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An Introduction to e-Business provides the contemporary knowledge of the key issues affecting
the modern e-business environment and links theory and practice of management strategies
relating to e-business. This book brings together the most cogent themes for an introduction to
e-business and constitutes a valuable contribution to formalising common themes for teaching
the subject in higher education. It brings together theoretical perspectives based on academic
research and the application of e-business strategies. These concepts are further explored in
the six case studies that follow the set chapters. This new textbook integrates the main themes
to provide a complete picture of the key elements relevant to an introductory text in e-business.
To fully appreciate the e-business environment it is necessary to understand the links between
the different disciplines that come together to form
Appropriate for one- or two-semester Advanced Engineering Mathematics courses in
departments of Mathematics and Engineering. This clear, pedagogically rich book develops a
strong understanding of the mathematical principles and practices that today's engineers and
scientists need to know. Equally effective as either a textbook or reference manual, it
approaches mathematical concepts from a practical-use perspective making physical
applications more vivid and substantial. Its comprehensive instructional framework supports a
conversational, down-to-earth narrative style offering easy accessibility and frequent
opportunities for application and reinforcement.
Applied Marketing is a concise product that provides the very latest examples of marketing
techniques and campaigns from today’s business world without compromising on traditional
theories of marketing. Marketing is about decision making and professors want material that
will help students develop their critical thinking skills so they can think like a marketer and see
that marketing is everywhere around them. Who better to develop such a product than a
practitioner, Andrew Loos of Attack Marketing, and an academic, Daniel Padgett of Auburn
University. Together these authors provide insights into what employers need, know the latest
tools used by companies today and can help students smoothly move from the classroom to
their careers. Applied Marketing connects traditional marketing with customer-perspective
marketing, thus teaching students the value of allowing customers to feel more connected to
the product, brand and company.
The second edition of International Marketing includes greater coverage of digital marketing,
social and interactive marketing.For example, Sri Lankan farmers connecting to markets via
mobile phones, Indonesia and intellectual property rights violations and how high fashion is
harnessing the internet to become more accessible. It also benefits from increased focus on
ethics and sustainability as well as more content relating to emerging markets as a direct result
of market feedback.In this era of rapid global economic growth and change, an understanding
of how marketing is impacted by culture and society is vitally important.This leading text
provides a well-rounded perspective of international markets that encompasses history,
geography, language, and religion as well as economics. Cateora helps students to see the
cultural and environmental uniqueness of any nation or region. This edition provides a
particular focus on the changing dynamics in the Asia Pacific region and their importance in the
wider global context.
The definitive textbook and professional reference on Kalman Filtering – fully updated, revised,
and expanded This book contains the latest developments in the implementation and
application of Kalman filtering. Authors Grewal and Andrews draw upon their decades of
experience to offer an in-depth examination of the subtleties, common pitfalls, and limitations
of estimation theory as it applies to real-world situations. They present many illustrative
examples including adaptations for nonlinear filtering, global navigation satellite systems, the
error modeling of gyros and accelerometers, inertial navigation systems, and freeway traffic
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control. Kalman Filtering: Theory and Practice Using MATLAB, Fourth Edition is an ideal
textbook in advanced undergraduate and beginning graduate courses in stochastic processes
and Kalman filtering. It is also appropriate for self-instruction or review by practicing engineers
and scientists who want to learn more about this important topic.
Since the publication of the first edition in 1982, the goal of Simulation Modeling and Analysis
has always been to provide a comprehensive, state-of-the-art, and technically correct
treatment of all important aspects of a simulation study. The book strives to make this material
understandable by the use of intuition and numerous figures, examples, and problems. It is
equally well suited for use in university courses, simulation practice, and self study. The book
is widely regarded as the "bible" of simulation and now has more than 100,000 copies in print.
The book can serve as the primary text for a variety of courses; for example: *A first course in
simulation at the junior, senior, or beginning-graduate-student level in engineering,
manufacturing, business, or computer science (Chaps. 1 through 4, and parts of Chaps. 5
through 9). At the end of such a course, the students will be prepared to carry out complete
and effective simulation studies, and to take advanced simulation courses. *A second course in
simulation for graduate students in any of the above disciplines (most of Chaps. 5 through 12).
