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For undergraduate principles of marketing courses. This ISBN is for the bound
textbook, which students can rent through their bookstore. An introduction to marketing
using a practical and engaging approach Marketing: An Introduction shows students
how customer value -- creating it and capturing it -- drives effective marketing
strategies. The 14th Edition reflects the major trends and shifting forces that impact
marketing in this digital age of customer value, engagement, and relationships, leaving
students with a richer understanding of basic marketing concepts, strategies, and
practices. Through updated company cases, Marketing at Work highlights, and revised
end-of-chapter exercises, students are able to apply marketing concepts to real-world
company scenarios. This title is also available digitally as a standalone Pearson eText,
or via Pearson MyLab Marketing which includes the Pearson eText. These options give
students affordable access to learning materials, so they come to class ready to
succeed. Contact your Pearson rep for more information.
This casebook complements and accompanies Philip Kotler and Gary Armstrong's
Principles of Marketing by providing 37 cases on Asian companies operating in Asia
and/or outside Asia, as well as about non-Asian companies operating within Asia.
8 steps to successful strategic alliances--from the experts at Booz Allen & Hamilton
Turn to any business section in any newspaper today and you?ll find no shortage of
stories about high-profile international strategic alliances. Many are success stories.
The majority, however, are not. Now, you can learn what separates the successes --
like those of Corning, Mazda, and Oracle -- from the failures. In Smart Alliances, the
two senior consultants who made Booz-Allen & Hamilton the foremost authority on
alliance strategy present eight practical steps any company can take to adopt the best
practices of today?s alliance leaders and turn them to their own competitive advantage.
A Strategy & Business Book For more information on the fast growing and challenging
world of Strategic Alliances, click here to visit the smartalliances.com website.
This book is not available as a print inspection copy. To download an e-version click
here or for more information contact your local sales representative. Get 12 months
FREE access to an interactive eBook when purchasing the paperback* Previous edition
winner of the British Book Design and Production Award for "Best Use of Cross Media
2014" This easy to use resource allows students to switch from digital to the print text
and back again, opening windows to the world of marketing through cases that are
vibrant and engaged, links that allow students to explore topics in more detail and
content to encourage relating theory to practice. Recognizing the importance of ongoing
technological and social developments and the increasing connectedness of
consumers that has profound implications for the way marketing operates and students
learn, the 4th edition demystifies key technologies and terminology, demonstrating
where and how emerging digital marketing techniques and tools fit in to contemporary
marketing planning and practice. The new edition welcomes a new 3rd author and has
been fully updated to include: 31 New case studies (including 5 new end of chapter and
26 new ‘focus boxes’), featuring a greater number of case studies from digital/social
media marketing, Uber and the sharing economy, Google and crowdsourcing and
Amazon’s drone delivery service. Even more content on digital marketing integrated
throughout, including key issues such as social media, mobile marketing, co-creation,
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cutting edge theory. A fully updated and streamlined interactive eBook led by student
feedback. Focus boxes throughout the text such as Global, Consumer, B2B and Ethical
- all with a greater emphasis on digital communication - reinforce key marketing trends
and relate theory to practice. Each chapter also ends with a case study revolving
around topics, issues and companies that students can relate to such as Taylor Swift
taking on Spotify. The new edition comes packed with features that can be used in
class or uploaded onto a course management system and which students can use in
their own self-directed study. Furthermore, the book is complemented by a FREE
interactive eBook with access to web links, video links, SAGE journal articles, MCQ’s,
podcasts and flashcards, allowing access on the go and encouraging learning and
retention whatever the learning style. Suitable as core reading for undergraduate
marketing students. *Interactivity only available through Vitalsource eBook included as
part of paperback product (ISBN 9781526426321). Access not guaranteed on second-
hand copies (as access code may have previously been redeemed).
