach for gathering market insights. Chapter 5 includes
a new section on “Data Mining” that covers how marketers can gather
useful information about consumers, businesses, and markets.

Part III, “Developing a Winning Marketing Strategy” is a modified version
of Part IV of the previous edition.

Chapter 6, “Identifying Market Segments and Targets,” is a
substantially revised version of Chapter 9 from the previous edition.



This chapter offers new content that defines the strategic and tactical
aspects of segmenting the market and identifying target customers.
Chapter 7, “Crafting a Customer Value Proposition and Positioning,” is
a largely revised and updated version of Chapter 10 from the previous
edition. This chapter builds on the content presented in Chapter 6 to
outline a systematic approach to developing a value proposition of the
chosen target market. New content examines how to develop a
meaningful value proposition by creating benefits across three domains
—functional, psychological, and monetary—and delineates strategies
for creating a sustainable competitive advantage.

Part IV, “Designing Value,” is a modified version of Part V from the
previous edition.

Chapter 8, “Designing and Managing Products,” Chapter 9, “Designing
and Managing Services,” and Chapter 10, “Building Strong Brands,”
correspond to Chapters 13, 14, and 11 in the previous edition. All three



chapters have been significantly revised to reflect new market realities.

Chapter 11, “Managing Pricing and Sales Promotions,” includes
material from Chapters 16 and 20 in the previous edition. The
discussion of sales promotions is now a part of the pricing chapter
rather than being discussed in the chapter on managing mass
communications.

Part V, “Communicating Value,” corresponds to Part VII of the previous
edition. Note that the order of Parts VI and VII from the previous edition has
been switched so that the topic of communications is introduced before the



topic of distribution. This change is made to better align the content with the
view of marketing as a process of designing, communicating, and delivering
value.

Chapter 12, “Managing Marketing Communications,” corresponds to
Chapter 19 in the previous edition and introduces a streamlined
approach to developing a communication campaign that spans different
media.
Chapter 13, “Designing an Integrated Marketing Campaign in the
Digital Age,” includes content from Chapters 20 and 21 of the previous
edition. This chapter outlines the key decisions involved in managing
the media across different communication channels.
Chapter 14, “Personal Selling and Direct Marketing,” includes
substantively revised content from Chapter 22 in the previous edition.
The content on personal selling is now organized into three sections:
managing the sales process, designing the sales force, and managing the
sales force.

Part VI, “Delivering Value,” corresponds to Part VI in the previous edition
Chapter 15, “Designing and Managing Distribution Channels,”
corresponds to Chapter 17 in the previous edition and features new
chapter organization and content.
Chapter 16, “Managing Retailing,” corresponds to Chapter 18 in the
previous edition and also includes new coverage on franchising.

Part VII, “Managing Growth,” is a new capstone section that groups growth-
related topics covered across different parts of the previous edition.

Chapter 17, “Driving Growth in Competitive Markets,” offers an
updated and streamlined version of the content discussed in Chapter 12



of the previous edition.

Chapter 18, “Developing New Market Offerings,” which was Chapter
15 in the previous edition, is now organized in a way that reflects the
key steps of the new-product development process. Specifically, this
chapter includes new coverage of idea generation, business model
design, implementation of the offering, and market deployment.
Chapter 19, “Building Customer Loyalty,” covers content discussed in
Chapter 5 of the previous edition and focuses on customer relationship
management.



Chapter 20, “Tapping into Global Markets,” covers content discussed in
Chapter 8 of the previous edition.
Chapter 21, “Socially Responsible Marketing,” is a new chapter that
reflects the growing importance of corporate social responsibility in
marketing management. As more companies are defining their purpose
beyond profits, conducting business in a socially responsible manner
becomes a key aspect of creating market value.



UPDATED CHAPTER FEATURES

In addition to the new core content, all chapters include a number of features—
chapter openers, in-text examples, Marketing Insights, and Marketing Spotlights
—that aim to illustrate the key concepts and enhance the relevance of the
theoretical discussion. Many of these features in the 16th edition are new, and all
of those that appeared in the previous edition have been updated to better reflect
the current marketing environment. Some of the companies and topics
highlighted in features new to the current edition are listed next.

