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HANDBOOK OF BUSINESS-TO-BUSINESS MARKETING
Edward Elgar Publishing This path-breaking Handbook is targeted primarily at marketing academics and graduate students who want a comprehensive overview of the academic state of the business-tobusiness marketing domain. It will also prove an invaluable resource for forward-thinking business-to-business practitioners who want to be aware of the current state of knowledge in their domains.

SOCIAL MEDIA MARKETING, SECOND EDITION
STRATEGIES IN UTILIZING CONSUMER-GENERATED CONTENT
Business Expert Press Faced with constant changes in consumer behavior, marketers are seeking various tools to promote and market their brands. Among those tools, the most impactful is consumergenerated content (CGC). CGC is viewed as consumers’ vote of conﬁdence, which is a form of social proof. CGC allows consumers to be involved with the companies’ marketing strategy. Brands and
companies have enabled consumers to be producers of original content, cocreators for an existing brand, and curators for trending ideas in the marketing place. The author explains why it is even more
important today that brands need consumers’ voices to advocate their brands. In this lively and practical book, she uses theories to explain consumers’ psychology and oﬀers practical examples of which
social media platforms are conducive to CGC and why. In addition, she explains how consumers use CGC in diﬀerent countries, the importance of inﬂuencer marketing, and ultimately teaches the strategy
of using CGC eﬀectively.

MANAGING CUSTOMER EXPERIENCES IN AN OMNICHANNEL WORLD
MELODY OF ONLINE AND OFFLINE ENVIRONMENTS IN THE CUSTOMER JOURNEY
Emerald Group Publishing Managing Customer Experiences in an Omnichannel World explores how organizations integrating both the physical and virtual environments for consumers will enable them to
eﬀectively manage the customer experience.

MARKETING
McGraw-Hill Ryerson Grewal Marketing, Fourth Canadian Edition, focuses on the core concepts and tools that marketers use to create value for customers. Current and engaging Canadian examples
integrated throughout the text deﬁne how companies and successful entrepreneurs create value for customers through branding, packaging, pricing, retailing, service, and advertising.
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CRITICAL PERSPECTIVES ON DIVERSITY, EQUITY, AND INCLUSION IN MARKETING
IGI Global Marketers have attracted criticism from advocates of marketing ethics for not giving equal attention to all consumers. In other contexts, other nomenclatures such as less privileged or lowincome consumers are being used to describe consumers. However, a critical view of the scope of the disadvantaged consumers shows that it is beyond having limited income and encapsulates all forms
of limitations that prevent full inclusion in marketplace opportunities. Critical Perspectives on Diversity, Equity, and inclusion in Marketing focuses on exploring diversity, equity, and inclusion in marketing
as related to individuals, groups, organizations, and societies. It provides insight into consumption practices, diversity, inclusion, limitations, and their theoretical and practical implications. Covering topics
such as ethnic identity negotiation, marketing implications, and consumer vulnerability, this premier reference source is an eclectic resource for business leaders and managers, marketers, sociologists,
DEI professionals, libraries, students and educators of higher education, researchers, and academicians.

COMPUTER-MEDIATED MARKETING STRATEGIES: SOCIAL MEDIA AND ONLINE BRAND COMMUNITIES
SOCIAL MEDIA AND ONLINE BRAND COMMUNITIES
IGI Global For years, technology has been the impetus for progress in various processes, systems, and businesses; it shows no sign of ceasing further development. The application of technology-driven
processes in promotionally-oriented environments has become more and more common in today’s business world. Computer-Mediated Marketing Strategies: Social Media and Online Brand Communities
brings together marketing approaches and the application of current technology, such as social networking arenas, to show how this interaction creates a successful competitive advantage. Focusing on
qualitative research, various technological tools, and diverse Internet environments, this book is a necessary reference source for academics, management practitioners, students, and professionals
interested in the application of technology in promotionally-oriented processes.

