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Asia is no longer simply the continent to which the world turns for outsourcing and off shoring
of production, leaving retailing to Western countries. Asia now contains many of the world’s
largest markets plus many emergent markets as well. North America is fast ceding ground to
China as the world’s largest economic power. Europe has been able to make productivity
gains from trade, fiscal and monetary harmonization to remain globally competitive while
Africa, whose nations practice free trade, is largely ignored both in terms of forgiving debt and
providing further credit. Each chapter of this volume details the characteristics of an individual
market in Asia and demonstrates the challenges that marketers are likely to face in these
environments. Covering not just production or consumption but trade as it is practiced now, this
book outlines the new norms, conventions and service performance levels that these markets
demand.
Business to business markets are considerably more challenging than consumer markets and
demand specific skills from marketers. Buyers, with a responsibility to their company and
specialist product knowledge, are more demanding than the average consumer. The products
themselves may be highly complex, often requiring a sophisticated buyer to understand them.
Increasingly, B2B relationships are conducted in a global context. However all textbooks are
region-specific—except this one. This textbook takes a global viewpoint, with an international
author team and cases from across the globe. Other unique features of this excellent textbook
include: placement of B2B in a strategic marketing setting; full discussion of strategy in a global
setting including hypercompetition; full chapter on ethics early in the text; detailed review of
global B2B services marketing, trade shows and market research; This new edition has been
completely rewritten, and features expanded sections on globalisation and purchasing, plus
brand new sections on social media marketing and intellectual property. More selective,
shorter, and easier to read than other B2B textbooks, this is ideal for introduction to B2B and
shorter courses. At the same time, it's comprehensive enough to cover all the aspects of B2B
marketing any marketer needs, be they students or practitioners looking to improve their
knowledge.
This book is for managers and would-be managers who need to upgrade their knowledge of
digital marketing. Told from the perspective of marketing strategy, it puts digital marketing in
the context of firm strategy selection. The first step in digital marketing is to understand your
company and your brand. The next step is to put content and keywords on your web and
mobile sites so that they can be found in search. Then use the delivery platforms of digital
content, e-mail, social, and mobile, to deploy that content to the customer. The final topics in
the book focus on the importance of data management and privacy as well as the emerging
roles of analytics, artificial intelligence and marketing automation. Without quality data, no
digital marketing program can be successful. This data can then be used in data analytics
applications for predictive modeling. After reading this book, the reader will have a good idea of
where to start on the path to an integrated digital marketing management strategy. Each
chapter concludes with a list of action steps or “what to do next” to get started on
implementing a digital marketing strategy as well as review questions and key terminology.
This book is appropriate as a core textbook for Marketing Management in Post Graduate
programmes including MBA. The text provides right from the basics in Marketing to Analysis
and Application of Strategic Tools in Marketing Management. CORE FEATURESStructure :
Six parts with 20 chaptersObjective: Make the readers to understand marketing theory &
concepts and prepare them as tomorrow's marketing managers, academicians etc.,Style:
Simple and lucid style to understand theory and concepts with live corporate examples.Focus:
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As core text book to post graduate students-MBA, M Com, M A, M Tech etc.Delighting
Features (Value Addition)V Each part underlies a specific objective.v Each chapter starts with
a marketing profile of leading corporate house with web address. This enables the reader to
understand what is a corporate house, what are their businesses, what are their marketing and
operating philosophies,v Summary of each chapter makes the reader to grasp the chapter
contents with easy effort.v Each chapter has questions for discussion, preparing the students
well for examination.v Each chapter ends with practical exercises for critical analysis and
thinking which makes the reader to think critically.v Case Studies lead the reader to improve
his/her analytical skills and practical knowledge.
