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Explore the unique challenges and opportunities in public sector marketing, focusing on effective 
strategies to communicate government initiatives, engage citizens, and promote vital public services 
for community benefit and transparency.
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Public Sector Marketing

Public Sector Marketing examines the role of marketing in public organizations, from planning through 
execution and evaluation. It looks at marketing from the perspective of creating value for different 
organisational stakeholders. The book examines specific applications for public sector organisations 
such as local government in the context of leisure, culture and the arts, regeneration, education and 
social services. The main theme of the book is creating value for stakeholders through a philosophy 
based on setting a vision, creating and communicating the values and establishing a culture.

Marketing in the Public Sector

Marketing in the Public Sector is a groundbreaking book written exclusively for governmental agencies. 
It offers dozens of marketing success stories from agencies of all types–from around the world–so that 
you can make a difference in your organization. World-renowned marketing expert Dr. Philip Kotler 
and social marketing consultant Nancy Lee show that marketing is far more than communications and 
has at its core a citizen-oriented mindset. You’ll become familiar with the marketing toolbox and come 
to understand how these tools can be used to engender citizen support for your agency, increase 
utilization of your products and services, influence positive public behaviors–even increase revenues 
and decrease operating costs. This book offers no-nonsense roadmaps on how to create a strong brand 
identity, gather citizen input, and evaluate your efforts. It presents a step-by-step model for developing a 
marketing plan, pulling the lessons of the entire book together into one, high-impact action plan. Simply 
put, this book empowers you to build the “high-tech, high-touch” agency of the future–and deliver more 
value for every penny you spend.
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African nations are seeking ways to build strong institutions that are development-oriented and 
people-centred. Extant literature has reported the negative consequences of ineffective government 
communications with the public. In response, this book — the first of a two-volume edited work — 
focuses on marketing communication themes related to branding, public relations, trade fairs and 
exhibitions, and public sector communications. Public sector marketing communication plays a crucial 
role in bridging the gap between society and the government. Building a relationship with the public 
through appropriate communication tools and platforms is sacrosanct to restoring public sector image 
and trust. The book supports this effort by sharing conceptual and theoretical research towards the 
marketisation of Africa’s public sector as it strives to become an effective partner with the public it 
serves. Together with the second volume, which focuses on traditional and digital perspectives, this 
collection fills an existing information gap that is evident in Africa’s public sector.

New Public Sector Marketing

This comprehensive textbook provides a conceptual framework with which to define and understand 
the specific character and implications of marketing in the public sector. The book uses case-studies 
and learning aids to help comprehension.

Marketing Public Sector Services

This book is one of a series of books entitled Essential Skills for the Public Sector. It sets out the 
fundamental principles of marketing and applies them to a public sector context. The content includes 
the marketing mix, how to develop a marketing plan, market research techniques and examples of how 
to implement a marketing strategy and plan. It is increasingly important that public sector services are 
customer focused and effective marketing helps to achieve this. Whether or not the public service being 
delivered is in a competitive environment, managers should see marketing as a fundamental part of 
the management process. There are worked examples and practical exercises which allow the theory 
to be put into practice, encouraging self development and continuous improvement. The style is simple, 
easy to read, and accessible to staff at all levels within an organisation.

Public Sector Marketing Pro

"Written by a well-respected expert on digital marketing, Public Sector Marketing Pro is the definitive 
guide for government and public sector agencies, politicians, political parties and NGOs on how to 
successfully reach and engage with the public in the Digital Age. This crash course in digital public 
engagement for immediate results will teach you how to:- Transform your traditional marketing or PR 
department into an agile digital war room- Influence public opinion using social media- Respond to the 
public in real time on social media—even if you're understaffed- Effectively respond to crises on social 
media- Leverage social media to meet your organisation's larger objectivesPublic Sector Marketing 
Pro is your ultimate training manual to becoming a skilled leader in your field and online." -- Provided 
by publisher.

