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Strategic Marketing Management
Strategic Marketing Management (8th Edition) outlines the essentials of marketing theory and oﬀers a structured approach to identifying, understanding, and solving marketing
problems. This book delineates a comprehensive framework for articulating sound marketing strategies to guide business decisions involving product and service design, branding,
pricing, sales promotion, communication, and distribution. The concepts, principles, and frameworks advanced in this book apply to a wide range of organizations, from startups to
established market leaders, from packaged-goods manufacturers to value-added service providers, from nonproﬁt entities to for-proﬁt corporations.

Strategic Marketing Management, 9th Edition
Cerebellum Press

Strategic Marketing Management
Strategic Marketing Management (5th edition) oﬀers a comprehensive framework for strategic planning and outlines a structured approach to identifying, understanding, and
solving marketing problems. For business students, the theory advanced in this book is an essential tool for understanding the logic and the key aspects of the marketing process.
For managers and consultants, this book presents a conceptual framework that will help develop an overarching strategy for day-to-day decisions involving product and service
design, branding, pricing, promotions, and distribution. For senior executives, the book provides a big-picture approach for developing new marketing campaigns and evaluating the
success of ongoing marketing programs.

Strategic Marketing Management - The Framework, 10th Edition
Cerebellum Press Strategic Marketing Management: The Framework outlines the essentials of marketing theory and oﬀers a structured approach to identifying and solving marketing
problems. This book presents a strategic framework to guide business decisions involving the development of new oﬀerings and the management of existing products, services, and
brands.

Strategic Brand Management, 3rd Edition
Strategic Brand Management (3rd Edition) lays out a systematic approach to understanding the key principles of building enduring brands and presents an actionable framework for
brand management. Clear, succinct, and practical, it is the deﬁnitive text on building strong brands.

Strategic Marketing Management: Theory and Practice
Cerebellum Press Strategic Marketing Management: Theory and Practice oﬀers a systematic overview of the fundamentals of marketing theory, deﬁnes the key principles of marketing
management, and presents a value-based framework for developing viable market oﬀerings. The theory presented stems from the view of marketing as a value-creation process
that is central to any business enterprise. The discussion of marketing theory is complemented by a set of practical tools that enable managers to apply the knowledge contained in
the generalized frameworks to speciﬁc business problems and market opportunities. The information on marketing theory and practice contained in this book is organized into eight
major parts. The ﬁrst part deﬁnes the essence of marketing as a business discipline and outlines an overarching framework for marketing management that serves as the organizing
principle for the information presented in the rest of the book. Speciﬁcally, we discuss the role of marketing management as a value-creation process, the essentials of marketing
strategy and tactics as the key components of a company’s business model, and the process of developing an actionable marketing plan. Part Two focuses on understanding the
market in which a company operates. Speciﬁcally, we examine how consumers make choices and outline the main steps in the customer decision journey that lead to the purchase of
a company’s oﬀerings. We further discuss the ways in which companies conduct market research to gather market insights in order to make informed decisions and develop viable
courses of action. Part Three covers issues pertaining to the development of a marketing strategy that will guide the company’s tactical activities. Here we focus on three
fundamental aspects of a company’s marketing strategy: the identiﬁcation of target customers, the development of a customer value proposition, and the development of a value
proposition for the company and its collaborators. The discussion of the strategic aspects of marketing management includes an in-depth analysis of the key principles of creating
market value in a competitive context. The next three parts of the book focus on the marketing tactics, viewed as a process of designing, communicating, and delivering value. Part
Four describes how companies design their oﬀerings and, speciﬁcally, how they develop key aspects of their products, services, brands, prices, and incentives. In Part Five, we
address the ways in which companies manage their marketing communication and the role of personal selling as a means of persuading customers to choose, purchase, and use a
company’s oﬀerings. Part Six explores the role of distribution channels in delivering the company’s oﬀerings to target customers by examining the value-delivery process both from
a manufacturer’s and a retailer’s point of view. The seventh part of the book focuses on the ways in which companies manage growth. Speciﬁcally, we discuss strategies used by
companies to gain and defend market position and, in this context, address the issues of pioneering advantage, managing sales growth, and managing product lines. We further
address the process of developing new market oﬀerings and the ways in which companies manage the relationship with their customers. The ﬁnal part of this book presents a set of
tools that illustrate the practical application of marketing theory. Speciﬁcally, Part Eight delineates two workbooks: a workbook for segmenting the market and identifying target
customers and a workbook for developing the strategic and tactical components of a company’s business model. This part also contains examples of two marketing plans—one
dealing with the launch of a new oﬀering and the other focused on managing an existing oﬀering.

