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This casebook provides students and academics in business management and marketing with a collection of case
studies on services marketing and service operations in emerging economies. It explores current issues and practices in
Asia, across different areas, countries, commercial and non-commercial sectors. This book is important and timely in
providing a framework for instructors, researchers, and students to understand the service dynamics occurring in these
countries. It serves as an invaluable resource for marketing and business management students requiring insights into
the operationalization of services across different geographical areas in Asia. Students will find it interesting to compare
and contrast different markets covering important aspects related to services.
4.7. Money Laundering in the Light of Islam -- 4.8. Conflicting Concepts of Conventional Profit Maximization and
Hoarding in Light of Islam -- 4.9. Discrepancy in Policy and Practice -- 5. Conclusion -- 6. Limitation and Future Research
Directions -- References -- Appendix -- Chapter 8 Structural Mix of Credit Portfolios in Islamic Banking System: Evidence
from a South Asian Economy -- 1. Introduction -- 2. Literature Review -- 2.1. Comparative Analysis of IBs AND CBs -2.2. Credit Portfolios -- 2.2.1. Sources of funding for banks -- 2.2.2. Significance of a dynamic credit mix for an emerging
market -- 2.2.3. Nature of credit portfolios in banking sector -- 2.2.4. Classifications of credit portfolios -- Banking Sector
of Pakistan -- 3. Research Methodology -- 4. Findings -- 5. Conclusion -- References -- Appendix -- Section II: Islamic
Marketing -- Chapter 9 Islamic Marketing: Compatibility with Contemporary Themes in Marketing -- 1. Introduction -- 2.
The Evolution of Marketing -- 3. Sustainability, Ethics, and Islamic Marketing -- 4. Conclusion and Recommendations -References -- Chapter 10 Profiling Islamic Banking Customers: Does Product Awareness Matter? -- 1. Introduction -- 2.
Literature Review -- 2.1. Overview of Islamic Banking -- 2.2. Islamic Banking Products/Services -- 2.3. Awareness of
Islamic Banking Products -- 2.4. Demographic Variables and Awareness of Islamic Banking Products -- 2.4.1. Gender -2.4.2. Age -- 2.4.3. Religion and ethnicity -- 2.4.4. Education -- 2.4.5. Occupation -- 2.4.6. Income -- 3. Methodology -- 4.
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Weaving outwards from a centripetal force of biographical stances, this book presents the collective perspectives of
literacy researchers from Brunei, China, Hong Kong, Malaysia, Singapore, the Philippines and Taiwan. It represents the
first all-Asian initiative to showcase the region’s post-colonial, multilingual and multicultural narratives of literacy
education. This book provides a much-needed platform that initiates important conversations about literacy as a
sociocultural practice in a region that is both challenged and shaped by sociocultural influence unique to Asia’s historical
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and geopolitical trajectory. Driven by the authors’ lived experiences of becoming literate as well as their empirical
research work in later years, each chapter brings decades of biographical narratives and collective empirical research
findings to bear. Within the book are negotiations about literacy across and within home and school contexts;
transactions of literature, text and reader; and considerations of the literacy policy-practice nexus. These trajectories,
while divergent in their issues, come together as shared lived experience located in local contexts considered through
global perspectives. As Asia looks set to become the 21st century’s new economic and labour force, the need to
understand the sociocultural milieu of this region cannot be understated. This book on literacy education in Asia
contributes to the larger narrative.
Learning strategies and academic performance have been extensively investigated but relatively few studies were
conducted in East Asia. This volume presents a reflection on the current status of metacognition and academic
performance in the East Asian region. It serves to provide a more complete picture of the global study of how students‘
learning and studying strategies affect their acdemic performance. This book will be of interest to researchers and
educators in the area of education, education psychology, cross-cultural studies, education policy, curriculum and
instruction and regional studies.
