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Philip Kotler's 'Marketing of Nations' concept delves into how countries can effectively utilize marketing
principles to enhance their global image, attract investment, and boost tourism. This strategic frame-
work provides invaluable insights into nation branding and competitive positioning on a worldwide scale,
guided by Kotler's profound understanding of marketing dynamics.

Course materials cover topics from beginner to advanced levels.
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The MARKETING OF NATIONS

The world's leading marketing guru provides a blueprint for successfully "marketing" a nation--a
strategy that any country can undertake to jump-start economic growth. With examples from Japan,
China, Latin America, and Eastern Europe, "The Marketing of Nations" shows how leaders can identify
their best opportunities and prevail in the international marketplace.

The Marketing of Nations

From the world's leading marketing guru, Philip Kotler, together with co-authors Somkid Jatusripitak
and Suvit Maesincee, comes a new framework for successfully building national wealth by marketing
to the world. With the rise of the global marketplace, no nation can afford to focus solely on a healthy
domestic economy; its leaders must also develop policies-based on a mission and a vision -- to guide
their day-to-day efforts to grow the nation's economy. The Marketing of Nations is the first book in its
field to connect macroeconomic public policy with the microeconomic behavior of industries, firms, and
consumers, and the first to apply strategic planning to the building of national wealth. Step by step, the
authors show how managers, corporate strategists, and government policymakers and planners can
determine the pathways that will best achieve economic development in the context of world markets.
Within this strategic framework, nations can assess their strengths and weaknesses, identify their best
opportunities, and implement competitive global policies and strategies designed to achieve long-run
national prosperity. With plentiful case material on Japan, the Four Tigers, China, India, Southeast
Asia, Latin America, and Eastern Europe, the authors provide the first comprehensive synthesis of
economic, political, and cultural factors that affect economic progress in all nations, both industrial and
developing. Rather than relying on any one set of forces that drive growth, the authors present a broad
spectrum of potential stimulants to economic progress so readers can better anticipate arguments and
counter-arguments favoring one course of economic development or another. This path-blazing work
is the first to provide operational and management guidance to government and business leaders. It
is also the first to bridge the typically large gap between what government officials set as policies at
the national level and the actual workings of the business system at the local level. The Marketing of
Nations shows that national policies must be grounded in a deep understanding of the actual behavior
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of producers, distributors, and consumers in the marketplace. The authors present their materials in a
clear four-part package. They begin with an exploration of the challenge of economic development, and
then proceed to the means of formulating a strategic national vision. Next they discuss development of
policies, infrastructures, and institutional frameworks, and finally they demonstrate how the nation and
the company must work together to achieve prosperity.

Marketing Places

Today's headlines report cities going bankrupt, states running large deficits, and nations stuck in

high debt and stagnation. Philip Kotler, Donald Haider, and Irving Rein argue that thousands of
"places" -- cities, states, and nations -- are in crisis, and can no longer rely on national industrial
policies, such as federal matching funds, as a promise of jobs and protection. When trouble strikes,
places resort to various palliatives such as chasing grants from state or federal sources, bidding

for smokestack industries, or building convention centers and exotic attractions. The authors show
instead that places must, like any market-driven business, become attractive "products” by improving
their industrial base and communicating their special qualities more effectively to their target markets.
From studies of cities and nations throughout the world, Kotler, Haider, and Rein offer a systematic
analysis of why so many places have fallen on hard times, and make recommendations on what

can be done to revitalize a place's economy. They show how "place wars" -- battles for Japanese
factories, government projects, Olympic Games, baseball team franchises, convention business, and
other economic prizes -- are often misguided and end in wasted money and effort. The hidden key

to vigorous economic development, the authors argue, is strategic marketing of places by rebuilding
infrastructure, creating a skilled labor force, stimulating local business entrepreneurship and expansion,
developing strong public/private partnerships, identifying and attracting "place compatible" companies
and industries, creating distinctive local attractions, building a service-friendly culture, and promoting
these advantages effectively. Strategic marketing of places requires a deep understanding of how
"place buyers" -- tourists, new residents, factories, corporate headquarters, investors -- make their
place decisions. With this understanding, "place sellers" -- economic development agencies, tourist
promotion agencies, mayor's offices -- can take the necessary steps to compete aggressively for place
buyers. This straightforward guide for effectively marketing places will be the framework for economic
development in the 1990s and beyond.

