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Develop Your PR Skills is a simple, straightforward guide to maximising your
company's potential through effective PR. It will help the reader to gain a quick
understanding of the concepts and principles and learn how to use them in actual
business scenarios. It covers strategic public relations, public relations and the
internet, working with the media, how to deal with different stakeholders and
customers, dealing with a crisis, using internal communications, using research
to get a competitive edge, evaluating the success of your PR, and ethics and
sustainability. Direct and to the point, each chapter is concise, can stand alone
and ends with a summary of key points. Readers are also be pointed towards key
websites and reading materials.
This book is NOT for self-centred people, managers and companies focused on
selling more insurance products. You are villains. This is for the heroes in the
insurance industry. Those truly committed to protecting their customers. Those
investing in their relationships and taking responsibility for ensuring customers
and loved ones will be provided for. Those more committed to educating and
understanding than they are to selling and commission. Those that chase
financial success through the good they do for others. This is the customer
centric way. It's not the easy or the quick way. But for those committed to the
Protect and Provide Pledge, it is the best way. And 20 years of consulting in over
25 countries has proven its the most profitable way. Protect and Provide will
challenge every aspect of the way you sell insurance. You'll learn everything you
need to know (and ask), to transform selling insurance products into helping
people buy the right cover. You'll throw away the "pitch" and commit to insurance
conversations that motivate the right decisions. You'll learn how to ethically
influence people without advice and without the need for hard closes and
objection handling. This is your guide to personal and financial success in the
insurance industry. Insurance hero or villain?
Encyclopedia of Renewable and Sustainable Materials provides a
comprehensive overview, covering research and development on all aspects of
renewable, recyclable and sustainable materials. The use of renewable and
sustainable materials in building construction, the automotive sector, energy,
textiles and others can create markets for agricultural products and additional
revenue streams for farmers, as well as significantly reduce carbon dioxide
(CO2) emissions, manufacturing energy requirements, manufacturing costs and
waste. This book provides researchers, students and professionals in materials
science and engineering with tactics and information as they face increasingly
complex challenges around the development, selection and use of construction
and manufacturing materials. Covers a broad range of topics not available
elsewhere in one resource Arranged thematically for ease of navigation
Discusses key features on processing, use, application and the environmental
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benefits of renewable and sustainable materials Contains a special focus on
sustainability that will lead to the reduction of carbon emissions and enhance
protection of the natural environment with regard to sustainable materials
Book Description: Our world is undergoing rapid transformation. In this tide of
change and upheaval, customers are stepping into their power and making
demands the likes of which have never been seen before. Building sustainable
competitive advantage and leading a superior 21st century organisation requires
a new approach - placing your customer at the heart of everything you do,
implementing a customer-centric business model and boldly leading your
organisation through the transformational journey required. Using the REAP
Customer-Centric Organisation Blueprint(r) as an architecture, this book explores
all the interconnected components of a truly customer-centric business model
and how you can apply its principles practically and with tangibly significant
business results. It will support you to strategize, plan and operationalise the
future in order to create, deliver and capture value, whilst delivering sustainable,
superior business performance. About the Author: Doug Leather, CEO of REAP
Consulting (Pty) Ltd, is a Wharton Business School Alumnus who has a diverse
and varied background, including engineering and commercial. He is a leading
expert in Customer Management working globally with large blue-chip
organisations, and is best described as a Customer Management Evangelist,
Activist and Futurologist as a result of his intense passion, broad multi-industry
and multi-country insights into customer management capability understanding,
best practice application, customer experience, business models and business
performance improvement. The primary focus of his client work today is in
helping people in businesses think, and work differently together to understand
the importance of customer asset management, assessing the maturity of
customer management capability and then conceiving, planning,
developing/repairing, driving and measuring strategy and programmes for the
21st Century Organisatio
As customer orientation continues to gain importance in the marketing field, there
has been a growing concern for organizations to implement effective customer
centric policies. Customer-Centric Marketing Strategies: Tools for Building
Organizational Performance provides a more conceptual understanding on
customer-centric marketing strategies as well as revealing the success factors of
these concepts. This book will discuss how to improve the organization’s financial
and marketing performance.