New chapter openers: bigbasket (Chapter 1), inMobi (Chapter 2), Flipkart
(Chapter 3), Qualtrics (Chapter 5), Taj Hotels (Chapter 6), Reliance Jio
(Chapter 7), Tesla (Chapter 8), Infosys (Chapter 9), Amul (Chapter 10),
Netflix (Chapter 11), Fevicol (Chapter 12), Credit Access Grameen (Chapter
14), Asian Paints (Chapter 15), Net-a-Porter (Chapter 16), Maruti Suzuki
(Chapter 17), Tata Ace (Chapter 18), cult.fit (Chapter 19), Bajaj Auto
(Chapter 20) and Tata Trusts (Chapter 21).

http://cult.fit/


New in-text examples integrated into various chapters: Wipro (Chapter 1),
HDFC Bank and Biocon (Chapter 2), Allen Solly (Chapter 3), Tata Steel
(Chapter 4), Titan, Aries Agro, Geico, Bandhan Bank (Chapter 7), Infosys
Finacle, Maruti Suzuki (Chapter 8), Narayana Health, Kaya Skin Clinic,
Clirnet, SBI Yono (Chapter 9), Treebo, Mahindra Rise (Chapter 10), Buhler,
Twilio (Chapter 11), ID Vada (Chapter 13), Eureka Forbes, Tupperware
(Chapter 14), Ambit Energy (Chapter 14), Mercedes Benz (Chapter 15), Fab
India, Max (Chapter 16), Cadbury, SBI MF SIP (Chapter 17) Godrej Interio
(Chapter 19), Starbucks, TCS (Chapter 20), and Gokaldas Exports, Naandi
Foundation, Plaeto, Faguo (Chapter 21).
New Marketing Insights: Behavioral Decision Theory (Chapter 3), Chasing
the Long Tail (Chapter 6), Ethical Issues in Prescription Drug Pricing
(Chapter 11), Managing the Price Image of a Retailer (Chapter 16), and
Understanding the Adoption of Innovations (Chapter 18).
New Marketing Spotlights: Aravind Eye Care and PayTM (Chapter 3),
udaan (Chapter 4), LEGO (Chapter 5), mjunction (Chapter 6), Lenskart
(Chapter 7), Priceline (Chapter 11), Uber (Chapter 11), Avon (Chapter 14),
Titan (Chapter 15), Croma (Chapter 16), Treebo (Chapter 17), Paper Boat
(Chapter 18), WeChat (Chapter 18), Infosys & Tanishq (Chapter 19), Taj
Hotels (Chapter 20), Ben & Jerry’s (Chapter 21), and Tiffany & Co.
(Chapter 21).

Solving Learning and Teaching Challenges

Many students who take a marketing management course are creative and have
strong communication skills. However, students often have difficulty developing
marketing plans that blend time-tested marketing approaches with modern
marketing tools to both generate new customers and maintain existing customers.
The 16th edition of Marketing Management addresses these challenges by
reflecting changes in marketing theory and practice and providing relevant
examples from a variety of industries.

This edition prepares students to work in today’s environment as companies
increasingly (1) shift gears from managing product and service portfolios to
managing customer portfolios; (2) move from stand-alone mass products to
integrated and customized service solutions; (3) use data analytics and artificial
intelligence to better create and capture customer value; (4) rely on social media



rather than traditional advertising to promote their offerings; (5) improve their
methods of measuring customer profitability and customer lifetime value; (6)
focus on measuring the return on their marketing investment and its impact on
shareholder value; and (7) concern themselves with the ethical and social
implications of their marketing decisions.

To address all these different shifts, the 16th edition is organized to specifically
describe and interpret the following eight functions that constitute modern
marketing management in the 21st century.

1. Developing a strategic marketing plan
2. Understanding the market and capturing market insights
3. Crafting winning marketing strategies
4. Designing market value
5. Communicating market value
6. Delivering market value
7. Managing growth in a socially responsible way
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 deciding whom the company wants
as its customers, which customer 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.