After completing this course, the student should be familiar with the more advanced
methodological issues involved in a simulation study, and should be prepared to understand
and conduct simulation research. *An introduction to simulation as part of a general course in
operations research or management science (part of Chaps. 1, 3, 5, 6, and 9).
Incorporating developments from both academia and industry, this exploration of brands, brand
equity and strategic brand management combines a theoretical foundation with numerous
techniques and practical insights. Suitable for both graduates and upper-level undergraduates.

Our newly digital world is generating an almost unimaginable amount of data
about all of us. Such a vast amount of data is useless without plans and
strategies that are designed to cope with its size and complexity, and which
enable organisations to leverage the information to create value. This book is a
refreshingly practical, yet theoretically sound roadmap to leveraging big data and
analytics. Creating Value with Big Data Analytics provides a nuanced view of big
data development, arguing that big data in itself is not a revolution but an
evolution of the increasing availability of data that has been observed in recent
times. Building on the authors’ extensive academic and practical knowledge, this
book aims to provide managers and analysts with strategic directions and
practical analytical solutions on how to create value from existing and new big
data. By tying data and analytics to specific goals and processes for
implementation, this is a much-needed book that will be essential reading for
students and specialists of data analytics, marketing research, and customer
relationship management.
This work shows how the various elements of consumer analysis fit together in
an integrated framework, called the Wheel of Consumer Analysis. Psychological,
social and behavioural theories are shown as useful for understanding
consumers and developing more effective marketing strategies. The aim is to
enable students to develop skills in analyzing consumers from a marketing
management perspective and in using this knowledge to develop and evaluate
marketing strategies. The text identifies three groups of concepts - affect and
cognition, behaviour and the environment - and shows how these they influence
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each other as well as marketing strategy. The focus of the text is managerial,
with a distinctive emphasis on strategic issues and problems. Cases and
questions are included in each chapter.
This book is not available as a print inspection copy. To download an e-version
click here or for more information contact your local sales representative. Get 12
months FREE access to an interactive eBook when purchasing the paperback*
Previous edition winner of the British Book Design and Production Award for
"Best Use of Cross Media 2014" This easy to use resource allows students to
switch from digital to the print text and back again, opening windows to the world
of marketing through cases that are vibrant and engaged, links that allow
students to explore topics in more detail and content to encourage relating theory
to practice. Recognizing the importance of ongoing technological and social
developments and the increasing connectedness of consumers that has profound
implications for the way marketing operates and students learn, the 4th edition
demystifies key technologies and terminology, demonstrating where and how
emerging digital marketing techniques and tools fit in to contemporary marketing
planning and practice. The new edition welcomes a new 3rd author and has been
fully updated to include: 31 New case studies (including 5 new end of chapter
and 26 new ‘focus boxes’), featuring a greater number of case studies from
digital/social media marketing, Uber and the sharing economy, Google and
crowdsourcing and Amazon’s drone delivery service. Even more content on
digital marketing integrated throughout, including key issues such as social
media, mobile marketing, co-creation, cutting edge theory. A fully updated and
streamlined interactive eBook led by student feedback. Focus boxes throughout
the text such as Global, Consumer, B2B and Ethical - all with a greater emphasis
on digital communication - reinforce key marketing trends and relate theory to
practice. Each chapter also ends with a case study revolving around topics,
issues and companies that students can relate to such as Taylor Swift taking on
Spotify. The new edition comes packed with features that can be used in class or
uploaded onto a course management system and which students can use in their
own self-directed study. Furthermore, the book is complemented by a FREE
interactive eBook with access to web links, video links, SAGE journal articles,
MCQ’s, podcasts and flashcards, allowing access on the go and encouraging
learning and retention whatever the learning style. Suitable as core reading for
undergraduate marketing students. *Interactivity only available through
Vitalsource eBook included as part of paperback product (ISBN
9781526426321). Access not guaranteed on second-hand copies (as access
code may have previously been redeemed).