Sustainability of Business in the Context of Environmental Management studies
the newly emerged concept of ‘sustainable business’ in view of the growing
Indian economy. It explores the current corporate social responsibility practices
adopted with special reference to environmental management in Indian
companies. The book compares the legal, financial, economic, industrial, and
social behavioural aspects. Out of these aspects, industrial aspect in view of
‘environmental management’ is discussed in detail. It also explores the forces
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driving the changing relationship between business and society and corporate
leadership reacting to environmental challenges. Finally, the book restates the
concept of increasing profitability through societal development. Please note:
This volume is Co-published with The Energy and Resources Institute Press,
New Delhi. Taylor & Francis does not sell or distribute the Hardback in India,
Pakistan, Nepal, Bhutan, Bangladesh and Sri Lanka
Effectively select, align and manage digital channels and operations using this
second edition of the bestselling guide, Digital Marketing Strategy. This
accessible, step-by-step framework enables the planning, integration and
measurement of each digital platform and technique, all tailored to achieve
overarching business objectives. Ranging from social media, SEO, content
marketing and user experience, to customer loyalty, automation and
personalization, this edition features cutting edge updates on marketing
automation, messaging and email, online and offline integration, the power of
technologies such as AI, plus new data protection and privacy strategies.
Accompanied by downloadable templates and resources, Digital Marketing
Strategy is an ideal road map for any marketer to streamline a digital marketing
strategy for measurable, optimized results. Online resources include lecture
slides, activity sheets, practical implementation guides and templates, which will
be regularly updated to equip readers as digital marketing continues to evolve.
Organizing Marketing and Sales offers case studies to demonstrate in detail the
kinds of challenges faced by multinational, multiproduct firms. It also draws upon
theoretical perspectives in order to examine contemporary challenges in
marketing and sales organization.
The practical, expert guide to reaching the new consumer Customer-Centric Marketing
is a comprehensive game plan on succeeding in the new marketing landscape by
focusing on the customer. Written by one of Canada's top communications pioneers,
this book examines the complex forces influencing the rise of empowered and
demanding customers and outlines a framework that helps marketers exploit these
forces to engage them. You'll find actionable advice to help you pull together these
seemingly independent elements to create a customer-centric business model that is
ideally positioned to take on the dynamic requirements of today's marketing
environment, and learn the strategic rules that CMOs can use to model their
organizations to win. Valuable insights on customer experience, innovation, content,
social media, and operating strategies will help you formulate a workable plan, and
when combined with the practical guidance and expert advice, enable you to put your
plan into action today. The new purchasing journey has created a whole new set of
customer touch points with unique needs, and has identified key activity areas that
drive success or failure in the marketplace. This guide helps you sort it all out, and
make your organization rise to the top. Define the new customer-purchasing journey
Identify and influence the new consumer Engage, nurture, and utilize brand advocates
to spread your message Position your organization to win in the new marketplace As
customers evolve, smart companies evolve with them, and, with a track record that
speaks for itself, putting the customer at the center of strategic thinking is the key to a
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winning plan,. Consumer evolution is happening more rapidly than ever before, and
keeping your organization out in front has never been more important. CustomerCentric Marketing provides the concrete framework, expert insight, and actionable
advice that turns strategy into reality.
The Web has changed the game for your customers— and, therefore, for you. Now,
CustomerCentric Selling, already recognized as one of the premier methodologies for
managing the buyer-seller relationship, helps you level the playing field so you can
reach clients when they are ready to buy and create a superior customer experience.
Your business and its people need to be “CustomerCentric”—willing and able to identify
and serve customers’ needs in a world where competition waits just a mouse-click
away. Traditional wisdom has long held that selling means convincing and persuading
buyers. But today’s buyers no longer want or need to be sold in traditional ways.
CustomerCentric Selling gives you mastery of the crucial eight aspects of
communicating with today’s clients to achieve optimal results: Having conversations
instead of making presentations Asking relevant questions instead of offering opinions
Focusing on solutions and not only relationships Targeting businesspeople instead of
gravitating toward users Relating product usage instead of relying on features
Competing to win—not just to stay busy Closing on the buyer’s timeline (instead of
yours) Empowering buyers instead of trying to “sell” them What’s more,
CustomerCentric Selling teaches and reinforces key tactics that will make the most of
your organization’s resources. Perhaps you feel you don’t have the smartest internal
systems in place to ensure an ideal workflow. (Perhaps, as is all too common, you lack
identifiable systems almost entirely.) From the basics—and beyond—of strategic
budgeting and negotiation to assessing and developing the skills of your sales force,
you’ll learn how to make sure that each step your business takes is the right one.
