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In this latest edition of Sales Force Management, Mark Johnston and Greg
Marshall continue to build on the tradition of excellence established by Churchill,
Ford, and Walker, increasing the book’s reputation globally as the leading
textbook in the field. The authors have strengthened the focus on managing the
modern tools of selling, such as customer relationship management (CRM),
social media and technology-enabled selling, and sales analytics. It’s a
contemporary classic, fully updated for modern sales management practice.
Pedagogical features include: Engaging breakout questions designed to spark
lively discussion Leadership challenge assignments and mini-cases to help
students understand and apply the principles they have learned in the classroom
Leadership, Innovation, and Technology boxes that simulate real-world
challenges faced by salespeople and their managers New Ethical Moment boxes
in each chapter put students on the firing line of making ethical choices in sales
Role Plays that enable students to learn by doing A selection of comprehensive
sales management cases on the companion website A companion website
features an instructor’s manual, PowerPoints, and other tools to provide
additional support for students and instructors.
Embraces both the theoretical background and the practical implementation of
CRM strategy. Also comprises of elements of marketing, accounting, human
resources, information technology and strategic management to ensure that it
provides a comprehensive and fully developed introductory text.
Build a championship sales team that prepares, practices, and plays in sync—and
closes every deal Gone are the days of meeting a client for lunch, chatting about
your product, and closing the sale over dessert. Buyers today look very differently
from those of the past. They make networked purchasing decisions by
committee, with diverse roles, interests and backgrounds. With access to more
information and a greater ability to share it, they demand value, access and
alignment from their counterparties. Sales is now a team sport, and to win you
have to build and manage selling squads that work in complete alignment—not
just during client meetings, but before and after, as well. In Sell Like a Team,
Michael Dalis, a senior consultant at the legendary sales training firm, The
Richardson Company, guides you through the process of creating and managing
selling squads that execute and win in every sales meeting or pitch. Winning
selling squads are fueled by trust. There is an effective leader and every member
knows his or her role. They plan, practice and make adjustments together. During
customer meetings, they execute as a unit. And afterward, they debrief together
so they can advance the sale, replicate the high points and eliminate the low
ones in future meetings. In today’s competitive market, the difference between
the winner and all the others is a lean at the tape. There’s a world of difference
between teams that are qualified and those that win. This groundbreaking guide
provides everything you need to create and organize selling squads that win
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more and win big.
Digital sport marketing is a new, dynamic and rapidly evolving area that is having
a profound impact on contemporary sport business. This is the only textbook to
introduce core principles and best practice in digital sports marketing, focusing on
key issues, emerging topics and practical techniques. The book surveys the new
international digital landscape in sport business and explains how to apply digital
marketing across key areas from fan engagement and public relations to
strategic communication and branding. Every chapter includes discussion of key
concepts, an in-depth case study, and an in-depth conversation with a leading
industry practitioner that demonstrates how digital marketing works in the real
world. Full of useful features, this is an essential textbook for any sport
marketing, sport management, sport business or sport development course.
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
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 Oxford Handbook of Strategic Sales and Sales Management is an unrivalled
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overview by leading academics in the field of sales and marketing management.
Sales theory is experiencing a renaissance driven by a number of factors,
including building profitable relationships, creating/delivering brand value,
strategic customer management, sales and marketing relationships, global
selling, and the change from transactional to customer relationship marketing.
Escalating sales and selling costs require organisations to be more focused on
results and highlight the shifting of resources from marketing to sales. Further the
growth in customer power now requires a strategic sales response, and not just a
tactical one. The positioning of sales within the organisation, the sales function
and sales management are all discussed. The Handbook is not a general sales
management text about managing a sales force, but will fill a gap in the existing
literature through consolidating the current academic research in the sales area.
The Handbook is structured around four key topics. The first section explores the
strategic positioning of the sales function within the modern organisation. The
second considers sales management and recent developments. The third section
examines the sales relationship with the customer and highlights how sales is
responding to the modern environment. Finally, the fourth section reviews the
internal composition of sales within the organisation. The Handbook will provide a
comprehensive introduction to the latest research in sales management, and is
suitable for academics, professionals, and those taking professional qualifications
in sales and marketing.
