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Global Marketing Strategy Bodo B.
Schlegelmilch 2016-03-02 This book
has been written for experienced
managers and students in postgraduate
programs, such as MBA or specialized
Masters programs. In a systematic yet
concise manner, it addresses all
major issues companies face when
conducting business across national
and cultural boundaries, including
assessing and selecting the most
promising overseas markets,
evaluating market entry alternatives,
examining the forces that drive
adaptation versus standardization of
the marketing mix. It looks at the
various global marketing challenges
from a strategic perspective and also
addresses topics not usually found in
international marketing texts, such
as aligning marketing strategies with
global organizational structures,
managing the relationship between
national subsidiaries, regional
headquarters and global headquarters,
as well as corporate social
responsibility challenges, and
pertinent future trends that are
likely to affect global business.
Strategic Marketing in Tourism
Services Rodoula H. Tsiotsou
2012-05-10 Focuses on marketing
strategies implemented in tourism
services firms and includes a
collection of papers related to
specific marketing strategies. This
title presents the application of
specific marketing strategies such as
experiential marketing, branding,

target marketing, relationship
marketing and e-marketing in tourism.
Legal Strategies Antoine Masson
2009-12-12 Far from regarding the law
as supreme, corporations approach law
as an element of executive thought
and action aimed at optimizing
competitiveness. The objective of
this book is to identify, explore and
define corporate legal strategies
that seek advantage in the
opportunities revealed when the Law
is perceived as a resource to be
mobilized and aligned with the firm’s
business and economic agendas.
Strategic Brand Management, 3rd
Edition Alexander Chernev 2020-01-31
In Strategic Brand Management,
Alexander Chernev, professor of
marketing at the renowned Kellogg
School of Management at Northwestern
University, lays out a systematic
approach to understanding the key
principles of building enduring
brands. This book presents a cohesive
framework for brand management that
delineates the unique role of brands
as a means of creating market value.
Topics covered include developing a
meaningful value proposition,
designing brand attributes,
developing an impactful brand
communication campaign, managing
brand portfolios, cobranding, brand
repositioning and realignment,
managing brand extensions, measuring
brand impact, the legal aspects of
protecting the brand, and developing
a strategic brand management plan.
Clear, succinct, and practical,
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Strategic Brand Management is the
definitive text on building strong
brands.
Strategic Marketing Management and
Tactics in the Service Industry Sood,
Tulika 2017-03-20 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.
Political Branding Strategies Lorann
Downer 2015-12-03 Political Branding
Strategies tells the story of
branding by the Australian Labor
Party across seven years and three
brands – Kevin07, The Real Julia and
that of the party. Employing a new
framework to understand and evaluate
branding, the book offers lessons for
practitioners, researchers and
citizens in democracies everywhere.
Connecting Brand Identity and
Consumer-Based Brand Equity for
Tourism Destinations Julian Michael
Hodson 2021-04-23 The study proposes
and empirically validates an
integrated model of leisure visitors’
destination brand associations that
can guide destination marketing and
branding activities for both, the
brand identity and the consumer-based
brand equity (CBBE) perspective. A
ten-phase empirical research design
is established and data is collected
from a sample of German leisure
visitors to the Balearic Island of
Mallorca, Spain. Structural equation
modeling (SEM) provides empirical
evidence of construct validity and
reveals strong support for the
validity of the proposed structural
theory of leisure visitors’
destination brand associations.

Results also demonstrate that the
structural model possesses excellent
levels of predictive power and
validity. Importantly, the model
performs very well in the overall
prediction of consumers’ destination
brand attitudes and loyalty.
Building Strong Congregations Bruce
Wrenn 2010 You probably have a fairly
good idea of what it took to
construct the building in which your
congregation meets. First, there was
a recognized need for a building,
followed by a budget, blueprints,
fund-raising, construction workers,
and building materials, and voil! The
structure proudly stands as a
monument to the effective
implementation of a well-thought-out
plan.
Gaining Momentum Joe Tidd 2010-07-29
Diffusion, or the widespread adoption
of innovations, is a critical yet
under-researched topic. There is a
wide gap between development and
successful adoption of an innovation.