The Fifth Edition of International Accounting provides an overview of the broadly
defined area of international accounting, but also focuses on the accounting issues
related to international business activities and foreign operations. This edition also
includes substantially updated coverage of the International Accounting Standards
Board (IASB) and International Financial Reporting Standards (IFRS). The unique
benefits of this textbook include its up-to-date coverage of relevant material, extensive
numerical examples provided in most chapters, two chapters devoted to the application
of International Financial Reporting Standards (IFRS), and coverage of nontraditional
but important topics such as strategic accounting issues of multinational companies,
international corporate governance, and corporate social responsibility reporting.
Incorporating developments from both academia and industry, this exploration of
brands, brand equity and strategic brand management combines a theoretical
foundation with numerous techniques and practical insights. Suitable for both graduates
and upper-level undergraduates.
Marketing Strategy and Competitive Positioning 6e deals with the process of
developing and implementing a marketing strategy. The book focuses on competitive
positioning at the heart of marketing strategy and includes in-depth discussion of the
processes used in marketing to achieve competitive advantage. The book is primarily
about creating and sustaining superior performance in the marketplace. It focuses on
the two central issues in marketing strategy formulation – the identification of target
markets and the creation of a differential advantage. In doing that, it recognises the
emergence of new potential target markets born of the recession and increased
concern for climate change; and it examines ways in which firms can differentiate their
offerings through the recognition of environmental and social concerns. The book is
ideal for undergraduate and postgraduate students taking modules in Marketing
Strategy, Marketing Management and Strategic Marketing Management.
A hands-on guide to the use of quantitative methods and software for making
successful business decisions The appropriate use of quantitative methods lies
at the core of successful decisions made by managers, researchers, and
students in the field of business. Providing a framework for the development of
sound judgment and the ability to utilize quantitative and qualitative approaches,
Data Driven Business Decisions introduces readers to the important role that
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data plays in understanding business outcomes, addressing four general areas
that managers need to know about: data handling and Microsoft Excel®,
uncertainty, the relationship between inputs and outputs, and complex decisions
with trade-offs and uncertainty. Grounded in the author's own classroom
approach to business statistics, the book reveals how to use data to understand
the drivers of business outcomes, which in turn allows for data-driven business
decisions. A basic, non-mathematical foundation in statistics is provided, outlining
for readers the tools needed to link data with business decisions; account for
uncertainty in the actions of others and in patterns revealed by data; handle data
in Excel®; translate their analysis into simple business terms; and present results
in simple tables and charts. The author discusses key data analytic frameworks,
such as decision trees and multiple regression, and also explores additional
topics, including: Use of the Excel® functions Solver and Goal Seek Partial
correlation and auto-correlation Interactions and proportional variation in
regression models Seasonal adjustment and what it reveals Basic portfolio theory
as an introduction to correlations Chapters are introduced with case studies that
integrate simple ideas into the larger business context, and are followed by
further details, raw data, and motivating insights. Algebraic notation is used only
when necessary, and throughout the book, the author utilizes real-world
examples from diverse areas such as market surveys, finance, economics, and
business ethics. Excel® add-ins StatproGo and TreePlan are showcased to
demonstrate execution of the techniques, and a related website features
extensive programming instructions as well as insights, data sets, and solutions
to problems included in the material. The enclosed CD contains the complete
book in electronic format, including all presented data, supplemental material on
the discussed case files, and links to exercises and solutions. Data Driven
Business Decisions is an excellent book for MBA quantitative analysis courses or
undergraduate general statistics courses. It also serves as a valuable reference
for practicing MBAs and practitioners in the fields of statistics, business, and
finance.
Strategic Marketing: planning and control covers contemporary issues by
exploring current developments in marketing theory and practice including the
concept of a market-led orientation and a resource/asset-based approach to
internal analysis and planning. The text provides a synthesis of key strategic
marketing concepts in a concise and comprehensive way, and is tightly written to
accommodate the reading time pressures on students. The material is highly
exam focused and has been class tested and refined. Completely revised and
updated, the second edition of Strategic Marketing: planning and control includes
chapters on 'competitive intelligence', 'strategy formulation' and 'strategic
implementation'. The final chapter, featuring mini case studies, has been
thoroughly revised with new and up to date case material.