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 book examines the vital nature of the subject of leadership in Asia and looks, in particular, at the processes and
practices within the Asia Pacific region. It describes how leadership processes differ across various regions and teaches
managers how to better employ these processes in order to improve the success of their organisations. The work moves
beyond looking only at Western ideas and explores further leadership perspectives based on differing cultural
foundations. It considers the influences of Confucianism, Daoism, Mohism and Legalism and also reflects the character
of different leadership styles, such as paternalistic, benevolent transactional and transformational styles, as well as
authentic and entrepreneurial approaches. Throughout the text, a wide range of international contributors adopt an array
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of leadership and other theories, cases, sectors and methods to discuss leadership in Asia. This book was originally
published as a special issue of the Asia Pacific Business Review.
For undergraduates studying Principles of Marketing courses. Principles of Marketing: An Asian Perspective provides a
comprehensive coverage on topics of Marketing set in an Asian context. Learning is made more engaging for students
and teaching more convenient for instructors.
Building on the strengths of the material published in the hugely successful first edition of Greener Marketing, this
important new title examines on a global scale the progress of environmental marketing in the 1990s and considers how
social issues are increasingly becoming critical factors in how corporations meet the ever-growing demands and
expectations of customers. Despite the fact that such issues are increasingly important in marketing activities around the
world, it is difficult for practitioners to keep up to date with complex and rapidly changing information and ideas. The
purpose of this book is to provide practitioners and academics with best-practice examples and actionable
recommendations on how to implement and appraise green marketing activities. It will provide information and ideas for
those involved in marketing on how to incorporate environmental and social considerations, as well as providing new
perspectives on marketing for environmental managers. To achieve a comprehensive viewpoint, the book is split into
three sections. The first sets out the strategic issues and rationale for green marketing, the second addresses tactical
issues in more detail, and the third provides detailed international case studies. Topics addressed by the global set of
contributors include the growing area of products versus services, environmental product development, green marketing
alliances, environmental communications, green consumers, eco-tourism and environmental marketing in developing
countries. reener Marketing is not only a sequel to the successful first volume, but redefines global progress towards the
successful marketing of greener products and services.
Once only associated with North America and Europe, formal athletic events are now becoming more prevalent in Asia
as well. With the expansion of this industry, there is a need for efficient and strategic advertising to promote competitions,
events, and teams. Emerging Trends and Innovation in Sports Marketing and Management in Asia brings together
research and case studies to evaluate and discuss the effectiveness of current methodologies and theories in an effort to
improve promotional activities and the organization of all aspects of the sports industry. This publication is an essential
reference source for academicians, researchers, industry practitioners, and upper-level students interested in the
theories and practices of sports marketing and management with a special focus on Asia.
Pricing is about deciding your market position whereas revenue management is the strategic and tactical decisions firms
take in order to optimize revenues and profits. This book offers insights into research, theories, applications and
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innovations and how to makes these work in different industries.
The globalization of the world’s markets has forced luxury brands to, in turn, become global and accessible in many
developing countries and emerging markets. As a result, the demand for these luxury products has increased globally,
creating a need for an education in luxury that acknowledges the global perspective yet, at the same time, incorporates
subtle regional nuances into luxury and fashion marketing. Keeping this global and regional perspective, Luxury and
Fashion Marketing: The Global Perspective examines the elements of luxury marketing that contribute to superior luxury
brand performance. Specifically, this volume focuses on mission statements, logos, airport retailing, franchising,
challenges in luxury marketing, fashion relating to politics, environment, and beachwear, and case studies on luxury
brands and emerging markets. Luxury and Fashion Marketing: The Global Perspective is unique in that it is written in a
simple and engaging style to explain the theories and concepts of luxury in relation to the ordinary in the global context.
Each chapter has to-do activities, making the book essential reading for students, trainers, and practitioners interested in
luxury and fashion marketing and management.
Welcome to Hospitality: An Introduction provides a detailed description of the many facets of the Hospitality and Tourism
sector, including tours and travel, hotels, restaurants, culinary, casino operations, cruises, and the recreation and leisure
industries. Personal profiles of industry leaders highlight the wide range of career opportunities available in the field. The
authors discuss the Hospitality and Tourism industry's evolution toward increased internationalization and integration.