"This book examines related research in decision, management, and other behavioral
sciences in order to exchange and collaborate on information among business,
industry, and government, providing innovative theories and practices in operations
research"--Provided by publisher.
What's Working Now in the world of digital marketing?It's a commonly asked question,
regardless of the industry that you are in, the size of the market, competition, whether
you're a start-up or an established brand given the digital marketing environment has
undergone a massive amount of change over the past 5-10 years alone.The good news
is there is much that is working now in the digital marketing landscape. It just takes a
shift in focus, perspective and a willingness to forge your own unique path, and leave
the copycats behind. Are you ready to hear more? Good, because there is much more
to share.
Many organizations approach customer-centic marketing and innovating their business
strategy in isolation to one another, missing groundbreaking opportunities for
advancement. Customer Innovation, second edition, turns this on its head by starting
with the customer, innovating around their needs, then building a customer led
business strategy around it. It presents a well-constructed three-by-three formula of
connect, convert, collaborate, laying the foundations for innovation and change, to
improve the current customer journey and expand into new customer horizons. This
enables new product and service development to flow with outstanding efficiency and
substantial growth. Customer Innovation, second edition, includes exciting updates
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around co-creation and the benefits of involving customers, stakeholders and
employees from the beginning. It provides guidance on using technology to reinvent
traditional business models, with consumer needs at the heart. With a spectacular
range of case studies, including Disney, LEGO and Johnson & Johnson, all delivered
with active takeaways, this is the ultimate handbook for any leader, business or
marketing strategist, ready to pave the way in a new era of customer led strategy.
Written for marketing practitioners who need to bring themselves up to speed on mobile
marketing, this book explains the benefits of mobile marketing and its links with other
forms of digital marketing. It tackles myths relating to mobile commerce, looks at using
mobile communication in conjunction with other marketing activities, and explains how
mobile commerce can add value for customers. It gives examples of B2C and B2B
Twitter mobile campaigns, shows how mobile communications can be used for
research, and examines sustainability and ethical behavior in mobile commerce.
In Fast-Track Your Business, author Laura Patterson offers step-by-step guidance for
acquiring customer insights, creating customer-centric outcomes, and developing
strategies and measurable executable plans.
Sustainability Marketing: New directions and practices explores how a customer's
desire for sustainable products can form a part of new marketing strategies.
Sustainability Marketing provides solutions to scholars, marketers and decision makers
aiming to gain an advantage in businesses where sustainability is increasingly
prioritised.
The book provides knowledge of sustainable marketing tools in SMEs operating in the industry.
Industrial Product-Service Systems (IPS2), which is defined as “an integrated industrial
product and service offering that delivers value in use,” has expanded rapidly over the last
decade. IPS2 has allowed us to achieve both high added value and high productivity and has
enriched our QOL by improving the performance of products and services. We are now
struggling with many awkward issues related to sustainability, but IPS2 is expected to be the
“philosopher’s stone” for solving these issues. Following the pattern of conferences held in
Cranfield in 2009, Linköping in 2010, and Braunschweig in 2011, the fourth International CIRP
Conference on Industrial Product-Service Systems, held on November 8-9, 2012, in Tokyo, will
cover various aspects of IPS2. Topics planned for this year’s conference reflect the latest
IPS2 information in both the natural sciences and humanities and include case studies from
various industries. IPS2 is still a relatively new field, so it is important to keep track of the entire
context in order to promote more cross-sectional cooperation between multimodal fields and
disciplines. The fourth International CIRP Conference on Industrial Product-Service Systems
will serve as a vital platform for such collaborations and the discussion of new scientific ideas.
This book analyses the importance of consumer behaviour in sustainable fashion and
consumption. Consumer behaviour plays a major role in sustainability, and when it comes to
textile products, a number of studies have shown that for certain product categories, consumer
behaviour during use and disposal stages influences the entire life cycle impacts of the product
more than the raw material and manufacturing stages. However green the production, the
overall sustainability of a product depends on the consumers who use and dispose of it.