HANDBOOK ON BUSINESS TO BUSINESS MARKETING
Edward Elgar Publishing This insightful Handbook provides a comprehensive state-of-the-art review of business-to-business marketing. It supplies an overview and pioneers new ideas relating to the
activity of building mutually value-generating relationships between organizations Ð from businesses to government agencies to not-for-proﬁt organizations Ð and the many individuals within them.
Comprising 38 chapters written by internationally renowned scholars, this Handbook presents perspectives of a variety of issue areas from both an academic and a managerial perspective (state of theory
and state of practice). The material in this compendium includes theoretical and practical perspectives in business-to-business marketing, marketing mix and strategy, interﬁrm relationships, personal
selling and sales management, technology marketing, and methodological issues central to business-to-business markets. Published in conjunction with Penn StateÕs Institute for the Study of Business
Markets, this extensive volume will expand research and teaching in business-to-business marketing in academia and will improve the practice of business-to-business marketing for ﬁrms in the industry.
This path-breaking Handbook is targeted primarily at marketing academics and graduate students who want a complete overview of the academic state of the business-to-business marketing domain. It
will also prove an invaluable resource for forward-thinking business-to-business practitioners who want to be aware of the current state of knowledge in their domains.

INTERNATIONAL MARKETING IN THE FAST CHANGING WORLD
Emerald Group Publishing Emerging markets, the euro crisis, and the push to reform global institutions have resulted in a fast changing world, creating opportunities and challenges for international
marketing ﬁrms and academics. New players, phenomena, and challenges have emerged that demand new research to develop and expand innovative concepts and theories.

THE ROUTLEDGE COMPANION TO STRATEGIC MARKETING
Routledge The Routledge Companion to Strategic Marketing oﬀers the latest insights into marketing strategy. Bodo Schlegelmilch and Russ Winer present 29 specially commissioned chapters, which
include up-to-date thinking on a diverse range of marketing strategy topics. Readers beneﬁt from the latest strategic insights of leading experts from universities around the world. Contributing authors are
from, among others, the U.S. (Berkeley, Cornell, MIT, New York University, Texas A&M), Europe (the Hanken School of Economics, INSEAD, the University of Oxford, the University of Groningen, WU Vienna)
and Asia (the Indian School of Business, Tongji University). The topics addressed include economic foundations of marketing strategy, competition in digital marketing strategy (e.g. mobile payment
systems and social media strategy), marketing strategy, and corporate social responsibility, as well as perspectives on capturing the impact of marketing strategy. Collectively, this authoritative guide is
an accessible tool for researchers, students, and practitioners.
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MARKETING OF HIGH-TECHNOLOGY PRODUCTS AND INNOVATIONS
Pearson Prentice Hall This title provides a thorugh overview of the issues high-tech marketers must address, and provides a balance between conceptual discussions and examples; small and big business;
products and services; and consumer and business-to-business marketing contexts.

MARKETING PLANNING & STRATEGY
A PRACTICAL INTRODUCTION
SAGE We know how eager you are to learn practical workplace skills at university so that you are "job ready" following graduation. In marketing, one of the most practical things you can learn how to do is
create a sound marketing plan. This new book guides you concisely through the marketing planning process from start to ﬁnish, drawing on examples from large brands like Ikea and Krispy Kreme to
digital start-ups like Starling Bank. Features a running case study about a small services business that breaks the marketing plan down into easy to digestible chunks. A dedicated chapter on marketing
strategy concepts to help you understand how they link to market, ﬁrm or decision-related factors. Self-test questions and scenarios with tasks throughout make for an active learning experience. Practical
in its step-by-step approach and inclusion of activities and scenarios and written simply whilst still underpinned by marketing strategy scholarship, this book will help you to develop your marketing
decision-making throughout by learning key skills such as how to do a SWOT analysis and how to budget and forecast correctly. Supported by online resources for lecturers including PowerPoint slides, an
instructor’s manual and a suggested syllabus. Suitable reading for marketing planning and marketing strategy courses.