The Marketing Plan Handbook, 6th Edition
Cerebellum Press The Marketing Plan Handbook presents a streamlined approach to writing succinct and meaningful marketing plans. By oﬀering a comprehensive, step-by-step
method for crafting a strategically viable marketing plan, this book provides the relevant information in a concise and straight-to-the-point manner. It outlines the basic principles of
writing a marketing plan and presents an overarching framework that encompasses the plan’s essential components. A distinct characteristic of this book is its emphasis on
marketing as a value-creation process. Because it incorporates the three aspects of value management—managing customer value, managing collaborator value, and managing
company value—the marketing plan outlined in this book is relevant not only for business-to-consumer scenarios but for business-to-business scenarios as well. This integration of
business-to-consumer and business-to-business planning into a single framework is essential for ensuring success in today’s networked marketplace. The marketing plan outlined in
this book builds on the view of marketing as a central business discipline that deﬁnes the key aspects of a company’s business model. This view of marketing is reﬂected in the
book’s cross-functional approach to strategic business planning. The Marketing Plan Handbook oﬀers an integrative approach to writing a marketing plan that incorporates the
relevant technological, ﬁnancial, organizational, and operational aspects of the business. This approach leads to a marketing plan that is pertinent not only for marketers but for the
entire organization. The Marketing Plan Handbook can beneﬁt managers in all types of organizations. For startups and companies considering bringing new products to the market,
this book outlines a process for developing a marketing plan to launch a new oﬀering. For established companies with existing portfolios of products, this book presents a
structured approach to developing an action plan to manage their oﬀerings and product lines. Whether it is applied to a small business seeking to formalize the planning process, a
startup seeking venture-capital ﬁnancing, a fast-growth company considering an initial public oﬀering, or a large multinational corporation, the framework outlined in this book can
help streamline the marketing planning process and translate it into an actionable strategic document that informs business decisions and helps avoid costly missteps.

Strategic Marketing Management
Routledge This third edition of Strategic Marketing Management conﬁrms it as the classic textbook on the subject. Its step- by- step approach provides comprehensive coverage of
the ﬁve key strategic stages: * Where are we now? - Strategic and marketing analysis * Where do we want to be? - Strategic direction and strategy formulation * How might we get
there? - Strategic choice * Which way is best? - Strategic evaluation * How can we ensure arrival? - Strategic implementation and control This new revised and updated third edition
has completely new chapters on 'The Nature and Role of Competitive Advantage' and 'The Strategic Management of the Expanded Marketing Mix', and extensive new material
covering: * The changing role of marketing * Approaches to analysing marketing capability * E-marketing * Branding * Customer relationship management * Relationship
management myopia * The decline of loyalty The book retains the key features that make it essential reading for all those studying the management of marketing - a strong
emphasis on implementation, up to date mini cases, and questions and summaries in each chapter to reinforce key points. Widely known as the most authoritative, successful and
inﬂuential text in the sector, the new edition remains an irreplaceable resource for undergraduate and graduate students of business and marketing, and students of the CIM
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Romancing the Brand
How Brands Create Strong, Intimate Relationships with Consumers
John Wiley & Sons A young woman tells a focus group that Diet Coke is like her boyfriend. A twenty-something tattoos the logo of Turner Classic Movies onto his skin. These
consumers aren’t just using these brands. They are engaging in a rich, complex, ever-changing relationship, and they’ll stay loyal, resisting marketing gimmicks from competitors
and inﬂuencing others to try the brand they love. How can marketers cultivate and grow the deep relationships that earn this kind of love and drive lasting success for their brands?
In Romancing the Brand, branding expert Tim Halloran reveals what it takes to make consumers fall in love with your brand. Step by step,he reveals how to start, grow, maintain,
and troubleshoot a ﬂourishing relationship between brand and consumer. Along the way, Halloran shares the secrets behind establishing a mutually beneﬁcial “romance.” Drawing
on exclusive, in-depth interviews with managers of some of the world’s most iconic brands, Romancing the Brand arms you with an arsenal of classic and emerging marketing
tools—such as beneﬁt laddering and word-of-mouth marketing—that make best-in-class brands so successful. The book is ﬁlled with examples, strategies, and tools from powerful
brands that consumers love, including Coke, Dos Equis, smartwater, the Atlanta Falcons, Domino’s Pizza, Bounty, Turner Classic Movies, and many more. Ultimately, Romancing the
Brand provides marketers with a set of principles for making brands strong, resilient, and beloved—and the insight and conﬁdence to use them.