Public-Sector Marketing

A concise ``how-to'' handbook of effective marketing techniques tailored especially to the public sector. 
Offers insights and perspectives for achieving maximum positive results while dealing with obstacles 
both inside and outside the organization. Features a comprehensive Promotional Program Summary 
that helps make sure you've covered every base in developing and implementing a promotion plan. 
Includes examples, planning formats, an extensive glossary, a comprehensive program-audit checklist, 
and a current reading-reference list.

Marketing Management and Communications in the Public Sector

This updated edition of Marketing Management and Communications in the Public Sector provides a 
thorough overview of the major concepts in public sector marketing and communications, two fields 
that have continued to grow in importance for modern public administrations. With extended coverage 
of topics such as social marketing and institutional communication, the authors skilfully build on the 
solid foundations laid down in the previous edition. Replete with real-world case studies and examples, 
including new material from the USA, Australia, and Asia, this book gives students a truly international 
outlook. Additional features include exercises and discussion questions in each chapter and an 
illustrative extended case study. This refreshed text is essential reading for postgraduate students on 



public management degrees, and aspiring or current public managers. The Open Access version of 
this book, available at http://www.taylorfrancis.com/books/e/9781315622309, has been made available 
under a Creative Commons Attribution-Non Commercial-No Derivatives 4.0 license.

Marketing in the New Public Sector

Marketing is becoming increasingly important in the public sector. This guide aims to apprise managers 
of the most important issues which need to be tackled, and demonstrates how to go about doing so.

Public Sector Marketing Pro

Do you need to transform your communications department into a specialist digital and social media 
team? The newly revised Public Sector Marketing Pro is the definitive guide for government and public 
sector agencies, politicians, political parties and NGOs on how to successfully reach and engage 
with the public in the Digital Age. With over 20 years' experience in journalism, digital marketing, and 
communications, Joanne Sweeney highlights how communication has changed in our post-pandemic 
world. New and updated chapters include case studies from public health officials on how they modified 
their tactics as the public demanded more information quicker than ever before. This crash course in 
digital public engagement will teach you how to: - Transform outdated communications strategy into 
agile digital plans - Respond to the public in real time on social media-even if you're understaffed 
- Effectively respond to crises online - Leverage digital communications to meet your organisation's 
larger objectives - Understand and adapt to the changes that occurred during the pandemic Public 
Sector Marketing Pro is your ultimate training manual to becoming a skilled leader in your field and 
online.

Marketing the Public Sector

The administrative officers of public and nonprofit organizations have become increasingly interested 
in marketing techniques during the 1990s. They reason that if commercial marketing methods can 
successfully move merchandise across the retail counter, those same techniques should be capable 
of creating a demand for such "social products" as energy conservation, women's rights, military 
enlistment, or day-care centers. The goal of this volume is to provide social sector executives with 
practical and effective guidelines on how to harness the power of marketing in order to improve service 
to their constituencies. Marketing the Public Sector builds upon two decades of research in social 
marketing and represents the current state of the art. The authors demonstrate how the principles 
developed in earlier studies can be applied in actual situations. Included here are case studies of 
marketing plans prepared for hospitals, political campaigns, Third World social change, and community 
foundations that proved to be as effective as those in the private sector. The case study approach is 
effectively supplemented by theoretical chapters that define first principles in essential matters such 
as product management, value determination, advertising, and analysis of market performance. This 
amalgamation of theory and application is suitable to middle-range social marketing sizes as well 
as full-scale projects that large agencies might undertake. The problems differ only in magnitude; no 
organization is too small or too large to adopt a consumer orientation. Marketing the Public Sector is not 
only a guide to marketing; it is also about communication, social change, propaganda, and education. It 
will be of great interest to sociologists; public sector administrators; and specialists in communications, 
public relations, fund-raising, and community affairs.