PEDAGOGY THAT EMPHASIZES REAL-WORLD, RELEVANT
MARKETING EXAMPLES

Effective learning occurs when sound theory is complemented by relevant
practical examples. To this end, the 16th edition includes a variety of features—
chapter-opening vignettes, in-text examples, Marketing Insights, and Marketing
Spotlights—designed to engage students by highlighting the practical application
of the concepts covered in each chapter.

Each chapter opens with a relevant real-world marketing example that
engages students and sets the context of the chapter.
Each chapter includes several in-text features with additional real-world and
engaging marketing examples to illustrate key concepts within sections.



Each chapter includes at least one Marketing Insight feature that addresses a
specific marketing topic in greater detail to provide in-depth coverage and
foster better understanding of this topic.

Each chapter includes two Marketing Spotlight (formerly Marketing
Excellence) features that use a relevant real-world company to illustrate the
marketing concepts covered in the chapter. Questions give students an
opportunity to confirm their understanding and apply critical thinking.
Professors can assign the questions as homework or use them for class
discussion.



The preceding features capture many of the significant changes and trends in
the marketplace and can greatly enhance comprehension of the material by
illustrating the key marketing concepts. In addition, these real-world examples
can help to stimulate student interest and engagement with the material.

INSTRUCTOR TEACHING RESOURCES

Detailed information and resources are available at
www.pearsoned.co.in/PhilipKotler.
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and he has received numerous awards for his research accomplishments.

Actively involved with industry, Professor Keller has worked on a host of
different types of marketing projects. He has served as a consultant and
advisor to marketers for some of the world’s most successful brands,
including Accenture, American Express, Disney, Ford, Intel, Levi Strauss,
L.L. Bean, Nike, Procter & Gamble, and Samsung. He is a popular and
highly sought-after speaker and has given keynote speeches and conducted
workshops with top executives in a wide variety of forums. He has lectured
all over the world, from Seoul to Johannesburg, from Sydney to Stockholm,
and from Sao Paulo to Mumbai.

Professor Keller is currently conducting a variety of research studies that
address strategies to build, measure, and manage brand equity. His text on
those subjects, Strategic Brand Management, added coauthor Vanitha
Swaminathan for its 5th edition. It has been adopted at top business schools
and leading firms around the world and has been heralded as the “bible of
branding.” He has also served as an academic trustee, executive director,
and executive committee member for the Marketing Science Institute.



An avid sports, music, and film enthusiast in his so-called spare time,
Professor Keller has helped to manage, market, and serve as executive
producer for one of Australia’s great rock and roll treasures, The Church, as
well as American power-pop legends Tommy Keene and Dwight Twilley.
He currently serves on the Board of Directors for the Lebanon Opera House
and the Doug Flutie, Jr. Foundation for Autism. He lives in Etna, New
Hampshire, with his wife Punam (also a Tuck marketing professor) and two
daughters, Carolyn and Allison.

Alexander Chernev is a professor of marketing at the Kellogg School of
Management, Northwestern University. He holds an MA and a PhD in
psychology from Sofia University and a PhD in business administration
from Duke University. He is an academic thought leader, speaker, and
advisor in the area of marketing strategy, brand management, consumer
decision making, and behavioral economics.

Professor Chernev has written numerous articles focused on business
strategy, brand management, consumer behavior, and market planning. His
research has been published in the leading marketing journals and has been
frequently quoted in the business and popular press, including the Wall



Street Journal, the Financial Times, the New York Times, the Washington
Post, Harvard Business Review, Scientific American, the Associated Press,
Forbes, and Bloomberg Businessweek. He was ranked among the top ten
most prolific scholars in the leading marketing journals by the Journal of
Marketing and among the top five marketing faculty in the area of
consumer behavior by a global survey of marketing faculty published by the
Journal of Marketing Education.