Strategic Marketing: Planning and Control
Routledge Strategic Marketing: planning and control covers contemporary issues by exploring current developments in marketing theory and practice including the concept of a
market-led orientation and a resource/asset-based approach to internal analysis and planning. The text provides a synthesis of key strategic marketing concepts in a concise and
comprehensive way, and is tightly written to accommodate the reading time pressures on students. The material is highly exam focused and has been class tested and reﬁned.
Completely revised and updated, the second edition of Strategic Marketing: planning and control includes chapters on 'competitive intelligence', 'strategy formulation' and 'strategic
implementation'. The ﬁnal chapter, featuring mini case studies, has been thoroughly revised with new and up to date case material.

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.

Strategic Marketing Analysis
Brightstar Media Incorporated Written by one of the top professors at Northwestern University's renowned Kellogg School of Management, this book is a concise guide to the theory of
strategic marketing analysis. Succinct and insightful, this book appeals to a diverse audience. For business students, the strategic marketing theory outlined in this book is an
essential tool for case analysis in the classroom, as well as for management, strategic consulting, and marketing interviews. For managers and consultants, this book presents a
conceptual framework that will help develop an overarching strategy for day-to-day decisions involving product and service design, branding, pricing, promotions, and distribution.
For senior executives, the book oﬀers a big-picture approach for planning new marketing campaigns and evaluating the success of ongoing marketing programs.

The Business Model: How to Develop New Products, Create Market Value and Make
the Competition Irrelevant
Cerebellum Press New product success is often attributed to intuition. Yet, while some products born from intuition do make it big, many others crash and burn. The reason is that
intuition is only one aspect of new product development. The other key ingredient of success is having a business model that outlines the ways in which new products will create
market value. This book oﬀers a systematic approach to identifying market opportunities and developing breakthrough business models. It outlines the key principles of business
model generation, presents a value-based framework for developing viable new oﬀerings, and provides a set of practical tools for creating a meaningful value proposition that
drives market success. The business model framework outlined in this book applies to a wide range of companies—startups and established enterprises, consumer-packaged-goods
companies and business-to-business enterprises, high-tech and low-tech ventures, online and brick-and-mortar entities, product manufacturers and value-added service providers,
nonproﬁt organizations and proﬁt-driven companies. Practical, actionable, and succinct, The Business Model is the essential reference and how-to guide for everyone seeking to
achieve market success: from entrepreneurs to experienced managers, from senior executives to product designers, from those creating new market oﬀerings to those improving on
existing ones. This book is for those passionate about building great products that create market value and disrupt industries.