Marketing, Competition and the Public Sector

This book examines the contradictory outcomes of the exposure of the public sector to competitive 
forces. Posing and discussing many questions, the relationship between competition, the marketing 
approach, consumers and citizens is reviewed. Marketing, Competition and the Public Sector will help 
you to: understand the issues raised by the introduction of market forces into the public sector identify 
the major threats and opportunities of operating in a competitive environment discover how a customer 
driven culture can be developed learn from practical examples drawn from across the public sector

Public Sector Marketing Communications, Volume II

"Appropriate market communication tools will always be essential to maintaining a good public image. 
This book provides a deep understanding of the application of these tools to the public sector." - 
Odunayo O. Bamodu, mni, Deputy Chief Registrar, National Industrial Court of Nigeria. Building public 



sector image and trust in Africa requires judicious use of appropriate marketing communications tools 
and platforms. Contributing authors to this second volume of a two-volume work offer insights into 
how the selection and strategic utilisation of marketing tools will facilitate interactions between the 
government and the citizens, improve inter-governmental and inter-agency collaboration, and boost 
a citizen-oriented public sector. Traditional marketing communications tools continue to play a key 
role in citizen and public sector relationships; however, given mega-trends of demographic change, 
urbanisation, and digitalisation in Africa, it is important to consider how public institutions, including 
government agencies, local government, universities, and football associations, respond and adapt to 
these changes. The digital revolution presents an opportunity for public sector institutions to align their 
communication plans with new technologies, particularly leveraging social media platforms. Together 
with the first volume, which focuses on public relations and brand communication perspectives, this 
collection fills an existing information gap evident in Africa's public sector literature. The text serves 
as a decision making, teaching, and learning guide for practitioners, faculty, and students interested 
in applying state-of-the-art marketing principles and practices to the public sector. Ogechi Adeola 
is an Associate Professor of Marketing and Head of the Department of Operations, Marketing, and 
Information Systems at the Lagos Business School, Pan-Atlantic University, Nigeria. Kojo Kakra Twum 
is the Head of Department of Business Administration at Presbyterian University College, Ghana. Paul 
Katuse is an Associate Professor of Management at the Skyline University College (SUC) School of 
Business, Sharjah, UAE.

Service Delivery and Public Sector Marketing

This collection of 13 papers from a conference held in 1990 by the Centre for Australian Public Sector 
Management at Griffith University assesses the impact of recent public sector reforms on service 
delivery and marketing. Case studies from Australia and New Zealand are used to highlight the various 
problems and issues involved.

Strategic Innovative Marketing

This proceedings volume highlights cutting-edge approaches for contemporary issues evolved in 
strategic marketing and the integration of theory and practice. It focuses on strategic research and 
innovative activities in marketing that can be used in everyday operations. The contributions have been 
divided into eight sections, grouping emerging marketing technologies together in a close examination 
of practices, problems and trends. The first section examines management challenges which influence 
societies, cultures, networks, organizations, teams, and individuals. It emphasizes ways business 
processes foster innovation and facilitate management transitions from dominant structures to more 
evolutionary, developmental paradigms. The second section discusses the benefits and guidelines to 
implementation of green marketing strategies. The following section pursues new perspectives of the 
role of location in marketing and its impact on consumer well-being. The next section explores the 
impacts of user generated content (UGC) on marketing theories and practice, which is followed by a 
section identifying how market-based assets can contribute to a sustainable competitive advantage. 
The sixth section covers understanding consumer perception to make marketing decisions. The final 
sections promote the use of business informatics and modeling in marketing and also the development 
of integrating information management in ways that change how people use information to engage in 
knowledge focused activities. The papers from the proceedings of the 6th International Conference on 
Strategic Innovative Marketing (IC-SIM 2017) have been written by scientists, researchers, practitioners 
and students that demonstrate a special orientation in strategic marketing, all of whom aspire to be 
ahead of the curve based on the pillars of innovation. This proceedings volume shares their recent 
contributions to the field and showcases their exchange of insights on strategic issues in the science 
of innovation marketing.

Selling the City

Marketing is becoming increasingly important in the public sector. This guide aims to apprise managers 
of the most important issues which need to be tackled, and demonstrates how to go about doing so.

