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cases focusing on the specific combination of the two fields of ethics and branding, on their relationship,
and on how that joint perspective shapes brands, companies, business strategies, and the market itself. In a
contemporary environment of truthiness and fake news, it is more important than ever to review core
principles of ethics and to reassess how these principles apply to today's branding and marketing practices.
This book addresses practices in ethical branding and corporate culture. It includes such topics as truth,
integrity, value, vulnerability, and differentiation. Collectively, these cases provide a contemporary
overview of intriguing scenarios and best practices in ethical branding. The book provides the reader with
real, updated insight into ethical decision making; helps students integrate ethics, branding strategy, and
real life, complex situations into an effective learning process; and provides the reader with up-to-date
ethical branding cases from around the world.
Consumer Culture Theory - Eric J. Arnould 2018-06-21
Outlining the key themes, concepts and theoretical areas in the field, this book draws on contributions from
prominent researchers to unravel the complexities of consumer culture by looking at how it affects personal
identity, social interactions and the consuming human being. A field which is characterised as being
theoretically challenging is made accessible through learning features that include case study material,
critical reflection, research directions, further reading and a broad mix of the types of consumers and
consumption contexts including emerging markets and economies. The structure of the book is designed to
help students map the field in the way it is interpreted by researchers and follows the conceptual mapping
in the classic Arnould & Thompson 2005 journal article. The book is organised into three parts - the
Consumption Identity, Marketplace Cultures and the Socio-Historic Patterning of Consumption. Insight is
offered into both the historical roots of consumer culture and the everyday experiences of navigating the
contemporary marketplace. The book is supported by a collection of international case studies and real
world scenarios, including: How Fashion Bloggers Rule the Fashion World; the Kendall Jenner Pepsi
Commercial; Professional Beer Pong, Military Recruiting Campaigns, The World Health Organization and
the Corporatization of Education. The go-to text for anyone new to CCT or postgraduate students writing a
CCT-related thesis.
Marketing Management - Luca M. Visconti 2013-03-01
Culture pervades consumption and marketing activity in ways that potentially benefit marketing managers.
This book provides a comprehensive account of cultural knowledge and skills useful in strategic marketing
management. In making these cultural concepts and frameworks accessible and in discussing how to use
them, this edited textbook goes beyond the identification of historical, socio-cultural and political factors
and their effects on market outcomes. It builds understanding of the cultural symbols, world views, and
practices at the heart of organizations and consumer collectives to better comprehend their relationships in
markets. This book highlights the benefits that managers can reap from applying interpretive cultural
approaches across the realm of strategic marketing activities including: market segmentation, product and
brand positioning, market research, pricing, product development, advertising, and retail distribution,
among others. With global contributions grounded in the authors’ primary research with companies such as
General Motors, Camper, Prada, Mama Shelter, Kjaer Group, Hom, and the Twilight Community, this edited

Strategic Marketing Management - Alexander Chernev 2009
Strategic Marketing Management (5th edition) offers a comprehensive framework for strategic planning
and outlines a structured approach to identifying, understanding, and solving marketing problems. For
business students, the theory advanced in this book is an essential tool for understanding the logic and the
key aspects of the marketing process. For managers and consultants, this book presents a conceptual
framework that will help develop an overarching strategy for day-to-day decisions involving product and
service design, branding, pricing, promotions, and distribution. For senior executives, the book provides a
big-picture approach for developing new marketing campaigns and evaluating the success of ongoing
marketing programs.
Marketing in a Digital World - Aric Rindfleisch 2019-09-19
Marketing in a Digital World consists of nine essays on how the digital revolution has affected marketing
theory and practice. Leading marketing scholars, including several editors of premier academic journals,
provide fresh insights for both scholars and managers seeking to enhance their understanding of marketing
in a digital world.
Consumption and Spirituality - Diego Rinallo 2013
This book sheds light on the consumption of spiritual products, services, experiences, and places through
state-of-the-art studies by leading and emerging scholars in interpretive consumer research, marketing,
sociology, anthropology, cultural, and religious studies. The collection brings together fresh views and
scholarship on a cultural tension that is at the centre of the lives of countless individuals living in
postmodern societies: the relationship between the material and the spiritual, the sacred and the profane.
The book examines how a variety of agents – religious institutions, spiritual leaders, marketers and
consumers – interact and co-create spiritual meanings in a post-disenchanted society that has been defined
as a 'supermarket of the soul.' Consumption and Spirituality examines not only religious organizations, but
also brands and marketers and the way they infuse their products, services and experiences with spiritual
meanings that flow freely in the circuit of culture and can be appropriated by consumers even without
purchase acts. From a consumer perspective, the book investigates how spiritual beliefs, practices, and
experiences are now embedded into a global consumer culture. Rather than condemning consumption, the
chapters in this book highlight consumers' agency and the creative processes through which authentic
spiritual meanings are co-created from a variety of sources, local and global, and sacred and profane alike.
Handbook of Marketing Analytics - Natalie Mizik
Marketing Science contributes significantly to the development and validation of analytical tools with a
wide range of applications in business, public policy and litigation support. The Handbook of Marketing
Analytics showcases the analytical methods used in marketing and their high-impact real-life applications.
Fourteen chapters provide an overview of specific marketing analytic methods in some technical detail and
22 case studies present thorough examples of the use of each method in marketing management, public
policy, and litigation support. All contributing authors are recognized authorities in their area of specialty.
Ethical Branding and Marketing
- Hagai Gringarten 2021-03-31
Ethical Branding and Marketing: Cases and Lessons provides current perspectives on fascinating global
dawn-iacobucci-marketing-management-pdf