Therefore, a better understanding of
why and how an innovation is adopted
can help develop realistic management
and business plans. Most books on
this topic use a single-discipline
approach to explain the diffusion of
innovations. This book adopts a
multi-disciplinary and managerial
process approach to understanding and
promoting the adoption of
innovations, based on the latest
research and practice. It will be of
interest to graduates and researchers
in marketing, product development and
innovation courses. Contents: Generic
Factors Influencing the Diffusion of
Innovations:From Models to the
Management of Diffusion (J
Tidd)Understanding the Pre-diffusion
Phases (J R Ortt)Achieving Adoption
Network and Early Adopters Acceptance
for Technological Innovations (F
Frattini)Launch Strategies for New
Product Success (S Hart & N
Tzokas)Co-constructing the Brand and
the Product (J K Christiansen et
al.)Understanding Consumer Responses
to Innovations (Q Wang)Developing
Technical and Market Standards for
Innovations (D Chiaroni & V
Chiesa)Sector-Specific Dynamics of
Diffusion:Diffusion of Pharmaceutical
Innovations in Health Systems (R A
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Atun et al.)Diffusion of
Telecommunications Technologies: A
Study of Mobile Telephony (W-L Chu et
al.)Diffusion of Environmental
Products and Services — Towards an
Institutions-Theoretic Framework:
Comparing Solar Photovoltaic (PV)
Diffusion Patterns in Japan and the
US (K L Shum & C Watanabe)Prediction
of Future Patterns of
Diffusion:Forecasting Technology
Diffusion (T Daim et al.)Modeling and
Forecasting Diffusion (N Meade & T
Islam) Readership: Graduates and
researchers; students of marketing,
product development and innovation
courses.
Keywords:Innovation;Diffusion;Product
Development;Product MarketingKey
Features:Adopts a multi-disciplinary
and managerial process approach,
rather than theoretical or empirical
approaches, to explain diffusion of
innovationsExplains diffusion of
innovations based on the latest
international research
The Strategy of Global Branding and
Brand Equity Alvin Lee 2015-03-02 Why
does a customer choose one brand over
another? What are the factors which
would make an individual more
inclined to choose your brand? This
book offers a way to predict which
brand a buyer will purchase. It looks
at brand performance within a product
category and tests it in different
countries with very different
cultures. Following the Predictive
Brand Choice (PBC) model, this book
seeks to predict a consumer’s loyalty
and choice. Results have shown that
PBC can achieve a high level of
predictive accuracy, in excess of 70%
in mature markets. This accuracy
holds even in the face of price
competition from a less preferred
brand. PBC uses a prospective
predicting method which does not have
to rely on a brand’s past performance
or a customer’s purchase history for
prediction. Choice data is gathered
in the retail setting – at the point
of sale. The Strategy of Global
Branding and Brand Equity presents
survey data and quantitative analyses
that prove the method described to be
practical, useful and implementable
for both researchers and
practitioners of commercial brand

strategies.
American Business Since 1920 Thomas
K. McCraw 2017-11-30 Tells the story
of how America’s biggest companies
began, operated, and prospered postWorld War I This book takes the
vantage point of people working
within companies as they responded to
constant change created by consumers
and technology. It focuses on the
entrepreneur, the firm, and the
industry, by showing—from the
inside—how businesses operated after
1920, while offering a good deal of
Modern American social and cultural
history. The case studies and
contextual chapters provide an indepth understanding of the evolution
of American management over nearly
100 years. American Business Since
1920: How It Worked presents
historical struggles with decision
making and the trend towards relative
decentralization through stories of
extraordinarily capable entrepreneurs
and the organizations they led. It
covers: Henry Ford and his competitor
Alfred Sloan at General Motors during
the 1920s; Neil McElroy at Procter &
Gamble in the 1930s; Ferdinand
Eberstadt at the government’s
Controlled Materials Plan during
World War II; David Sarnoff at RCA in
the 1950s and 1960s; and Ray Kroc and
his McDonald’s franchises in the late
twentieth century and early twentyfirst; and more. It also delves into
such modern success stories as
Amazon.com, eBay, and Google.