Few marketers recognize the extraordinary range of metrics now available for
evaluating their strategies and tactics. In Marketing Metrics, four leading
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researchers and consultants systematically introduce today's most powerful
marketing metrics. The authors show how to use a "dashboard" of metrics to
view market dynamics from various perspectives, maximize accuracy, and
"triangulate" to optimal solutions. Their comprehensive coverage includes
measurements of promotional strategy, advertising, and distribution; customer
perceptions; market share; competitors' power; margins and profits; products and
portfolios; customer profitability; sales forces and channels; pricing strategies;
and more. You'll learn how and when to apply each metric, and understand
tradeoffs and nuances that are critical to using them successfully. The authors
also demonstrate how to use marketing metrics as leading indicators, identifying
crucial new opportunities and challenges. For clarity and simplicity all calculations
can be performed by hand, or with basic spreadsheet techniques. In coming
years, few marketers will rise to senior executive levels without deep fluency in
marketing metrics. This book is the fastest, easiest way to gain that fluency.
Marketing Management in ChinaPrentice Hall
Strategic alliances are becoming increasingly important as a long-term response
to the move towards globalization of businesses, and to their need to learn and
adapt quickly, gain access to new markets, and diffuse new technologies. In this
comprehensive informative and practical text the authors delvop: An analysis of
over 30 alliances in the US, Japan and Europe. A blueprint for successfully
forming and implementing an alliance. Practical case histories of nine successful
and unsuccessful alliances which highlight benefits and drawbacks. Highly
successful in hardback, this book is now available in paperback for
undergraduate and MBA students of corporate strategy and international
business.
For graduate courses in Nonprofit Marketing and Management. This best-selling
text focuses on the impact of nonprofit marketing in the social sector and the
growing intersection between nonprofit management and the business world.
Strategic Marketing Management (5th edition) offers a comprehensive framework
for strategic planning and outlines a structured approach to identifying,
understanding, and solving marketing problems. For business students, the
theory advanced in this book is an essential tool for understanding the logic and
the key aspects of the marketing process. For managers and consultants, this
book presents a conceptual framework that will help develop an overarching
strategy for day-to-day decisions involving product and service design, branding,
pricing, promotions, and distribution. For senior executives, the book provides a
big-picture approach for developing new marketing campaigns and evaluating the
success of ongoing marketing programs.
ALERT: Before you purchase, check with your instructor or review your course
syllabus to ensure that you select the correct ISBN. Several versions of
Pearson's MyLab & Mastering products exist for each title, including customized
versions for individual schools, and registrations are not transferable. In addition,
you may need a CourseID, provided by your instructor, to register for and use
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Pearson's MyLab & Mastering products. Packages Access codes for Pearson's
MyLab & Mastering products may not be included when purchasing or renting
from companies other than Pearson; check with the seller before completing your
purchase. Used or rental books If you rent or purchase a used book with an
access code, the access code may have been redeemed previously and you may
have to purchase a new access code. Access codes Access codes that are
purchased from sellers other than Pearson carry a higher risk of being either the
wrong ISBN or a previously redeemed code. Check with the seller prior to
purchase. -- Stay on the cutting-edge with the gold standard text that reflects the
latest in marketing theory and practice. Marketing Management is the gold
standard marketing text because its content and organization consistently reflect
the latest changes in today's marketing theory and practice. Remaining true to its
gold-standard status, the fourteenth edition includes an overhaul of new material
and updated information, and now is available with mymarketinglab-Pearson's
online tutorial and assessment platform. 0133764044 / 9780133764048
Marketing Management Plus 2014 MyMarketingLab with Pearson eText --
Access Card Package Package consists of: 0132102927 / 9780132102926
Marketing Management 0133766721 / 9780133766721 2014 MyMarketingLab
with Pearson eText -- Access Card -- for Marketing Management
MARKETING STRATEGY, 6e, International Edition edition emphasizes teaching
students to think and act like marketers. It presents strategy from a perspective
that guides strategic marketing management in the social, economic, and
technological arenas in which businesses function today--helping students
develop a customer-oriented market strategy and market plan. Its practical
approach to analyzing, planning, and implementing marketing strategies is based
on the creative process involved in applying marketing concepts to the
development and implementation of marketing strategy. An emphasis on critical
thinking enables students to understand the essence of how marketing decisions
fit together to create a coherent strategy. Well-grounded in developing and
executing a marketing plan, the text offers a complete planning framework,
thorough marketing plan worksheets, and a comprehensive marketing plan
example for students to follow.
