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Through a collection essays by leading scholars in international environmental law from around the world, this book
explores the future of international environmental law in a world of ever worsening environmental crises. It examines the
success stories and the failures of international environmental law and argues that future responses to global
environmental crisis will be more about good environmental governance rather than just more treaties and laws.
Environmental governance in future will need to accommodate the needs and aspirations of peoples from developed and
developing countries alike and will have to be based on decisions and actions by a vast range of actors and stakeholders
and not just the nation state that has traditionally dominated environmental diplomacy to date. In future this also suggests
a need to be cognizant of the close links to other areas of international law including human rights.
With a focus on food safety, this book highlights the importance of microbes in sustainable agriculture. Plants, sessile
organisms that are considered as primary producers in the ecosystem and communicate with above- and below-ground
communities that consist of microbes, insects, and other vertebrate and invertebrate animals, are subjected to various
kinds of stress. Broadly speaking, these can be subdivided into abiotic and biotic stresses. Plants have evolved to
develop elaborate mechanisms for coping with and adapting to the environmental stresses. Among other stresses,
habitat-imposed biotic stress is one serious condition causing major problems for crop productivity. Most plants employ
plant-growth-promoting microorganisms (PGPMs) to combat and protect themselves from stresses and also for better
growth. PGPMs are bacteria associated with plant roots and they augment plant productivity and immunity. They are also
defined as root-colonizing bacteria that have beneficial effects on plant growth and development. Remarkably, PGPMs
including mycorrhizae, rhizobia, and rhizobacteria (Acinetobacter, Agrobacterium, Arthrobacter, Azospirillum, Bacillus,
Bradyrhizobium, Frankia, Pseudomonas, Rhizobium, Serratia, Thiobacillus) form associations with plant roots and can
promote plant growth by increasing plants’ access to soil minerals and protecting them against pathogens. To combat
the pathogens causing different diseases and other biotic stresses, PGPMs produce a higher level of resistance in
addition to plants’ indigenous immune systems in the form of induced systemic resistance (ISR). The ISR elicited by
PGPMs has suppressed plant diseases caused by a range of pathogens in both the greenhouse and field. As such, the
role of these microbes can no longer be ignored for sustainable agriculture. Today, PGPMs are also utilized in the form of
bio-fertilizers to increase plant productivity. However, the use of PGPMs requires a precise understanding of the
interactions between plants and microbes, between microbes and microbiota, and how biotic factors influence these
relationships. Consequently, continued research is needed to develop new approaches to boost the efficiency of PGPMs
and to understand the ecological, genetic and biochemical relationships in their habitat. The book focuses on recent
research concerning interactions between PGPMs and plants under biotic stress. It addresses key concerns such as – 1.
The response of benign microbes that benefit plants under biotic stress 2. The physiological changes incurred in plants
under harsh conditions 3. The role of microbial determinants in promoting plant growth under biotic stress The book
focuses on a range of aspects related to PGPMs such as their mode of action, priming of plant defence and plant growth
in disease challenged crops, multifunctional bio-fertilizers, PGPM-mediated disease suppression, and the effect of
PGPMs on secondary metabolites etc. The book will be a valuable asset to researchers and professionals working in the
area of microbial-mediated support of plants under biotic stress.
Coeliac disease (CD) and other allergic reactions/intolerances to gluten are on the rise, largely due to improved
diagnostic procedures and changes in eating habits. The worldwide incidence of coeliac disease has been predicted to
increase by a factor of ten over the next number of years, and this has resulted in a growing market for high quality glutenfree cereal products. However, the removal of gluten presents major problems for bakers. Currently, many gluten-free
products on the market are of low quality and short shelf life, exhibiting poor mouthfeel and flavour. This challenge to the
cereal technologist and baker alike has led to the search for alternatives to gluten in the manufacture of gluten-free
bakery products. This volume provides an overview for the food industry of issues related to the increasing prevalence of
coeliac disease and gluten intolerance. The properties of gluten are discussed in relation to its classification and
important functional characteristics, and the nutritional value of gluten-free products is also addressed. The book
examines the diversity of ingredients that can be used to replace gluten and how the ingredient combinations and
subsequent rheological and manufacturing properties of a range of gluten-free products, e.g. doughs, breads, biscuits
and beer may be manipulated. Recommendations are given regarding the most suitable ingredients for different glutenfree products. The book is directed at ingredient manufacturers, bakers, cereal scientists and coeliac associations and
societies. It will also be of interest to academic food science departments for assisting with undergraduate studies and
postgraduate research. The Author Dr Eimear Gallagher, Ashtown Food Research Centre, Teagasc - The Irish
Agriculture and Food Development Authority, Dublin, Ireland Also available from Wiley-Blackwell Management of Food
Allergens Edited by J. Coutts and R. Fielder ISBN 9781405167581 Bakery Manufacture and Quality - Water Control and
Effects Second Edition S. Cauvain and L. Young ISBN 9781405176132 Whole Grains and Health Edited by L. Marquart
et al ISBN 9780813807775
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
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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.