1/4

Downloaded from

besquare.me

on by guest

volume delivers a truly innovative marketing textbook. Marketing Management: A Cultural Perspective
brings a timely and relevant learning resource to marketing students, lecturers, and managers across the
world.
‘Ad’apting to Markets - Sunitha Srinivas C 2015-07-28
This book looks at what goes into localization of advertisements in Indian languages. ‘Ad’apting to Markets
discusses the process of localization of advertisements (ads) in different Indian languages and its sociocultural implications. While doing so, it provides insights into the ideologies and cultural values of
contemporary societies as they have a powerful influence not only on consumers’ product choices but also
on their motivations and lifestyles. The book brings out the manner in which the local market is approached
in regional languages to woo consumers and increase sales, the various ways in which localization is
achieved, and the visual as well as linguistic ‘translation’ that ‘localized’ ads involve.
Managing and Using Information Systems - Keri E. Pearlson 2019-12-05
Managing & Using Information Systems: A Strategic Approach provides a solid knowledgebase of basic
concepts to help readers become informed, competent participants in Information Systems (IS) decisions.
Written for MBA students and general business managers alike, the text explains the fundamental
principles and practices required to use and manage information, and illustrates how information systems
can create, or obstruct, opportunities within various organizations. This revised and updated seventh
edition discusses the business and design processes relevant to IS, and presents a basic framework to
connect business strategy, IS strategy, and organizational strategy. Readers are guided through each
essential aspect of information Systems, including information architecture and infrastructure, IT security,
the business of Information Technology, IS sourcing, project management, business analytics, and relevant
IS governance and ethical issues. Detailed chapters contain mini cases, full-length case studies, discussion
topics, review questions, supplemental reading links, and a set of managerial concerns related to the topic.
Marketing Models - Dawn Iacobucci 2014-11-01
Note: 3rd edition now available. Increasingly, marketers have to analyze massive amounts of customer
data. Marketing models translate that data into information to use for fact-based strategic and tactical
decisions. This book covers a breadth of marketing questions and their optimal marketing model for
solutions. Chapters include: 1) Introduction to Marketing Models. 2) Marketing Segmentation and Cluster
Analysis. 3) Brand Choice and Logit Models. 4) Measuring Customer Attitudes and Factor Analysis. 5)
Drivers of Customer Satisfaction and Path Models. 6) Perceptual Maps and Multidimensional Scaling. 7)
New Products and Conjoint Analysis. 8) ROI, Experiments, and ANOVA. 9) Diffusion Models and
Forecasting. 10) Word-of-Mouth and Social Networks. 11) Marketing Models: Classic Models, Big Data, to
Infinity and beyond. The second edition adds a few topics and corrects the unfortunate typos that had crept
into the first edition.
Health Care Market Strategy - Steven G. Hillestad 2018-11-30
Health Care Market Strategy: From Planning to Action, Fifth Edition, a standard reference for nearly 20
years, bridges the gap between marketing theory and implementation by showing you, step-by-step, how to
develop and execute successful marketing strategies using appropriate tactics. Put the concepts you
learned in introductory marketing courses into action using the authors’ own unique model—called the
strategy/action match—from which you will learn how to determine exactly which tactics to employ in a
variety of settings.
Continuing to Broaden the Marketing Concept - Dawn Iacobucci 2020-09-17
Review of Marketing Research is a publication covering the important areas of marketing research with a
more comprehensive state-of-the-art orientation. The chapters in this publication review the literature, offer
a critical commentary, develop an innovative framework and discuss future developments, as well as
present specific empirical studies.
Marketing Management - Dawn Iacobucci 2016-09-21
Now readers can master the core concepts in marketing management that undergraduate marketing
majors, first-year MBA or EMBA student or advanced learners need with the detailed material in
Iacobucci’s MARKETING MANAGEMENT, 5E. Readers are able to immediately apply the key concepts they
have learned to cases, group work, or marketing-driven simulations. MARKETING MANAGEMENT, 5E
dawn-iacobucci-marketing-management-pdf

