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QUANTITATIVE MODELS IN MARKETING RESEARCH
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ACCORDING TO KOTLER

TEN DEADLY MARKETING SINS: SIGNS AND SOLUTIONS
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LATERAL MARKETING: NEW TECHNIQUES FOR FINDING
BREAKTHROUGH IDEAS
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B2B BRAND MANAGEMENT SERVICE QUALITY
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MARKETERS TOOLKIT: THE 10 STRATEGIES YOU NEED TO SUCCED STRATEGIC MARKETING MANAGEMENT
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CHAOTICS: THE BUSINESS OF MANAGING AND MARKETING
IN THE AGE OF TURBULENCE
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EMOTION AND REASON IN CONSUMER BEHAVIOR
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CUSTOMER RELATIONSHIP MANAGEMENT
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MARKETING AND CORPORATE INITIATIVES THAT BUILD
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STRATEGIC MARKETING MANAGEMENT
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MARKETING METRICS: THE DEFINITIVE GUIDE TO MEASURING
MARKETING PERFORMANCE
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MARKETING RESEARCH

CONSUMER BEHAVIOR

NEUROMARKETING
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SOCIAL MARKETING TO PROTECT THE ENVIRONMENT
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QUALITATIVE CONSUMER AND MARKETING RESEARCH THE MARKETING PLAN HANDBOOK
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MARKETING MANAGEMENT
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SOCIAL AND ECONOMIC THEORY OF CONSUMPTION
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DEFENDING YOUR BRAND
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CONTEMPORARY SELLING: BUILDING RELATIONSHIPS,
CREATING VALUE
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SERVICE MANAGEMENT AND MARKETING
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MIXED METHODS RESEARCH: MERGING THEORY WITH PRACTICE
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THE PRINCIPLES OF ISLAMIC MARKETING
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WINNING GLOBAL MARKETS
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