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 revised third edition originally published in The Netherlands by Eleven International Publishing,
www.elevenpub.com. Translated by Barbara Reed, Harare, Zimbabwe."
This book, written jointly by an engineer and artificial intelligence expert along with a lawyer and banker, is a glimpse on
what the future of the financial services will look like and the impact it will have on society. The first half of the book
provides a detailed yet easy to understand educational and technical overview of FinTech, artificial intelligence and
cryptocurrencies including the existing industry pain points and the new technological enablers. The second half provides
a practical, concise and engaging overview of their latest trends and their impact on the future of the financial services
industry including numerous use cases and practical examples. The book is a must read for any professional currently
working in finance, any student studying the topic or anyone curious on how the future of finance will look like.
" ... FAO headquarters on 1-5 June 2009 ..."--P. xvii.
This book covers all the proposed fuel cell systems including PEMFC, SOFC, PAFC, MCFC, regenerative fuel cells, direct alcohol
fuel cells, and small fuel cells to replace batteries.
Services Marketing: People, Technology, Strategy is the ninth edition of the globally leading textbook for Services Marketing by
Jochen Wirtz and Christopher Lovelock, extensively updated to feature the latest academic research, industry trends, and
technology, social media, and case examples.This book takes on a strong managerial approach presented through a coherent and
progressive pedagogical framework rooted in solid academic research. It features cases and examples from all over the world and
is suitable for students who want to gain a wider managerial view.Supplementary Material Resources:Resources are available to
instructors who adopt this textbook for their courses. These include: (1) Instructor's Manual, (2) Case Teaching Notes, (3)
PowerPoint deck, and (4) Test Bank. Please contact sales@wspc.com.Key Features:
This volume includes the full proceedings from the 1993 Academy of Marketing Science (AMS) Annual Conference held in Miami
Beach, Florida. The research and presentations offered in this volume cover many aspects of marketing science including
marketing strategy, consumer behavior, business-to-business marketing, international marketing, retailing, marketing education,
among others. Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely
explorations of phenomena related to the science of marketing in theory, research, and practice. Among its services to members
and the community at large, the Academy offers conferences, congresses and symposia that attract delegates from around the
world. Presentations from these events are published in this Proceedings series, which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship
journals, Journal of the Academy of Marketing Science (JAMS) and AMS Review. Volumes are edited by leading scholars and
practitioners across a wide range of subject areas in marketing science.
When you think about how far and fast computer science has progressed in recent years, it's not hard to conclude that a sevenyear old handbook may fall a little short of the kind of reference today's computer scientists, software engineers, and IT
professionals need. With a broadened scope, more emphasis on applied computing, and more than 70 chap
Good urban design offers strong competitive advantages and does not necessarily cost more to deliver. This ground-breaking
report examines the way in which superior urban design adds value by increasing the economic viability of development and by
delivering social and environmental benefits.
From recent developments in digital image processing to the next generation of satellite systems, this book provides a
comprehensive introduction to the field of remote sensing and image interpretation. This book is discipline neutral, so readers in
any field of study can gain a clear understanding of these systems and their virtually unlimited applications. * The authors
underscore close interactions among the related areas of remote sensing, GIS, GPS, digital image processing, and environmental
modeling. * Appendices include material on sources of remote sensing data and information, remote sensing periodicals, online
glossaries, and online tutorials.