Marketing Management
Pearson This print textbook is available for students to rent for their classes. The Pearson print rental program provides students with aﬀordable access to learning materials, so
they come to class ready to succeed. For undergraduate and graduate courses in marketing management. The gold standard for today's marketing management student The world
of marketing is changing every day -- and in order for students to have a competitive edge, they need a text that reﬂects the best and most recent marketing theory and practices.
Marketing Management collectively uses a managerial orientation, an analytical approach, a multidisciplinary perspective, universal applications, and balanced coverage to
distinguish it from all other marketing management texts out there. Unsurpassed in its breadth, depth, and relevance, the 16th Edition features a streamlined organization of the
content, updated material, and new examples that reﬂect the very latest market developments. After reading this landmark text, students will be armed with the knowledge and
tools to succeed in the new market environment around them.

Marketing Management
Cengage Learning Gain an understanding of the vibrant, challenging environment facing marketers today as Iacobucci’s MARKETING MANAGEMENT, 6E presents an intriguing, guiding
framework that clearly illustrates how core concepts ﬁt together. This updated and complete overview oﬀers a captivating style and engaging presentation that you will actually
enjoy reading. Learn how to make meaningful decisions and construct useful, practical marketing plans to help companies succeed. Revised chapters, updated explanations, new
mini-cases and the latest examples depict global marketing, ethics and social media marketing in action. This edition emphasizes the importance of theory with a framework that
demonstrates the interrelationship of marketing concepts and decisions. Leading cases from Harvard, Darden and Ivey further reinforce the relevance of what you are learning and
prepare you to apply the latest marketing management principles for business success. Important Notice: Media content referenced within the product description or the product
text may not be available in the ebook version.

Handbook of Research on Retailing
Edward Elgar Publishing The advent of e-commerce and the rise of hard discounters have put severe pressure on traditional retail chains. Boundaries are blurring: traditional brick &
mortar players are expanding their online operations and/or setting up their own discount banners, while the power houses of online retail are going physical, and hard discounters
get caught up in the Wheel of Retailing. Even successful companies cannot sit back and rest, but need to prepare for the next wave of change. In the face of this complexity, it is all
the more important to take stock of current knowledge, based on insights and experience from leading scholars in the ﬁeld. What do we know from extant studies, and what are the
ensuing best practices? What evolutions are ahead, and will current recipes still work in the future? This Handbook sheds light on these issues.

The Marketing Plan Handbook, 5th Edition
Cerebellum Press The Marketing Plan Handbook can beneﬁt managers in all types of organizations. For startups and companies considering bringing new products to the market, this
book outlines a process for developing a marketing plan to launch a new oﬀering. For established companies with existing portfolios of products, this book presents a structured
approach to developing an action plan to manage their oﬀerings and product lines. Whether you manage a small business seeking to formalize the planning process, a startup
seeking venture-capital ﬁnancing, a fast-growth company considering an initial public oﬀering, or a large multinational corporation, you can gain competitive advantage by
translating the marketing planning process outlined in this book into a streamlined strategic document that informs your actions and helps avoid costly missteps.
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The Marketing Plan
John Wiley & Sons Create winning marketing plans like the pros! Whether you're starting a new business or launching a new product line within a company, you won't be able to
succeed without a clear plan that deﬁnes your goals and how you will achieve them. Now, best-selling author William Cohen equips you with the knowledge, tools, and techniques
you'll need to develop marketing plans like the pros. The Marketing Plan, 5th Edition presents step-by-step procedures--from scanning your environment and establishing goals and
objectives, to developing marketing strategies and tactics, to presenting and implementing your plan, and everything in between. When you complete the book, you will not only
know what to do, but also how and why. With this practical guide, you get: * Step-by-step instructions: This easy-to-follow, logical approach keeps you clearly focused on what you
need to do to develop a successful marketing plan. * Time-saving forms: These worksheets, including 20 new to this edition, help you with diﬀerent marketing planning tasks, such
as proﬁling target markets and establishing an advertising and publicity budget. * Actual marketing plans from readers who have used the book: This new Fifth Edition features
three new sample marketing plans. These plans show how readers have adapted the basic ideas in this book and translated them into successful marketing plans.