This is the fourth edition of a unique textbook that provides extensive coverage of
the evolution, the current state, and the practice of e-business strategies. It
provides a solid introduction to understanding e-business and e-commerce by
combining fundamental concepts and application models with practice-based
case studies. An ideal classroom companion for business schools, the authors
use their extensive knowledge to show how corporate strategy can imbibe and
thrive by adopting vibrant e-business frameworks with proper tools. Students will
gain a thorough knowledge of developing electronic and mobile commerce
strategies and the methods to deal with these issues and challenges.
Marketing Communications Management: concepts and theories, cases and practice
makes critical reflections on the prime issues in integrated marketing communications
and is designed to encourage the reader to stop and think about key issues. The author
takes a managerial approach to the subject and provides a set of frameworks that
facilitate both learning and teaching. A wide range of pedagogical features is included
such as sample exam questions, 'stop points', vignettes, and case studies, and a
summary of key points concludes each chapter. Most organizations need some form of
marketing or corporate communications and this text is designed to service both
practitioners and students undertaking formal study. The author addresses strategic
and critical issues that dovetail with the current interest in marketing communications as
reflected in the media, with particular emphasis given to advertising and sponsorship.
Market_Desc: Sales Managers Special Features: · Offers streamlined coverage for
easier readability and retention· Includes numerous new and updated cases· Updates
the majority of case studies at the beginning of each chapter· Presents new and
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expanded discussions on sales network, customer life time value, solutions selling,
marketing-sales interaction, and marketing-sales shared responsibilities· Incorporates
the latest findings in sales force management research About The Book: Dalrymple's
Sales Management arms sales managers with the tools to help their companies gain a
competitive edge as well as acquire strategic advantages in their careers. With the
tenth edition, they'll find streamlined coverage for easier readability and retention.
Numerous new cases have been added and several others have been significantly
updated. The majority of case studies at the beginning of each chapter have been
reworked. The authors also present new and expanded discussions on sales network,
customer life time value, solutions selling, marketing-sales interaction, and marketingsales shared responsibilities. This material empowers sales managers to build a sales
force, manage strategic relationships, and motivate the sales team.
True or false? In selling high-value products or services: 'closing' increases your
chance of success; it is essential to describe the benefits of your product or service to
the customer; objection handling is an important skill; open questions are more effective
than closed questions. All false, says this provocative book. Neil Rackham and his team
studied more than 35,000 sales calls made by 10,000 sales people in 23 countries over
12 years. Their findings revealed that many of the methods developed for selling lowvalue goods just don‘t work for major sales. Rackham went on to introduce his SPINSelling method. SPIN describes the whole selling process: Situation questions Problem
questions Implication questions Need-payoff questions SPIN-Selling provides you with
a set of simple and practical techniques which have been tried in many of today‘s
leading companies with dramatic improvements to their sales performance.
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.
Advanced Sales Management Handbook and Cases: Analytical, Applied, and Relevant
will fill the need in the market for a solid case work, role play, and activity book. It has
been written by sales teaching professionals and sales executives. The life experiences
of professionals with varied experiences will provide students with a solid foundation for
learning. This will give college professors from around the world a better opportunity to
ensure quality of learning. The book is intended to be supplemental to any other sales
management text on the market, but could be used alone in an advanced sales
management or marketing analytics course in which the students already have the
base theoretical knowledge. The various cases, role plays, and experiential exercises in
this book will follow the same topical structure of other sales management texts so that
any sales management instructor can readily adopt this supplemental book. For many
of the cases, actual data has been given so that students are required to use and
understand analytical software.