Kotler On Marketing

Since 1969, Philip Kotler's marketing text books have been read as the marketing gospel, as he

has provided incisive and valuable advice on how to create, win and dominate markets. In KOTLER
ON MARKETING, he has combined the expertise of his bestselling textbooks and world renowned
seminars into this practical all-in-one book, covering everything there is to know about marketing. In
a clear, straightforward style, Kotler covers every area of marketing from assessing what customers
want and need in order to build brand equity, to creating loyal long-term customers. For business
executives everywhere, KOTLER ON MARKETING will become the outstanding work in the field. The
secret of Kotler's success is in the readability, clarity, logic and precision of his prose, which derives
from his vigorous scientific training in economics, mathematics and the behavioural sciences. Each
point and chapter is plotted sequentially to build, block by block, on the strategic foundation and tactical
superstructure of the book.

SOCIAL MARKETING

Outlines hows groups devoted to social change can effectively utilize their resources to maximize
results, providing a marketing framework for social campaigning and targeting consumer groups.

Marketing Management

This is the 14th edition of 'Marketing Management' which preserves the strengths of previous editions
while introducing new material and structure to further enhance learning.

My Adventures in Marketing

A systematic guide for the planning and implementation of programs designed to bring about social
change Social Marketing, Third Edition, is a valuable resource that uses concepts from commercial
marketing to influence social action. It provides a solid foundation of fundamental marketing principles



and techniques then expands on them to illustrate principles and techniques specific to practitioners
and agencies with missions to enhance public health, prevent injuries, protect the environment, and
motivate community involvement. New to the Third Edition *Features many updated cases and includes
current marketing and research highlights *Increases focus on international cases and examples
*Provides updated theory and principles throughout Intended Audience: Recognized as the definitive
textbook on Social Marketing for students majoring in public health, public administration, public affairs,
environmental studies, and business, this book also serves as an ongoing reference and resource for
practitioners.

Social Marketing

Aimed at tourism agencies, students of tourism and local government agencies, this book explains how
to adopt a strategic marketing plan that will enable places to adapt and conquer the ever-evolving world
marketplace.

Marketing Places Europe

Democracy in Decline is an examination by the 2father of modern marketing2 into how a long cherished
product (democracy) is failing the needs of its consumers (citizens). Philip Kotler identifies 14 short-
comings of today’s democracy and confronts this gloomy outlook with some potential solutions and

a positive message; that a brighter future awaits if we can come together and save democracy from

its decline. Encouraging readers to join the conversation, exercise their free speech and get on top of
the issues that affect their lives regardless of nationality or political persuasion. Suitable for students
across a broad range of courses including Political Science, Politics, Political Marketing and Critical
Management/Sociology. An accompanying website invites those interested to help find and publish
thoughtful articles that aid our understanding of what is happening and what can be done to improve
democracies around the world.

Democracy in Decline

With one side of the political aisle proposing increasingly more socialistic and anti-capitalistic ideas,
the other side has been quick to defend our country’s great economic model, with good reason.
Capitalism--spanning a spectrum from laissez faire to authoritarian--shapes the market economies
of all the wealthiest and fastest-growing nations. But does that mean it is perfect as is, and that we
would not all benefit from an honest evaluation and reconstruction of the free market system that

has shaped our country’s way of economic growth?The truth is, trouble is cracking capitalism’s shiny
veneer. In the US, Europe, and Japan, economic growth has slowed down. Wealth is concentrated in
the hands of a few; natural resources are exploited for short-term profit; and good jobs are hard to
find. In Confronting Capitalism, business expert Philip Kotler explains 14 major problems undermining
capitalism, including:e Persistent and increasing povertys Automation’s effects on job creatione High
debt burdense Steep environmental costse Boom-bust economic cyclese And moreBut this landmark
book does not stop with merely revealing the problems. It also delivers a heartening message: We
can turn things around! Movements toward shared prosperity and a higher purpose are reinvigorating
companies large and small, while proposals abound on government policies that offer protections
without stagnation. Kotler identifies the best ideas, linking private and public initiatives into a force for
positive change, and offers suggestions for returning to a healthier, more sustainable capitalism that
works for all.

