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1. Uwppliphtigh hiptip b wpwowntii dwpptiphtiq
e Philip Kotler, Kevin Lane Keller — Marketing Management
(Lppwgnyt puuwub b wyupwmwnhp ghpp' dwpptiphtigh wdpnnewjubt junwjupiwb

hwiwn:)
e Philip Kotler, Gary Armstrong — Principles of Marketing

2. Unmpuwmbighuljul dwppliphtiq

o David A. Aaker — Strategic Market Management
e Jean-Jacques Lambin — Market-Driven Management: Strategic and Operational Marketing

3. Uyupennuljubt Juppughd

e Leon Schiffman, Joseph Wisenblit — Consumer Behavior
e Michael Solomon — Consumer Behavior: Buying, Having, and Being

4. Uwpptiphtigujhtt htmwgnumnipynibbtp

e Naresh K. Malhotra — Marketing Research: An Applied Orientation
e Alvin C. Burns, Ronald F. Bush — Marketing Research

5. BJujhtt dwpptiphtiq L tinp Winhw

« Dave Chaffey, Fiona Ellis-Chadwick — Digital Marketing: Strategy, Implementation, and
Practice

o Damian Ryan — Understanding Digital Marketing: Marketing Strategies for Engaging the
Digital Generation

6. Uhpwqquyhtt dwpptphiq

e Philip R. Cateora, Mary C. Gilly, John L. Graham — International Marketing
e Warren J. Keegan, Mark C. Green — Global Marketing

7. Aptiinhtiq b wypuwipwihh junwywpnid

o Kevin Lane Keller — Strategic Brand Management: Building, Measuring, and Managing Brand
Equity
e David A. Aaker — Building Strong Brands

8. Anjugqn b dwpptiphtiqujhtt hmnnpnulgnipenih

e George E. Belch, Michael A. Belch — Advertising and Promotion: An Integrated Marketing
Communications Perspective
e Terence A. Shimp — Integrated Marketing Communications in Advertising and Promotion

9. G-iugnjugnid b Jutwpph jupwyjupnod

e Thomas Nagle, Georg Muller — The Strategy and Tactics of Pricing: A Guide to Growing More
Profitably

e John Tanner, Earl D. Honeycutt, Robert C. Erffmeyer — Sales Management: Shaping Future
Sales Leaders



e <wiwpuwphwjhtt wmivwgptip b wuppipujuwbabtp
o Journal of Marketing
o Harvard Business Review (Wwpptphtiquyhtt hnnJudttip)
o Journal of Consumer Research
e  Syjujbiitiph b npiyptiph hhdwb Yypw nLuntibtwuhpjuwd gpuljuiinipynih
o Harvard Business School-h ntiyptip (Marketing Cases)

2. Uwipptiphtiq (Marketing)

e U. Uwpqupyuib, Q. AYwmqupyub — Uwpplyehiiqgh hpninibphikp
(Sugbiplli nuuwghpp’ dwpplphiqh hidbwlwb gnpownnyphbph, pniljugh niumdiwuppnigeyud,
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o [(kniplb Upjmqyub — Uwpplypohliqgh wmwupiwi hhinifphbp
(<Kunnnily Yltunpnlougyuo E dwpplye hliguy hle mugilwijuwpnieyub, qluugnypugidud,
npuwnphpnghugh i gnifuqnh yp:)