"Using the most current concepts, up-to-date data, and a wide range of
examples, this authoritative text illustrates how excellent management strategies
lead to unsurpassed marketing success."--Page 4 of cover.
Now readers can master the core concepts in marketing management that
undergraduate marketing majors, first-year MBA or EMBA student or advanced
learners need with the detailed material in Iacobucci’s MARKETING
MANAGEMENT, 5E. Readers are able to immediately apply the key concepts
they have learned to cases, group work, or marketing-driven simulations.
MARKETING MANAGEMENT, 5E reflects all aspects of the dynamic
environment facing today’s marketers. Engaging explanations, timely cases and
memorable examples help readers understand how an increasingly competitive
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global marketplace and current changes in technology impact the marketing
decisions that today’s managers must make every day. Important Notice: Media
content referenced within the product description or the product text may not be
available in the ebook version.
Authored by a team of experts, the new edition of this bestseller presents
practical techniques for managing inventory and production throughout supply
chains. It covers the current context of inventory and production management,
replenishment systems for managing individual inventories within a firm,
managing inventory in multiple locations and firms, and production management.
The book presents sophisticated concepts and solutions with an eye towards
today’s economy of global demand, cost-saving, and rapid cycles. It explains
how to decrease working capital and how to deal with coordinating chains across
boundaries.
This is the definitive textbook for the planning and implementation of programs
designed to bring about social change. The authors take key marketing principles
and show readers how to apply them to campaigns and efforts to improve health,
decrease injuries, protect the environment, build communities, and enhance
financial well-being. Social marketing has grown in its sophistication and
application to a wider array of social problems, and the Fourth Edition captures
the momentum and excitement of this burgeoning field.
Marketing: An Introduction is intended for use in undergraduate Principles of
Marketing courses. It is also suitable for those interested in learning more about
the fundamentals of marketing. This best-selling, brief text introduces marketing
through the lens of creating value for customers. With engaging real-world
examples and information, Marketing: An Introduction shows students how
customer value-creating it and capturing it-drives every effective marketing
strategy. The Twelfth Edition reflects the latest trends in marketing, including new
coverage on online, social media, mobile, and other digital technologies.
MyMarketingLab for Marketing: An Introduction is a total learning package.
MyMarketingLab is an online homework, tutorial, and assessment program that
truly engages students in learning. It helps students better prepare for class,
quizzes, and exams-resulting in better performance in the course-and provides
educators a dynamic set of tools for gauging individual and class progress. This
program will provide a better teaching and learning experience-for you and your
students. Improve Results with MyMarketingLab: MyMarketingLab delivers
proven results in helping students succeed and provides engaging experiences
that personalize learning. Guide Student's Learning: The text's active and
integrative "Road to Learning Marketing" presentation helps students learn, link,
and apply major concepts. Encourage Students to Apply Concepts: A practical
marketing-management approach provides in-depth, real-life examples and
stories that engage students with basic marketing concepts and bring the
marketing journey to life. Cover New Marketing Trends and Technology: Every
chapter of this edition features revised and expanded discussions on the
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explosive impact of exciting new marketing technologies. Note: You are
purchasing a standalone product; MyMarketingLab does not come packaged with
this content. If you would like to purchase both the physical text and
MyMarketingLab search for ISBN-10: 0133763528/ISBN-13: 9780133763522.