Quantitative marketing is not an easy subject to grasp. Quantitative Analysis in Marketing
Management introduces a kinder, gentler approach to the various quantitative concepts and
techniques in marketing management. This exciting new book examines techniques drawn
from other management disciplines (e.g. financial management and operations management)
and shows how these techniques can be applied to marketing management. To aid
comprehension, a number of problems and case studies are included at the end of each
chapter. The text is divided into three parts: * statistics, demand analysis and forecasting; *
financial analysis, operations and control systems; and * future trends Quantitative Analysis in
Marketing Management is suitable for undergraduate and MBA students enrolled in marketing
management, market analysis and forecasting, strategic marketing, marketing research
courses, together with MSc marketing courses.
This handbook consists of 19 chapters that critically review mainstream hospitality marketing
research topics and set directions for future research efforts. Internationally recognized leading
researchers provide thorough reviews and discussions, reviewing hospitality marketing
research by topic, as well as illustrating how theories and concepts can be applied in the
hospitality industry. The depth and coverage of each topic is unprecedented. A must-read for
hospitality researchers and educators, students and industry practitioners.
This book is for managers and would-be managers who need to upgrade their knowledge of
digital marketing. Told from the perspective of marketing strategy, it puts digital marketing in
the context of rm strategy selection. The rst step in digital marketing is to understand your
company and your brand. The second step is to put content and keywords on your website so
that they can be found in search. Third, use the other delivery platforms of digital marketing, email, social, and mobile, to deploy that content to the customer. The nal topics in the book
focus on the importance of data management and privacy. The author discusses how to
develop a database and to create an organization that puts data quality at its center. These
practices are as critical to digital marketing success as the delivery platforms. Without quality
data, no digital marketing program can be successful.
For the MBA Marketing Management course and/or undergraduate capstone marketing
strategy course. Framework for Marketing Managementprovides authoritative marketing theory
in a concise format to provide flexibility where outside cases, simulations, and projects are
brought in.

This book considers marketing management within the overall corporate system
of business policy-making, strategic planning and the implementation and control
of effective plans. The information requirements of marketing management are
highlighted and the marketing information system concept is developed within the
framework of managerial information systems. In the chapters which deal with
the elements of the marketing ‘mix’, the interrelated nature of these variables is
emphasized. The book illustrates how the successful marketing manager can
master each ‘weapon’ in the marketing ‘armoury’ and how (s)he can integrate
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those weapons to achieve the right mix for each product. The accent on
integrated marketing continues in the final section where differentiated marketing
is presented as an integrative framework and where the systematic control of
marketing operations is described. This book is for students who will one day be
managers: its emphasis is therefore on what is possible in marketing
management and the most effective means by which marketing objectives can be
attained.
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 Diploma.
Now readers can master the core concepts in marketing management that
undergraduate marketing majors, first-year MBA or EMBA student or advanced
learners need with the detailed material in Iacobucci’s MARKETING
MANAGEMENT, 5E. Readers are able to immediately apply the key concepts
they have learned to cases, group work, or marketing-driven simulations.
MARKETING MANAGEMENT, 5E reflects all aspects of the dynamic
environment facing today’s marketers. Engaging explanations, timely cases and
memorable examples help readers understand how an increasingly competitive
global marketplace and current changes in technology impact the marketing
decisions that today’s managers must make every day. Important Notice: Media
content referenced within the product description or the product text may not be
available in the ebook version.
This is a textbook that instructors can connect with and students can learn from,
in that it pulls them into the world of marketing through real-world applications.
This textbook stays current by covering the hottest topics in this course area,
such as Customer Relationship Management and Metrics, in a user-friendly, nonencyclopedic format. Marshall/Johnston's Essentials of Marketing Management
has taken great effort to represent marketing management the way it is actually
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practiced in successful organizations today. In our view, leading and managing
the aspects of marketing to improve individual, unit, and organizational
performance-- marketing management-- is a core business activity. Its relevance
is not limited to just marketing departments or marketing majors. And business
students of all backgrounds should appreciate the impact of effective marketing
management on their own professional careers as well on as the overall success
of their organizations. Bottom line, the ability to do great marketing management
is relevant to everyone in a firm.
