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Business to Business Marketing
Management

Business to business markets are considerably more challenging than consumer markets and demand
specific skills from marketers. Buyers, with a responsibility to their company and specialist product
knowledge, are more demanding than the average consumer. The products themselves may be highly
complex, often requiring a sophisticated buyer to understand them.

Increasingly, B2B relationships are conducted in a global context. However all textbooks are
region-specific — except this one. This textbook takes a global viewpoint, with an international author
team and cases from across the globe. Other unique features of this excellent textbook include:

placement of B2B in a strategic marketing setting;

full discussion of strategy in a global setting including hypercompetition;

full chapter on ethics early in the text;

detailed review of global B2B services marketing, trade shows, and market research.

This new edition has been completely rewritten, and features expanded sections on globalization
and purchasing, plus brand new sections on social media marketing and intellectual property.
More selective, shorter, and easier to read than other B2B textbooks, this is ideal for introduction
to B2B and shorter courses. At the same time, it's comprehensive enough to cover all the aspects
of B2B marketing any marketer needs, be they students or practitioners looking to improve their

knowledge.

Alan Zimmerman is Professor and Area Co-ordinator for the International Business (IB) program
at City University of New York, College of Staten Island, New York, USA.

Jim Blythe is Professor of Marketing at Westminster University and Visiting Professor at Plymouth
Business School, UK.
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