Retailing in the 21st Century
Current and Future Trends
Springer Science & Business Media With crisp and insightful contributions from 47 of the world’s leading experts in various facets of retailing, Retailing in the 21st Century oﬀers in one
book a compendium of state-of-the-art, cutting-edge knowledge to guide successful retailing in the new millennium. In our competitive world, retailing is an exciting, complex and
critical sector of business in most developed as well as emerging economies. Today, the retailing industry is being buﬀeted by a number of forces simultaneously, for example the
growth of online retailing and the advent of ‘radio frequency identiﬁcation’ (RFID) technology. Making sense of it all is not easy but of vital importance to retailing practitioners,
analysts and policymakers.

The Sports Strategist
Developing Leaders for a High-Performance Industry
Oxford University Press Today's high-performance sports business is more complex than ever before and presents new challenges to the industry at all levels. Sports organizations are
ﬁghting hard for the money and engagement of fans, media, and sponsors while facing unprecedented competition both domestically and internationally. The cost of doing business
continues to rise, while traditional revenue streams are under increased pressure. In The Sports Strategist: Developing Leaders for a High-Performance Industry, authors Irving
Rein, Ben Shields, and Adam Grossman demonstrate that relying too much on winning is a losing long-term strategy for dealing with these challenges. Instead, they argue that
sports organizations must focus on identifying and maximizing key factors that, unlike winning, can be controlled and shaped. By building a more well-rounded business, sports
strategists will position themselves and their organizations for sustainable success in the industry. Blending extensive industry experience and real-world case studies with their
academic expertise, the authors arm students with the combination of the necessary tools to help them make better strategic decisions. Students will learn how to design identities,
reinvigorate venue experiences, manage narratives, and maximize new technology in today's connected world. In addition, readers will explore how to implement business analytics,
build public support, and apply ethics in decision-making. These techniques are vital to creating a successful sports organization that is ready to reap the beneﬁts of winning when it
does happen, without having to suﬀer when it does not. The demand for innovative leaders who can address these issues and make tough decisions on which challenges to prioritize
has never been greater. The Sports Strategist is an essential resource for anyone looking to thrive in the sports industry.

Challenges to Modern Business
Businesses in the twenty-ﬁrst century are in a battle to keep up with constant, and dynamic changes. Many changes are new with no historical archives from which to research
possible solutions. Whether these changes are political, social, economic, technological, or environmental, they impact all types of businesses from the small business to the large
corporation. Whether a student or a business professional, this book will enlighten you to the challenges faced on a daily basis in the business world. The challenges addressed in
this book are: Objectives and Goals of a business, Understanding and Retaining Customers, Facing Unexpected Challenges, Human Resource Departments, Leadership,
Understanding the Supply Chain, Ethics, Social Responsibility and White Collar Crime, and Substance Abuse in the Workplace.

Marketing Management
This is the 14th edition of 'Marketing Management' which preserves the strengths of previous editions while introducing new material and structure to further enhance learning.

Kellogg on Marketing
John Wiley & Sons

Kellogg on Branding
The Marketing Faculty of The Kellogg School of Management
John Wiley & Sons The Foreword by renowned marketing guru Philip Kotler sets the stage for a comprehensive review of the latest strategies for building, leveraging, and rejuvenating
brands. Destined to become a marketing classic, Kellogg on Branding includes chapters written by respected Kellogg marketing professors and managers of successful companies. It
includes: The latest thinking on key branding concepts, including brand positioning and design Strategies for launching new brands, leveraging existing brands, and managing a
brand portfolio Techniques for building a brand-centered organization Insights from senior managers who have fought branding battles and won This is the ﬁrst book on branding
from the faculty of the Kellogg School, the respected resource for dynamic marketing information for today's ever-changing and challenging environment. Kellogg is the brand that
executives and marketing managers trust for deﬁnitive information on proven approaches for solving marketing dilemmas and seizing marketing opportunities.