STRATEGIC MARKETING ISSUES IN EMERGING MARKETS
Springer This book presents a collection of articles addressing a range of marketing strategies unique to emerging economies. It describes the component of strategic and tactical marketing, including the
marketing mix, segments and targeting, product and market orientation, employing the Internet and social media, penetration and loyalty strategies and innovation, and other strategy issues in the
marketing context. In addition, the book focuses on creating, communicating, and delivering customer value to emerging market consumers through diverse marketing strategies, processes, and programs
in the context of emerging markets’ dynamics, consumer diversity, and competitors. Bringing together contributors from industry and academia to explore key marketing issues prevalent in India and
other emerging economies, the book oﬀers a unique and insightful read for a global audience. "This book, edited by Dr. Atanu Adhikari, oﬀers important analytical and managerial insights into consumer
behavior, ﬁrm strategy, market dynamics and marketing instruments (price, promotion, distribution and product). While marketing and management disciplines have developed useful empirical
generalizations, the context is critical. This book does exactly that -- place the generalized results in the context of emerging markets and India. Accordingly, this is a valuable resource for scholars and
practitioners." -- Dr. Gurumurthy Kalyanaram, Professor, City University of New York, USA and Tata Institute of Social Sciences, Mumbai, India; US Editor, International Journal of Learning and Change; and
President, MIT South Asian Alumni Association "This book is a must-read for anyone interested in marketing to less-developed countries. While the focus of the chapters is on India, the lessons learned can
be generally applied. The 32 chapters represent comprehensive coverage of nearly every topic related to marketing with many examples. Any manager interested in doing business in emerging markets,
Professors who want a better knowledge of these markets, or students who want an excellent reference should acquire this book." -- Dr. Russell S. Winer, William Joyce Professor of Marketing, Stern School
of Business, New York University, USA.

CHURCH COMMUNICATIONS
METHODS AND MARKETING
B&H Publishing Group Why does a church’s online presence matter? Expert church communication and marketing strategist Katie Allred outlines how churches can continue advancing the gospel and
reach more people using new methods of communication. Designed for pastors, church leaders, and volunteers, Church Communications guides the reader through practical steps a church can take to
strengthen their digital footprint. Allred gives guidelines for a range of issues from creating marketing strategy, designing branding, how to set up and run social media, and more. All churches are
storytellers on a mission, and new digital mediums play a vital role in the life and growth of the church.

EBOOK: MARKETING MANAGEMENT
McGraw Hill Marketing Management: A Contemporary Perspective provides a fresh new perspective on marketing from some of the leading researchers in Europe. The book oﬀers students and
practitioners the comprehensive coverage they need to make the right decisions to create and implement highly successful marketing strategies. This exciting new edition includes updated cases and
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combines scholarly international research with relevant and contemporary examples from markets and brands across the world. The authors combine their experience as researchers and industry
consultants to provide the conceptual and theoretical underpinning of marketing and empirical research, helping students to understand how marketing concepts can be applied and implemented. The
book covers a full range of industries including business-to-customer, business-to-business, services marketing, retailing and international marketing from companies around the globe.

MARKETING PRINCIPLES WITH STUDENT RESOURCE ACCESS 12 MONTHS
Cengage AU Introduce the essentials and latest trends in today's marketing with strong visuals and exciting, timely discussions found in the proven marketing text for students of all backgrounds '
Marketing Principles, 3e. This Asia-Paciﬁc text contextualises marketing theory and practice with extensive real-world examples from Australia, New Zealand and individual countries across the region. This
edition's extensive coverage of current marketing strategies and concepts addresses social media, sustainability, globalisation, customer relationship management, supply chain management, and digital
marketing. Emerging topics, such as social and environmental responsibility, entrepreneurship, and new trends in marketing, resonate especially well with today's students who are striving for success in
today's fast-paced, evolving business world. Captivating photos, screenshots, advertisements, and examples from actual life make concepts meaningful for students. A wealth of learning supplements,
such as self-testing, videos, and an interactive marketing plan, further help your students develop critical decision-making and marketing skills.