The text provides information on the core elements of the subject of marketing
without the depth that often surrounds these to ensure that the basic concepts
are easily identifiable and accessible. Students on MBA courses often do not
have time to read a long text as they are studying many subjects, therefore they
require a good, basic guide pitched at the appropriate level to be able to be
absorbed quickly but still provide enough of a strategic element to stretch them.
Written by a successful author team, Management of Marketing covers the key
topics of the marketing component of an MBA course and provides a good
balance of theory and application to ensure both aspects of the core concepts
are covered.
ALERT: Before you purchase, check with your instructor or review your course
syllabus to ensure that you select the correct ISBN. Several versions of
Pearson's MyLab & Mastering products exist for each title, including customized
versions for individual schools, and registrations are not transferable. In addition,
you may need a CourseID, provided by your instructor, to register for and use
Pearson's MyLab & Mastering products. Packages Access codes for Pearson's
MyLab & Mastering products may not be included when purchasing or renting
from companies other than Pearson; check with the seller before completing your
purchase. Used or rental books If you rent or purchase a used book with an
access code, the access code may have been redeemed previously and you may
have to purchase a new access code. Access codes Access codes that are
purchased from sellers other than Pearson carry a higher risk of being either the
wrong ISBN or a previously redeemed code. Check with the seller prior to
purchase. -- Stay on the cutting-edge with the gold standard text that reflects the
latest in marketing theory and practice. Marketing Management is the gold
standard marketing text because its content and organization consistently reflect
the latest changes in today's marketing theory and practice. Remaining true to its
gold-standard status, the fourteenth edition includes an overhaul of new material
and updated information, and now is available with mymarketinglab-Pearson's
online tutorial and assessment platform. 0133764044 / 9780133764048
Marketing Management Plus 2014 MyMarketingLab with Pearson eText -Access Card Package Package consists of: 0132102927 / 9780132102926
Marketing Management 0133766721 / 9780133766721 2014 MyMarketingLab
with Pearson eText -- Access Card -- for Marketing Management
Culture pervades consumption and marketing activity in ways that potentially
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benefit marketing managers. This book provides a comprehensive account of
cultural knowledge and skills useful in strategic marketing management. In
making these cultural concepts and frameworks accessible and in discussing
how to use them, this edited textbook goes beyond the identification of historical,
socio-cultural and political factors impinging upon consumer cultures and their
effects on market outcomes. This fully updated and restructured new edition
provides two new introductory chapters on culture and marketing practice and
improved pedagogy, to give a deeper understanding of how culture pervades
consumption and marketing phenomena; the way market meanings are made,
circulated, and negotiated; and the environmental, ethical, experiential, social
and symbolic implications of consumption and marketing. The authors highlight
the benefits that managers can reap from applying interpretive cultural
approaches across the realm of strategic marketing activities including: market
segmentation, product and brand positioning, market research, pricing, product
development, advertising, and retail distribution. Global contributions are
grounded in the authors' primary research with a range of companies including
Cadbury's Flake, Dior, Dove, General Motors, HOM, Hummer, Kjaer Group, Le
Bon Coin, Mama Shelter, Mecca Cola, Prada, SignBank, and the Twilight
community. This edited volume, which compiles the work of 58 scholars from 14
countries, delivers a truly innovative, multinationally focused marketing
management textbook. Marketing Management: A Cultural Perspective is a
timely and relevant learning resource for marketing students, lecturers, and
managers across the world.
Marketing ManagementA Cultural Perspective
This textbook provides students with an essential introduction to the theoretical
underpinnings and practicalities of managing the marketing of events. In order to
market events effectively, it is vital to consider marketing of events from the
organiser’s perspective and to link it to that of the consumers attending events.
As such, this is the first book on the topic which reflects the unique
characteristics of marketing in the Events industry by exploring both sides of the
marketing coin – the supply and the demand – in the specific context of events.