Provides deep analysis of some of the
most successful companies of the 20th
century Contains topical chapters
covering titans of the 2000s Part of
Wiley-Blackwell’s highly praised
American History Series American
Business Since 1920: How It Worked is
designed for use in both basic and
advanced courses in American history,
at the undergraduate and graduate
levels.
Driving Customer Appeal Through the
Use of Emotional Branding Garg, Ruchi
2017-09-13 The value of advertising
has always been an effective way to
increase consumerism among customers.
Through the use of emotional
branding, companies and organizations
can now target new and old patrons
while building a strong relationship
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with them at the same time, to ensure
future sales. Driving Customer Appeal
Through the Use of Emotional Branding
is a critical scholarly resource that
examines the responses consumers have
to differing advertising strategies,
and how these reactions impact sales.
Featuring relevant topics such as
multisensory experiences, customer
experience management, brand hate,
and product innovation, this
publication is ideal for CEOs,
business managers, academicians,
students, and researchers that are
interested in discovering more
effective and efficient methods for
driving business.
Consumer Behavior Frank Kardes
2014-01-01 This wide-ranging yet
focused text provides an informative
introduction to consumer behavior
supported by in-depth, scientifically
grounded coverage of key principles
and applications. CONSUMER BEHAVIOR,
Second Edition, devotes ample
attention to classic consumer
behavior topics, including consumer
information processing, consumer
decision making, persuasion, social
media and the role of culture and
society on consumer behavior. In
addition, this innovative text
explores important current topics and
trends relevant to modern consumer
behavior, such as international and
ethical perspectives, an examination
of contemporary media, and a
discussion of online tactics and
branding strategies. This versatile
text strikes an ideal balance among
theoretical concepts, cutting-edge
research findings, and applied realworld examples that illustrate how
successful businesses apply consumer
behavior to develop better products
and services, market them more
effectively, and achieve a
sustainable competitive advantage.
With its strong consumer-focused,
strategy-oriented approach, CONSUMER
BEHAVIOR, Second Edition, will serve
you well in the classroom and help
you develop the knowledge and skills
to succeed in the dynamic world of
modern business. Important Notice:
Media content referenced within the
product description or the product
text may not be available in the
ebook version.

Marketing Accountability for
Marketing and Non-Marketing Outcomes
V. Kumar 2021-09-27 Review of
Marketing Research pushes the
boundaries of marketing—broadening
the marketing concept to make the
world a better place.
Strategic Brand Management Kevin Lane
Keller 2013 Incorporating the latest
industry thinking and developments,
this exploration of brands, brand
equity, and strategic brand
management combines a comprehensive
theoretical foundation with numerous
techniques and practical insights for
making better day-to-day and longterm brand decisions–and thus
improving the long-term profitability
of specific brand strategies.
Strategic Brand Management Kevin Lane
Keller 2011 Incorporating
developments from both academia and
industry, this exploration of brands,
brand equity and strategic brand
management combines a theoretical
foundation with numerous techniques
and practical insights. Suitable for
both graduates and upper-level
undergraduates.
Marketing Communications Micael
Dahlen 2010-02-05 Marketing
Communications: A Brand Narrative
Approach is a mainstream, studentdriven text which gives prominence to
the driving force of all Marketing
Communications: the imperative of
Branding. The book aims to engage
students in an entertaining,
informative way, setting the
conceptual mechanics of Marketing
Communications in a contemporary,
dynamic context. It includes key
current trends such as: Brand
narrative approach - Cases such as
Dove, Harley-Davidson, Nike and World
of War Craft feature real-life,
salient examples which are engaging
for students and reflect the growth
of co-authored brand ‘stories’ to
help build and maintain brands by
customer engagement through
meaningful dialogues. Media
neutral/multi-media approach - This
text has a sound exploration of
online and offline synergy combining
one-message delivery and multi-media
exposures, through examples of
companies and political campaigns
using ‘non-traditional’ media to
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reach groups not locking into ‘normal
channels’. This brand new text
features an impressive mixture of
real-life brand case studies
underpinned with recent academic
research and market place dynamics.