Industry Insight vignettes offer a behind-the-scenes view of real-life job tasks and career success stories. Each chapter
features practical case study scenarios, including business and social attitude comparatives, advertising and marketing
messaging, financial modeling, and competitive analysis formulation. New To This Edition: Expanded coverage of
industry career opportunities, a comprehensive new chapter on the Gaming Industry, and expanded coverage of Events
Management. Important Notice: Media content referenced within the product description or the product text may not be
available in the ebook version.
Description For Principles of Marketing courses that require a comprehensive text. Help students learn how to create value through customer
connections and engagement In a fast-changing, increasingly digital and social marketplace, it’s more vital than ever for marketers to
develop meaningful connections with their customers. The Principles of Marketing, An Asian Perspective provides an authoritative,
comprehensive, innovative, managerial, and practical introduction to the fascinating world of marketing in and from Asia. It helps students
master today’s key marketing challenge: to create vibrant, interactive communities of consumers in Asia who make products and brands an
integral part of their daily lives. To help students in Asia understand how to create value and build customer relationships, the Asian
Perspective presents fundamental marketing information within an innovative customer-value framework. This textbook makes learning about
and teaching Asian marketing easier and more exciting for both students and instructors by providing a variety of vignettes, up-to-date
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corporate examples, and relevant case studies.
This book presents both theoretical research methods and practical uses of qualitative consumer and marketing research in Asia, as well as
approaches to research with extended viewpoints and case studies on the specific research practices, identifying the distinctive
characteristics and conditions of the Asian market. Starting with an introduction and a rationale for qualitative consumer and marketing
research, which discuss interpretive research perspectives and key qualitative research traditions underlying the research, it then elaborates
on research design, formulating research directions, research questions, research methods, research validity and reliability, as well as
research ethics. The book goes on to cover various key data-collection techniques, such as interviews, focus groups, observation and
ethnography, online observation and netnography, and other alternative tools like projective techniques, autodriving and diaries. These
include design of research setting (samples and sampling strategy, context, time) and research procedures (from entry to access and
completion of the research project) with resources planning. In addition, the book also addresses data analysis and interpretation as well as
presentation, dissemination, and sharing of research results through both academic and practical courses. Lastly, it derives key concepts by
reviewing classic research traditions and methods together with academic and practical studies.
This first Asian adaptation of the seventh edition of Marketing: An Introduction written by Professors Gary Armstrong and Philip Kotler builds
on its strong foundations. This book presents an innovative framework for understanding and learning about marketing. Today's marketing is
all about building profitable customer relationships. It starts with understanding consumer needs and wants, deciding which target markets
the organization can serve best, and developing a compelling value proposition by which the organization can attract, keep, and grow
targeted consumers. If the organization does these things well, it will reap the rewards in terms of market share, profits, and customer equity.
Simply put, marketing is the art and science of creating value for customers in order to capture value from customers in return. From
beginning to end, the first edition of Marketing: An Introduction (An Asian Perspective) presents and develops this customerrelationships/customer-equity framework. Every chapter contains many examples and references of these marketing concepts used in the
Asian context as well as how they are employed in other regions.
For undergraduate and graduate courses in marketing management. The gold standard for today’s marketing management student. Stay on
the cutting-edge with the gold standard text that reflects the latest in marketing theory and practice. The world of marketing is changing
everyday–and in order for students to have a competitive edge, they need a textbook that reflects the best of today’s marketing theory and
practices. 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. The Fifteenth edition is fully integrated with MyMarketingLab and is updated where
appropriate to provide the most comprehensive, current, and engaging marketing management text as possible. MyMarketingLab™ not
included. Students, if MyMarketingLab is a recommended/mandatory component of the course, please ask your instructor for the correct
ISBN and course ID. MyMarketingLab should only be purchased when required by an instructor. Instructors, contact your Pearson
representative for more information. MyMarketingLab is an online homework, tutorial, and assessment product designed to personalize
learning and improve results. With a wide range of interactive, engaging, and assignable activities, students are encouraged to actively learn
and retain tough course concepts.