The book takes the reader from core marketing mix principles to exploring the
event marketing landscape to consumer experience and involvement with event
marketing and finally strategies and tactics employed to manage the marketing
activities related to events. The use of technology, importance of sponsorship
and PR are also considered. International case studies are integrated throughout
to show practical realities of marketing and managing events and a range of
useful learning aids are incorporated to aid navigation throughout the book, spur
critical thinking and further students’ knowledge. This accessible and
comprehensive account of Events Marketing and Management is essential
reading for all students and future managers.
Although marketing-related expenses are a significant portion of most
organizations’ budgets, it is often frustrating for those with budget oversight to
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get a clear picture of the returns on their marketing investment. This engaging
book offers practical ways for non-marketing managers and executives to
measure and improve marketing returns. It gives you the tools you need to be
able to correctly assess the potential of your marketing and accurately evaluate
the returns. You’ll learn: Why market leaders achieve significantly greater returns
on their marketing than others within their market. The 3 main reasons most
marketing plans fail to live up to their potential, and the steps you must take to
avoid these pitfalls. How to evaluate your marketing investment’s likely ROI
before you invest the money. When and how to assess the financial returns of
your marketing efforts. How well your own organization is performing in the
management of its marketing investments. The book includes: Case studies from
companies of various sizes and in a cross-section of industries, including not-forprofits 4 tests to use prior to the approval of a marketing budget A marketing
performance evaluation tool to assess and improve your organization’s
marketing management
Apply software-inspired management concepts to accelerate modern marketing
In many ways, modern marketing has more in common with the software
profession than it does with classic marketing management. As surprising as that
may sound, it's the natural result of the world going digital. Marketing must move
faster, adapt more quickly to market feedback, and manage an increasingly
complex set of customer experience touchpoints. All of these challenges are
shaped by the dynamics of software—from the growing number of technologies in
our own organizations to the global forces of the Internet at large. But you can
turn that to your advantage. And you don't need to be technical to do it. Hacking
Marketing will show you how to conquer those challenges by adapting successful
management frameworks from the software industry to the practice of marketing
for any business in a digital world. You'll learn about agile and lean management
methodologies, innovation techniques used by high-growth technology
companies that any organization can apply, pragmatic approaches for scaling up
marketing in a fragmented and constantly shifting environment, and strategies to
unleash the full potential of talent in a digital age. Marketing responsibilities and
tactics have changed dramatically over the past decade. This book now updates
marketing management to better serve this rapidly evolving discipline. Increase
the tempo of marketing's responsiveness without chaos or burnout Design
"continuous" marketing programs and campaigns that constantly evolve Drive
growth with more marketing experiments while actually reducing risk Architect
marketing capabilities in layers to better scale and adapt to change Balance
strategic focus with the ability to harness emergent opportunities As a marketer
and a manager, Hacking Marketing will expand your mental models for how to
lead marketing in a digital world where everything—including marketing—flows with
the speed and adaptability of software.
This is a basic text in International Marketing, a major knowledge area for
students of management studies. This book attempts to make learning of the
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nuances of the subject easy and enjoyable for students. International trade,
economic free trade zones, embargoes on exports, and tariff and non-tariff
barriers that the companies face overseas form a major part of the book. In
addition, the role of international organizations under the guidance of the United
Nations has been given its due importance.
Marketing as a practice is facing unprecedented challenges: a changing media
landscape, an increasingly complex customer journey, innovative technologies,
start-ups which disrupt traditional channels and a new generation of tech-savvy
clients. How should students and practitioners adapt to this shifting landscape
and address the skills gap that many of today's marketers face? Advanced
Marketing Management prepares students for this new world of marketing. Since
traditional marketing approaches fail to provide convincing solutions to modern
business realities, a new approach is urgently needed if marketers are to regain
trust within their organizations. Using contemporary examples, business case
studies and supporting pedagogy, Advanced Marketing Management will provide
a critical exploration into the more advanced aspects of marketing management,
including the gap that exists between formal marketing literature and real-world
practice, discussion of multidisciplinary tools, and the crucial evolution of the
'4Ps'. Summarizing a large body of literature and academic research on new
developments, this book is the go-to guide for students, lecturers and
practitioners, wanting to succeed as modern marketers. Online resources include
lecture slides and further questions for group discussion.