Direct and Digital Marketing in Practice is the essential manual for all managers, marketers
and students. Incisive and thorough, the text has been fully updated to reflect the continuing
impact and future implications of the Internet on marketing. This new 3rd edition is one of the
only comprehensive textbooks written entirely by current practising professionals. It explains in
detail the powerful offline and online techniques available to direct marketers today. Direct and
Digital Marketing in Practice covers vital issues such as: · the new marketing landscape; ·
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gaining customer insight; · maximising returns on marketing investment; · integrating traditional
and digital media; · campaign planning and budgeting; · offline and online metrics: · testing and
statistics; and · developing compelling propositions. Direct and Digital Marketing in Practice is
an ideal reference tool, presenting detailed explanations of key concepts with practical
examples and case studies. The book ensures that each point is relevant and memorable, and
made in a real-world context. Written for managers looking to expand and enhance customer
reach, students on MBA courses, and those taking professional qualifications, the book
provides an invaluable and up-to-date guide to marketing best theory and practice in our
increasingly digital and online age.
Trends in cleaner business decisions have resulted in sustainable business models involving
society, stakeholders, and consumers. Sustainable choices of companies create competitive
differentiations that enable consumers to weigh social values and shift loyalties in the
competitive marketplace. This book focuses on sustainability as the pivot of marketing and
argues that commitment to sustainability in business not only equips companies to have
greater social impact but also inspires an emotional response in consumers that aids
companies in growing their image, brands, and socio-political reputations. Exploring topics
such as the circular economy, sustainable logistics, eco-innovation, conscious consumption,
and social entrepreneurship, the chapters discuss sustainable practices in emerging markets
and co-creation between corporations and consumers. This book offers researchers innovative
concepts on sustainable business modelling.
As marketing professionals look for ever more effective ways to promote their goods and
services to customers, a thorough understanding of customer needs and the ability to predict a
target audience’s reaction to advertising campaigns is essential. Marketing and Consumer
Behavior: Concepts, Methodologies, Tools, and Applications explores cutting-edge
advancements in marketing strategies as well as the development and design considerations
integral to the successful analysis of consumer trends. Including both in-depth case studies
and theoretical discussions, this comprehensive four-volume reference is a necessary
resource for business leaders and marketing managers, students and educators, and
advertisers looking to expand the reach of their target market.
This book focuses on different sustainable products and services, such as electrical vehicles,
green buildings, and biophilic and biomimetic systems, at multiple hierarchical levels within its
chapters. The authors reflect on individual, organisational, governmental, political, and moral
considerations of how Human Factor Ergonomics can build a sustainable future. This book is a
must-read for anyone concerned with environmental issues and sustainability.
Two of the major parallel challenges facing businesses today are how to adapt to the changes
of fast-paced, fragmenting markets and how to grow a business whilst engaging in
recognisably sustainable practices. It is not enough to just be sustainable, it is about
communicating it and getting the customer involved in the message. Customer-Centric
Marketing shows readers how sustainable development practices and digital marketing
techniques work naturally together to add value, leading to improved customer satisfaction,
better professional relationships and increased effectiveness. Ideal for senior marketing
professionals and students on digital marketing or marketing strategy modules who wish to
utilise the benefits of sustainable development and forms of digital marketing, this accessible
and straight to-the-point book uses case studies to show how the marketing theories and tools
work in actual business scenarios. Customer-Centric Marketing covers contemporary issues
such as the increasing use of mobile, QR codes and social network sites for consumers
interested in ethical, environmental and sustainable marketing.