reflects all aspects of the dynamic environment facing today’s marketers. Engaging explanations, timely
cases and memorable examples help readers understand how an increasingly competitive global
marketplace and current changes in technology impact the marketing decisions that today’s managers must
make every day. Important Notice: Media content referenced within the product description or the product
text may not be available in the ebook version.
MM4 - Dawn Iacobucci 2014
Strategic Marketing Management, 9th Edition - Chernev, Alexander 2018-01-01
Marketing Research - Dawn Iacobucci 2010
Expect superior, balanced coverage of both qualitative and quantitative marketing research with this
market-leading text from respected marketing authorities Dr. Dawn Iacobucci and Dr. Gilbert Churchill.
Recognized as the classic authority for today’s marketing research, MARKETING RESEARCH:
METHODOLOGICAL FOUNDATIONS, 10e, International Edition ensures the reader develops a strong
conceptual as well as practical understanding of marketing research as it’s practiced today.The book’s
thorough coverage of the six stages of the research process provides a solid marketing research framework
while addressing topics and tools of emerging importance. New Qualtrics™ research activities and
coverage of SPSS 17 offer first-hand practice with some of the most popular online survey tools used in
business today. With its proven applications, clear presentation, and variety of timely cases, MARKETING
RESEARCH: METHODOLOGICAL FOUNDATIONS, 10e, International Edition serves as an exceptional
learning tool for today’s learners and as an invaluable reference tool for professionals throughout their
careers.
Customer Loyalty and Brand Management - María Jesús Yagüe Guillén 2019-09-23
Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers
has become an increasingly complex challenge for brands due to the widespread acceptance and adoption
of diverse technologies by which customers communicate with brands. Customers use different channels
(physical, web, apps, social media) to seek information about a brand, communicate with it, chat about the
brand and purchase its products. Firms are thus continuously changing and adapting their processes to
provide customers with agile communication channels and coherent, integrated brand experiences through
the different channels in which customers are present. In this context, understanding how brand
management can improve value co-creation and multichannel experience—among other issues—and
contribute to improving a brand’s portfolio of loyal customers constitutes an area of special interest for
academics and marketing professionals. This Special Issue explores new areas of customer loyalty and
brand management, providing new insights into the field. Both concepts have evolved over the last decade
to encompass such concepts and practices as brand image, experiences, multichannel context, multimedia
platforms and value co-creation, as well as relational variables such as trust, engagement and identification
(among others).
MM 3 - Dawn Iacobucci 2012-02-17
Created by the continuous feedback of a student-tested, faculty-approved process, MM, 3E delivers a
visually appealing, succinct print approach with tear-out reference cards for students and instructors, and
online CourseMate study tools and interactive eBook. The MM, 3E book and learning resources are all
offered at a value-based price with a unique approach that's proven to increase retention and strengthen
learning outcomes. MM, 3E provides a concise presentation of the core concepts and applications of
contemporary marketing management with new coverage of the importance of social media as well as the
impact of consumer behavior on successful marketing management. Important Notice: Media content
referenced within the product description or the product text may not be available in the ebook version.
Attitude Strength - Richard E. Petty 2014-01-14
Social psychologists have long recognized the possibility that attitudes might differ from one another in
terms of their strength, but only recently had the profound implications of this view been explored. Yet
because investigators in the area were pursuing interesting but independent programs of research
exploring different aspects of strength, there was little articulation of assumptions underlying the work,
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and little effort to establish a common research agenda. The goals of this book are to highlight these
assumptions, to review the discoveries this work has produced, and to suggest directions for future work in
the area. The chapter authors include individuals who have made significant contributions to the published
literature and represent a diversity of perspectives on the topic. In addition to providing an overview of the
broad area of attitude strength, particular chapters deal in depth with specific features of attitudes related
to strength and integrate the diverse bodies of relevant theory and empirical evidence. The book will be of