Dr. James W. Kalat's BIOLOGICAL PSYCHOLOGY is the most widely used text in the course area, and for good reason: an
extremely high level of scholarship, clear and occasionally humorous writing style, and precise examples. Throughout all eleven
editions, Kalat's goal has been to make biological psychology accessible to psychology students, not just to biology majors and premeds. Another goal has been to convey the excitement of the search for biological explanations of behavior, and Kalat delivers.
Updated with new topics, examples, and recent research findings--and supported by new online bio-labs, part of the strongest
media package yet--this text speaks to today's students and instructors. Important Notice: Media content referenced within the
product description or the product text may not be available in the ebook version.
This third edition of Strategic Marketing Management confirms it as the classic textbook on the subject. Its step- by- step approach
provides comprehensive coverage of the five key strategic stages: * Where are we now? - Strategic and marketing analysis *
Where do we want to be? - Strategic direction and strategy formulation * How might we get there? - Strategic choice * Which way
is best? - Strategic evaluation * How can we ensure arrival? - Strategic implementation and control This new revised and updated
third edition has completely new chapters on 'The Nature and Role of Competitive Advantage' and 'The Strategic Management of
the Expanded Marketing Mix', and extensive new material covering: * The changing role of marketing * Approaches to analysing
marketing capability * E-marketing * Branding * Customer relationship management * Relationship management myopia * The
decline of loyalty The book retains the key features that make it essential reading for all those studying the management of
marketing - a strong emphasis on implementation, up to date mini cases, and questions and summaries in each chapter to
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reinforce key points. Widely known as the most authoritative, successful and influential text in the sector, the new edition remains
an irreplaceable resource for undergraduate and graduate students of business and marketing, and students of the CIM Diploma.
Marketing: A Global Perspective is the much-anticipated EMEA edition of Grondslagen van de Marketing, the market leader in the
Netherlands for over 25 years. In this bestseller, Dr Bronis Verhage strikes the right balance between marketing theory and
practice.The text features perspectives from Europe, the Middle East, Africa and the wider world, embedded in a global context,
offering a cutting-edge review of new priorities in marketing, as illustrated by a diverse selection of analyses of world-class
companies’ customer-focused strategies.This attractively-illustrated, full-colour edition includes a range of case vignettes
assessing small and medium-sized enterprises and large global corporations such as L’Oréal, Philips and Google, encompassing
the entire field of marketing, including services marketing, B2B and green marketing.
Unique in that it collects, presents, and synthesizes cutting edge research on different aspects of statistical reasoning and applies
this research to the teaching of statistics to students at all educational levels, this volume will prove of great value to mathematics
and statistics education researchers, statistics educators, statisticians, cognitive psychologists, mathematics teachers,
mathematics and statistics curriculum developers, and quantitative literacy experts in education and government.
Historians and art historians provide a critique of existing methodologies and an interdisciplinary inquiry into seventeenth-century
Dutch art and culture.
Based on the bestselling Marketing by Baines, Fill, Rosengren, and Antonetti, Fundamentals of Marketing is the most relevant,
concise guide to marketing, combining the most essential theories with a global range of practitioner insights.
Philippe Descola has become one of the most important anthropologists working today, and Beyond Nature and Culture has been
a major influence in European intellectual life since its French publication in 2005. Here, finally, it is brought to English-language
readers. At its heart is a question central to both anthropology and philosophy: what is the relationship between nature and
culture? Culture—as a collective human making, of art, language, and so forth—is often seen as essentially different from nature,
which is portrayed as a collective of the nonhuman world, of plants, animals, geology, and natural forces. Descola shows this
essential difference to be, however, not only a specifically Western notion, but also a very recent one. Drawing on ethnographic
examples from around the world and theoretical understandings from cognitive science, structural analysis, and phenomenology,
he formulates a sophisticated new framework, the “four ontologies”— animism, totemism, naturalism, and analogism—to account
for all the ways we relate ourselves to nature. By thinking beyond nature and culture as a simple dichotomy, Descola offers
nothing short of a fundamental reformulation by which anthropologists and philosophers can see the world afresh.