Strategic Marketing
Market-Oriented Corporate and Business Unit Planning
Springer Dieses Lehrbuch führt in verständlicher, systematischer und knapper Form in die Problemfelder der Marketingplanung ein. Sowohl die Marketingplanung auf der
Unternehmens- und Geschäftsfeldebene als auch die Planung des Marketing-Mix werden behandelt. Mit Hilfe von zahlreichen kurzen Fallbeispielen werden wesentliche Aspekte des
Inhaltes veranschaulicht. Die Autoren haben in der 7. Auﬂage alle Kapitel überarbeitet und diverse neue Praxisbeispiele aufgenommen. Bei der Markenführung wurden einige
Grundlagen ergänzt.

Marketing Strategy and Tactics
Cerebellum Press The success of an oﬀering is deﬁned by the company’s ability to design, communicate, and deliver market value. The particular way in which an oﬀering creates
value is determined by the company’s business model and its two building blocks: strategy and tactics. The key aspects of developing an oﬀering’s strategy, designing its tactics,
and crafting a market value map are the focus of this note. The discussion of marketing strategy and tactics is complemented by an in-depth overview of two additional topics: the
3-C, 4-P, and 5-Forces frameworks and the key aspects of analyzing the market context. This note is an excerpt (Chapter 2) from Strategic Marketing Management: Theory and
Practice by Alexander Chernev (Cerebellum Press, 2019).

60-Minute Brand Strategist
The Essential Brand Book for Marketing Professionals
John Wiley & Sons Praise for 60-Minute Brand Strategist "A fresh take on the wisdom of putting brand strategy at the heart of corporate strategy. Brilliant insights for a fast-moving
world." —Angela Ahrendts, CEO, Burberry "Idris Mootee paints a sharp, comprehensive, and ﬁnely articulated analysis of the potential of meaningful brands in the 21st century's
cultural scenario and business landscape. The result is a smart manual that reminds you and your company how to build relevant, authentic, sustainable, and successful brands in
an evolving society." —Mauro Porcini, Chief Design Oﬃcer, PepsiCo Inc. "Idris's book teaches us how to engage today's increasingly cynical consumers on a deeper emotional level to
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build real equity and leadership. He demonstrates how to break out of the box and connect business strategy to brand strategy, and how the right brand story never really ends!"
—Blair Christie, SVP and CMO, Cisco Systems, Inc. "It's rare to ﬁnd a book that's both inspiring and practical but Idris nailed it! He has crafted the ultimate guide to brand building in
the connected world with visual clarity and thought-provoking strategy." —Eric Ryan, cofounder, Method Products, Inc. This book is about one thing only: branding. Period. In this
economy ruled by ideas, the only sustainable form of leadership is brand leadership. 60-Minute Brand Strategist oﬀers a fast-paced, ﬁeld-tested view of how branding decisions
happen in the context of business strategy, not just in marketing communications. With a combi-nation of perspectives from business strategy, customer experience, and even
anthropology, this new and updated edition outlines the challenges traditional branding faces in a hyper-connected world. This essential handbook of brand marketing oﬀers an
encyclopedia of do's and don'ts, including new case studies of how these concepts are being used by the world's most successful and valuable brands. 60-Minute Brand Strategist is
your battle plan, ﬁlled with powerful branding tools and techniques to win your customers' hearts and defeat the competition.

Breakthrough Marketing Plans
How to Stop Wasting Time and Start Driving Growth
Springer Almost every company creates a marketing plan each year, and many spend hundreds of employee hours researching, preparing and presenting their tomes to senior
executives. But most marketing plans are a waste of time; they are too long, too complicated and too dense. They end up sitting on a shelf, unread and unrealized. Breakthrough
Marketing Plans is an essential tool for people who create marketing plans and people who review them. The book provides simple, clear frameworks that are easy to apply, and
highlights why marketing plans matter, where they go wrong and how to create a powerful plan that will help build a strong, proﬁtable business.