SERVICE EXCELLENCE
CREATING CUSTOMER EXPERIENCES THAT BUILD RELATIONSHIPS
Business Expert Press The Customer Experience is the sensory, cognitive, emotional, social and behavioral dimensions of all activities that connect the customer and the organization over time across
touch points and channels. It encompasses all activities involving the customer where the organization is the focal object, including pre-purchase activities (such as exposure to a website ad), and
purchase, consumption, and engagement behaviors (blogging, sharing photos). This book analyzes the challenges of creating excellent customer experiences, including the management of technology and
new media. It describes how customers co-produce and co-create their experiences, and how these activities inﬂuence business revenues and costs. The book takes a deep dive into the psychology of
customers, revealing the conceptual building blocks of customer experiences and how they build relationships over time. These ideas provide a business perspective on how to manage relationships with
customers to generate cash ﬂows and proﬁtability, including the role of pricing.

QUANTITATIVE MARKETING AND MARKETING MANAGEMENT
MARKETING MODELS AND METHODS IN THEORY AND PRACTICE
Springer Science & Business Media Quantitative marketing has been gaining importance during the last decade. This is indicated by the growing number of model- and method-oriented studies published
in leading journals as well as by the many successful applications of quantitative approaches in pricing, advertising, new product planning, and market segmentation decisions. In addition, market research
has clearly beneﬁtted from applying advanced quantitative models and methods in practice. Some 60 researchers – among them worldwide leading scholars – oﬀer a broad overview of quantitative
approaches in marketing. They not only highlight diverse mathematical and methodological perspectives, but also demonstrate the relevance and practical consequences of applying quantitative
approaches to marketing problems.

THE ROUTLEDGE COMPANION TO CONSUMER BEHAVIOR ANALYSIS
Routledge The Routledge Companion to Consumer Behavior Analysis provides a unique and eclectic combination of behavioral, cognitive and environmental perspectives to illuminate the real-world
complexities of consumer choice in a marketing-oriented economy. Edited by a leading authority in the ﬁeld, the contributing authors have created a unique anthology for understanding consumer
preference by bringing together the very latest research and thinking in consumer behavior analysis. This comprehensive and innovative volume ranges over a broad multi-disciplinary perspective from
economic psychology, behavioral psychology and experimental economics, but its chief focus is on the critical evaluation of consumer choice in the natural settings of aﬄuent, marketing-oriented
economies. By focussing on human economic and social choices, which involve social exchange, it explores and reveals the enormous potential of consumer behavior analysis to illuminate the role of
modern marketing-oriented business organizations in shaping and responding to consumer choice. This will be of particular interest to academics, researchers and advanced students in marketing,
consumer behavior, behavior analysis, social psychology, behavioral economics and behavioral psychology.
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LOOSE LEAF FOR MARKETING
McGraw-Hill Education Marketing was designed to show today’s social and digital students how marketing adds value and how ﬁrms maintain and rely on value for establishing lasting relationships with
customers. The eighth edition represents the authors’ most extensive revision today, exploring both fundamentals and new marketing inﬂuencers such as digital, social and mobile marketing, marketing
analytics, and the psychology inﬂuencer on consumer behavior. Written in an engaging, highly visual format with up-to-date examples throughout for today's mobile and modern students and instructors.
Accompanied by McGraw Hill Connect® with SmartBook® 2.0, our highly reliable, digital teaching and learning solution that embeds learning science and award-winning adaptive tools to improve student
results as well as a robust suite of instructor resources and a regularly updated author blog.

BUSINESS TO BUSINESS MARKETING MANAGEMENT
A GLOBAL PERSPECTIVE
Routledge Business to business markets are considerably more challenging than consumer markets and as such demand a more speciﬁc skillset from marketers. Buyers, with a responsibility to their
company and specialist product knowledge, are more demanding than the average consumer. Given that the products themselves may be highly complex, this often requires a sophisticated buyer to
understand them. Increasingly, B2B relationships are conducted within a global context. However all textbooks are region-speciﬁc despite this growing move towards global business relationships – except
this one. This textbook takes a global viewpoint, with the help of an international author team and cases from across the globe. Other unique features of this insightful study include: placement of B2B in a
strategic marketing setting; full discussion of strategy in a global setting including hypercompetition; full chapter on ethics and CSR early in the text; and detailed review of global B2B services marketing,
trade shows, and market research. This new edition has been fully revised and updated with a full set of brand new case studies and features expanded sections on digital issues, CRM, and social media as
well as personal selling. More selective, shorter, and easier to read than other B2B textbooks, this is ideal for introduction to B2B and shorter courses. Yet, it is comprehensive enough to cover all the
aspects of B2B marketing any marketer needs, be they students or practitioners looking to improve their knowledge.

