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“Quality without question! Kotler is an
indispensable resource for Canadian
students™

For eight editions, Principles of Marketing has been recognized as the gold
standard of Marketing texts due to it’s accessibility and breadth—it covers all

of the key concepts of marketing built from it’s five major value themes:
* Creating value for customers

* Building and managing strong, value-creating brands

* Measuring and managing return on marketing

* Harnessing new marketing technologies

» Sustainable marketing around the globe

Principles of Marketing is fully integrated with MyMarketinglLab, a fully
customizable online and homework platform that delivers highly
personalized study paths, responsive learning tools, and real-time

evaluation and diagnostics.

MyLab products give educators the ability to move each student toward
the moment that matters most—the moment of true understanding

and learning.
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The success of Kotler is built on the dedication to keeping this hallmark Chapter 16: Personal Selling and Sales Promotion

resource on the cutting edge and in tune with learning styles of today’s Chapter 17:  Direct and Online Marketing

students. The 9th Canadian edition will feature an assessment program

improved by further integration with MyMarketinglLab and a significantly Part 4: Extending Marketing

Chapter 18: Creating Competitive Advantage

improved test bank for instructors. Instructors can also leverage the rich-
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ness of the entire library of marketing supplements though our innovative

ClassPrep software.

New to the 9th Canadian Edition:

100’s of new cases and example highlight the exciting and dynamic

discipline of marketing for students:

The 9th edition also features expanded Canadian content—all opening
cases are now Canadian-focused, and the latest Canadian Census data is

incorporated throughout.

More focus on the unique nature of marketing in not-for-profits and services

industries incorporated within each chapter.

Expanded coverage on ‘real’ sustainable Marketing practices that
Canadian companies have embraced and implemented appears throughout

each chapter.

New integration with Pearson Study-On-the-Go. QR codes at
the end of each chapter brings material from the textbook to student
smartphones. Students can listen to audio summaries, quiz themselves or

learn the language of marketing with glossary flashcards on the go.
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