Grewal Marketing, Fourth Canadian Edition, focuses on the core concepts and
tools that marketers use to create value for customers. Current and engaging
Canadian examples integrated throughout the text define how companies and
successful entrepreneurs create value for customers through branding,
packaging, pricing, retailing, service, and advertising.
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A multidisciplinary book on performance measurement that will appeal to
students, researchers and managers.
An updated guide to GNSS, and INS, and solutions to real-world GNSS/INS
problems with Kalman filtering Written by recognized authorities in the field, this
third edition of a landmark work provides engineers, computer scientists, and
others with a working familiarity of the theory and contemporary applications of
Global Navigation Satellite Systems (GNSS), Inertial Navigational Systems, and
Kalman filters. Throughout, the focus is on solving real-world problems, with an
emphasis on the effective use of state-of-the-art integration techniques for those
systems, especially the application of Kalman filtering. To that end, the authors
explore the various subtleties, common failures, and inherent limitations of the
theory as it applies to real-world situations, and provide numerous detailed
application examples and practice problems, including GNSS-aided INS (tightly
and loosely coupled), modeling of gyros and accelerometers, and SBAS and
GBAS. Drawing upon their many years of experience with GNSS, INS, and the
Kalman filter, the authors present numerous design and implementation
techniques not found in other professional references. The Third Edition includes:
Updates on the upgrades in existing GNSS and other systems currently under
development Expanded coverage of basic principles of antenna design and
practical antenna design solutions Expanded coverage of basic principles of
receiver design and an update of the foundations for code and carrier acquisition
and tracking within a GNSS receiver Expanded coverage of inertial navigation, its
history, its technology, and the mathematical models and methods used in its
implementation Derivations of dynamic models for the propagation of inertial
navigation errors, including the effects of drifting sensor compensation
parameters Greatly expanded coverage of GNSS/INS integration, including
derivation of a unified GNSS/INS integration model, its MATLAB®
implementations, and performance evaluation under simulated dynamic
conditions The companion website includes updated background material;
additional MATLAB scripts for simulating GNSS-only and integrated GNSS/INS
navigation; satellite position determination; calculation of ionosphere delays; and
dilution of precision.
A brand new textbook with an innovative and exciting approach to marketing
strategy. Moving away from the outdated 4Ps model to a new approach that
reflects real-world companies responding to a differing and dynamic customer
base. Research-based and action-orientated, it equips students with the tools to
succeed in today's competitive markets.
"... an important intervention in the conversation around social and ecological sustainability that
draws on both micromarketing and macromarketing scholarship to help the reader understand
the challenges with illustrations from insightful cases both from emerging and developed
economies. This compilation should be essential reading for the discerning student of
sustainable consumption and production." -- Professor Pierre McDonagh, Associate Editor,
Journal of Macromarketing (USA); Professor of Critical Marketing & Society, University of Bath,
UK Experts in the field of economics, management science, and particularly in the marketing
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domain have always been interested in and acknowledged the importance of sustaining
profitable businesses while incorporating societal and environmental concerns; however, the
level of existing literature and availability of teaching cases reflect a dearth of real case studies,
especially those focused on marketing for social good. This book of actual case studies will
address that need. In addition, this book is important and timely in providing a case book for
instructors (those in both industry and academia) to help them in teaching and training the next
generation of leaders through corporate training and universities. Currently, marketing for
social good is increasingly becoming a part of most curriculums under the umbrella of different
titles, such as social marketing, green marketing, and sustainability marketing. The relevance
of these studies is increasing across the globe. This book is composed of long and short real
cases with varying complexity in different sectors. This case book will also cover some review
articles for an overview of the recent developments in the study area. With these case studies,
collections of questions, teaching materials, and real-life marketing scenarios, this book offers
a unique source of knowledge to marketing professionals, students, and educators across the
world. The main objective of this case book is to understand the applicability of marketing
science (marketing for social good context, such as social marketing and sustainability
marketing) in internet marketing related to e-buying behavior and e-WOM. In addition, it
illustrates the various types of existing marketing practices that are relevant from both
theoretical and practical points of view in this electronic era, as well as discussing other nonelectronic marketing practices and focusing on consumer buying behavior. As a result,
marketing managers can treat their customers according to their desired value. This book
particularly explores the possibilities and advantages created by social marketing and
sustainability marketing through the presentation of thorough review articles and case studies.