Confronting Capitalism

This edition of the bestselling marketing management text reflects the recent trends and developments
in global marketing. It provides coverage of how the World Wide Web and e-commerce are dramatically
altering the marketing landscape.

Marketing Management

An Ingredient Brand is exactly what the name implies: an ingredient or component of a product that

has its own brand identity. This is the first comprehensive book that explains how Ingredient Branding
works and how brand managers can successfully improve the performance of component marketing.
The authors have examined more than one hundred examples, analyzed four industries and developed
nine detailed case studies to demonstrate the viability of this marketing innovation. The new concepts



and principles can easily be applied by professionals. In the light of the success stories of Intel, GoreTex,
Dolby, TetraPak, Shimano, and Teflon it can be expected that component suppliers will increasingly use
Ingredient Branding strategies in the future.

Ingredient Branding

Successful social marketing holds the power to change the world. For almost two decades, Social
Marketing: Behavior Change for Social Good has been the definitive guide for designing and im-
plementing 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.

Social Marketing

Turning Principle into Practice Social Marketing: Changing Behaviors for Good is the definitive textbook
for the planning and implementation of programs designed to influence social change. No other text is
as comprehensive and foundational when it comes to taking key marketing principles and applying them
to campaigns and efforts to influence social action. Nancy R. Lee (a preeminent lecturer, consultant,

and author in social marketing) and Philip Kotler (an influential individual in the field who coined the

term “social marketing” in 1971 with Gerald Zaltman) demonstrate how traditional marketing principles
and techniques are successfully applied to campaigns and efforts to improve health, decrease injuries,
protect the environment, build communities and enhance financial well-being. The Fifth Edition contains
more than 26 new cases highlighting the 10 step planning model, and a new chapter describing major
theories, models and frameworks that inform social marketing strategies and inspire social marketers.

Social Marketing

The Fourth Edition of Social Marketing is the definitive textbook for the planning and implementation of
programs designed to bring about social change. No other text is as comprehensive and foundational
when it comes to taking key marketing principles and applying them to campaigns and efforts to
influence social action. It provides a solid foundation of fundamental marketing principles and tech-
niques, and then expands them to illustrate techniques specific to practitioners and agencies with
missions to enhance public health, prevent injuries, protect the environment, and motivate community
involvement. This book is coauthored by arguably the most influential individual in the field of marketing,
Philip Kotler, who coined the term "social marketing” in 1971 (with Gerald Zaltman) and Nancy R.
Lee, a preeminent lecturer, consultant, and author in social marketing. Key Features: - Presents an
introductory case for each chapter, and a concluding case for a majority of chapters to demonstrate for
students why and how social marketing works. - Enhances understanding with chapter summaries of
key points and questions for discussion. - Provides a step-by-step guide to developing a marketing plan,
with chapters presented sequentially to support planning development and the inclusion of worksheets
in the appendix; - It incorporates contributions from a range of internationally known social marketers
who provide real cases to set the stage for each chapter. Past contributors have included individuals
from the CDC, National Centre for Social Marketing, AARP, the Office of National Drug Control Policy,
and others.

Social Marketing

At the beginning of the 21st century, headlines report how cities are going bankrupt, states are running
large deficits and nations are stuck in high debt and stagnation. This text argues that thousands of
places are in crisis and can no longer rely on national policies for protection. The authors show how
places in Asia can become attractive products by effectively communicating their special qualities and
attracting investment.

Marketing Asian Places

Marketing guru Philip Kotler and global marketing strategist Milton Kotler show you how to survive
rough economic waters With the developed world facing slow economic growth, successfully competing



for a limited customer base means using creative and strategic marketing strategies. Market Your
Way to Growth presents eight effective ways to grow in even the slowest economy. They include how
to increase your market share, develop enthusiastic customers, build your brand, innovate, expand
internationally, acquire other businesses, build a great reputation for social responsibility, and more.
By engaging any of these pathways to growth, you can achieve growth rates that your competitors
will envy. Proven business and marketing advice from leading names in the industry Written by Philip
Kotler, the major exponent of planning through segmentation, targeting, and position followed by "the
4 Ps of marketing" and author of the books Marketing 3.0, Ten Deadly Marketing Sins, and Corporate
Social Responsibility, among others Milton Kotler is Chairman and CEO of Kotler Marketing Group,
headquartered in Washington, DC, author of A Clear-sighted View of Chinese Marketing, and a frequent
contributor to the China business press