The format is structured into three
sections covering analysis, planning
and implementation and control of
Marketing Communications. Using full
colour examples of brands, and
student-friendly diagrams, the book
acknowledges that the modern student
learns visually as well as through
text.
Brand Culture and Identity: Concepts,
Methodologies, Tools, and
Applications Management Association,
Information Resources 2018-10-05 The
world of brands is undergoing a sea
change in the domain of consumer
culture, and it has become a
challenge to cater to the taste and
needs of audiences. The process of
creating iconic brands varies from
product to product and market to
market. Effective branding strategies
are imperative for success in a
competitive marketplace. Brand
Culture and Identity: Concepts,
Methodologies, Tools, and
Applications is a vital reference
source for the latest research
findings on the use of theoretical
and applied frameworks of brand
awareness and culture. Highlighting a
range of topics such as consumer
behavior, advertising, and emotional
branding, this multi-volume book is
ideally designed for business
executives, marketing professionals,
business managers, academicians, and
researchers actively involved in the
marketing industry.
Brand design Ruud Boer 2011
Begrippen, achtergronden en
praktijkvoorbeelden bij het ontwerpen
van een merk.
The Handbook of International
Advertising Research Hong Cheng
2014-01-21 This timely handbook
brings academic excellence to
international advertising research in
the form of 28 contributions from
over 40 leading scholars. The
handbook’s comprehensive treatment
highlights existing knowledge,
reports major findings across the
subject, and recommends directions

and agendas for future research.
Fills the existing gap between the
rapid growth in scholarly research on
international advertising and the
pressing need for more high-quality
research in the area Covers 28 major
areas in international advertising
research, with contributions from
more than 40 international
advertising scholars based in over 10
countries or territories
Comprehensive treatment includes the
history of international advertising,
audiences and media, strategy and
execution, content effects,
regulation, ethics, and advertising
education Highlights existing
knowledge in international
advertising, reports major findings
on a broad range of topics, and
offers expert recommendations on
directions for future research
Contributors represent the most
highly respected academics among
international advertising researchers
Differentiation Dr Wilson Chew
2016-10-27
Handbook of Research on Customer
Equity in Marketing V. Kumar
2015-01-30 Customer equity has
emerged as the most important metric
to manage firm performance. This
Handbook covers a broad range of
strategic and tactical issues related
to defining, measuring, managing, and
implementing the customer equity
metric for maximizin
Japanese Design Law and Practice
Christoph Rademacher 2020-12-10 Max
Planck Series on Asian Intellectual
Property Law Volume 18 Indisputably,
Japan is today a major hub of product
design, and designs made in Japan
play an influential role in the world
across a wide range of industries.
This is the first and only book in
English to provide a detailed
overview and discussion of product
design protection and practice under
Japanese law. In addition to expert
analysis of the application of design
law by Japanese courts and the Japan
Patent Office (including the farreaching 2020 amendments), the book
features seven contributions by
Japanese product designers from
specific industries who describe the
product design process in their
industry and its legal ramifications
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worldwide. With in-depth description
and analysis and many detailed
explanatory figures and tables, the
contributors cover such issues and
topics as the following: ownership of
design rights; requirements for
design protection; application
process for design registration;
examination procedure; appeals and
invalidity trials; design
infringement and scope of protection;
overlap of design and other
intellectual property rights; design
protection and competition law;
international jurisdiction and
governing law; and design rights and
commercial transactions. Industryspecific chapters cover the
application of design law in
furniture, home appliances, cell
phones, cars, advertising, product
packaging, web design, and typeface
design. The book concludes with a
chapter highlighting differences in
design law in Japan and the European
Union. Given that Japanese design
experts often note a lack of
understanding of Japanese design law
and practice by foreign companies,
this book will appeal to law firm
practitioners and in-house counsel
involved in global design right
portfolio management and design
protection in Japan. It will also
appeal to intellectual property
scholars and product designers with
an interest in Japanese design
practice and law.