For any company, defining the most efficient marketing concept to create a competitive customer experience (CX) is vital for
sustained development. The focus of this research is the creation of a comprehensible practical approach to the development of
client experience: the ?ustomer Experience Model (CXM). The practical application of the CX model will allow companies to create
value for their customers and key stakeholders, thus generating the necessary profit and building conditions for further
development. Balancing academic research and real-world applications, The Customer Experience Model provides a framework
that readers can understand and utilize to implement improvements in a company. In this work the readers also will learn about
application in customer experience formation of such concepts as "systems thinking", "learning organization", "Lewinian
Experiential learning cycle". The role of a leader in the formation of an effective customer experience will be shown as well. Also
the readers will get an obvious idea of how to plan customer experience and measure its effectiveness. The Customer Experience
Model shows the latest state of knowledge on the topic and will be of interest both to students of business schools and universities
at an advanced level, academics and reflective practitioners in the fields of leadership, organizational studies, marketing, and
strategic management and consulting.
"SUMMARY" Marketing Fundamentals, An International Perspective is the European edition of Grondslagen van de marketing, the
market leader in the Netherlands for over 25 years. In this bestseller, Dr. Bronis Verhage- Professor of Marketing at Georgia State
University in Atlanta- strikes the right balance between marketing theory and practice. This has appealed to hundreds of
thousands of students and has created a great deal of enthusiasm about marketing. The English-language-edition features a
European perspective, embedded in a global context. Its engaging, lively writing style enhances student learning, and its use
of'easy reading'language is geared towards non-native speakers of English. Marketing Fundamentals incorporates a teaching style
that is preferred in Europe. The book offers a cutting edge review of new priorities in marketing, as illustrated by a diverse
selection of analyses of world-class companies'customer-focused strategies. This attractively illustrated, full colour edition includes
a mix of pan-European and global examples- both successes and failures in business- encompassing the entire field of marketing,
including services marketing, B2B marketing and green marketing. The'Practitioner's Perspectives'and'Professor's Perspectives'in
each chapter offer insightful opinions and powerful ideas on key issues in marketing management. They help bring the marketing
fundamentals to life from a global perspective.
Get a thorough review of vital research issues! Fundamentals of Business Marketing Research examines recent
industrial/business research, evaluates its current effectiveness, and offers suggestions for future use. This unique book includes
and is based on "Business Marketing: A Twenty Year Review," a thorough study of industrial/business research from 1978-1997
with critical commentary from a distinguished panel of business academics and the response of the study's authors. The
combination of critiques, insights, and viewpoints will challenge you to think beyond the traditional role of B2B marketing into a
future that's anything but business as usual. Through an unusual format that gives you access to critical academic analysis,
Fundamentals of Business Marketing Research presents a comprehensive review of vital research areas, including marketing to
businesses/institutions/governments; buyer-seller relationships; computer use for business marketing; industrial segmentation;
channel management and development; physical distribution; advertising; and public relations. The book's give-and-take is equally
focused on areas that have traditionally received a larger share of the research effort (organizational buyer behavior, business
marketing strategy and planning, industrial selling and sales management) and those that have taken a back seat in terms of
research attention (computers and ethical business marketing). The original study, its criticisms, and the authors' subsequent
assessment spotlight major themes, individual contributions, and future trends in major topic areas, including: business marketing
strategy organizational buying behavior and purchasing management business marketing research methodology products/services
pricing management issues distribution/logistics and supply chain management promotion Fundamentals of Business Marketing
Research is equally effective as a practical guide for professionals and researchers, and as an academic text for doctoral studies.
Business Psychology and Organizational Behaviour introduces principles and concepts in psychology and organizational behaviour with
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emphasis on relevance and applications. Well organised and clearly written, it draws on a sound theoretical and applied base, and utilizes
real-life examples, theories, and research findings of relevance to the world of business and work. The new edition of this best-selling
textbook has been revised and updated with expanded and new material, including: proactive personality and situational theory in personality;
theory of purposeful work behaviour; emotional and social anxiety in communication; decision biases and errors; and right brain activity and
creativity, to name a few. There are numerous helpful features such as learning outcomes, chapter summaries, review questions, a glossary,
and a comprehensive bibliography. Illustrations of practice and relevant theory and research also take the reader through individual, group,
and organizational perspectives. This is an essential textbook for undergraduates and postgraduates studying psychology and organizational
behaviour. What is more, it can be profitably used on degree, diploma, professional, and short courses. It's also likely to be of interest to the
reflective practitioner in work organizations.