A powerful call to action, Customer Centricity upends some of our most fundamental beliefs
about customer service, customer relationship management, and customer lifetime
value.Despite what the old adage says, the customer is not always right. Even companies that
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can seemingly do no wrong—like the coffeehouse giant Starbucks—have only recently started to
figure this out.Starbucks is one of many companies that has successfully executed a pivot that
puts the company in a customer-centric mindset, an approach that Wharton professor Peter
Fader describes in Customer Centricity. Fader advocates that in the world of customer
centricity, there are good customers … and then there is pretty much everybody else. In a new
preface and afterword to Customer Centricity, Fader reflects on how the landscape has
changed over nearly a decade since he first proposed that businesses radically rethink how
they relate to customers. Using examples from Starbucks, Nordstrom, and more, Fader
provides insights to help you understand: Why customer centricity is the new model for
success in today's data-driven environment. How the ideas of brand equity and customer asset
value help us understand what kinds of companies naturally lend themselves to the customercentric model and which ones don't; Why the traditional models for determining the value of
individual customers are flawed; How executives can use customer lifetime value (CLV) and
other customer-centric data to make smarter decisions about their companies; How the wellintended idea of customer relationship management (CRM) lost its way—and how your
company can properly put CRM to use; How customer centricity will help you realign your
performance metrics, product development, customer relationship management and
organization to make sure you focus directly on the needs of your most valuable customers
and increase profits for the long term. ALSO AVAILABLE: Once Fader convinces you of the
value of customer centricity in this book, The Customer Centricity Playbook, with Sarah Toms,
will show you where to get started to bring it to the forefront of your organization.THE
WHARTON EXECUTIVE ESSENTIALS SERIES The Wharton Executive Essentials series
from Wharton School Press brings the ideas of the Wharton School's thought leaders to you
wherever you are. Inspired by Wharton's Executive Education program, each book is authored
by globally renowned faculty and filled with real-life business examples and actionable advice.
Wharton Executive Essentials guides offer a quick-reading, penetrating, and comprehensive
summary of the knowledge leaders need to excel in today's competitive business environment
and capture tomorrow's opportunities.
Business Strategies for Sustainability brings together important research contributions that
demonstrate different approaches to business strategies for sustainability. Many corporate
initiatives toward what firms perceive to be sustainability are simply efficiency drives or
competitive moves – falling far short of actual strategies for ecological sustainability. To
suggest true ecological sustainability strategies, this new research anthology adopts an
interdisciplinary, or transdisciplinary, approach to discern what business strategies might look
like if they were underpinned by environmental and ecological science. The 23 chapters in this
anthology reflect five main topic sections: (a) delineating sustainability challenges and visions;
(b) contradiction, integration and transformation of business and sustainability logics; (c)
innovating and developing strategic capabilities for sustainability; (d) assessing and valuing
sustainability; and (e) toward multi-level engagement and collaboration.
This Handbook examines the area of consumer behaviour from the perspective of current
developments and developing areas for the discipline, to new opportunities that comprehend
the nature of consumer choice and its relationship to marketing. Consumer research
incorporates perspectives from a spectrum of long-established sciences: psychology,
economics and sociology. This Handbook strives to include this multitude of sources of
thought, adding geography, neuroscience, ethics and behavioural ecology to this list.
Encompassing scholars with a passion for researching consumers, this Handbook highlights
important developments in consumer behaviour research, including consumer culture,
impulsivity and compulsiveness, ethics and behavioural ecology. It examines evolutionary and
neuroscience perspectives as well as consumer choice. Undergraduate and postgraduate
students and researchers in marketing with interests in consumer behaviour will find this
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enriching resource invaluable.
From award-winning marketing and tech expert, Kobi Ben Meir comes a book that is a treatise
on how anyone with passion, determination and the willingness to make it big in marketing can
realize their dream. Born in an era that was undergoing a revolutionary change, the Israel-born
author uses Marketing on Fleek to detail not only the personal and professional obstacles he
overcame, but how the lessons he learned along the way shaped his outlook. "If you don’t
have a personal mountain to climb, you might as well not exist.", Kobi Ben Meir The book
presents the reader with an approach to the professional and marketing world that is
straightforward and effective, with insights they can implement right away. It goes through selfdevelopment, self-esteem and work environment into the history of marketing aspects and best
practices, with real-life experience. Learn all the secrets, tips and pro-advice to become an
expert in the marketing strategy world. This included immigrating to the US where he benefited
from career-defining opportunities. Each step of the growth process is explained meticulously
and each chapter builds from the previous one to create a map that can be followed to
marketing success. The book covers critical and practical information that a professional needs
to be successful without losing sight of the big picture. This includes methods that can
rejuvenate ailing self esteem, an exploration of the needs of the modern consumer and an
insider look in B2B and B2C markets.