Strategic Brand Management Richard
Rosenbaum-Elliott 2015-07-30
Strategic Brand Management third
edition, uniquely analyses the social
andcultural aspects of brand strategy
and its influence on
consumerperceptions around the
world.Written by experts in the
field, itis designed to ensure
students are confident in analysing
traditionalideas of brand equity and
positioning and are able to
understand theemotional and cultural
connections brands create and employ.
The book'sinnovative framework
separates a brand's concept into its
functionaland emotional parts to give
students a complete understanding of
howbrands operate and compete for
consumer loyalty.In addition,brand
management theory is applied to a

wealth of engaging real-lifecase
studies and full colour images
clearly illustrate brand strategiesin
action. Diverse and dynamic examples
include Red Bull, Fiat, andVirgin, as
well as innovative Australian
stationery brands, Scandinaviancoffee
companies, and international retail
giants.As a result, Strategic Brand
Managementis the complete and
essential textbook for students
aiming to developtheir academic and
professional skills and learn more
about thischallenging andprofitable
industry. New to this
editionUpdatedand extended coverage
of online and technological changes
to brandmanagement strategies,
including social media and internet
communities.Wider international
coverage with new examples from Asia,
Australia, and Europe.A new full
colour presentation givesdiagrams and
photographs more impact, better
enhancing the reader'sunderstanding
of brand management theory and
practice.A range of new and updated
case studies andexamples illustrate
significant developments in brand
managementpractice since 2011.New key
concept boxes allow the reader to
recap and review the core theories
and ideas set out at the beginning of
each chapter.
The Future of Branding Rajendra K.
Srivastava 2015-12-17 New ideas
change the world. From social
movements to scientific discovery the
power of an idea is to reshape the
world, who we are, and how we live.
Changes in the increasingly dynamic
competitive environment require a
focus on what should be done, not
just what is currently done. The
inspiration for this book is to
provide an outlet for cogent ideas
that will help managers build and
maintain brands in the future
marketplace. Written by the leading
minds management from around the
globe who are redefining best
practices in managing brands, It
examines the future of branding on
key concepts including brand
performance management, brand
strategy, brand building,
revitalizing brands, brand valuation,
brand analysis, brand protection, and
brand experience. The all-star team
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includes: Martin Roll, Kevin Lane
Keller, Don E. Schultz, Bernd
Schmitt, Jean-Noel Kapferer, , V.
Kumar, Bharath Rajan, Lluis MartinezRibes, Shi Zhang, Jean Yannis
Suvatjis, Leslie de Chernatony,
Vanessa M. Patrick and Henrik
Hagtvedt, Gregory M Thomas, Jeffrey
Parkhurst Srinivas Reddy, Anupam
Jaju, Werner Reinartz, Jeffery
Andrien, Paul Benoit, Philip C
Zerrillo, Cem Bahadir, and Rajendra K
Srivastava.
Managing Fashion Kaled K. Hameide
2020-11-19 The fashion industry is a
multibillion-dollar global industry
with a variety of organizational
structures and a multitude of
challenges. Such scope triggered the
recent rise in management programs in
the U.S. and Europe aiming to produce
and train young managers to meet such
global and diverse challenges.
Managing Fashion covers the fashion
business with a twist – a management
twist. Its goal is to tackle the
topics from a fashion manager
perspective referencing relevant
management concepts and theories,
thus offering a deeper and more
practical dimension to the issues
addressed. It offers a balanced mix
of fashion and management, theory and
application, as well as creating an
opportunity for analysis and critical
thinking. Discussions throughout the
book are supported by specially
developed case studies and relevant
examples taken from the fashion
industry. It is an opportunity to
expose the fashion student or reader,
as well as aspiring fashion managers,
to a more practical approach to
fashion theories and issues. Managing
Fashion will serve as a core text for
Fashion Studies, Fashion
Entrepreneurship, and Fashion
Merchandising majors as well as for
special business degrees and
management certificates targeting the
fashion industry.
Strategisch merkenmanagement Kevin
Lane Keller 2010 Studieboek op hboniveau.
Strategic Brand Management for B2B
Markets Sharad Sarin 2015-11-12
Strategic Brand Management provides
fresh insight into the field of
marketing and elaborates how to

create powerful brands.
“Globalization” and “technology” are
two mega forces that drive the world.