Market Your Way to Growth

This book turns social marketing into a step-by-step process so that anyone can plan and execute an
effective social marketing campaign. Actual cases and research efforts richly support each of the eight
steps in the process. Included in the text are more than 25 in-depth cases, about 100 examples of social
marketing campaigns, and ten research highlights to represent the scope of research methodologies.
The appendix includes worksheets for each step to complete a marketing plan for students and
practitioners. The methodologies in this text have been classroom tested and refined by students who
prepared marketing campaigns using this eight step planning process.

Social Marketing

Successful social marketing holds the power to change the world. Social Marketing: Behavior Change
for Good, 7th Edition is the definitive guide for designing and implementing memorable social marketing
campaigns. Authors Nancy R. Lee, Philip Kotler, and Julie Colehour present a proven 10-step strategic
marketing plan and guides students through each stage of the process. The 7th Edition is packed with
12 new cases and dozens of new examples related to today2s most pressing social problems including
the COVID-19 pandemic, natural disasters, equity and inclusion, and homelessness. The new edition
also includes significantly expanded coverage of social media. Whether your students are on a mission
to improve public health, protect the environment, or galvanize their community, they will find Social
Marketing an invaluable resource.

Social Marketing

According to Kotler distills the essence of marketing guru Philip Kotler's wisdom and years of experience
into an immensely readable question and answer format. Based on the thousands of questions Kotler
has been asked over the years, the book reveals the revolutionary theories of one of the profession's
most revered experts.

According to Kotler

At the beginning of the 21st century, headlines report how cities are going bankrupt, states are running
large deficits and nations are stuck in high debt and stagnation. This text argues that thousands of
places are in crisis and can no longer rely on national policies for protection. The authors show how
places in Asia can become attractive products by effectively communicating their special qualities and
attracting investment.

Marketing Asian Places

Since 1969, Philip Kotler's marketing text books have been read as the marketing gospel, as he

has provided incisive and valuable advice on how to create, win and dominate markets. In KOTLER
ON MARKETING, he has combined the expertise of his bestselling textbooks and world renowned
seminars into this practical all-in-one book, covering everything there is to know about marketing. In
a clear, straightforward style, Kotler covers every area of marketing from assessing what customers
want and need in order to build brand equity, to creating loyal long-term customers. For business
executives everywhere, KOTLER ON MARKETING will become the outstanding work in the field. The
secret of Kotler's success is in the readability, clarity, logic and precision of his prose, which derives
from his vigorous scientific training in economics, mathematics and the behavioural sciences. Each



point and chapter is plotted sequentially to build, block by block, on the strategic foundation and tactical
superstructure of the book.

Kotler on Marketing

This is one of the first books to probe deeply into the art and science of branding industrial products. The
book comes at a time when more industrial companies need to start using branding in a sophisticated
way. It provides the concepts, the theory, and dozens of cases illustrating the successful branding of
industrial goods. It offers strategies for a successful development of branding concepts for business
markets and explains the benefits and the value a business, product or service provides to industrial
customers. As industrial companies are turning to branding this book provides the best practices and
hands-on advice for B2B brand management.

B2B Brand Management

This book offers a fresh perspective on understanding how successful business strategies are crafted.
It provides insights into the challenges and opportunities present in changing Asian business environ-
ments. Concepts are presented through models and frameworks. These are illustrated through case
studies showcasing a broad spectrum of Asian businesses, ranging from manufacturing to logistics
planning to retailing and services. Readers will be able to understand the problems faced by Asian
companies, and to apply useful conceptual tools to formulate effective strategies in solving them.

