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New to This Edition

All That’s New in Marketing

The fourteenth edition of Marketing: An Introduction reflects the major trends and shift-
ing forces that impact marketing in this digital age of customer value, engagement, and 
relationships. Here are just some of the major new and continuing changes you’ll find in 
this edition.

 ● Customer engagement framework: The fourteenth edition continues to build on its 
customer engagement framework—creating direct and continuous customer involve-
ment in shaping brands, brand conversations, brand experiences, and brand commu-
nity. New coverage and fresh examples throughout the text address the latest customer 
engagement tools, practices, and developments.

 ● Fast-changing marketing trends and topics: This edition adds fresh coverage of both 
traditional marketing areas and fast-changing topics such as digital, mobile, and social 
media marketing; customer engagement marketing; big data, artificial intelligence, 
and new marketing analytics; the major digital transformation in marketing research; 
omni-channel marketing and the massive shifts in today’s retailing; real-time customer 
listening and marketing; marketing content creation and native advertising; B-to-B 
social media and social selling; online and dynamic pricing; sustainability; global mar-
keting; and much more.

 ● Online, mobile, social media, and other digital marketing technologies: Keeping up 
with digital concepts, technologies, and practices has become a top priority and major 
challenge for today’s marketers. The fourteenth edition of Marketing: An Introduc-
tion provides thoroughly refreshed, up-to-date coverage of these explosive develop-
ments in every chapter—from digital, online, mobile, and social media engagement 
technologies in Chapters 1, 5, 12, and 14; to “big data,” new marketing analytics, and 
artificial intelligence in Chapters 3 and 4; to the massive shift to omni-channel and 
digital retailing in Chapter 13; to the increasing use of augmented and virtual reality 
in Chapters 4 and 13. A Chapter 1 section on The Digital Age: Online, Mobile, and 
Social Media Marketing introduces the exciting new developments in digital and so-
cial media marketing. Then, a Chapter 14 section on Direct, Online, Social Media, and 
Mobile Marketing digs more deeply into digital marketing tools such as online sites, 
social media, mobile ads and apps, online video, email, and other digital platforms that 
engage consumers anywhere, anytime via their computers, smartphones, tablets, and 
other digital devices.

 ● Content marketing and marketing communications: The fourteenth edition continues 
to track fast-changing developments in marketing communications and the creation of 
brand content. Marketers no longer simply create integrated marketing communica-
tions programs; they join with customers and media to curate and share marketing 
content in paid, owned, earned, and shared media. You won’t find fresher coverage of 
these important topics in any other marketing text.
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New Real-World Brand Stories, Highlights, Cases, and In-Text 
Examples

The fourteenth edition of Marketing: An Introduction is loaded with new brand stories, 
highlight features, cases, in-text examples, and end-of-chapter exercises and features that 
illustrate brand strategies and contemporary marketing issues and let students apply what 
they’ve learned.

 ● New company cases and end-of-chapter applications and exercises: The fourteenth 
edition provides 16 new company cases by which students can apply what they learn 
to actual company situations. End-of-chapter discussion questions, critical thinking 
exercises, and other applications features are also new and revised.

 ● Chapter-opening stories, Marketing at Work highlights, and in-text examples: The 
fourteenth edition brings marketing to life with new or heavily revised chapter-opening 
vignettes, boxed features that highlight relevant companies and marketing issues, and 
new in-text examples throughout.

Solving Teaching and Learning  Challenges

Today’s marketing is all about creating customer value and engagement in a fast-
changing, increasingly digital and social marketplace. Marketing starts with 
understanding consumer needs and wants, determining which target markets the 
organization can serve best, and developing a compelling value proposition by 
which the organization can attract and grow valued consumers. Then, more than just 
making a sale, today’s marketers want to engage customers and build deep customer 
relationships that make their brands a meaningful part of consumers’ conversations 
and lives.

In this digital age, to go along with their tried-and-true traditional marketing meth-
ods, marketers have a dazzling set of new online, mobile, and social media tools for 
engaging customers anytime, anyplace to jointly shape brand conversations, experiences, 
and community. If marketers do these things well, they will reap the rewards in terms of 
market share, profits, and customer equity. In the fourteenth edition of Marketing: An 
Introduction, students learn how customer value and customer engagement drive every 
good marketing strategy.

To improve student results, we recommend pairing the text content with MyLab 
Marketing, the teaching and learning platform that empowers every student. By 
combining trusted author content with digital tools and a flexible platform, MyLab 
personalizes the learning experience and will help students learn and retain key 
course concepts while developing skills that future employers are seeking in their 
candidates.

Five Major Customer Value and Engagement Themes

The fourteenth edition of Marketing: An Introduction builds on five major customer value 
and engagement themes:

1. Creating value for customers in order to capture value from customers in  
return. Today’s marketers must be good at creating customer value, engaging 
customers, and managing customer relationships. In return, they capture value 
from customers in the form of sales, profits, and customer equity. This innovative 
customer value and engagement framework is introduced at the start of Chapter 1  
in a unique five-step marketing process model, which details how marketing 
creates customer value and captures value in return. The framework is care-
fully developed in the first two chapters and then fully integrated throughout the  
remainder of the text.