That package includes ISBN-10: 0133451275/ISBN-13: 9780133451276 and
ISBN-10: 0133455122/ISBN-13: 9780133455120. MyMarketingLab is not a self-
paced technology and should only be purchased when required by an instructor.
Note: MyMarketingLab is not a self-paced technology and should only be
purchased when required by an instructor.
Over the last decade the question of the relationship between organisations and society
has been subject to much debate, often of a critical nature. The decade has seen
protests concerning the actions of organisations, exposures of corporate exploitation
and unfolding accounting scandals. At the same time ethical behaviour and a concern
for the environment have been shown to have a positive correlation with corporate
performance. The nature of corporate social responsibility is therefore a topical one for
businesses and academics. There are however many different perspectives upon what
is meant by corporate social responsibility and how this might be applied within
organisations. This book explores some of these different perspectives based upon the
experiences of different people in different parts of the world. There has been much
written about globalisation – some of it positive and much of it negative. It is a subject
which arouses definite opinions. Despite the fact that the word globalisation is part of
the title of this book it is not our intention to contribute to this debate. Instead we use
the word globalisation in its original sense to represent the ubiquity of the concern for
Corporate Social Responsibility (CSR) which is the subject matter of this book.
Specifically we are concerned with the social contract between an organisation and its
stakeholders. It is apparent that any actions which an organisation undertakes will have
an effect not just upon itself but also upon the external environment within which that
organisation resides. In considering the effect of the organisation upon its external
environment it must be recognised that this environment includes both the business
environment in which the firm is operating, the local societal environment in which the
organisation is located and the wider global environment. Effectively therefore there is a
social contract between organizations and their stakeholders. Recognition of the rights
of all stakeholders and the duty of a business to be accountable in this wider context
therefore has been largely a relatively recent phenomenon. The economic view of
accountability only to owners has only recently been subject to debate to any
considerable extent. In the current environment there is a need to debate this issue and
its implications. This book therefore recognises the international scope of the interest in
corporate social responsibility both through the contributions made by the authors of the
respective chapters, who come from various parts of the world, and also through the
international importance of the perspectives offered by these contributors. In doing so
the various authors demonstrate that corporations are a part of society just as much as
each of us is as a individual. Furthermore they demonstrate that the issues and
concerns are not local ones but are international is scope and concern us all. The
contributions to this book provide a representation of the range of concern for this
relationship and the range of topics which fall within the subject matter of CSR. Among
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the authors who have contributed to this book are representatives from every continent
and from a wide range of disciplines. The topics which are considered in the various
chapters are equally diverse.
Business to business markets are considerably more challenging than consumer
markets and as such demand a more specific skillset from marketers. Buyers, with a
responsibility to their company and specialist product knowledge, are more demanding
than the average consumer. Given that the products themselves may be highly
complex, this often requires a sophisticated buyer to understand them. Increasingly,
B2B relationships are conducted within a global context. However all textbooks are
region-specific despite this growing move towards global business relationships –
except this one. This textbook takes a global viewpoint, with the help of an international
author team and cases from across the globe. Other unique features of this insightful
study include: placement of B2B in a strategic marketing setting; full discussion of
strategy in a global setting including hypercompetition; full chapter on ethics and CSR
early in the text; and detailed review of global B2B services marketing, trade shows,
and market research. This new edition has been fully revised and updated with a full set
of brand new case studies and features expanded sections on digital issues, CRM, and
social media as well as personal selling. More selective, shorter, and easier to read
than other B2B textbooks, this is ideal for introduction to B2B and shorter courses. Yet,
it is comprehensive enough to cover all the aspects of B2B marketing any marketer
needs, be they students or practitioners looking to improve their knowledge.