Proof of the efficacy of dermatological products is a prerequisite for clinical testing and registration. Now, efficacy claims for cosmetics must
be equally substantiated. This book provides a concise, practical but comprehensive overview of experimental models used to screen,
develop and select dermatological and cosmetic formulations. The authors are recognized specialists in their field and use a standardized
approach to the projects facilitating the reading for the stressed scientist, for the R+D managers general view as well as for the beginners in
the field.
MARKETING: THE CORE, 2/e by Kerin, Berkowitz, Hartley, and Rudelius continues the tradition of cutting-edge content and studentfriendliness set by Marketing 8/e, but in a shorter, more accessible package. The Core distills Marketingâ€™s 22 chapters down to 18, leaving
instructors just the content they need to cover the essentials of marketing in a single semester. Instructors using The Core also benefit from a
full-sized supplements package. The Core is more than just a "baby Kerin"; it combines great writing style, currency, and supplements into
the ideal package.
Marketing Fundamentals– a Dutch bestseller – strikes the right balance between marketing theory and practice. The book offers a cutting
edge review of new priorities in marketing, as illustrated by the diverse selection of analyses of world-class companies’ customer-focused
strategies. This attractively illustrated, full colour edition includes a mix of European and global examples –both successes and failures in
business – encompassing the entire field of marketing, including services marketing. The new ‘Practitioner’s Perspectives’ and
‘Professor’s Perspectives’ in each chapter offer insightful opinions and powerful ideas on key issues in marketing management. They help
bring the fundamentals of marketing from a global perspective to life.
Get a thorough review of vital research issues! Fundamentals of Business Marketing Research examines recent industrial/business research,
evaluates its current effectiveness, and offers suggestions for future use. This unique book includes and is based on “Business Marketing: A
Twenty Year Review,” a thorough study of industrial/business research from 1978-1997 with critical commentary from a distinguished panel
of business academics and the response of the study's authors. The combination of critiques, insights, and viewpoints will challenge you to
think beyond the traditional role of B2B marketing into a future that's anything but business as usual. Through an unusual format that gives
you access to critical academic analysis, Fundamentals of Business Marketing Research presents a comprehensive review of vital research
areas, including marketing to businesses/institutions/governments; buyer-seller relationships; computer use for business marketing; industrial
segmentation; channel management and development; physical distribution; advertising; and public relations. The book’s give-and-take is
equally focused on areas that have traditionally received a larger share of the research effort (organizational buyer behavior, business
marketing strategy and planning, industrial selling and sales management) and those that have taken a back seat in terms of research
attention (computers and ethical business marketing). The original study, its criticisms, and the authors’ subsequent assessment spotlight
major themes, individual contributions, and future trends in major topic areas, including: business marketing strategy organizational buying
behavior and purchasing management business marketing research methodology products/services pricing management issues
distribution/logistics and supply chain management promotion Fundamentals of Business Marketing Research is equally effective as a
practical guide for professionals and researchers, and as an academic text for doctoral studies.