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
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strategies that will help growing their businesses.
An introduction to marketing concepts, strategies and practices with a balance of depth of coverage and ease of learning. Principles of
Marketing keeps pace with a rapidly changing field, focussing on the ways brands create and capture consumer value. Practical content and
linkage are at the heart of this edition. Real local and international examples bring ideas to life and new feature 'linking the concepts' helps
students test and consolidate understanding as they go. The latest edition enhances understanding with a unique learning design including
revised, integrative concept maps at the start of each chapter, end-of-chapter features summarising ideas and themes, a mix of mini and
major case studies to illuminate concepts, and critical thinking exercises for applying skills.

This volume brings together the insights of theories of management and marketing to give an original, alternative view of
the organizational dynamics of globalizing Asian New Religious Movements (NRMs) and established religions. It also
provides insights into the way the traditional religions are fighting back as they lose numbers to NRMs and are forced to
adopt innovative proselytizing strategies and a new global mindset. In order to develop this path-breaking theoretical
perspective on globalizing Asian religions, eleven authors in this collection have recast their original empirical data on
individual Asian religions to focus on the way these organizations are managed in an overseas or global context, by
examining the structure, organizational culture, management style, leadership principles and marketing strategies of the
religious movements they had hitherto studied from the perspective of the sociology of religion, or religious studies.
Others have adopted a national, regional or global focus in relation to the transnational reach of specifically Japanese
religions in North and South America, the EU and Africa. The book examines strategies for global proselytization in a
variety of local ethnographic contexts, and thus contributes to the scholarly work on the "glocalisation" of religions.
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.
Asia is the most populated geographical region, with 50% of the world's inhabitants living there. Coupled that with the
impressive economic growth rates in many Asian countries, the region provides a very attractive and lucrative market for
many businesses, big and small and from all industries. In addition, Asia is also a dynamic market that significantly grows
with developments in technology and digitalization. For example, a research by Google and Temasek shows that
Southeast Asia is the world's fastest growing internet region. The internet economy in Southeast Asia is expected to grow
by 6.5 times from US$31 billion in 2015 to US$197 billion in 2025.All these make it critical for marketers, whether
domestic, regional or global, to stay in touch if not ahead, in their understanding of what is happening in Asia from a
marketing perspective and what Asia has to offer to the world.One phenomenon happening in the Asian market and
which marketers should pay utmost attention to, is the rapidly unfolding digital revolution that has fundamentally
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transformed not just the extent but also the nature of competition. What makes it even more challenging and complicating
is also how such a revolution impacts on consumer and business buying behavior.Disruptive technologies supported by
this digital revolution have brought in new competitors and enabled existing competitors to surpass the conventional
boundaries which we may be quite familiar with. Asian consumers have become more educated and connected and have
embraced newer ways of selecting, buying and using products and services. In this book, the Father of Modern
Marketing, Professor Philip Kotler has collaborated with two marketing experts from Asia, Hermawan Kartajaya from
Indonesia and Hooi Den Huan from Singapore to publish a book on Marketing for Competitiveness: Asia to the World — In
the Age of Digital Consumers. This book argues that marketing is no longer just vertical but has encompassed a new,
more horizontal paradigm. In addition to many new concepts and frameworks, this book includes a plethora of real-world
examples from various countries in Asia, which will help to shed light on how companies, both Asian and global, compete
in Asia. Useful lessons can be drawn by all businesses in the world on how to win the mind, heart and spirit of the Asian
consumer — digital and non-digital.
To date, philosophical discussions of animal ethics and Critical Animal Studies have been dominated by Western
perspectives and Western thinkers. This book makes a novel contribution to animal ethics in showing the range and
richness of ideas offered to these fields by diverse Asian traditions. Asian Perspectives on Animal Ethics is the first of its
kind to include the intersection of Asian and European traditions with respect to human and nonhuman relations.
