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CONSUMER CULTURE THEORY
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THE PRINCIPLES OF ISLAMIC MARKETING
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DEFENDING YOUR BRAND
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THE MARKETING PLAN HANDBOOK QUALITATIVE CONSUMER AND MARKETING RESEARCH
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MARKETING AND CORPORATE INITIATIVES THAT BUILD

LEADERSHIP BRAND A BETTER WORLD
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CHAOTICS: THE BUSINESS OF MANAGING AND MARKETING
IN THE AGE OF TURBULENCE
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TEN DEADLY MARKETING SINS: SIGNS AND SOLUTIONS ACCORDING TO KOTLER
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