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Preface

What's New in the 15th Edition

The 15th edition of Marketing Management is a landmark entry in the long successful history of the market
leader. With the 15th edition, great care was taken to provide an introductory guide to marketing management
that truly reflects the modern realities of marketing. In doing so, classic concepts, guidelines, and examples were
retained while new ones were added as appropriate. Three broad forces—globalization, technology, and social
responsibility—were identified as critical to the success of modern marketing programs. These three topics are
evident all through the text.

As has been the case for a number of editions now, the overriding goal of the revision for the 15th edition
of Marketing Management was to create as comprehensive, current, and engaging a MBA marketing textbook
as possible. Where appropriate, new material was added, old material was updated, and no longer relevant or
necessary material was deleted.

Even though marketing is changing in many significant ways these days, many core elements remain, and
we feel strongly that a balanced approach of classic and contemporary approaches and perspectives is the way
to go. Marketing Management, 15th edition, allows those instructors who have used the 14th edition to build
on what they have learned and done 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.

The successful across-chapter reorganization into eight parts that began with the 12th edition of Marketing
Management has largely been preserved, although several adjustments have been made to improve student
understanding, as described below. Many of the favorably received within-chapter features that have been
introduced through the years, such as topical chapter openers, in-text boxes highlighting noteworthy compa-
nies or issues, and the Marketing Insight and Marketing Memo boxes that provide in-depth conceptual and
practical commentary, have been retained.

Significant changes to the 15th edition include:

® Brand-new opening vignettes for each chapter set the stage for the chapter material to follow. By covering
topical brands or companies, the vignettes are great classroom discussion starters.

® Almost half of the in-text boxes are new. These boxes provide vivid illustrations of chapter concepts using
actual companies and situations. The boxes cover a variety of products, services, and markets, and many
have accompanying illustrations in the form of ads or product shots.

® Each end-of-chapter section now includes two expanded Marketing Excellence mini-cases highlighting
innovative, insightful marketing accomplishments by leading organizations. Each case includes questions
that promote classroom discussion and student analysis.

® The global chapter (8, previously Chapter 21) has been moved into Part 3 on Connecting with Customers
and the new products chapter (15, previously Chapter 20) has been moved into Part 5 on Creating Value.
The positioning and brand chapters (10 and 11) have been switched to allow for the conventional STP
sequencing. These moves permit richer coverage of the topics and better align with many instructors’
teaching strate