The second edition captures these
developments and their effect on the
companies covered in the book. The
first edition dealt with three
leading B2B corporate brands of
India—the Tata Group, L&T, and
Infosys. The second edition describes
the leadership changes in the Tata
Group and Infosys, and the challenges
faced by these three brands. Indian
B2B brands are yet to become global
B2B brands. The purpose of this book
is to motivate the marketers deeply
entrenched in B2B marketing to
unleash the underleveraged power of
brand to create competitive
advantages for growth.
Strategic Advertising Mechanisms
Jorge David Fernández Gómez
2021-10-04 It is the first time that
the different strategic advertising
mechanisms are explained in a single
book. And this is also the first time
that a book has brought together the
most important and transcendent (for
its applicability to the advertising
market) strategic advertising
mechanisms. The text explains from
classic mechanisms such as Rosser
Reeves's USP or Procter & Gamble's
copy strategy to modern mechanisms
such as Kevin Roberts's Lovemarks or
Douglas Holt's iconic brands. It also
considers European mechanisms such as
Jacques Séguéla’s star strategy or
Henri Joannis’s psychological axis.
The book has the most complete
academic review. Strategic
Advertising Mechanisms: From Copy
Strategy to Iconic Brands, integrates
the most important strategic
advertising mechanisms developed
throughout the time: USP, brand
image, positioning, Lovemarks... This
is the first and only book to date
that compiles the most consolidated
methods by advertisers or advertising
agencies (P&G, Bates, Ogilvy or Euro)
in the history of modern advertising.
Primary readership will be among
practitioners, researchers, scholars
and students in a range of
disciplines, including communication,
advertising, business and economic,
information and communication,
sociology, psychology and humanities.
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There may also be appeal to the more
general reader with an interest in
how advertising strategic planning
works.
Proceedings of IAC 2018 in Vienna
Group of Authors 2018-07-02
International Academic Conferences:
Teaching, Learning and E-learning
(IAC-TLEl 2018) and Management,
Economics and Marketing (IAC-MEM
2018) and Engineering, Transport, IT
and Artificial Intelligence (IACETITAI 2018)
The Evolution of Integrated Marketing
Communications Don Schultz 2013-12-16
This book reviews, updates and
enhances the basic concepts
surrounding the academic theory and
practice of Integrated Marketing
Communication (IMC). Since the
introduction of IMC in the late
1980s, the concept has spread around
the world. In that expansion, many
authors have written about IMC;
practitioners have adopted and
adapted the concept to fit their own
market situations. Further, dramatic
changes have occurred in the
technologies used in marketing
communications which consumers have
accepted and employed in their
consumption of marketers' messages
and incentives. Thus, there have been
dramatic changes in how IMC was
initially envisioned and how it has
developed over time. This book
identifies and discusses these
changes, how they have occurred and
what they mean going forward for all
types of marketers around the world.
Thus, IMC, and indeed integration of
communications at all organisational
levels is an essential in the 21st
century organisations. This book was
published as a special issue of the
Journal of Marketing Communications.
Shopper Marketing Daniel J. Flint
2014-05-06 The shopper marketing
methodology is a powerful, complete
approach for satisfying target
consumer demand at the point of
maximum influence, and thereby
driving consumers to purchase. It
gives companies a far deeper
understanding how consumers behave as
shoppers, and leverages this
intelligence across the entire supply
chain to benefit all stakeholders:
companies, brands, consumers,

retailers, and shoppers. Shopper
marketing requires supply chain
partners to smoothly integrate
complex sets of marketing and sales
tools, in order to engage shoppers,
build brand equity, and persuade
shoppers when they move into
"shopping mode." Internally, it also
demands deeper coordination of R and
D, marketing innovation, operations,
logistics, and distribution. It isn’t
easy, but it offers remarkable,
proven results that are virtually
unachievable any other way. In
Shopper Marketing , three of the
field’s pioneering innovators and
consultants bring together state-ofthe-art insights, strategic
approaches, and supply chain
execution methods for successfully
employing shopper marketing
initiatives throughout your
organization. Dan Flint, Chris Hoyt
and Nancy Swift clearly explain what
shopper marketing is, and why it is
critical for marketers to master.