FUNDAMENTALS OF MARKETING 2E
Oxford University Press, USA Based on the bestselling Marketing by Baines, Fill, Rosengren, and Antonetti, Fundamentals of Marketing is the most relevant, concise guide to marketing, combining the most
essential theories with a global range of practitioner insights.

ORGANIZATIONAL INNOVATION IN THE DIGITAL AGE
Springer Nature

SHOPPER MARKETING
A HOW-TO BUSINESS STORY
Business Expert Press The book follows the story of the Big Beverage Company, a large multinational company, whose main source of proﬁt is coﬀee. Their growth has stalled though in the face of
increased competition from private label brands, and consumption shifts to diﬀerent channels. As their growth has slowed so too the total categories, and so one afternoon their biggest retail customer,
Shopmart, calls to ask for their help in getting the category growing again. This sets the Big Beverage Company and their management team on a journey from being a brand-focused business, to one that
understands how a broader emphasis on the category and its shoppers can lead to greater growth for themselves and their retail partners.

HOSPITALITY MARKETING AND CONSUMER BEHAVIOR
CREATING MEMORABLE EXPERIENCES
CRC Press Creating memories and joyous experiences for consumers is a key dimension aﬀecting the proﬁtability and growth of a hospitality ﬁrm. Drawing on global experiences, this new book looks at
the diverse factors that create these positive experiences and provides insight into marketing and consumer behavior in the context of hospitality and tourism. The dynamics of emerging economies has
been captured, and some lessons have been drawn from best practices across the globe.
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LOOSE LEAF FOR M: MARKETING
McGraw-Hill Education Value-Added, Every Time. Grewal's value-based approach emphasizes that even the best products and services will go unsold if marketers cannot communicate their value. M:
Marketing is the most concise, impactful approach to Principles of Marketing on the market, with tightly integrated topics that explore both marketing fundamentals and new inﬂuencers, all in an engaging
format that allows for easy classroom and assignment management. A robust suite of instructor resources and regularly updated Grewal/Levy author blog provide a steady stream of current, fresh ideas
for the classroom. Grewal/Levy's M: Marketing 6th edition is available through McGraw-Hill Connect®, a subscription-based learning service accessible online through personal computer or tablet.

ANALYSIS OF SOCIO-ECONOMIC CONDITIONS
INSIGHTS FROM A FUZZY MULTI-DIMENSIONAL APPROACH
Routledge Showcasing fuzzy set theory, this book highlights the enormous potential of fuzzy logic in helping to analyse the complexity of a wide range of socio-economic patterns and behaviour. The
contributions to this volume explore the most up-to-date fuzzy-set methods for the measurement of socio-economic phenomena in a multidimensional and/or dynamic perspective. Thus far, fuzzy-set
theory has primarily been utilised in the social sciences in the ﬁeld of poverty measurement. These chapters examine the latest work in this area, while also exploring further applications including social
exclusion, the labour market, educational mismatch, sustainability, quality of life and violence against women. The authors demonstrate that real-world situations are often characterised by imprecision,
uncertainty and vagueness, which cannot be properly described by the classical set theory which uses a simple true–false binary logic. By contrast, fuzzy-set theory has been shown to be a powerful tool
for describing the multidimensionality and complexity of social phenomena. This book will be of signiﬁcant interest to economists, statisticians and sociologists utilising quantitative methods to explore
socio-economic phenomena.