Rethinking Marketing

The Internet, globalization, and hypercompetition are dramatically reshaping markets and changing
the way business is done. The problem, says internationally renowned marketer Philip Kotler and

his coauthors Dipak C. Jain and Suvit Maesincee, is that marketing has not kept pace with the
markets. In today's world, customers are scarce-not products-and classic marketing needs to be
deconstructed, redefined, and broadened to reflect this new reality. Marketing Moves describes the next
transformational imperative for marketing-and for any organization competing in our customer-ruled,
technology-driven marketplace. It calls for a fundamental rethinking of corporate strategy to enable
the ongoing creation and delivery of superior value for customers in both the marketplace and the
marketspace. And it appoints marketing as the lead driver in shaping and implementing this new
strategy. The means for accomplishing this lies in a radically new marketing paradigm the authors
call holistic marketing -a dynamic concept derived from the electronic connectivity and interactivity
among companies, customers, and collaborators. This new paradigm combines the best of tradi-
tional marketing with new digital capabilities to build long-term, mutually satisfying relationships and
co-prosperity among all key stakeholders. Outlining a framework for implementing holistic marketing
that calls for integrating customer demand management, internal and external resource allocation,
and network collaboration-the authors show how holistic marketing can enable companies to: -
Identify new value opportunities for renewing their markets - Efficiently create the most promising
new value offerings - Deliver products, services, and experiences that more precisely match individual
customer requirements - Consistently operate at the highest level of product quality, service, and speed
Thought-provoking and practical, Marketing Moves shows how to build a complete marketing platform
primed for the challenges and opportunities of a customer-centric world. AUTHORBIO: Philip Kotler
is the S.C. Johnson Son Distinguished Professor of International Marketing at the Kellogg Graduate
School of Management at Northwestern University in Chicago. Dipak C. Jain is Dean of the Kellogg
Graduate School of Management. Suvit Maesincee is a Professor of Marketing at the Sasin Graduate
Institute of Business Administration at Chulalongkorn University in Bangkok, Thailand.

Marketing Moves

Philip Kotler is S. C. Johnson & Son Distinguished Professor of International Marketing at the Kellogg
Graduate School of Management, Northwestern University. Gary Armstrong is Crist W. Blackwell
Distinguished Professor Emeritus of Undergraduate Education in the Kenan-Flagler Business School
at the University of North Carolina at Chapel Hill. Lloyd C. Harris is Head of the Marketing Department
and Professor of Marketing at Birmingham Business School, University of Birmingham. His research
has been widely disseminated via a range of marketing, strategy, retailing and general management
journals. Hongwei He is Professor of Marketing at Alliance Manchester Business School, University of
Manchester, and as Associate Editor for Journal of Business Research



Principles of Marketing

The classic Marketing Management is an undisputed global best-seller — an encyclopedia of marketing
considered by many as the authoritative book on the subject.

Marketing Management

Marketing has changed forever—this is what comes next Marketing 4.0: Moving from Traditional to
Digital is the much-needed handbook for next-generation marketing. Written by the world's leading
marketing authorities, this book helps you navigate the increasingly connected world and changing
consumer landscape to reach more customers, more effectively. Today's customers have less time and
attention to devote to your brand—and they are surrounded by alternatives every step of the way. You
need to stand up, get their attention, and deliver the message they want to hear. This book examines
the marketplace's shifting power dynamics, the paradoxes wrought by connectivity, and the increasing
sub-culture splintering that will shape tomorrow's consumer; this foundation shows why Marketing 4.0
is becoming imperative for productivity, and this book shows you how to apply it to your brand today.
Marketing 4.0 takes advantage of the shifting consumer mood to reach more customers and engage
them more fully than ever before. Exploit the changes that are tripping up traditional approaches, and
make them an integral part of your methodology. This book gives you the world-class insight you need to
make it happen. Discover the new rules of marketing Stand out and create WOW moments Build a loyal
and vocal customer base Learn who will shape the future of customer choice Every few years brings
a "new" marketing movement, but experienced marketers know that this time its different; it's not just
the rules that have changed, it's the customers themselves. Marketing 4.0 provides a solid framework
based on a real-world vision of the consumer as they are today, and as they will be tomorrow. Marketing
4.0 gives you the edge you need to reach them more effectively than ever before.

Marketing Management

Understand the next level of marketing The new model for marketing-Marketing 3.0-treats customers
not as mere consumers but as the complex, multi-dimensional human beings that they are. Customers,
in turn, are choosing companies and products that satisfy deeper needs for participation, creativity,
community, and idealism. In Marketing 3.0, world-leading marketing guru Philip Kotler explains why the
future of marketing lies in creating products, services, and company cultures that inspire, include, and
reflect the values of target customers. Explains the future of marketing, along with why most marketers
are stuck in the past Examines companies that are ahead of the curve, such as S. C. Johnson Kotler
is one of the most highly recognized marketing gurus, famous for his "4 P's of Marketing" In an age of
highly aware customers, companies must demonstrate their relevance to customers at the level of basic
values. Marketing 3.0 is the unmatched guide to getting out front of this new tide sweeping through the
nature of marketing.

