
Principles of Marketing 
Global Edition 

Philip Kotler 
Northwestern University 

Gary Armstrong 
University of North Carolina 

PEARSON 

Boston Columbus Indianapolis New York San Francisco Upper Saddle River 
Amsterdam Cape Town Dubai London Madrid Milan Munich Paris Montreal Toronto 
Delhi Mexico City Sao Paulo Sydney Hong Kong Seoul Singapore Taipei Tokyo 



Brief Contents 

Preface 16 

Part 1 Defining Marketing and the Marketing Process 24 
1 Marketing: Creating and Capturing Customer Value 24 
2 Company and Marketing Strategy: Partnering to Build Customer Relationships 60 

Part 2 Understanding the Marketplace and Consumers 90 
3 Analyzing the Marketing Environment 90 
4 Managing Marketing Information to Gain Customer Insights 122 
5 Consumer Markets and Consumer Buyer Behavior 156 
6 Business Markets and Business Buyer Behavior 188 

Part 3 Designing a Customer-Driven Strategy and Mix 212 
7 Customer-Driven Marketing Strategy: Creating Value for Target Customers 212 
8 Products, Services, and Brands: Building Customer Value 246 
9 New-Product Development and Product Life-Cycle Strategies 282 

10 Pricing: Understanding and Capturing Customer Value 310 
11 Pricing Strategies: Additional Considerations 334 
12 Marketing Channels: Delivering Customer Value 360 
13 Retailing and Wholesaling 394 
14 Communicating Customer Value: Integrated Marketing Communications Strategy 426 
15 Advertising and Public Relations 454 
16 Personal Selling and Sales Promotion 482 
17 Direct and Online Marketing: Building Direct Customer Relationships 514 

Part 4 Extending Marketing 546 
18 Creating Competitive Advantage 546 
19 The Global Marketplace 572 
20 Sustainable Marketing: Social Responsibility and Ethics 602 

Appendix 1 Marketing Plan 633 
Appendix 2 Marketing by the Numbers 643 
Appendix 3 Marketing Careers 661 

Glossary 673 
Index 683 

9 