Marketing Management is the gold standard marketing text because its content and
organization consistently reflect the latest changes in today’s marketing theory and
practice. The text consistently delivers on its brand promise: to be the first to reflect
changes in marketing theory and practice. The Companion Website is not included with
the purchase of this product. Important Notice: The digital edition of this book is missing
some of the images found in the physical edition.
Businesses can do well by doing good -- Kotler, Hessekiel, and Lee show you how!
Marketing guru Philip Kotler, cause marketing authority David Hessekiel, and social
marketing expert Nancy Lee have teamed up to create a guide rich with actionable
advice on integrating marketing and corporate social initiatives into your broader
business goals. Businesspeople who mix cause and commerce are often portrayed as
either opportunistic corporate "causewashers" cynically exploiting nonprofits, or
visionary social entrepreneurs for whom conducting trade is just a necessary evil in
their quest to create a better world. Marketing and corporate social initiatives requires a
delicate balancing act between generating financial and social dividends. Good Works
is a book for business builders, not a Corporate Social Responsibility treatise. It is for
capitalists with the hearts and smarts to generate positive social impacts and bottom-
line business results. Good Works is rich with actionable advice on integrating
marketing and corporate social initiatives into your broader business goals. Makes the
case that purpose-driven marketing has moved from a nice-to-do to a must-do for
businesses Explains how to balance social and business goals Author Philip Kotler is
one of the world's leading authorities on marketing; David Hessekiel is founder and
President of Cause Marketing Forum, the world's leading information source on how to
do well by doing good; Nancy Lee is a corporate social marketing expert, and has
coauthored books on social marketing with Philip Kotler With Good Works, you'll find
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that you can generate significant resources for your cause while achieving financial
success.
"Reflecting the latest trends and issues, the new Europe, Middle East & Africa Edition
of Business Marketing Management: B2B delivers comprehensive, cutting-edge
coverage that equips students with a solid understanding of today's dynamic B2B
market. The similarities and differences between consumer and business markets are
clearly highlighted and there is an additional emphasis on automated B2B practices and
the impact of the Internet."--Cengage website.
A revolutionary new system for generating the next big marketing ideas and
opportunities According to Philip Kotler, the widely acknowledged "father" of modern
marketing, and Fernando Trias de Bes the marketing techniques pioneered in the
1960s and '70s have worked too well. Fierce competition among products with little or
nothing to distinguish one from another, along with modern product positioning and
targeted marketing techniques, have led to increasing market segmentation. If the trend
continues, individual market segments soon will be too small to be profitable. In Lateral
Marketing, Kotler and Trias de Bes unveil a revolutionary new model to help readers
expand beyond vertical segmentation and generate fresh marketing ideas and
opportunities. Philip Kotler (Chicago, IL) is the S. C. Johnson & Son Distinguished
Professor of International Marketing at Northwestern University's Kellogg School of
Management. Fernando Trias de Bes (Barcelona, Spain) is the founder of Salvetti &
Llombart whose clients include Pepsico, Sony, Hewlett-Packard, Nestlé, Credit Suisse,
and other top corporations.
We have entered into an entirely new era, an age of increasingly frequent and intense
periods of turbulence in the global economy. Unlike past recessions, today’s crises
have precipitated a need for businesses to develop a new mindset, one that takes into
account intermittent periods of disturbance, allowing them to thrive while under the
constant threat of chaos. Chaotics presents a revolutionary set of guidelines designed
to help businesses: • detect sources of turbulence • prepare scenarios • predict
resulting vulnerabilities and opportunities • develop responses to ensure long-term
resilience and success • avoid risk while advancing the interests of the company • build
flexibility into the balance sheet • price strategically • adjust products to meet new
customer values • and more. Complete with metrics and measurements, Chaotics
outlines a powerful new system for managing waves of uncertainty affecting customers,
employees, and other stakeholders. In this climate of increased turbulence, no
organization can survive with less.