Experience Marketing
Concepts, Frameworks and Consumer Insights
Now Publishers Inc Experience Marketing examines a new and exciting concept this is of interest to academics and marketing practitioners who have come to realize that
understanding how consumers experience brands, and how to provide appealing brand experiences for them, is critical for diﬀerentiating their oﬀerings in a competitive
marketplace. Understanding consumer experiences is a core task for consumer research, but consumer and marketing research on experience is still emerging. Experience
Marketing reviews and discusses experience research conducted in various disciplines and in sub-disciplines of marketing. The author begins with an exploration of the experience
concept itself. What do we mean by "experience"? What are consumer experiences? How are they diﬀerent from other established constructs in our ﬁeld? Next, this monograph
reviews the key concepts of Experience marketing and provides empirical research ﬁndings that shed light on consumer insights on experiences. It also examines the strategic
management and marketing literature on customer experience and the practical frameworks for managing experiences. Finally, it explores an exciting emerging area of research-the
interface of consumer experience and happiness.

Marketing as a Business Discipline
Cerebellum Press Marketing is both art and science. It is an intuitive skill and a set of principles soundly grounded in logic and academic scholarship. It reﬂects the individual
experiences of companies across diﬀerent industries, as well as a set of common principles that stem from these individual experiences and span companies and industries. Building
on this view of marketing, this note addresses the essence of marketing as a business discipline, focusing on its role as a value-creator and the growth engine of an organization.
The discussion of marketing as a business discipline is complemented by an in-depth overview of three additional topics: The historic role of the marketing function in business
management, the marketing myopia phenomenon, and the role of frameworks in marketing management. This note is an excerpt (Chapter 1) from Strategic Marketing Management:
Theory and Practice by Alexander Chernev (Cerebellum Press, 2019).

Digital Age: Chances, Challenges and Future
Springer This proceedings book presents the outcomes of the VII International Scientiﬁc Conference “Digital Transformation of the Economy: Challenges, Trends, New Opportunities”,
which took place in Samara, Russian Federation, on April 26–27, 2019. Organized by the Samara State University of Economics, the conference chieﬂy focused on digital economy
issues, such as theoretical preconditions for the development of economic systems in the digital age and speciﬁc practical issues related to real-world business practice. Consisting
of six chapters corresponding to the thematic areas of the conference, and written by scientists and practitioners from diﬀerent regions of Russia, Kazakhstan, the Czech Republic
and Germany, the book oﬀers answers to the most pressing questions for today’s business community: - How is our world changing under the inﬂuence of digital technology? - Is
sustainable economic development a myth or reality in the context of digitalization? - What threats and opportunities does digitalization bring? - What are realities and prospects of
digitalization in the context of business practice? - How do we create a digital infrastructure for the economy? - How should the legal environment of the economy be transformed in
the context of digitalization? The conclusions and recommendations presented are not recipes for solving the existing economic problems, but instead are intended for use in further
research on transformation processes in the economy and in the development of state economic policies in various countries and regions.

Strategic Marketing
McGraw-Hill Companies

Actionable Gamiﬁcation
Beyond Points, Badges, and Leaderboards
Packt Publishing Ltd Learn all about implementing a good gamiﬁcation design into your products, workplace, and lifestyle Key Features Explore what makes a game fun and engaging
Gain insight into the Octalysis Framework and its applications Discover the potential of the Core Drives of gamiﬁcation through real-world scenarios Book Description Eﬀective
gamiﬁcation is a combination of game design, game dynamics, user experience, and ROI-driving business implementations. This book explores the interplay between these
disciplines and captures the core principles that contribute to a good gamiﬁcation design. The book starts with an overview of the Octalysis Framework and the 8 Core Drives that
can be used to build strategies around the various systems that make games engaging. As the book progresses, each chapter delves deep into a Core Drive, explaining its design
and how it should be used. Finally, to apply all the concepts and techniques that you learn throughout, the book contains a brief showcase of using the Octalysis Framework to
design a project experience from scratch. After reading this book, you'll have the knowledge and skills to enable the widespread adoption of good gamiﬁcation and human-focused
design in all types of industries. What you will learn Discover ways to use gamiﬁcation techniques in real-world situations Design fun, engaging, and rewarding experiences with
Octalysis Understand what gamiﬁcation means and how to categorize it Leverage the power of diﬀerent Core Drives in your applications Explore how Left Brain and Right Brain Core
Drives diﬀer in motivation and design methodologies Examine the fascinating intricacies of White Hat and Black Hat Core Drives Who this book is for Anyone who wants to
implement gamiﬁcation principles and techniques into their products, workplace, and lifestyle will ﬁnd this book useful.