In addition to academic and managerial articles, Professor Chernev has
published a number of impactful books—Strategic Marketing Management:
Theory and Practice, Strategic Marketing Management: The Framework,
Strategic Brand Management, The Marketing Plan Handbook, and The
Business Model: How to Develop New Products, Create Market Value, and
Make the Competition Irrelevant—that have been translated into multiple
languages and are used in top business schools around the world.

Professor Chernev has served as an area editor for the Journal of
Marketing and the Journal of Consumer Psychology and on the editorial
boards of leading research journals, including the Journal of Marketing
Research, Journal of Consumer Research, International Journal of
Research in Marketing, Journal of the Academy of Marketing Science, and
Journal of Marketing Behavior.

At the Kellogg School of Management, Professor Chernev teaches
marketing strategy, brand management, and behavioral decision theory in
MBA, PhD, and executive education programs. He has also taught in
executive programs at INSEAD in France and Singapore, at the Institute for
Management Development (IMD) in Switzerland, and at Hong Kong
University of Science and Technology. He has received numerous teaching
awards, including the Core Course Teaching Award, the Kellogg Faculty
Impact Award, and the Kellogg Executive MBA Program’s Top Professor
Award, which he has received 13 times.

In addition to research and teaching, Professor Chernev has served as an
academic trustee, and is currently a fellow, of the Marketing Science
Institute. He has served as an expert on numerous legal cases dealing with
issues pertaining to intellectual property, consumer behavior, and marketing



strategy. A consummate educator and presenter, Professor Chernev has
keynoted presentations at conferences and corporate events around the
globe. He advises companies worldwide—from Fortune 500 firms to start-
ups—on issues of marketing strategy, brand management, strategic
planning, and new-product development, as well as on ways to craft their
business models, build strong brands, uncover market opportunities,
develop new products and services, and gain competitive advantage.

Jagdish N. Sheth is Charles H. Kellstadt Professor of Business in the
Goizueta Business School at Emory University. He is globally known for
his scholarly contributions in consumer behavior, relationship marketing,
competitive strategy, and geopolitical analysis. Professor Sheth has over 50
years of combined experience in teaching and research at the University of
Southern California, the University of Illinois at Urbana-Champaign,
Columbia University, MIT, and Emory University.

Dr. Sheth is a recipient of the 2020 Padma Bhushan Award for literature
and education, one of the highest civilian awards given by the Government
of India. He is also a Fellow of the Academy of International Business
(AIB); Fellow of the Association of Consumer Research (ACR); Fellow of



the American Psychological Association (APA); Fellow of the American
Marketing Association (AMA); Distinguished Fellow of the Academy of
Marketing Science (AMS); and a Distinguished Fellow of International
Engineering Consortium. Dr. Sheth is the recipient of an Honorary
Doctorate in Science, awarded by the University of Illinois at Urbana-
Champaign (2016), and Honorary Doctor of Philosophy, awarded by Shiv
Nadar University (2017). He is the recipient of all four top awards given by
the American Marketing Association (AMA).

Dr. Sheth has been on the board of several companies including Norstan,
Pacwest-Telecom, Cryocell International, Shasun Drugs and Chemicals, and
WIPRO Limited. Over the 50 years, he has been advisor to numerous
companies including Whirlpool, Motorola, Texas Instruments, Cox
Communications, Rockwell International, AT&T, Bellsouth, WIPRO
Consumer Care, Aditya Birla Group, L.M. Mittal (Avanta), E&Y, Square D,
Ingram Micro, Hughes Corporation, and others. This has included mergers
and acquisitions as well as strategic positioning or repositioning of the
company.

His Rule of Three book has been the foundation for investment bankers
and policy makers with respect to industry consolidation including
horizontal mergers and acquisitions. Professor Sheth has authored or
coauthored more than three hundred papers and several books including
The Global Rule of Three: Competing with Conscious Strategy (2020), The
Howard-Sheth Theory of Buyer Behavior (2020), Genes, Climate and
Consumption Culture: Connecting the Dots (2017), Breakout Strategies for
Emerging Markets (2016), The Sustainability Edge (2016), The 4 As of
Marketing (2012), Chindia Rising (2011), Self-Destructive Habits of Good
Companies (2007), Firms of Endearment (2007), Tectonic Shift (2006), The
Rule of Three (2002), and Clients for Life (2000). His autobiography, The
Accidental Scholar (2014), has inspired others in the areas of education and
academic entrepreneurship.