What's the secret to sales success? If you're like most business leaders, you'd say it's
fundamentally about relationships-and you'd be wrong. The best salespeople don't just
build relationships with customers. They challenge them. The need to understand what
top-performing reps are doing that their average performing colleagues are not drove
Matthew Dixon, Brent Adamson, and their colleagues at Corporate Executive Board to
investigate the skills, behaviors, knowledge, and attitudes that matter most for high
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performance. And what they discovered may be the biggest shock to conventional
sales wisdom in decades. Based on an exhaustive study of thousands of sales reps
across multiple industries and geographies, The Challenger Sale argues that classic
relationship building is a losing approach, especially when it comes to selling complex,
large-scale business-to-business solutions. The authors' study found that every sales
rep in the world falls into one of five distinct profiles, and while all of these types of reps
can deliver average sales performance, only one-the Challenger- delivers consistently
high performance. Instead of bludgeoning customers with endless facts and features
about their company and products, Challengers approach customers with unique
insights about how they can save or make money. They tailor their sales message to
the customer's specific needs and objectives. Rather than acquiescing to the
customer's every demand or objection, they are assertive, pushing back when
necessary and taking control of the sale. The things that make Challengers unique are
replicable and teachable to the average sales rep. Once you understand how to identify
the Challengers in your organization, you can model their approach and embed it
throughout your sales force. The authors explain how almost any average-performing
rep, once equipped with the right tools, can successfully reframe customers'
expectations and deliver a distinctive purchase experience that drives higher levels of
customer loyalty and, ultimately, greater growth.
Updated throughout with new vignettes, boxes, cases, and more, this classic text
blends the most recent sales management research with real-life "best practices" of
leading sales organizations. The text focuses on the importance of employing different
sales strategies for different consumer groups, and on integrating corporate, business,
marketing, and sales strategies. It equips students with a strong foundation in current
trends and issues, and identifies the skill sets needed for the 21st century.
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.
Disasters are complex and dynamic events that test emergency and crisis professionals
and leaders – even the most ethical ones. Within all phases of emergency
management, disasters highlight social vulnerabilities that require culturally competent
practices. The lack of culturally respectable responses to diverse populations
underscores the critical need for cultural competency education and training in higher
education and practice. Using a case study approach that is both adaptable and
practical, this textbook is an accessible and essential guide on what makes teaching
effective in emergency and crisis management. Key Features An in-depth
understanding of cultural competence makes it well suited for teaching effectively in
emergency preparedness Expert guidance from leading authorities ensures a fresh
perspective in various aspects of emergency and crisis management National and
international emergency and crisis management case studies containing ground rules,
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a scenario, roles/actors, guiding questions, facilitator questions, and resources
Pedagogy and andragogy theories that drive design and implementation Pre- and posttests for each case study allow faculty and trainers to empirically measure the
participants’ learning outcomes Short case study structure can be easily implemented
in a course as a group discussion, group assignment, or individual assignment With
unparalleled resources to reach every participant and facilitator, Cultural Competency
for Emergency and Crisis Management offers educators a roadmap for successfully
engaging participants in various aspects of cultural competency knowledge, skills, and
abilities.
Easily accessible, real-world and practical, Dalrymple's Sales Management 10e by
Cron and DeCarlo introduces the reader to the issues, strategies and relationships that
relate to the job of managing an effective sales force. With a lively and engaging style,
this book places emphasis on developing a sales force program and managing
strategic account relationships. With additional information on team development,
diversity in the work force, problem-solving skills, and financial issues, this title provides
a complete guide for taking student past the classroom and into a future career in sales
management.
The primary focus of this book is on building up a conceptual framework for developing
marketing strategies for the corporate enterprise. The book offers an insight into each
facet of the marketer’s role in relationship to an organization. It highlights the
knowledge, the skills and the competencies necessary for marketers to succeed in
today’s competitive world, and bridges the gap between the theory of marketing and
the realities of the high-tech market. This NEW edition includes comprehensive
coverage of the funda-mentals of marketing and a discussion on market-focused
business strategy. It offers several case study scenarios that let students analyse
decisions and practices of marketing wisdom. There is a series of chapter vignettes on
contemporary issues in marketing. Chapter-end self-testing material includes a
summary, numerous review questions and several discussion questions to help
students understand the major concepts and tools of marketing. This book is primarily
written for postgraduate students of Business Administration (MBA) for courses in
Principles of Marketing/Marketing Management. This book can also be used to
advantage by undergraduate students of Business Administration (BBA) for courses in
marketing, and by students of engineering where an elective course on Marketing
Management is prescribed.
In recent decades, against the background of integrated global trade patterns, the
complexity of international marketing and management has increased enormously.