State-of-the-art analytic and quantitative methods for using big data to craft effective real-time,
dynamic customer-centric marketing plans. The revolution in big data has enabled a gamechanging approach to marketing. The asynchronous and continuous collection of customer
data carries rich signals about consumer preferences and consumption patterns. Use of this
data can make marketing adaptive, dynamic, and responsive to changes in individual customer
behavior. This book introduces state-of-the-art analytic and quantitative methods for customercentric marketing (CCM). Rather than using a snapshot from the data to plot a single campaigncentric marketing plan, these methods draw on cutting-edge research in optimization and
interactive marketing with the goal of maximizing long-term profit from data collected over time.
The aim is to teach readers to apply optimization tools to derive analytical solutions leading to
customized, dynamic, proactive, and real-time marketing decisions. The book develops the
CCM framework and illustrates it with four cases that span the life cycle of marketing: pricing,
win-back, cross-sales, and customer service allocation. The text walks the reader through realworld examples of applying the framework (supported by spreadsheet models available
online), then explains the key concepts: modeling consumer choice; segmenting customers
into latent classes based on sensitivity; computing customer lifetime value (CLV); and dynamic
optimization. The reader then learns to incorporate the continuous learning of customer
preference into an adaptive feedback loop for marketing decisions. The book can be used as a
text for MBA students or as a professional reference. This book is based on joint research
developed at Carnegie Mellon University when both authors were on the faculty at the Tepper
School of Business.
There are two major parallel challenges facing managers and leaders: first, how to adapt to
global changes in markets, competition and supply, and second, how to grow a business while
observing recognisably sustainable practices. Companies must now align their values with
customers who increasingly seek people-friendly and planet-friendly products and services.
Using sustainable marketing techniques to create value ultimately leads to improved customer
satisfaction, better professional relationships and increased effectiveness. With marketing
planning absent from the current textbook offering, this book provides practical insights, tools
and frameworks to help readers produce tactically and strategically appropriate marketing
plans. Showing how to embed sustainability in these strategies and reflecting on the historical
and current criticisms aimed at marketing, students will be shown how to implement changes
while being encouraged to reflect on why they are needed. Full of tools and frameworks to
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improve comprehension, including chapter-by-chapter learning outcomes, summaries,
exercises, applied activities and mini case studies, it bridges the gap between theory and
practice effectively and accessibly. Finally, PowerPoint lecture slides and Multiple Choice
Questions sections are provided for each chapter as electronic resources. Presenting
contemporary themes and challenges at the cutting edge of business research and practice,
this book should be core reading for advanced undergraduate and postgraduate students of
sustainable marketing, marketing planning and marketing strategy, as well as professionals
seeking to improve the competitive advantage of their organisations.
Innovative B2B Marketing is a clear, practical guide that demystifies modern aspects of B2B
marketing, including marketing models, processes and thought leadership pieces. New
customer buying habits, the digital era and the new industry landscape (influenced by the
application economy) have all had a great impact, with marketing professionals consequently
facing a shift away from traditional practices. The focus of Innovative B2B Marketing is to cut
through the noise and make sense of the new models, methods and processes that have
recently emerged in the B2B marketing sphere. Authored by Simon Hall, an ex-CMO who
brings over 20 years' senior level experience as one of the leading voices in the B2B sphere
actively working with the CIM, the IDM, and other major associations, Innovative B2B
Marketing brings together a wealth of insight and information sourced from the author's own
first-hand experience. Featuring real-life examples from diverse sectors, plus topical discussion
points and problems from key B2B marketing forums and associations, marketers will find new
approaches, models and solutions to help deal with any B2B marketing challenge.