Marketing in the Public Sector

How to apply for-profit marketing strategies to non-profit organizations Branding for the Public Sector 
presents powerful and effective branding strategies for the public sector illustrated through case 
studies and examples. The book covers branding architecture, brand vision, market research, brand 



perception, engagement, communication, managing brand change and much more. Additionally, the 
book highlights the future of public sector branding and how organizations in the public sector may 
be a key driver of economic growth and prosperity through the twenty-first century. Branding for the 
Public Sector offers expert guidance for managers and leaders who want to build powerful, influential 
brands in the public sector. Presents strategies and actions for building a powerful, memorable public 
sector brand Explains why the public sector will be the next huge growth sector in branding Explores 
the competencies needed to successfully manage a public sector brand

Marketing in the Public Sector

Exploring three rich cases across three countries, this book shows how government organizations need 
their clients to contribute time and effort to co-producing public services, and how organizations can 
better elicit this work from them, by providing good client service and appealing to their intrinsic needs 
and social values.

Marketing in the Public Sector

In every part of the world information and technology are changing society and challenging the 
structures, roles, and management of traditional government institutions. At the same time, universal 
needs for human and social development, environmental protection, commercial and financial stability, 
and scientific and technological advancement demand governmental attention. In this complex and 
changing environment, governments are still expected to provide for the public good through legal and 
political processes, and public programs and services. Digital transformation, electronic government, 
government 2.0, and electronic governance are just some of the labels used to characterize the ideas 
and actions that underlie adaptation, transformation, and reform efforts. This book contributes to the 
ongoing dialog within the digital government research and practice community by addressing leader-
ship and management challenges through the interplay of five interconnected themes: management, 
policy, technology, data, and context. These themes are evident in a wide range of topics including policy 
informatics, smart cities, cross-boundary information sharing, service delivery, and open government, 
among others. Accordingly, it includes chapters that explore these themes conceptually and empirically 
and that emphasize the importance of context, the need for cross�boundary thinking and action, a 
public value approach to performance, and the multi�dimensional capabilities necessary to succeed 
in a dynamic, multi�stakeholder environment. The chapters in this book were originally published as a 
special issue of the journal, Public Management Review.

Marketing in the New Public Sector

Grounded in solid research, Social Media in the Public Sector explores the myriad uses of social media 
in the public sector and combines existing practices with theories of public administration, networked 
governance, and information management. Comprehensive in scope, the book includes best practices, 
the strategic, managerial, administrative, and procedural aspects of using social media, and explains 
the theoretical dimensions of how social behavior affects the adoption of social media technologies. 
Praise for Social Media in the Public Sector "Mergel has produced a foundational work that combines 
the best kind of scholarship with shoe-leather reporting and anthropology that highlights the debates 
that government agencies are struggling to resolve and the fruits of their efforts as they embrace the 
social media revolution. Social Media in the Public Sector is a first and sets a high standard against 
which subsequent analysis will be measured." —Lee Rainie, director, Pew Research Center's Internet 
& American Life Project "Mergel is an award-winning author who again wields her story skills in this 
book. She excels in explaining in concrete, practical terms how government managers can use social 
media to serve the public. Her book puts years of research into one handy guide. It's practical. It's 
readable. And it's an essential read." —John M. Kamensky, senior fellow, IBM Center for The Business 
of Government "Mergel moves beyond the hype with detailed, comprehensive research on social media 
technologies, use, management, and policies in government. This book should be required reading 
for researchers and public managers alike." —Jane Fountain, professor and director, National Center 
for Digital Government, University of Massachusetts Amherst "Comprehensive and compelling, Social 
Media in the Public Sector makes the case that to achieve Government 2.0, agencies must first adopt 
Web 2.0 social technologies. Mergel explains both how and why in this contemporary study of traditional 
institutions adopting and adapting to new technologies." —Beth Simone Noveck, United States Deputy 
Chief Technology Officer (2009-2011)



