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Bobby J. Calder, Alice M. Tybout : Kellogg on Marketing before purchasing it in order to gage whether or not it
would be worth my time, and all praised Kellogg on Marketing:

2 of 2 people found the following review helpful. OutstandingBy Ashley Konsonl'm a consultant and educator. In
helping clients to recognize that smart marketing strategy requires effective market segmentation | often recommend
they read Identifying Market Segments and Selecting Targets (Tybout, Alice M., and Grayson Kent), just one of the
three chaptersin Kellogg on Marketing, 2nd Edition, that are each in their own right worth the price of this book.
(Chapter 1, Creating Customers and Shaping the Competitive Game and Chapter 4, Developing a Compelling Brand


http://f3db.com/pub/links.php?id=B003Z0CQWC

Positioning). These are just three of the chaptersin this book that I've found to be valuable additions to the marketing
literature.3 of 3 people found the following review helpful. Kellogg's on marketing is so straight forwardBy Rhysl was
alittle bit concerned about buying this book, | thought it might be difficult to read. | am happy to say it isvery well
written and | am enjoying every minute of it. | definitely recommend this book to anyone who wants to understand
marketing. | wish | had abook like thls 10 years ago.1 of 1 people found the following review helpful. Itisan
excellent marketing book not only for students but also for ...By FATIH GECTIIt is an excellent marketing book not
only for students but also for executives. Do not hesitate to buy it if you like to more about the foundations and
implications of marketing.

The business classic, fully revised and updated for today's marketers The second edition of Kellogg on Marketing
provides a unique and highly regarded perspective on both the basics of marketing and on new issues that are
challenging businesses today. Includes more than 60% new material on both fundamental marketing concepts and hot
topics such as Product Innovation, Social Media, Marketing to Consumers at the Bottom of the Pyramid, and Internal
Branding With aforeword by Philip Kotler The Kellogg School of Management is recognized around the world as the
leading MBA program in Marketing Along with the new material, the core concepts covered in the first edition have
all been updated-including targeting and positioning, segmentation, consumer insights, and more. Thisis a must-have
marketing reference.

From the Inside FlapA fresh take on core marketing concepts and key contemporary issues When executives and
professionals want thought leadership in marketing, they look to one place: The Kellogg School of Management. For
years, Kellogg has set the standard for combining cutting-edge research with real-world insight, sending its graduates
to the marketing departments of today'smdash;and tomorrow'smdash;most dynamic enterprises. Now, Kellogg on
Marketing, Second Edition gives you unique access to a complete course on marketing from this program's renowned
faculty. In fully updated and all-new chapters, this Second Edition takes on all the key questions and challenges you'll
find in the current marketing landscape, including social media, product innovation, user-generated branding, and
more. At the same time, the expert authors convincingly demonstrate howmdash;and whichmdash;fundamental
concepts continue to guide sound marketing practice. Building on the coverage in the now-classic first edition, this
Second Edition features new material and perspectives on: The changing nature of distribution, including new digital
channels Advertising on blogs, Web sites, Y ouTube, and more The effects of social media on branding Marketing to
customers in underdevel oped or devel oping markets | nnovating successfully in an age of short product life cycles
Adopting a customer focus throughout your organization And much more Whether you're new to marketing or have
many years experience, Kellogg on Marketing, Second Edition supplies you with both strategic insights and on-the-
ground examples so you can deepen your knowledge base and create winning, profitable marketing plans.From the
Back CoverA fully updated edition from the leading MBA marketing program The first edition of Kellogg on
Marketing set a high standard with a cutting-edge presentation of the best knowledge and practices in the field. Now,
the Second Edition of this benchmark guide breaks new ground, providing fresh perspectives on timeless fundamental
issues as well asthe latest ideas. Thisincludes: The latest emerging opportunities and challenges for marketers The
branding uses of social media and consumer-generated media Recent developments in advertising, distribution,
pricing, and branding in markets around the world Connecting marketing to other functional areas such as sales and
operations for increased impact Customer-centric practices for frontline employees, salespeople, those in operations,
and others Techniques for marketing to lower-income consumers Using innovation to find new customersin a
hypercompetitive economy Strategies for effective social innovation Management of product lines and brand
portfolios Internal branding And more About the AuthorAlice M. Tybout isthe Harold T. Martin Professor of
Marketing and a former chairperson of the Marketing Department at the Kellogg School of Management,
Northwestern University. Sheis academic director of the consumer marketing strategy program and the branding
program at Kellogg's Allen Center, the author of more than forty articles and book chapters, a consultant for leading
companies, including Abbott Laboratories, Coca-Cola Company, and Pfizer, and a member of the board of directors of
RHR International. Bobby J. Calder isthe Charles H. Kellstadt Professor of Marketing and the current chairperson of
the Department of Marketing at the Kellogg School of Management, Northwestern University. Previously, he has
taught at the Wharton School, University of Pennsylvania, and has been a consultant for Booz Allen Hamilton. Heis
the author of numerous research studies and articles. He has been a consultant to companies such as Aetna, Bristol-
Myers Squibb, Cemex, Coca-Cola, General Electric, General Motors, McDonald's, Maotorola, Prudential, Tribune Co.,
and Time Warner.