As marketing strategies remain an essential tool in the success of an
organization or business, the study of consumer-centered behavior is valuable in
the improvement of these strategies. Cases on Consumer-Centric Marketing
Management presents a collection of case studies highlighting the importance of
customer loyalty, customer satisfaction, and consumer behavior for marketing
strategies. This comprehensive collection provides fundamental research for
professionals and researchers in the fields of customer relations, marketing
communication, consumer research, and marketing analytics for insights into
practical aspects of marketing in any organization.
Offers forty cases focusing on contemporary problems and realistic situations to
help students apply what they have learned in previous advertising courses.
This updated edition of Marketing Management and Communications in the
Public Sector provides a thorough overview of the major concepts in public sector
marketing and communications, two fields that have continued to grow in
importance for modern public administrations. With extended coverage of topics
such as social marketing and institutional communication, the authors skilfully
build on the solid foundations laid down in the previous edition. Replete with realworld case studies and examples, including new material from the USA,
Australia, and Asia, this book gives students a truly international outlook.
Additional features include exercises and discussion questions in each chapter
and an illustrative extended case study. This refreshed text is essential reading
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for postgraduate students on public management degrees, and aspiring or
current public managers. The Open Access version of this book, available at
http://www.taylorfrancis.com/books/e/9781315622309, has been made available
under a Creative Commons Attribution-Non Commercial-No Derivatives 4.0
license.
With a view to continue the current growth momentum, excel in all phases of
business, and create future leadership in Asia and across the globe, there is a
felt need to develop a deep understanding of the Asian business environment,
and how to create effective marketing strategies that will help growing their
businesses.
Marshall/Johnston's Marketing Management, 2e has taken great effort to
represent marketing management the way it is actually practiced in successful
organisations today. Given the dramatic changes in the field of marketing, it is a
sure bet that the job of leading marketing manager's contributions to the
organisation and its customers, clients, and partners has changed at the same
level. Yet, no marketing management book on the market today fully and
effectively captures and communicates to students how marketing management
is really practiced in the 21st century business world. Clearly, it is time for an
updated approach to teaching and learning within the field. Marketing
Management 2e is designed to fulfill this need.
Step-by-step guidelines for successful marketing management! Designed for
college- and graduate-level marketing students, Marketing Management: Text
and Cases is also a valuable resource for anyone trying to market a product or
service. This volume integrates understandable marketing concepts and
techniques with useful tables, graphs, and exhibits. Three leading experts in
marketing management teach you how to market any business. Marketing
Management: Text and Cases is divided into two sections to accommodate a
wide variety of interests. The first section is an essential textbook that offers a
complete overview of marketing management, and describes the steps
necessary for successful company-to-customer interaction. Each chapter comes
generously enhanced with tables and charts to clearly demonstrate the marketing
process from concept to implementation. Marketing Management: Text and
Cases also contains fifteen new case studies to challenge the more experienced
marketing student as well as introduce the beginner to situations where the
marketing process can be demonstrated. These cases provide a wide variety of
managerial situations for small, medium, and large companies as well as
entrepreneurial cases to expose readers to the types of analyses needed for
those examples. From the creation of a new waterpark to marketing algae
products, these case studies provide backgrounds, histories, trend analyses, and
data to reveal the companies’ situations and possible solutions. This book is
useful for training courses and valuable to university faculty and students as well
as business managers, CEOs, and entrepreneurs. Marketing Management: Text
and Cases covers essential managerial elements of marketing, including: an
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overview of marketing in the new millennium, including basic definitions, global
marketing, and electronic marketing customer analysis—segmentation, market
grids, and market estimations competitive analysis—types of competition,
gathering intelligence, and marketing audits financial analysis—assessing
revenue, cost, profitability, and risk for marketing decisions marketing
planning—both strategic planning and operational perspectives evaluation and
control of marketing activities including sales, cost, and profit
The marketer's world has changed substantially since the development of the
Internet. Social networking sites make world-of-mouth a critical marketing tool.