The New Global Marketing: Local Adaptation for Sustainability and Profit discusses the
ways that marketing managers can assess the potential for global expansion and help
their firms capitalize on opportunities. The book explores which companies and
products should expand internationally, what countries offer the best opportunities, and
which marketing plan will lead each product or company to success. The material
adapts well-established frameworks to demonstrate how the global marketer can
assess company strengths and weaknesses and analyze opportunities and risks in
foreign markets. It discusses the proper balance between standardization and
localization, and addresses the importance of the "triple" bottom line - environmental
sustainability, social fairness, and financial performance. Students also learn about
bottom-of-the-pyramid markets, the role of digital global marketing, and the importance
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of adapting to international political, social, and environmental pressures. Featuring
more than twenty original case studies, The New Global Marketing is an excellent
introduction to what it really takes to succeed as a global marketer. Written for students
with some marketing education and exposure to international business, the book is
ideally suited to upper-level business courses and M.B.A. programs.
Marketing Management in China, 1st Edition, brings the landmark work of marketing
gurus Philip Kotler and Kevin Lane Keller to China. This edition, adapted by Professor
Lu Tai Hong of Zhongshan University, takes a journey into a truly Chinese vista of
marketing management. With content shaped to reflect the world`s fastest burgeoning
economy, this is one textbook the marketing student seeking to understand China
cannot do without This adaptation provides hard-to-find and well-researched China
cases that offer insights into the local marketing situation. These cases cover a wide
variety of contexts, spanning international companies operating in China to Chinese
companies that are beginning to venture overseas; to provide readers with a well-
balanced understanding At the same time, the text and language has been made more
concise and accessible without losing the original Kotler`s and Keller`s depth and
insight to the subject. This offers busy executives and students alike, an opportunity to
grasp key marketing concepts quickly and effortlessly
To remain competitive, businesses must consistently analyze and enhance their
management strategies. By utilizing the latest technological tools in the corporate world,
organizations can more easily optimize their processes. The Handbook of Research on
Technology Adoption, Social Policy, and Global Integration is a comprehensive
reference source for the latest scholarly perspectives on the integration of emerging
technologies and computational tools in business contexts. Highlighting a range of
topics such as micro-blogging, organizational agility, and business information systems,
this publication is ideally designed for managers, researchers, academics, students,
and professionals interested in the growing presence of technology in the corporate
sector.
This is a basic text in International Marketing, a major knowledge area for students of
management studies. This book attempts to make learning of the nuances of the
subject easy and enjoyable for students. International trade, economic free trade zones,
embargoes on exports, and tariff and non-tariff barriers that the companies face
overseas form a major part of the book. In addition, the role of international
organizations under the guidance of the United Nations has been given its due
importance.
An introduction to marketing concepts, strategies and practices with a balance of depth
of coverage and ease of learning. Principles of Marketing keeps pace with a rapidly
changing field, focussing on the ways brands create and capture consumer value.
Practical content and linkage are at the heart of this edition. Real local and international
examples bring ideas to life and new feature 'linking the concepts' helps students test
and consolidate understanding as they go. The latest edition enhances understanding
with a unique learning design including revised, integrative concept maps at the start of
each chapter, end-of-chapter features summarising ideas and themes, a mix of mini
and major case studies to illuminate concepts, and critical thinking exercises for
applying skills.
Successful social marketing holds the power to change the world. For almost two
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decades, Social Marketing: Behavior Change for Social Good has been the definitive
guide for designing and implementing memorable social marketing campaigns.
Bestselling authors Nancy R. Lee and Philip Kotler present a proven 10 Step Strategic
Social Marketing Planning Model and guides students and practitioners through each
stage of the process. The new Sixth Edition is packed with more than 25 new cases
and dozens of new examples related to today's most pressing social problems including
the opioid epidemic, climate change, youth suicide, and more. The new edition also
includes significantly expanded coverage of social media. Whether you are on a
mission to improve public health, protect the environment, or galvanize their
community, you will find Social Marketing an invaluable resource.
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