STARTING A BUSINESS FOR DUMMIES
John Wiley & Sons Launch your new business with conﬁdence and skill using the latest guidance from the UK's most trusted small business guru Starting a business is one of those courageous and
audacious decisions that many of us dream about. If you're ready to take the leap and turn your great idea into action, or you already have, you'll need to arm yourself with the best strategies you can
ﬁnd. In Starting a Business For Dummies: UK Edition, business growth expert Colin Barrow, MBA, provides these strategies as he walks you through every critical step in launching your company. From
writing your ﬁrst business plan to surviving and thriving in your ﬁrst year, and everything in between, you'll learn how to go from concept to revenue, handle the post-Brexit United Kingdom regulatory and
tax environment and utilise public grants and incentives to help get you oﬀ the ground. You'll also: Understand how the UK business landscape has been impacted by Brexit and COVID-19 and the practical
steps you can take to adapt Finance your new venture with grants from the UK government and enjoy brand-new tax incentives aimed at R&D and innovation Find your inspiration with motivating case
studies of real-world successes who conquered every challenge the market threw at them You've spent your life building the skills you'll need for this moment. Let Starting a Business For Dummies: UK
Edition show you how to apply them for maximum eﬀect as you grow your company from an idea into an unstoppable juggernaut.

SPORT MARKETING IN A GLOBAL ENVIRONMENT
STRATEGIC PERSPECTIVES
Routledge This book examines contemporary sport marketing, with a particular focus on strategic marketing, the process of longer-term planning and development that involves identifying the needs and
wants of potential customers and satisfying their needs through the exchange of products and services. It presents cutting-edge case studies from around the world, including from the United States,
China, Europe, the Middle East, South America, and Africa. It considers some of the most interesting emerging themes and topics in contemporary sport business, including ﬁtness marketing, the role of
sustainability in sport marketing, social media and digital marketing, athlete-brand relationships, and the promotion and development of collegiate and scholastic sport. As a whole, this volume presents a
snapshot of the opportunities and challenges facing sport marketers around the world. Sport Marketing in a Global Environment is fascinating reading for any advanced student, researcher, or professional
working in sport business and management, sport development, marketing, strategic management, or global business.

HANDBOOK OF RESEARCH ON MANAGEMENT OF CULTURAL PRODUCTS: E-RELATIONSHIP MARKETING AND ACCESSIBILITY PERSPECTIVES
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E-RELATIONSHIP MARKETING AND ACCESSIBILITY PERSPECTIVES
IGI Global An integrated approach to investigate, create, and propose a model for the value creation of cultural products is essential in maintaining its connection with e-relationship marketing; this
examination is important in recognizing a common perspective. The Handbook of Research on Management of Cultural Products: E-Relationship Marketing and Accessibility Perspectives examines the
potential value of cultural products and how the support of new technologies can enable non-conventional and social-media marketing relationships. This book aims to highlight an emerging subject area in
the ﬁeld of ﬁnancial management, management of value creation, and marketing that will be essential for scientists, researchers, and practitioners.

DIGITAL MARKETING
STRATEGIC PLANNING & INTEGRATION
SAGE An unbiased approach to the latest digital marketing models, oﬀering students and practitioners a range of tools to implement in their digital marketing planning and strategy. Covering all aspects of
digital marketing planning, and the latest digital marketing models, the book aims to provide a roadmap for a digital marketing journey. As such, its structure maps against the development of a digital
marketing plan and concludes with a ready-made digital marketing plan template to download and adapt. In addition to this, the content is supported by case examples from real-world organizations, and
a number of features throughout the chapters: Smartphone sixty seconds features in every chapter, to evaluate inﬂuencers in relation to the topic covered. Digital tool boxes introduce professional tools
(for example how Google shares its aggregate data to inform marketers about shopping insights, trends and benchmarks Ethical insights provide a reﬂective and challenging look at social issues and the
negative sides to marketing. The book is complemented by online resources for both instructors and students, these include PowerPoint slides, an instructor’s guide, exercises and activities relating to
each chapter, digital marketing planning documents, digital marketing model templates, quizzes, annotated recommended video links, links to free online tools and SAGE journal article recommendations.
Suitable for digital and e-marketing courses on marketing and advertising degrees as well as professional courses for anyone interested in gaining a holistic understanding of digital marketing.