Presenting a series of studies focusing on specific Asian traditions, as well as studies that put those traditions in dialogue
with Western thinkers, this book looks at Asian philosophical doctrines concerning compassion and nonviolence as these
apply to nonhuman animals, as well as the moral rights and status of nonhuman animals in Asian traditions. Using Asian
perspectives to explore ontological, ethical and political questions, contributors analyze humanism and post-humanism in
Asian and comparative traditions and offer insight into the special ethical relations between humans and other particular
species of animals. This book will be of interest to students and scholars of Asian religion and philosophy, as well as to
those interested in animal ethics and Critical Animal Studies.
Southeast Asia has a population of more than half a billion, yet its economy is dominated by about 40 families, most of
Overseas Chinese descent. Their conglomerates span sectors as diverse as real estate, telecommunications, hotels,
industrial goods, computers and sugar plantations. New Asian Emperors shows how and why Overseas Chinese
companies continue to dominate the region and have extended their reach in East Asia, despite the Asian financial and
SARS crises of the past decade. The authors base their conclusions on in-depth structured interviews spanning a decade
with the often elusive Overseas Chinese CEOs including Li Ka-shing, Stan Shih, Victor Fung, Stephen Riady and
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Sukanto Tanoto, as well as on the strategic information that their companies use. The analysis of the New Asian
Emperors’ present-day management techniques and practices draws on the history, culture and philosophical
perspectives of the Overseas Chinese in Southeast Asia. In the midst of today’s global economic crisis, this book also
takes a fresh look at the role and management practices of the Overseas Chinese as they continue to create some of
Asia’s wealthiest and most successful companies. New Asian Emperors explains: The sources and characteristics of
Overseas Chinese management Whether Overseas Chinese management practices will spread in the same way that
Japanese management did in the 1970s Whether Western management technologies have found themselves
outmaneuvered in Asia’s post-crisis arena The Overseas Chinese managers’ strategies for the informational black hole
of Southeast Asia and what Western managers can learn from them The New Asian Emperors’ unique strategic
perspectives and management styles revealed through exclusive, in-depth interviews The implications for successfully cooperating and competing with the Overseas Chinese of Southeast Asia New Asian Emperors offers key insights into the
Overseas Chinese and the important role that cultural roots play in their dominance of Southeast Asian business.
For undergraduates studying Marketing Management courses Marketing Management: An Asian Perspective, 6/E
continues to showcase the excellent content that Kotler has created with examples and case studies that are easily
recognized. This enables students to relate to and grasp marketing concepts better.
Today's dynamic and uncertain environment has contributed to the changing nature of markets. In order for companies to keep up, they will
need to embark on new wave marketing to ride the wave of opportunities provided by the changes in the environment, such as the digital
revolution.This is critical all over the world, but none more so than in Asia. Asia is not only the world's biggest market, but also the fastest
growing. It is therefore essential for marketers to understand the dynamics of Asian companies and what they have to offer to the wider world.
This book analyzes competitive companies from 18 Asian countries that have successfully practiced new wave marketing and in so doing,
provide invaluable lessons that others may find useful. Comprehensive case studies are used not only to describe how some of Asia's best
companies compete, but also to analyze the concepts of new wave marketing their actions are based on. This book is unique in its depth and
breadth of cases, from companies in the ASEAN region to North-east Asia, including Mongolia and SAARC.The authors of this book,
Professor Philip Kotler, arguably the Father of Modern Marketing, Hermawan Kartajaya from Indonesia, and Hooi Den Huan from Singapore,
are all experts in their field and have previously produced other bestsellers. This book, with its focus on real life examples of competitive
Asian companies in the age of digitalization, complements the principles and theoretical frameworks of new wave marketing that are detailed
in its sister book, Marketing for Competitiveness. Together, these books provide a comprehensive picture of the changing Asian marketing
landscape.