Accordingly, the momentum of business opportunities and challenges has accelerated,
and a firm has to continuously evaluate its market environment in order to make
adjustments that reflect the firm's individual strengths and weaknesses. This book takes
as its perspective that the customer undoubtedly is positioned in the center of the firm's
overall management activities. True understanding of the customer requires efficient
marketing research about the firm's international business environment. As discussed
in the first chapters of the book, the firm's business success depends in part on its
ethical standards; thus awareness of its environmental and social responsibility is
required. The following chapters concentrate on various aspects of culturally biased
customer behavior and how the firm ensures sensitivity when planning and selecting its
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marketing strategies. The most efficient techniques of international market
segmentation, targeting, and strategic competitive positioning are introduced.
Furthermore, concepts of consumer loyalty programs and their implementation in
diversified international markets are presented. An important part is dedicated to
describing suitable mixes of marketing policies for firms operating in culturally
heterogeneous international markets. Finally, forecasting changes in consumer
behavior as a tool of planning international marketing activities is taken into
consideration. Marketing control mechanisms that seek to increase efficiency of
selected marketing activities further contribute to the valuable insights of this
publication. Overall, the authors' intention is to combine the newest theoretical concepts
with pragmatic decisions made by firms. The book is particularly suitable for
undergraduate and graduate students taking courses in international marketing,
strategic and cultural management. Executives and practitioners involved in business
can take fundamental and updated knowledge from this publication, which hopefully will
improve their competitive positions against their rivals in the global arena.
Thoroughly updated and completely rewritten, this second edition aims to capture the
vitality of sales management in an environment that is constantly changing. Noted for
its realism in presenting the sales management function, the text incorporates
examples of current practises and includes realistic case studies, carefully developed to
provide a variety of learning opportunities. The second edition has increased emphasis
on professional selling, ethics, international issues, automation and sales technology,
changes in personal selling, and gender and racial diversity of the sales force.
Readers examine the use of services marketing as a competitive tool from a uniquely
broad perspective with Hoffman/Bateson’s SERVICES MARKETING: CONCEPTS,
STRATEGIES, AND CASES, 5E. Using a reader-friendly, streamlined structure, this
book explores services marketing not only as an essential focus for service firms, but
also as a competitive advantage for companies that market tangible products. A wealth
of real examples feature a variety of businesses from industries both within and beyond
the nine service economy supersectors: education and health services, financial
activities, government, information, leisure and hospitality, professional and business
services, transportation and utilities, wholesale and retail trade, and other services.
Cutting-edge data addresses current issues, such as sustainability, technology, and the
global market, giving readers valuable insights and important skills for success in
business today. Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook version.
In a fast-moving era of increased international competition, frontier markets must devise
innovative ways to meet demanding sales targets and maintain profitability. These
efforts will only succeed when local businesses abandon the concept of sales as a
checklist of persuasive arguments that lead a customer to make a purchase and accept
that building enduring customer relationships is the key to achieving sales goals. To
understand what it means to sell successfully, sales representatives must develop a
solid foundation in selling skills and an understanding of the critical elements needed to
achieve sales goals. By delving into the foundational concepts related to leveraging
sales as a tool for organisational profit, the authors give readers important insights into
the critical elements of the sales process, including consultative selling, sales force
management, qualities of effective leadership in sales, and the use of technological
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tools such as Customer Relationship Management (CRM) and Sales Force Automation
(SFA) systems. This book includes insightful contributions from leading sales and
marketing practitioners across the continent of Africa on characteristics of successful
salespeople and how to recruit them, the crucial role of sales leadership, sales team
training methods and strategies for developing customer relationship management
programs. Case studies tie theory to practice and short quizzes help readers test their
understanding of the material. Written in an accessible and reader-friendly format, this
book is primarily aimed at undergraduate students with a secondary audience
comprised of postgraduate students and business practitioners. ENDORSEMENTS:
"Successful corporate marketing strategies are formulated around the delivery of value
to consumers while maintaining a competitive advantage. Sales Management: A Primer
for Emerging Markets offers innovative ways to locate, nurture, and develop long-term
win-win relationships with key stakeholders. Readers will be rewarded with achievable
concepts that will lay the foundation for developing a pattern of profitable sales. Highly
recommended for undergraduate and graduate students as a well-crafted textbook
drawing on real-world experience, for academicians as a reliable teaching tool, and for
practitioners in the world of business seeking tested guidelines for marketing success."