MARKETING IN A DIGITAL WORLD
Emerald Group Publishing Marketing in a Digital World consists of nine essays on how the digital revolution has aﬀected marketing theory and practice. Leading marketing scholars, including several
editors of premier academic journals, provide fresh insights for both scholars and managers seeking to enhance their understanding of marketing in a digital world.

RETAILING MANAGEMENT
HANDBOOK OF MARKETING DECISION MODELS
Springer The Second Edition of this book presents the state of the art in this important ﬁeld. Marketing decision models constitute a core component of the marketing discipline and the area is changing
rapidly, not only due to fundamental advances in methodology and model building, but also because of the recent developments in information technology, the Internet and social media. This Handbook
contains eighteen chapters that cover the most recent developments of marketing decision models in diﬀerent domains of marketing. Compared to the previous edition, thirteen chapters are entirely new,
while the remaining chapters represent complete updates and extensions of the previous edition. This new edition of the Handbook has chapters on models for substantive marketing problems, such as
customer relationship management, customer loyalty management, website design, Internet advertising, social media, and social networks. In addition, it contains chapters on recent methodological
developments that are gaining popularity in the area of marketing decision models, such as structural modeling, learning dynamics, choice modeling, eye-tracking and measurement. The introductory
chapter discusses the main developments of the last decade and discusses perspectives for future developments.

INTEGRATED MARKETING COMMUNICATION
CREATIVE STRATEGY FROM IDEA TO IMPLEMENTATION
Rowman & Littleﬁeld Now in its third edition, this comprehensive text oﬀers a classroom-tested, step-by-step approach to the creative processes and strategies for eﬀective integrated marketing
communication (IMC). Blakeman covers key areas, from marketing plans, branding/positioning, and creative briefs to copywriting, design, and considerations for each major media format. Throughout, she
explores visual and verbal tactics, along with the use of business theory and practices, and how these aﬀect the development of the creative message. This user-friendly introduction walks students
through the varied strands of IMC, including advertising, PR, direct marketing, and sales promotion, in a concise and logical fashion.

7

8

ORGANIZATIONS AND SOCIAL NETWORKING: UTILIZING SOCIAL MEDIA TO ENGAGE CONSUMERS
UTILIZING SOCIAL MEDIA TO ENGAGE CONSUMERS
IGI Global The modern business landscape demands that organizations maintain an online presence to network with their customers and investors. Therefore, understanding the link between social media
and e-business is an important ﬁrst step in cultivating these internet-based relationships. Organizations and Social Networking: Utilizing Social Media to Engage Consumers provides a broad investigation
into the use of social technologies in business practices through theoretical research and practical applications. This book explores the opportunities and challenges brought about by the advent of various
21st century online business web tools and platforms, presenting professionals and researchers in e-business, social marketing, online collaborative communities, and social analytics with cutting-edge
information and technological developments to implement in their own enterprises. This book is part of the Advances in Marketing, Customer Relationship Management, and E-Services series collection.

CORPORATE BRANDING IN FACEBOOK FAN PAGES
IDEAS FOR IMPROVING YOUR BRAND VALUE
Business Expert Press In Corporate Branding in Facebook Fan Pages: Ideas for Improving Your Brand Value, the authors show how companies can improve their brand value by fostering their online
corporate reputation. Communication actions on Facebook fan pages are an important tool on the road to reputation. Considering that reputation is essentially the long-term image of a brand, the book
suggests strategies for improving this image in the short term by nurturing engagement with consumers. Word of mouth (WOM) is an important tool for creating and replicating the image of a trustworthy
company, and these repeated images can result in a solid reputation or increased brand value. Also addressed is how company’s strategies inﬂuence this process, and how online communication beneﬁts
from the integration of the manager’s vision with communication policies.

MARKETING
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