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1-Shoot The HiPPO: How to be a killer Digital Marketing Manager, Tom Bowde&Tom \
Jepson(2020)

2-Digital Marketing Analytics: In Theory And In Practice (Black & White Print Version,

by Kevin Hartman(2020)

3-MARKETING4.0: Moving from Traditional to Digital, Philip Kotler, Hermawan

Kartajaya, Iwan Setiawan(2017)

4- www.digitalmarketinginstitute.com

5- www.rebootonline.com

vaw.hubspot.com /
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