This case book helps corporate training centers and universities with compact teaching
reference materials in their relevant courses.
The book has been designed topic and subtopic-wise, keeping the students’ needs in mind.
The current edition has certain unique features: This book is strictly as per the latest CBSE
syllabus and covers complete matter as per the NCERT book. After every topic, objective type
questions and case studies are given based on the latest CBSE Sample Paper (2020). (Hints
of their answers are given at the end of each chapter.) At the end of each chapter, 40 objective
type questions (20 MCQs + 10 Fill in the blanks + 10 True/False) are given along with answers
at the end. Keywords of each topic are given at the end of each topic, to help students to solve
case studies. A flow chart of each chapter is given at the end to recap the topics covered in
that chapter. Quick revision is given to revise all the topics in short time. At the end of each
chapter, questions asked in last 7 years' board exam are given, so that the student may get an
idea of what types of questions are expected from this chapter. (Hints of answers of these
questions are also given). Case Studies are framed by using words strictly from the NCERT. A
solved sample paper of CBSE 2020 is also given. Guidelines for project are also given. A
sample project on Marketing Management is also given. The Subject Matter is presented in
simple language, in points, and along with diagrams, so that the student may find it easy to
understand.
Part of the New Perspectives series, this text offers a case-based, problem-solving approach
and innovative technology for meaningful learning of Microsoft Excel 2002.
Using empirical analyses on the basis of sound theoretical foundations, Markus Wübben
shows how customer relationships can be broadened, i.e., how customers’ cross-buying
behavior can be stimulated and how customers’ relationship length and depth, meaning
customers’ activity and purchase-levels, can be predicted.
Now updated with new techniques and even more practical insights, this is the definitive guide
to today’s most valuable marketing metrics. Four leading marketing researchers help you
choose the right metrics for every challenge, and use models and dashboards to translate
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numbers into real management insight. Marketing Metrics: The Manager’s Guide to Measuring
Marketing Performance, Third Edition now contains: Important new coverage of intangible
assets A rigorous and practical discussion of quantifying the value of information More detail
on measuring brand equity A complete separate chapter on web, SEM, mobile, and "digital"
metrics Practical linkages to Excel, showing how to use functions and Excel Solver to analyze
marketing metrics An up-to-date survey of free metrics available from Google and elsewhere
Expanded coverage of methodologies for quantifying marketing ROI The authors show how to
use marketing dashboards to view market dynamics from multiple perspectives, maximize
accuracy, and "triangulate" to optimal solutions. You’ll discover high-value metrics for virtually
every facet of marketing: promotional strategy, advertising, and distribution; customer
perceptions; market share; competitors’ power; margins and pricing; products and portfolios;
customer profitability; sales forces, channels, and more. For every metric, the authors present
real-world pros, cons, and tradeoffs — and help you understand what the numbers really mean.
Last but not least, they show you how to build comprehensive models to support planning —
and optimize every marketing decision you make. Marketing Metrics, Third Edition will be
invaluable to all marketing executives, practitioners, analysts, consultants, and advanced
students interested in quantifying marketing performance.