~ Amon Chizema, Professor of Corporate Governance & Strategy; Birmingham
Business School; University of Birmingham, UK "Sales Management: A Primer for
Frontier Markets is a “must read” for future and current managers seeking innovative
strategies for ensuring long-term repeat business with customers and consumers while
maintaining a sustainable competitive advantage. Discussions on consultative selling,
the role of ethics in sales, and the stages of the personal selling process have been
specifically detailed and grounded in peer-reviewed case-study findings. A highly
recommended read for undergraduate and graduate students, academicians, and
business managers pursuing up-to-date insights into selling, customer service,
marketing management, small business management, and retailing." ~ Patrick Awotwi,
Commercial Director; The Coca-Cola Bottling Company of Ghana and Author of
“Consider it Sold: A Seller’s Point of View”
Uses a comprehensive, up-to-date and practical approach to sales management. Each
chapter begins with a narrative about an individual firm. Boxes highlight recent
developments, topical issues and unique sales strategies. Special attention is paid to
current topics on managing strategic account relationships, team development, work
force diversity, Total Quality Management and ethical issues. This edition features 21
new cases, increasing the total number of cases to 49. Cases appear at the end of
each chapter. Thoroughly updated tables, figures and references.
Cross-cultural Management-Concepts and Cases is a comprehensive textbook
especially designed for postgraduate degree/diploma students of business
management and practising managers to succeed in global markets and multicultural
workplaces.
Strategic Management delivers an insightful, clear, concise introduction to strategy
management concepts and links these concepts to the skills and knowledge students
need to be successful in the professional world. Written in a conversational Harvard
Business Review style, this product sparks ideas, fuels creative thinking and
discussion, while engaging students via contemporary examples, innovative whiteboard
animations for each chapter, outstanding author-produced cases, unique Strategy Tool
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Applications with accompanying animations and Career Readiness applications through
author videos.
This introduction to the role and responsibilities of the sales manager includes 45 case
studies. Intended for Junior/Senior level and MBA courses, the book focuses on the
activities of first-line field sales managers. Provides the instructor and student with a
combination of pedagogical/learning devices, including text, case studies, problems,
experiential exercises, and sales management simulation. The new model on the sales
management process in this edition helps students integrate material. Chapters on
personal selling, ethics, and industrial selling are included. Text includes: key words,
glossary, learning objectives, flow charts, illustrations, chapter summaries, and review
sections.
Artificial Intelligence and Machine Learning in Business Management The focus of this
book is to introduce artificial intelligence (AI) and machine learning (ML) technologies
into the context of business management. The book gives insights into the
implementation and impact of AI and ML to business leaders, managers, technology
developers, and implementers. With the maturing use of AI or ML in the field of
business intelligence, this book examines several projects with innovative uses of AI
beyond data organization and access. It follows the Predictive Modeling Toolkit for
providing new insight on how to use improved AI tools in the field of business. It
explores cultural heritage values and risk assessments for mitigation and conservation
and discusses on-shore and off-shore technological capabilities with spatial tools for
addressing marketing and retail strategies, and insurance and healthcare systems.
Taking a multidisciplinary approach for using AI, this book provides a single
comprehensive reference resource for undergraduate, graduate, business
professionals, and related disciplines.
Dalrymple's Sales ManagementConcepts and CasesWiley Global Education
In this smart, practical, and research-based guide, Harvard Business School professor Frank
Cespedes offers essential sales strategies for a world that never stops changing. The rise of ecommerce. Big data. AI. Given these trends (and many others), there's no doubt that sales is
changing. But much of the current conventional wisdom is misleading and not supported by
empirical data. If you as a manager fail to separate fact from hype, you will make decisions
based on faulty assumptions and, in a competitive market, eventually fall behind those with a
keener grasp of the current selling environment. In this no-nonsense book, sales expert and
Harvard Business School professor Frank Cespedes provides sales managers and executives
with the tools they need to separate the signal from the noise. These include how to: Hire and
deploy the right talent Pay and incentivize your sales force Improve ROI from your training
programs Create a comprehensive sales model Set and test the right prices Build and manage
a multichannel approach Brimming with fascinating examples, insightful research, and helpful
diagnostics, Sales Management That Works will help sales managers build a great sales team,
create an optimal strategy, and steer clear of hype and fads. Salespeople will be better
equipped to respond to changes, executives will be able to track and accelerate ROI, and
readers will understand why improving selling is a social as well as an economic responsibility
of business.