Policy entrepreneurs engage in collaborative action to promote broad societal changes. They distinguish themselves from other political
actors through their willingness to promote policy innovations that are new within specific contexts. Policy Entrepreneurship: An Asian
Perspective showcases an exciting collection of new research studies. Previous studies of policy entrepreneurship within specific contexts
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across this vast region have confirmed the explanatory power of the concept, even though the political systems under investigation are
distinct from the political system in the United States, where the notion of policy entrepreneurship was coined. This book is the first ever
comprehensive compilation of research on policy entrepreneurship in Asia, and focused on policy change in China, India, Indonesia,
Singapore and Thailand. All the studies gathered here assess the agency of policy entrepreneurs within broader structures that present them
with both opportunities and constraints. In their different ways, each chapter explores how structural changes, specific strategies used by
policy entrepreneurs, and the practice of boundary spanning shape policy agendas. The scholarship on display offers an inspiring treasure
trove of ideas, insights, concepts, and research strategies. This book will prompt newer scholarship on policy entrepreneurs and the crucial
role they play in contemporary politics, in Asia and globally. The chapters in this book were originally published in the Journal of Asian Public
Policy.
Taking mainly Japanese and other Asian case studies as examples, Ogino examines the motivations behind the preservation of objects and
sites considered to be of cultural significance. Using mainly the perspectives of Japanese approaches to cultural heritage, the book critiques
the European logic of cultural heritage enshrined by UNESCO. It contrasts a Western emphasis on monuments and sites, with an Asian
emphasis on more intangible forms of heritage, which place less emphasis on a linear view of time. More practically, the authors also analyse
the positive and negative impacts that UNESCO-listed status has had on sites in Asia, including Angkor Wat, Nagasaki, and Lijiang. Finally,
they address fundamental questions about who gets to decide what counts as cultural heritage, and what the underlying rationale is for
actively preserving heritage in the first place. This books is a thoughtful and provocative analysis of issues that will be of interest to
sociologists, as well as scholars and students of cultural heritage.
This edition presents marketing management concepts in a traditional format and includes many real-world examples, emphasizing topics
such as international marketing, ethics, cross-functional teams and quality. Integrating competitive rationality throughout the text, the book
also covers strengthening customer relations by outshining the competition in customer satisfaction, finding more efficient and less costly
ways to deliver the same customer benefits and service, and improving general decision making implementation skills.
This book offers a fresh perspective on understanding how successful business strategies are crafted. It provides insights into the challenges
and opportunities present in changing Asian business environments. Concepts are presented through models and frameworks. These are
illustrated through case studies showcasing a broad spectrum of Asian businesses, ranging from manufacturing to logistics planning to
retailing and services. Readers will be able to understand the problems faced by Asian companies, and to apply useful conceptual tools to
formulate effective strategies in solving them.
"Over the last half-century, Southeast Asia has undergone innumerable, far-reaching changes that have consequences not only for largescale institutions and processes, but also for everyday life. This book focuses on the topic of power in relation to these transformations, and
looks at its various social, cultural, religious, economic and political forms. Consisting of empirically rich case studies, the book works from the
ground up, seeking to capture Southeast Asians' own perspectives, conceptualizations and experiences of power. It discusses the
machinations of Indonesian politicians and the aspirations and struggles of marginal Lao bureaucrats, as well as looking at the mass 'Prayer
Power' rallies in the Philippines and the self-cultivation practices of individual Thai Buddhists. Drawing on these diverse ethnographies, the
book lays out a new framework for the analysis of power in Southeast Asia, one which traces how people become orientated towards or away
from certain models, practices and configurations of power. It reveals how power cannot be pinned down to a single definition, but is woven
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into Southeast Asian lives in many complex, subtle, and often surprising ways. Integrating theoretical debates with empirical evidence drawn
from the contributing authors' own research, this book is of particular interest to scholars and students of anthropology and Asian
Studies."--Publisher's description.
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