Every day we are asked to fulfil others’ requests, and we make regular requests of others too,
seeking compliance with our desires, commands and suggestions. This accessible text
provides a uniquely in-depth overview of the different social influence techniques people use in
order to improve the chances of their requests being fulfilled. It both describes each of the
techniques in question and explores the research behind them, considering questions such as:
How do we know that they work? Under what conditions are they more or less likely to be
effective? How might individuals successfully resist attempts by others to influence them? The
book groups social influence techniques according to a common characteristic: for instance,
early chapters describe "sequential" techniques, and techniques involving egotistic
mechanisms, such as using the name of one’s interlocutor. Later chapters present techniques
based on gestures and facial movements, and others based on the use of specific words, reexamining on the way whether "please" really is a magic word. In every case, author Dariusz
Dolinski discusses the existing experimental studies exploring their effectiveness, and how that
effectiveness is enhanced or reduced under certain conditions. The book draws on historical
material as well as the most up-to-date research, and unpicks the methodological and
theoretical controversies involved. The ideal introduction for psychology graduates and
undergraduates studying social influence and persuasion, Techniques of Social Influence will
also appeal to scholars and students in neighbouring disciplines, as well as interested
marketing professionals and practitioners in related fields.
Value-Added, Every Time. Grewal's value-based approach emphasizes that even the best
products and services will go unsold if marketers cannot communicate their value. M:
Marketing is the most concise, impactful approach to Principles of Marketing on the market,
with tightly integrated topics that explore both marketing fundamentals and new influencers, all
in an engaging format that allows for easy classroom and assignment management. A robust
suite of instructor resources and regularly updated Grewal/Levy author blog provide a steady
stream of current, fresh ideas for the classroom. Grewal/Levy's M: Marketing 6th edition is
available through McGraw-Hill Connect®, a subscription-based learning service accessible
online through personal computer or tablet.

This casebook complements and accompanies Philip Kotler and Gary
Armstrong's Principles of Marketing by providing 37 cases on Asian companies
operating in Asia and/or outside Asia, as well as about non-Asian companies
operating within Asia.
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This is a practical guide to the specific issues that affect the marketing of wine at
an international level. The author covers theory and the results of research but
the focus is on the nuts and bolts of marketing based on case studies.
In recent years, our world has experienced a profound shift and progression in
available computing and knowledge sharing innovations. These emerging
advancements have developed at a rapid pace, disseminating into and affecting
numerous aspects of contemporary society. This has created a pivotal need for
an innovative compendium encompassing the latest trends, concepts, and issues
surrounding this relevant discipline area. During the past 15 years, the
Encyclopedia of Information Science and Technology has become recognized as
one of the landmark sources of the latest knowledge and discoveries in this
discipline. The Encyclopedia of Information Science and Technology, Fourth
Edition is a 10-volume set which includes 705 original and previously
unpublished research articles covering a full range of perspectives, applications,
and techniques contributed by thousands of experts and researchers from
around the globe. This authoritative encyclopedia is an all-encompassing, wellestablished reference source that is ideally designed to disseminate the most
forward-thinking and diverse research findings. With critical perspectives on the
impact of information science management and new technologies in modern
settings, including but not limited to computer science, education, healthcare,
government, engineering, business, and natural and physical sciences, it is a
pivotal and relevant source of knowledge that will benefit every professional
within the field of information science and technology and is an invaluable
addition to every academic and corporate library.
Human Resource Management addresses the challenges faced by human
resource managers, integrating traditional theory with real-world strategy to equip
students with the knowledge, perspective, and skills they need to thrive in the
ever-changing global business environment. Presented in a clear and relatable
style, this text emphasizes how effective human resource management and
strategic planning work in concert to allow organizations to achieve maximum
success. The focus on practical application illustrates the essential link between
strategic planning and implementation, providing an inside look at how real-world
companies increase effectiveness through world-class human resources
management practices. A wealth of case studies, discussion topics, and
exercises reinforce key concepts, strengthening students’ ability to think
strategically and integrate core HR management principles into the decisionmaking process. By mirroring the current landscape’s increased reliance on
smart people-management strategy, this text underscores the importance of HR
management in attracting and retaining the top talent that drives an organization
forward.