This textbook goes beyond the basic concepts of marketing to presents a
strategic, integrative perspective that incorporates information on how to utilize
new technologies.
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 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.
Providing a complete treatment of business-to-business marketing, this text
captures and integrates developments in market analysis, relationship
management, supply chain management, marketing strategy development and
electronic commerce.
This book focuses on strategies for developing consumer markets in Africa using
concepts and techniques from marketing, entrepreneurship, and project
management. The authors argue that entrepreneurial activity in Africa is rapid,
but limited, and requires a structured approach to drive success. Beginning with
an introductory chapter that frames the socio-economic and technological
developments in Africa, readers are introduced to the conceptual model that
provides this structured approach in four logical parts: The creative stage
Entrepreneurial and enterprise activities Understanding consumer behavior and
market segments A project management-based framework. This multidisciplinary
approach is supplemented with many examples and cases from a variety of
sectors including health care, wind and solar power, and mobile technology.
Through these, readers are able to understand how the model is implemented in
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reality to drive innovative economic and social development. Marketing
Management in Africa will prove a valuable companion to any student of
marketing or entrepreneurship with a particular interest in Africa.
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.
Introduction To Marketing 1 – 42 2. Emerging Issues In Marketing 43 – 66 3.
Marketing Environment And Demand Forecasting 67 – 81 4. Consumer Behavior
And Market Segmentation 82 – 119 5. Product Decisions 120 – 152 5.1. ProductRelated Strategies 153 – 174 6. Pricing Decisions 175 – 189 7. Market Promotion
Mix 190 – 198 7.1. Advertising 199 – 235 7.2. Personal Selling And Sales Force
Management 236 – 262 7.3. Sales Promotion 263 – 268 7.4. Publicity And Public
Relations 269 – 283 8. Physical Distribution And Channel Of Distribution 284 –
305 9. Marketing Information System And Marketing Research 306 – 341 10.
Rural Marketing 342 – 357 11. Marketing Of Services 358 – 264 12. Elements Of
Retailing 365 – 387 13. International Marketing 388 – 399 14. Marketing Control
400 – 413 15. Analysing Competition 414 – 430 16. Case Study – Marketing
Cases And Analysis 431 – 448 17. Project Report In Marketing – Practical Study
449 – 469 Bibliography
For graduate and undergraduate marketing management courses. This title is a
Pearson Global Edition. The Editorial team at Pearson has worked closely with
educators around the world to include content which is especially relevant to
students outside the United States. Framework for Marketing Management is a
concise adaptation of the gold standard marketing management textbook for
professors who want authoritative coverage of current marketing management
practice and theory, but the want the flexibility to add outside cases, simulations,
or projects.
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Customer satisfaction is a critical factor to the potential success or failure of a
business. By implementing the latest marketing strategies, organizations can
better withstand the competitive market. Strategic Marketing Management and
Tactics in the Service Industry is an essential reference publication that features
the latest scholarly research on service strategies for competitive advantage
across industries. Covering a broad range of topics and perspectives such as
customer satisfaction, healthcare service, and microfinance, this book is ideally
designed for students, academics, practitioners, and professionals seeking
current research on best practices to build rapport with customers.
The overall success of an organization is dependent on how marketing is able to
inform strategy and maintain an operational focus on market needs. With an
array of examples and case studies from around the world, Lancaster and
Massingham's vital study offers an alternative to the traditional American focused
teaching materials currently available. This second edition has been fully revised
and updated, including a new chapter on digital marketing written by Dr Wilson
Ouzem. Topics covered include: consumer and organizational buyer behaviour
product and innovation strategies direct marketing Social media marketing
Designed and written for undergraduate, MBA and masters students in marketing
management classes, Essentials of Marketing Management builds on the
successful earlier edition to provide a solid foundation to understanding this core
topic.
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