Marketing, while essential to organisational success, is arguably one of the most controversial
aspects of business management. Criticisms of marketing’s impact range from fostering
materialism and unsustainable consumption patterns through to the use of deception, stifling of
innovation and lowering of quality, to name but a few. Taking a holistic and international
perspective, this book critically examines the ethical challenges marketing faces and explores
strategies marketers can use to respond to those challenges. The book examines specific
aspects of marketing activities, such as ethical considerations in relation to young consumers,
potentially harmful products and criticism of the societal impact of medical, arts and tourism
marketing activities. It then combines these with wider discussions of frameworks that enable
marketers to respond to ethical challenges, supplemented by discussions of cross-cultural and
international perspectives, consumer responses and ethical consumption movements as well
as shifting historical perceptions of marketing ethics. The book is accompanied by a
companion website including: PowerPoint slides and teaching notes per chapter, links to free
SAGE journal articles and online videos selected per chapter by the authors, quizzes per
chapter and links to further reading online. Visit: https://study.sagepub.com/eagle

For courses in Sustainable Marketing or as a supplement to marketing courses that
include sustainability as a focus. A lasting approach to marketing. As the engine that
drives the global economy, marketing leaves an enormous footprint on the environment
and society. To help readers make a lasting impression in their marketing efforts,
Martin/Schouten provides the concepts behind valuable-and lucrative-sustainable
marketing strategies.
Develop Your Marketing Skills is a user-friendly guide appropriate for business people
for whom implementation is the key issue. It outlines the key concepts and principles
which govern the subject of marketing, such as product management, market research,
communications, market coverage, creating a marketing plan and pricing perspectives.
It also gives key insights into how theories and tools work in actual business scenarios,
shows you how to improve customer satisfaction and highlights contemporary issues,
such as sustainability. There are also summary pages at the end of each chapter
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containing questions and suggested activities, helping you to revise the basics and
increase your confidence. With many of the issues discussed being at the cutting edge
of marketing research and practice, Develop Your Marketing Skills is a must for
anybody wishing to enter the marketing profession, develop their current knowledge
further or run their own business.
This book provides a conceptual framework of global value chains, flexibility and
sustainability, supported by research projects, case applications and models in various
related areas organized into three parts. In the first part of the book, various authors
discuss how to improve the efficiency and effectiveness of global value chains through
various types of analyses. While the focus is on cluster management, and mergers and
joint ventures, the legal aspects of control and liability concerning the integration of
value chains, is also examined in one of the contributions. The second part includes
chapters concerning ‘Strategy and Flexibility’. Strategies concern topics such as
inventory management, talent management, strategic alignment, decision making,
behavioural change and HR systems. The third and final part of the volume concerns
the topic of ‘Sustainability’, wherein the contributions focus on various initiatives
intended to promote sustainability across respective value chains bearing in mind the
concept of flexibility. The book is a valuable resource for a varied audience, ranging
from management students and researchers, to practicing business managers, as well
as for professional institutions, consultants, and corporate organizations.
The strategic importance of Corporate Social Responsibility for both large and small
businesses only continues to grow. This Handbook explores the complex relationship
between marketing and social responsibility, with a focus on marketing as a driver f
Over the past several years, leading companies have entered a period of major
marketing and operational adjustment and convergence, or intersection. It’s a reaction
to a critical fact of life: Customers—not organizations— now control the decision-making
dynamics and how organizations are perceived. We are witnessing significant
multichannel media application (and resultant omnichannel access by consumers),
along with more effective and pervasive customer data gathering, analysis, and
modeling. If you’re observing these major shifts in your own organization, you’ll need
this book. Inside, you’ll learn how to build proactive customer communication, improve
relationships, drive positive brand perception, optimize channel selection and message
personalization, and enhance employee-related factors (hiring, training, reward,
recognition), all leading to superior customer experience and a customercentric culture.
In addition, the author has incorporated content on “Big Data” generation and
analytics, which you’ll master while scoring a direct hit to the moving target—your
continuously changing, and increasingly independent, customer base.
With the world uniting to achieve Sustainable Development Goals, change lies ahead
for businesses. These organizations must rethink strategies and business behavior and
assess their impact to align with sustainability goals that promote industrial innovation,
maintain wellbeing, protect the planet, and ensure business value is created. To
achieve this ambitious agenda, a strong commitment and the means to implement it are
required. Technological Innovations for Sustainability and Business Growth is a crucial
reference source delivering dynamic research on accelerating growth in business
through knowledge creation and technological innovations. While highlighting topics
such as consumer analytics, international business, and risk assessment, this
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publication explores a wide range of techniques adopting and achieving a sustainable
competitive advantage in business. This book is ideally designed for multinational
investors, marketing researchers, managers, executives, board members, IT
consultants, economists, stakeholders, policymakers, financial analysts, professionals,
academicians, researchers, and students.
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