Digital Marketing Fundamentals is the first comprehensive digital marketing textbook to cover the entire marketing process. The academic
theory behind Digital Marketing, as well as techniques and media, is discussed. Digital Marketing Fundamentals is easy to read and contains
many international examples and cases. The Dutch version of this book (Basisboek Online Marketing) has become a standard issue in The
Netherlands. In this book, all relevant aspects of digital marketing are addressed: strategic aspects, the use of the Internet for market
research, product development and realisation, branding, customer acquisition, customer loyalty and order processing. The book also
discusses effective websites and apps, digital analytics and planning, and management. The application of social media and mobile
communications is seamlessly integrated into the topics. Digital Marketing Fundamentals is suitable for commercial and management
courses in higher education, including universities and business schools, and for professionals working in digital marketing. To request
access to the book's online resources, please click here: http://www.digitalmarketing.noordhoff.nl For FAQs: https://www.basisboekonlinemarketing.nl/faq-lecturers.html
In recent years there has been a considerable interest in the cultural aspects of tourism such as the impacts of culture on tourism planning,
development, management, and marketing. However, the focus has been on material forms of culture such as arts, music, or crafts. The
impacts of national culture on tourist behavior and travel decision-making have not been paid much attention. Only in the last two years have
cross-cultural issues begun to generate significant interest among academics. An examination of cultural characteristics and differences is
extremely important to the tourism industry because today’s tourism environment is becoming increasingly international. Information on the
nature of the cultural differences between international tourists and locals is not readily available in tourism literature. The concept of culture
is very complex and includes such abstract concepts as satisfaction, attitude and loyalty. International Tourism brings these concepts to the
undergraduate student in tourism, as well as students in the related fields of marketing, management, international business, and crosscultural communication. Designed as a textbook, it isorganized and presented in an integrated and relevant way for the benefit of a worldwide
audience.
How to get good with money, even if you have no idea where to start. The Financial Diet is the personal finance book for people who don’t
care about personal finance. Whether you’re in need of an overspending detox, buried under student debt, or just trying to figure out how to
live on an entry-level salary, The Financial Diet gives you tools to make a budget, understand investments, and deal with your credit. Chelsea
Fagan has tapped a range of experts to help you make the best choices for you, but she also knows that being smarter with money isn’t just
about what you put in the bank. It’s about everything—from the clothes you put in your closet, to your financial relationship habits, to the food
you put in your kitchen (instead of ordering in again). So The Financial Diet gives you the tools to negotiate a raise and the perfect cocktail
recipe to celebrate your new salary. The Financial Diet will teach you: • how to get good with money in a year. • the ingredients everyone
needs to have a budget-friendly kitchen. • how to talk about awkward money stuff with your friends. • the best way to make (and stick to!) a
budget. • how to take care of your house like a grown-up. • what the hell it means to invest (and how you can do it).
Student-led in its design and development, the book incorporates digital marketing as central to what marketers do, and combines quality
examples, assessment and online resources to support the teaching and learning of introductory marketing in a digital age. The author
integrates digital and social media marketing throughout the chapters and through student involvement in the development of it, the text has
been made to be approachable and to appeal to students, with infographics, numerous images, and an engaging writing style. It facilitates the
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“flipped” approach to classroom teaching and is supported by a number of features and activities in every chapter, encouraging students to
undertake course reading, class participation and revision. It includes case studies from global companies such as Nutella, Google, L’Oreal,
Netflix, Airbnb, BirchBox, Uber, FitBit, Visit California and Coca-Cola. It also takes a social view of marketing, featuring cases tied to the UN’s
PRME initiative to aid students in becoming sustainably-minded individuals. The book is complemented by online instructor resources,
including chapter-specific PowerPoint slides, an instructor manual, flipped classroom activities, as well as open access multiple choice
questions (with solutions), videos, case studies, weblinks, a glossary and SAGE journal articles for students. To find out more and for a quick
sneak peek, watch our video on the book's story.
Timely, practical, comprehensive manual for financing entrepreneurial ventures, with a strong European perspective.
Appropriate for undergraduate and graduate-level courses in Leadership or Managerial Effectiveness. The most comprehensive survey of the
major theories and research on leadership and managerial effectiveness in formal organizations with practical suggestions for improving
leadership skills.
Compliance has become key to our contemporary markets, societies, and modes of governance across a variety of public and private
domains. While this has stimulated a rich body of empirical and practical expertise on compliance, thus far, there has been no comprehensive
understanding of what compliance is or how it influences various fields and sectors. The academic knowledge of compliance has remained
siloed along different disciplinary domains, regulatory and legal spheres, and mechanisms and interventions. This handbook bridges these
divides to provide the first one-stop overview of what compliance is, how we can best study it, and the core mechanisms that shape it. Written
by leading experts, chapters offer perspectives from across law, regulatory studies, management science, criminology, economics, sociology,
and psychology. This volume is the definitive and comprehensive account of compliance.
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