Marketing 4.0

Usually, a country brand is not focused, resulting in unsuccessful place branding. It is possible to
successfully raise your national identity to the level of an attractive brand. Building a country brand
is an investment, with strong positive returns. This book will guide you along the path to building a
successful brand.

Marketing 3.0

Behavior change is central to the pursuit of sustainability. This book details how to use communi-
ty-based social marketing to motivate environmental protection behaviors as diverse as water and
energy efficiency, alternative transportation, and watershed protection. With case studies of innovative
programs from around the world, including the United States, Canada Australia, Spain, and Jordan,
the authors present a clear process for motivating social change for both residential and commercial
audiences. The case studies plainly illustrate realistic conservation applications for both work and
home and show how community-based social marketing can be harnessed to foster more sustainable
communities.

How to Brand Nations, Cities and Destinations

0135042852 / 9780135042854 Marketing Management Value Package (includes Marketing Plan
Handbookd Pro Premier Marketing Plan) Package consists of: 0135136288 / 9780135136287 Mar-



keting Plan Handbook, The, and Pro Premier Marketing Plan Package 0136009980 / 9780136009986
Marketing Management

Social Marketing to Protect the Environment

The most renowned figure in the world of marketing offers the new rules to the game for marketing
professionals and business leaders alike In Marketing Insights from A to Z, Philip Kotler, one of

the undisputed fathers of modern marketing, redefines marketing's fundamental concepts from A

to Z, highlighting how business has changed and how marketing must change with it. He predicts
that over the next decade marketing techniques will require a complete overhaul. Furthermore, the
future of marketing is in company-wide marketing initiatives, not in a reliance on a single marketing
department. This concise, stimulating book relays fundamental ideas fast for busy executives and
marketing professionals. Marketing Insights from A to Z presents the enlightened and well-informed
musings of a true master of the art of marketing based on his distinguished forty-year career in the
business. Other topics include branding, experiential advertising, customer relationship management,
leadership, marketing ethics, positioning, recession marketing, technology, overall strategy, and much
more. Philip Kotler (Chicago, IL) is the father of modern marketing and the S. C. Johnson and Son
Distinguished Professor of International Marketing at Northwestern University's Kellogg Graduate
School of Management, one of the definitive marketing programs in the world. Kotler is the author

of twenty books and a consultant to nonprofit organizations and leading corporations such as IBM,
General Electric, Bank of America, and AT&T.

Principles of Marketing

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 that you
can generate significant resources for your cause while achieving financial success.

Marketing Management Value Package (Includes Brand You)

Philip Kotler is the world's most recognised thinker and writer in marketing. This essential book about
marketing is presented in a Q&A format and enables Kotler to tackle the key elements and issues in
marketing today.

Marketing Insights from A to Z

Rediscover the fundamentals of marketing from the best in the business In Marketing 5.0, the
celebrated promoter of the “Four P’s of Marketing,” Philip Kotler, explains how marketers can use
technology to address customers’ needs and make a difference in the world. In a new age when
marketers are struggling with the digital transformation of business and the changing behavior of
customers, this book provides marketers with a way to integrate technological and business model
evolution with the dramatic shifts in consumer behavior that have happened in the last decade.
Following the pattern presented in his bestselling Marketing X.0 series, Philip Kotler covers the crucial
topics necessary to understand modern marketing, including: - Artificial Intelligence for marketing
automation - Agile marketing - “Segments of one” marketing - Contextual technology - Facial recognition
and voice tech for marketing - The future of Customer Experience (CX) - Transmedia storytelling -
The “Whatever-Whenever-Wherever” service delivery - “Everything-As-A-Service” business model -



Internet of Things and blockchain for marketing - Virtual and augmented reality marketing - Corporate
activism Perfect for traditional and digital marketers, as well as students and teachers of marketing
and business, Marketing 5.0 reinvigorates the field of marketing with actionable recommendations and

unique insights.

Good Works!
Principles of Marketing
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