Strategic Management
Strategic Brand Management
Building, Measuring, and Managing Brand Equity
Pearson College Division Incorporating the latest thinking and developments from both academia and industry, this exploration of brands, brand equity and strategic brand
management combines a comprehensive theoretical foundation with numerous techniques and practical insights for making better day-to-day and long-term brand decisions.
Focused on how-to and why, it provides speciﬁc tactical guidelines for planning, building, measuring and managing brand equity. It includes numerous examples on each topic and
over 75 Branding Briefs that identify successful and unsuccessful brands.

From Logistics Strategy to Macrologistics
Imperatives for a Developing World
Kogan Page Publishers Macrologistics is a strategic view of logistics as a production factor on national scales to support a shift towards sustainability. The book details logistics'
evolution from a functional discipline to a value chain optimiser and, ultimately, an enabler of sustainability, including the evolution of metrics to support this shift. Macrologistics
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instrumentation involves striving towards the lowest total cost of ownership for national economies where, to improve decision-making, these costs should ultimately include the
societal and ecological costs incurred due to logistics activities. From Logistics Strategy to Macrologistics represents macrologistics research outputs for a number of developing
economies, identifying distinctive macrologistics policy and infrastructure investments themes to address national logistics challenges in developing economies. The book
culminates in a discussion on the potential future role of logistics to support the shift to a more sustainable society, where an acceptance of a degrowth paradigm might be
required, and even advisable, for a more secure, fulﬁlling future. Logistics (and economics) scholars, researchers and practitioners should steer their work towards contributing to
the development of an ecologically sustainable society, where resources and returns are shared widely, sustainably and equitably.

Framework for Marketing Management
Pearson Education India "Using the most current concepts, up-to-date data, and a wide range of examples, this authoritative text illustrates how excellent management strategies lead
to unsurpassed marketing success."--Page 4 of cover.

Strategic Market Management
Wiley Global Education Strategic Market Management helps managers identify, implement, prioritize, and adapt market-driven business strategies in dynamic markets. The text
provides decision makers with concepts, methods, and procedures by which they can improve the quality of their strategic decision-making. The 11th Edition provides students in
strategic marketing, policy, planning, and entrepreneurship courses with the critical knowledge and skills for successful market management, including strategic analysis,
innovation, working across business units, and developing sustainable advantages.

Essentials of Marketing
Irwin Professional Publishing

Essentials of Strategic Management
Cengage Learning Thorough yet concise, ESSENTIALS OF STRATEGIC MANAGEMENT, Third Edition, is a brief version of the authors' market-leading text STRATEGIC MANAGEMENT: AN
INTEGRATED APPROACH. Following the same framework as the larger book, ESSENTIALS helps students identify and focus on core concepts in the ﬁeld in a more succinct,
streamlined format. Based on real-world practices and current thinking, the text's presentation of strategic management features an increased emphasis on the business model
concept as a way of framing the issues of competitive advantage. Cutting-edge research, new strategic management theory, and a hands-on approach allow students to explore
major topics in management, including corporate performance, governance, strategic leadership, technology, and business ethics. In addition, a high-quality case program examines
small, medium, and large companies--both domestic and international--so that students gain experience putting chapter concepts into real-world practice in a variety of scenarios.
Important Notice: Media content referenced within the product description or the product text may not be available in the ebook version.
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