Professor Sheth has been advisor to the Government of Singapore in
repositioning the nation for the future. He has also been the policy advisor



to the U.S. Government about the future of the telecommunications
industry.

Dr. Sheth is the Founder of Center for Telecommunications Management
(CTM) at University of Southern California (USC) which has now become
an Institute. He is also Founder and Chairman of India, China, and America
(ICA) Institute which analyzes the trilateral relationship and its impact on
geopolitics, security, trade, and investment. He and his wife, Madhu Sheth,
have established the Sheth Family Foundation to support several charities in
India and in the United States. They have also established the Madhuri and
Jagdish Sheth Foundation to support scholars and scholarship in the field of
marketing. The Sheth Foundation supports the AMA-Sheth Foundation
Doctoral Consortium, hosted annually by different universities. It also
supports research in emerging fields through AMA, ACR, AMS, and AIB.
Finally, Professor Sheth is the Founder and Chairman of the Academy of
Indian Marketing (AIM) which supports research and scholarship among
Indian scholars in marketing and management.

G Shainesh is a Professor of Marketing at the Indian Institute of
Management Bangalore (IIMB). He is the current Chair for Executive
Education at IIMB. Shainesh has over two and half decades of research and
teaching experience in India and abroad. He has conducted research and



teaching assignments at the University of Gothenburg (Sweden), University
of St. Gallen (Switzerland), Audencia Nantes and IESEG (France), Vienna
University and MCI Innsbruck (Austria), Bocconi University (Milan), and
Curtin University of Technology (Perth), among others. His research and
teaching focus on Digital Marketing Strategies, Relationship Marketing,
Services Marketing and Service Innovations. At IIMB, Shainesh has served
as Dean – Administration (2014-17), Chair – EPGP (2013-14) and Chair –
Student Exchange Program (2006–09).

He leads the cross functional research initiative on consumer insights
(ICI@IIMB). His case study ‘Narayana Nethralaya: Expanding Affordable
Eye Care’ won the second prize in the GlobaLens 2014 NextBillion Case
Writing Competition. He was named ‘Best Professor in Marketing’ by the
CMO Asia Council during the ‘Best B-Schools in Asia Awards’, July 2011,
Singapore. He is also a past winner of the Citibank Special Research Award
(1994) and P D Agarwal TCI Award for Doctoral Research in Management
(1995).

He has worked for several organizations in the public, the non-profit and
the corporate sectors, including telecom, software, engineering, and service
firms, both as an advisor and as a seminar leader. His clients include ABB,
Adobe, Allstate Insurance, Aventis Pharma, Department of Pharmaceuticals,
Caterpillar, Ericsson, Indian Oil, Lumen Technologies, Manipal Universal,
NCSM, Philips, SKF, Indian Railways, IFFCO, ICPB, Ministry of Tourism,
Power Ministry, Tata AIG, TRIFED, Sanskriti, Pradan, etc.

His books include Social Media Marketing: Emerging Concepts and
Applications (2018), Customer Relationship Management – A Strategic
Perspective (2006) and Customer Relationship Management – Emerging
Concepts, Tools and Applications (21st Reprint 2017). Professor Shainesh’s
MOOC courses on CRM and Services Marketing are offered on edX
https://www.edx.org/bio/shainesh-g

He is Editor-in-Chief of the Journal of Indian Business Research (JIBR),
an Emerald (UK) publication. His papers on services and relationship
marketing have been published in the MIS Quarterly, Journal of Service
Research, Journal of International Marketing, Journal of Services

http://https//www.edx.org/bio/shainesh-g


Marketing, Service Industries Journal, International Journal of Bank
Marketing, International Journal of Retail and Distribution Management,
International Journal of Technology Management, Journal of Relationship
Marketing, International Marketing Review, among others.
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