
P1: OTA/XYZ P2: ABC

fm JWBT240/Kotler March 8, 2010 12:44 Printer Name: Courier Westford, Westford, MA

marketing
3.0

From Products to
Customers to

the Human
Spirit

PHILIP KOTLER
HERMAWAN KARTAJAYA IWAN SETIAWAN

JOHN WILEY & SONS, INC.



P1: OTA/XYZ P2: ABC

fm JWBT240/Kotler February 21, 2010 10:56 Printer Name: Courier Westford, Westford, MA

CONTENTS

Foreword ix

Preface xi

About the Authors xv

PART I
Trends

Chapter One
Welcome to Marketing 3.0 3

Chapter Two
Future Model for Marketing 3.0 25

PART II
Strategy

Chapter Three
Marketing the Mission to the Consumers 51

Chapter Four
Marketing the Values to the Employees 69

Chapter Five
Marketing the Values to the Channel Partners 87

Chapter Six
Marketing the Vision to the Shareholders 101

vii



P1: OTA/XYZ P2: ABC

fm JWBT240/Kotler February 21, 2010 10:56 Printer Name: Courier Westford, Westford, MA

viii CONTENTS

PART III
Application

Chapter Seven
Delivering Socio-Cultural Transformation 121

Chapter Eight
Creating Emerging Market Entrepreneurs 137

Chapter Nine
Striving for Environmental Sustainability 153

Chapter Ten
Putting It All Together 169

Index 181



P1: OTA/XYZ P2: ABC

fm JWBT240/Kotler February 21, 2010 10:56 Printer Name: Courier Westford, Westford, MA

FOREWORD

According to Alvin Toffler, human civilization can be divided
into three waves of the economy. The first wave is the Agri-
culture Age, in which the most important capital is the land
for agriculture. My country, Indonesia, is undoubtedly rich in
this type of capital. The second is the Industrial Age following
the Industrial Revolution in England and the rest of Europe.
The essential kinds of capital in this age are machines and the
factory. The third era is the Information Age, where mind, in-
formation, and high tech are the imperative types of capital to
succeed. Today, as humanity embraces the challenge of global
warming, we are moving toward the fourth wave, which is ori-
ented to creativity, culture, heritage, and the environment. In
leading Indonesia, this is my future direction.

When I read this book, I could see that marketing is also
moving toward the same direction. Marketing 3.0 relies heav-
ily on the marketers’ ability to sense human anxieties and
desires, which are rooted in creativity, culture, heritage, and
the environment. This is even more relevant for Indonesia be-
cause the country is known for its diversity in culture and
heritage. Indonesia is also a very values-driven country. Spir-
ituality has always been the central part of our lives.

I am happy with the examples in the book of success-
ful multinational companies that support Millenium Devel-
opment Goals for reducing poverty and unemployment in de-
veloping countries. I believe that public-private partnership
has always been a strong fundamental for economic growth,
especially in a developing country. This book is also very
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x FOREWORD

supportive for my mission to shift poor people at the bottom
of the pyramid in Indonesia to the middle of the pyramid. It
also supports the nation’s efforts to preserve the environment
as our strongest asset.

In summary, I am proud to have two renowned marketing
gurus putting their energy and effort into writing a book for
a better world. Congratulations for Philip Kotler, Hermawan
Kartajaya, and Iwan Setiawan for this mind-stimulating book.
I hope that anyone who reads this book will be encouraged to
make a difference in the world we are living in.

—Susilo Bambang Yudhoyono
President of the Republic of Indonesia