They review each of its six
objectives and eight foundational
principles, demonstrating how to
adapt and apply it in your
environment, overcome obstacles, and
systematically create value along
your entire "path to purchase."
Drawing on their unsurpassed
consulting experience, they also
assess emerging trends and their
implications, helping you deepen
customer loyalty, extend competitive
advantage, and improve profitability
for years to come.
Wiley Guide to Fair Value Under IFRS
James P. Catty 2010-04-09 Your one
indispensable guide to all the Fair
Value requirements of IFRS Acomplete
guide to the complex valuation
requirements of IFRS, this book
includes chapters on theoretical and
practical applications, with
extensive examples illustrating the
required techniques for each
application. Appropriate for anyone
involved professionally with
finance—managers, accountants,
investors, bankers, instructors, and
students—this guide draws on a
stellar panel of expert contributors
from fourteen countries who provide
international coverage and insight
into a diverse range of topics,
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including: Fair Value in implementing
IFRS Market Approach Income
Approach—Capitalization and
Discounting Methods Economic and
Industry Conditions Cost of Capital
Financial Statement Analyses
Impairment Testing Intellectual
Property Rights (patents, copyrights,
trademarks) Projecting Financial
Statements Liabilities Customer
Relationships Share-based Payment
Plant and Equipment Guide to Fair
Value Under IFRS is the first
international valuation book of its
kind. Fully compliant with the
Certified Valuation Analyst
curriculum, it provides detailed
guidance as to how fair value is to
be determined and fills numerous gaps
in common understanding of IFRS
requirements.
Business-to-Business Brand Management
Mark S. Glynn 2009-06-19 Focuses on
sensemaking, decisions, actions, and
evaluating outcomes relating to
managing business-to-business brands
including product and service brands.
This book features chapters that
address aspects of the marketing mix
for business-to-business and
industrial marketers. It includes
papers that provide brand management
insights for managers.
CUSTOMER EXPERIENCE MANAGEMENT - THE
EXPERIENTIAL JOURNEY James Seligman
2018-09-19 Organizations that want to
deliver required outcomes can do so
by shifting gears from traditional
'command and control tactics', to a
more collaborative way of working
with customer interactions, ensuring
relevant skills and capabilities are
made available. By investing in
technology, organizations that
support the customer experience can
provide accurate forecasting,
customer in sight, and the skills and
capabilities regardless of their
location and time zone. Processes
that span the back office to the
front office should provide real time
insight into the interpersonal
experience journeys and enable cocreation of goods and services.
Strategic Brand Management Kevin Lane

Keller 2015
Iscontour 2013 Roman Egger 2013
Strategic Brand Management Kevin Lane
Keller 2008 Finely focused on the
"how to" and "why" throughout, this
strategy guide provides specific
tactical guidelines for planning,
building, measuring, and managing
brand equity. This approach considers
why brands are important, what they
represent to consumers, and what
should be done by firms to manage
them properly.
Reputation Management Techniques in
Public Relations Erdemir, Ayse
2018-01-26 Reputation is becoming an
imperative business function that
influences strategic decisions
including the direction of a business
plan and how an organization should
be communicating with its
stakeholders and publics. It is
crucial for an organization to
measure public relations outputs and
outcomes as well as measuring
established and developing
relationships. Reputation Management
Techniques in Public Relations is a
critical scholarly resource that
examines public relations strategies,
such as employing media plans,
determining communication channels,
setting objectives, choosing the
right promotional programs and
message strategies, budgeting and
assessing the overall effectiveness
of a company’s public relations
strategy. Featuring coverage on a
broad range of topics, such as brand
and customer communications,
corporate social responsibility, and
leadership, this book is geared
towards practitioners, professionals,
and scholars seeking current research
on reputation management.
Dictionary of Marketing
Communications Norman A. P. Govoni
2004 With over 4000 entries,
including key terms and concepts
covering advertising, sales
promotion, public relations, direct
marketing, personal selling and emarketing, this text reflects the
changing dynamics of the marketing
profession.
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