ISE M: MarketingMMarketing
Make it easy for students to understand: Clear, Simple Language and Visual
Learning Aids The authors use simple English and short sentences to help
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students grasp concepts more easily and quickly. The text consists of full-colored
learning cues, graphics, and diagrams to capture student attention and help them
visualize concepts. Know Your ESM presents quick review questions designed to
help students consolidate their understanding of key chapter concepts. Make it
easy for students to relate: Cases and Examples written with a Global Outlook
The first edition global outlook is retained by having an even spread of familiar
cases and examples from the world’s major regions: 40% from American, 30%
from Asia and 30% from Europe. Help students see how various concepts fit into
the big picture: Revised Framework An improved framework characterized by
stronger chapter integration as well as tighter presentation and structure. Help
instructors to prepare for lessons: Enhanced Instructor Supplements Instructor’s
Manual: Contain additional individual and group class activities. It also contains
chapter-by-chapter teaching suggestions. Powerpoint Slides: Slides will feature
example-based teaching using many examples and step-by-step application
cases to teach and illustrate chapter concepts. Test Bank: Updated Test Bank
that is Test Gen compatible. Video Bank: Corporate videos and advertisements
help link concept to application. Videos will also come with teaching notes and/or
a list of questions for students to answer. Case Bank: Cases can be in PDF
format available for download as an Instructor Resource.
This Handbook contains a unique collection of chapters written by the world's
leading researchers in the dynamic field of consumer psychology. Although these
researchers are housed in different academic departments (ie. marketing,
psychology, advertising, communications) all have the common goal of attaining
a better scientific understanding of cognitive, affective, and behavioral responses
to products and services, the marketing of these products and services, and
societal and ethical concerns associated with marketing processes. Consumer
psychology is a discipline at the interface of marketing, advertising and
psychology. The research in this area focuses on fundamental psychological
processes as well as on issues associated with the use of theoretical principles in
applied contexts. The Handbook presents state-of-the-art research as well as
providing a place for authors to put forward suggestions for future research and
practice. The Handbook is most appropriate for graduate level courses in
marketing, psychology, communications, consumer behavior and advertising.
"M: Marketing, 8e emphasize how marketing has evolved into its present-day,
integral business function of creating value. It also focus on how firms maintain
value and rely on value for establishing lasting relationships with their
customers"-This book offers a comprehensive understanding of the concept and scope of the
tourism industry in general and of destination marketing and management in
particular. Taking an integrated and comprehensive approach, it focuses on both
the macro and micro aspects of destination marketing and management. The
book consists of 27 chapters presented in seven parts with the following themes:
concept, scope and structure of destination marketing and management,
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destination planning and policy, consumer decision-making processes,
destination marketing research, destination branding and positioning, destination
product development and distribution, the role of emerging technologies in
destination marketing, destination stakeholder management, destination safety,
disaster and crisis management, destination competitiveness and sustainability,
and challenges and opportunities for destination marketing and management.
For advanced undergraduate and/or graduate-level courses in Distribution
Channels, Marketing Channels or Marketing Systems. Marketing Channel
Strategy shows students how to design, develop, maintain and manage effective
relationships among worldwide marketing channels to achieve sustainable
competitive advantage by using strategic and managerial frames of reference.
This program will provide a better teaching and learning experience—for you and
your students. Here’s how: Bring Concepts to Life with a Global Perspective:
Varied topics are covered, bringing in findings, practice, and viewpoints from
multiple disciplines. Teach Marketing Channels in a More Flexible Manner:
Chapters are organized in a modular format, may be read in any order, and reorganized. Keep your Course Current and Relevant: New examples, exercises,
and research findings appear throughout the text.
European economies are now dominated by services, and virtually all companies
view service as critical to retaining their customers today and in the future. In its
third European edition, Services Marketing: Integrating Customer Focus across
the Firm provides full coverage of the foundations of services marketing, placing
the distinctive gaps model at the center of this approach. Drawing on the most
recent research and using up-to-date and topical examples, the book focuses on
the development of customer relationships through quality service, out lining the
core concepts and theories in services marketing today. New and updated
material in this new edition include: · - New content on the role of digital
marketing and social media has been added throughout to reflect the latest
developments in this dynamic field · - Increased coverage of Service dominant
logic regarding the creation of value and the understanding of customer
relationships · - New examples and case studies added from global and
innovative companies including AirBnB, IKEA, Disneyland, Scandinavia Airlines,
and Skyscanner
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