Contemporary Selling is the only book on the market that combines full coverage of 21st
century personal selling processes with a basic look at sales management practices in a way
that students want to learn and instructors want to teach. The overarching theme of the book is
enabling salespeople to build relationships successfully and to create value with customers.
Johnston and Marshall have created a comprehensive, holistic source of information about the
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selling function in modern organizations that links the process of selling (what salespeople do)
with the process of managing salespeople (what sales managers do). A strong focus on the
modern tools of selling, such as customer relationship management (CRM), social media and
technology-enabled selling, and sales analytics, means the book continues to set the standard
for the most up-to-date and student-friendly selling book on the market today. Pedagogical
features include: Mini-cases to help students understand and apply the principles they have
learned in the classroom Ethical Dilemma and Global Connection boxes that simulate realworld challenges faced by salespeople and their managers Role Plays that enable students to
learn by doing A companion website includes an instructor’s manual, PowerPoints, and other
tools to provide additional support for students and instructors.
The ability to generate sources of revenue continues to be the most important skill for
individuals working in the sport industry. Sales and Revenue Generation in Sport Business
With HKPropel Access provides a comprehensive overview of the many ways in which sport
organizations generate revenues, and it teaches students the practical concepts they will need
for success. Going beyond theoretical concepts of sales and sales management, the authors
present an applied approach to revenue generation in sport: the PRO method of sales
(PROspect, PRObe, PROvide, PROpose, PROtect). Students will learn how this proven fivestep process for generating revenue is applicable across all avenues in sport business,
including ticket sales, broadcasting and media revenue, sponsorships, corporate giving and
foundation revenue, fundraising and development, grant writing, concessions, merchandising,
and social media. The text covers how this sales strategy can be applied across the broad
industry of sport—from professional sport and intercollegiate and interscholastic athletics to
amateur sport and organizations in recreational settings—equipping students for meaningful
careers with longer-lasting success within any segment of the sport industry they enter.
Throughout the text, themed sidebars provide examples of industry best practices and
successful sales strategies. Case studies in each chapter, plus discussion questions, enhance
the learning experience. Plus, related online learning activities delivered through HKPropel
offer practical interactive scenarios that will better prepare students to enter the sport industry.
Organized by function of revenue generation, each section offers a video, an interactive
scenario activity that can be assigned by instructors, and sales script templates that may be
downloaded and edited for a specific application. Sales and Revenue Generation in Sport
Business is designed to give students the practical knowledge they need to understand the
sales process and how to successfully apply the PRO method of sales. Armed with this
foundational knowledge, they will be better prepared to begin and succeed in a career in sport
business. Note: A code for accessing HKPropel is not included with this ebook but may be
purchased separately.
The primary objective of Essentials of Services Marketing: Concepts, Strategies Cases, 2e is
to provide materials that not only introduce the student to the field of services marketing, but
also acquaint the student with specific customer service issues. The business world now
demands, in addition to traditional business knowledge, increasing employee competence in
customer satisfaction, service quality, and customer service - skills that are essential in
sustaining the existing customer base.
Aiming to bridge the gap between theory and application, this work focuses on strategic
management.
This book is a unique collection of comprehensive cases that explore concepts and issues
surrounding strategic marketing. Chapters explain what strategic marketing is, and then
discuss strategic segmentation, competitive positioning, and strategies for growth, corporate
branding, internal brand management, and corporate reputation management. With case
studies from a broad range of global contexts and industries, including Burger King, FedEx,
and Twitter, readers will gain a working knowledge of developing and applying market-driven
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strategy. Through case analysis, students will learn to: examine the role of corporate,
business, and marketing strategy in strategic marketing; recognize the implications of markets
on competitive space with an emphasis on competitive positioning and growth; interpret the
various elements of marketing strategy and apply them to a particular real-world situation;
apply sound decision-making strategies and analytical frameworks to specific strategic
marketing problems and issues; apply ethical frameworks to strategic marketing situations.
Strategic Marketing: Concepts and Cases is ideal for advanced undergraduate and
postgraduate students, as well as those studying for an MBA or executive courses in strategic
marketing or marketing management.
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