Government Marketing

While private, for-profit businesses have typically been the most experienced with entrepreneurship, 
the study of public sector business models is coming to the forefront of entrepreneurial discussions. 
This shift has allowed researchers and practitioners to expand on their knowledge of positive business 
choices and paved the way for more profitable business empires. Public Sector Entrepreneurship and 
the Integration of Innovative Business Models is a comprehensive source of academic research that 
discusses the latest entrepreneurial strategies, achievements, and challenges in public sector contexts. 
Highlighting relevant topics such as public management, crowdsourcing, municipal cooperation, and 
public sector marketing, this is an ideal resource for managers, practitioners, researchers, and pro-
fessionals interested in learning more about public sector business ideals, and how these models are 
shaping positive entrepreneurial communities around the world.

Branding for the Public Sector

This book is open access under a CC BY-NC 3.0 IGO license. This book comprehensively covers 
topics in knowledge management and competence in strategy development, management techniques, 
collaboration mechanisms, knowledge sharing and learning, as well as knowledge capture and storage. 
Presented in accessible “chunks,” it includes more than 120 topics that are essential to high-per-
formance organizations. The extensive use of quotes by respected experts juxtaposed with relevant 
research to counterpoint or lend weight to key concepts; “cheat sheets” that simplify access and 
reference to individual articles; as well as the grouping of many of these topics under recurrent themes 
make this book unique. In addition, it provides scalable tried-and-tested tools, method and approaches 
for improved organizational effectiveness. The research included is particularly useful to knowledge 
workers engaged in executive leadership; research, analysis and advice; and corporate management 
and administration. It is a valuable resource for those working in the public, private and third sectors, 
both in industrialized and developing countries.

New Public Sector Marketing Instructor's Manual

This edited volume details public branding and marketing from a global, comparative perspective. Place 
branding and marketing practices are now prominent in cities, states, nations, regions, and organi-
zations all over the world. While disciplines such as hospitality management, tourism marketing, and 
business marketing have made inroads into understanding the intricacies of place branding, research in 
public administration and policy is still emerging. This volume fills that research gap. Including accounts 
from both the academic and practitioner communities, this book bridges the academic-practitioner 
divide and provides a holistic account of branding and marketing in public organizations as well as 
immediate application and lessons learned. The book takes an explicit public administration approach, 
focusing on a wide range of topics such as branding leadership, co-creation, stakeholder engagement, 
education, non-profit marketing and branding, and city administration. The book is divided into four 
sections. Section I highlights the process of developing and communicating public branding and 
marketing efforts. Section II focuses specifically on how social media and other digital technologies are 
used to communicate and evaluate place branding strategies. Section III centers on branding at the 
local government level. Section IV highlights how various stakeholder groups come together (or not) 
when participating in strategic branding efforts. Presenting various methodologies, approaches, and 
implications of place branding and marketing across differing social, cultural, political, and economic 
conditions, this book will be of use to scholars and students in public. administration, tourism studies, 
and business administration as well as professionals and practitioners in the public branding and 
marketing field.

Engaging Public Sector Clients

This text is well-grounded in scholarship, synthesizes a number of streams of thought, and then 
proposes thought-provoking applications for an existing approach to social and behavioral change 
through social marketing. It could be used with a number of courses and disciplines. The level of detail, 
use of various sources and the variety of examples make it appropriate for graduate level studies. It 
can also serve the social marketing or behavior change practitioner who wishes to enhance or expand 
his or her field of practice to include "upstream" approaches. - Written by a highly regarded academic 
in the Social Marketing community. - Encourages Social Marketers to think beyond the "downstream" 
market of individuals whose behavior they are trying to influence to include the "upstream" market of 
individuals whose participation is needed to make changes. - Utilizes and synthesizes a number of 



different strands of scholarship (the evolution of social problems, the science of framing, the process 
of social change, social marketing history and elements, etc.)

Management in the Public Sector

This is a timely and important contribution on innovation processes within the public sector. De-
parting from the myth of private equal to entrepreneurial, public equal to bureaucratic paralysis , 
it offers precious insights into public sector learning, entrepreneurship, of course inertias, and also 
the trade-offs involved in different management philosophies and performance evaluation methods. 
It is a rare example of political economy done right . Giovanni Dosi, Sant Anna School of Advanced 
Studies, Pisa Innovation and entrepreneurship have become the cornerstones for economic growth, 
jobs and competitiveness in the global economy. However, the burden for generating an innovative 
economy has fallen on the private sector. Scholars have been remarkably taciturn concerning the role 
for innovation and entrepreneurship in the public sector has remained strikingly invisible. No more. In 
Innovation in Public Sector Services, the authors assemble a team of leading international scholars 
in a path breaking study to identify the potential for the public sector in contributing to innovation and 
entrepreneurship. In particular, the volume introduces an insightful new analytical framework that lays 
the foundations for transforming a sleepy public sector into a dynamic, innovative and highly effective 
partner for leadership and change in the global era. Scholars, policy makers and business leaders 
who think that the public sector is condemned to being a hindrance to innovation and entrepreneurship 
rather than a leader championing change and competitiveness in a global economy would be well 
advised to read this important new book. David B. Audretsch, Indiana University, Bloomington, US 
and WHU, Germany This groundbreaking book provides new key insights and opens up an important 
research agenda. The book develops a new taxonomy of the different types of innovation found in public 
sector services, and investigates the key features and drivers of public sector entrepreneurship. The 
book contains new statistical studies and a set of six international case studies in health and social 
services. The research shows that public sector organisations are important innovators in their own 
right. Economic growth and social development depend on efficient public sector organisations that 
deliver high quality services, are effectively organised, and have excellent interactions with the private 
sector, NGOs and citizens. Public sector innovation is complex, invariably involving changes in services, 
organisational structures, and managerial practices. Essential to successful innovation are the policy 
entrepreneurs and service entrepreneurs who develop, organise and manage new innovations. This 
book provides key lessons for these public sector entrepreneurs. Innovation in Public Sector Services 
fills a fundamental gap; explaining the dynamics of innovation and entrepreneurship in public sector 
services and is of great importance for researchers, academics and students interested in innovation, 
entrepreneurship and strategy management. It provides a stimulating read for anyone working or 
interested in health and social services.

Digital Government and Public Management

Explore the increased need for marketing within the political arena Current Issues in Political Marketing 
presents up-to-date theory and research findings from academics working in political science, adver-
tising, and management, and guidance from successful practitioners who know what it takes to make 
a nonprofit organization stand out i

An Internal Marketing Approach to Public Sector Management

Public Sector Strategy explores how strategic decisions are developed and implemented in the public 
sector, and examines the psychology underpinning strategic decision-making. Combining knowledge 
from traditional perspectives with contemporary insights on strategic management, this book considers 
how managers make their decisions and provides key concepts and practical tools to aid delivery of 
strategy within highly institutionalised settings. This book provides theoretical grounding, real-life global 
cases, and practical examples of strategic decisions in an international public-sector context by working 
through the underpinnings of strategy, the influencing factors of strategic decision-making, strategic 
implementation, and strategic tools in practice. It should be a core textbook for advanced undergraduate 
and postgraduate students studying public sector strategy and strategic management more broadly. It 
will also be of benefit for public sector managers, consultants, and private sector organisations who 
wish to interact with the public sector.

Social Media in the Public Sector



In the public sector at the moment resources are scarce - or at the very least finite and limited - how 
they are allocated is therefore of crucial importance. This book analyses this process and examines the 
competing values that underlie the public service ethic, including the role of markets and quasi-markets, 
in the delivery of public services. Topics discussed include: * whether people should be denied the 
public services they need because public bodies are short of money * what balance we should strike 
between markets and public organisations to provide public services * whether the use of markets has 
gone too far and whether we need to return to a public service ethic

Journal of Public Policy and Marketing

Public Sector Entrepreneurship and the Integration of Innovative Business Models
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