interest to graduate students initiating work on attitudes as well as to longstanding scholars in the field.
Because of the many potential directions for application of work on attitude strength to amelioration of
social problems, the book will be valuable to scholars in various applied disciplines such as political
science, marketing, sociology, public opinion, and others studying attitudinal phenomena.
Handbook of Services Marketing and Management - Teresa Swartz 2000
This is a comprehensive, practical and theoretical guide to the latest thinking in the foundations of services.
The authors present contributions from the world''s leading experts on services marketing and
management.'
Framework for Marketing Management - Kotler 2007-09
"Using the most current concepts, up-to-date data, and a wide range of examples, this authoritative text
illustrates how excellent management strategies lead to unsurpassed marketing success."--Page 4 of cover.
Handbook of Advances in Marketing in an Era of Disruptions - Atul Parvatiyar 2019-01-08
We are in an era of massive disruptions in markets, media, management approaches and business models.
These disruptions are being caused by rapid technological changes on the one hand and tectonic shifts in
customer preferences and societal behaviour on the other. Marketing knowledge and practices have to
advance at a significantly higher pace to address the changing context of market behaviour. Handbook of
Advances in Marketing in an Era of Disruptions is meant to share ideas and new knowledge that are
relevant to this world of disruptions. Leading scholars from around the world, who have keenly observed
the changing market environment, business policies, parameters, theories, methods and practices, have put
forth their theses on how marketing thinking needs to evolve to keep pace with the market reality. This
book is dedicated to Professor Jagdish N. Sheth and honours his sustained contribution as a management
thinker, scholar, academician and corporate adviser in an illustrious career spanning over five decades.
Marketing Models - Dawn Iacobucci 2012-09
One of the larger challenges of teaching modeling is the issue of balancing quantitative skill sets with
qualitative concepts. Students require familiarity with specific mathematical concepts and formulas in
order to perform basic tasks. This is a topic that is being taken very seriously in the discipline. Many
companies routinely collect massive amounts of customer data, which requires marketing modelers to
translate that data into information that may be used to make fact-based strategic and tactical decisions.
Marketers are being challenged to illustrate and demonstrate the financial return and measurement of their
actions and marketing dashboards and metrics are becoming more important. This book was itself designed
in part from a customer perspective, and each chapter also covers a marketing topic using the optimal
methods.
Kellogg on Marketing - Dawn Iacobucci 2001-06-18
Praise for Kellogg on Marketing "The Kellogg Graduate School of Management at Northwestern University
has always been at the forefront of cutting-edge marketing. What a treasure to find such a complete
anthology of today's best strategic marketers all in one place. Kellogg on Marketing provides a unique
combination of new and proven marketing theories that the reader can translate into business success."
—Betsy D. Holden, President and CEO, Kraft Foods "Kellogg on Marketing presents a comprehensive look
at marketing today, combining well-founded theory with relevant, contemporary examples in the
marketplace. This should be mandatory reading for all students of marketing." —Robert S. Morrison,
Chairman, President and CEO, The Quaker Oats Company "The Who's Who write on the what's what of
marketing. Now, these preeminent marketing doctors are making house calls. Enjoy." —Robert A. Eckert,
Chairman and CEO, Mattel, Inc. "This volume is a fascinating collection of perspectives on what it takes to
dominate a marketspace in the New Economy. . . . A clear demonstration of why Kellogg is Kellogg-one of
the thought leaders in the discipline of marketing." —Mel Bergstein, Chairman and CEO, Diamond
dawn-iacobucci-marketing-management-pdf

Technology Partners "New economy cases make this text appeal to old economy strategists. We shouldn't
be suprised with the quality of this work, given its origin in the Kellogg School." —Ronald W. Dollens,
President, Guidant Corporation
Tijdschrift voor economie en management - 2003
Social Network Analysis - Stanley Wasserman 1994-11-25
Social network analysis is used widely in the social and behavioral sciences, as well as in economics,
marketing, and industrial engineering. The social network perspective focuses on relationships among
social entities and is an important addition to standard social and behavioral research, which is primarily
concerned with attributes of the social units. Social Network Analysis: Methods and Applications reviews
and discusses methods for the analysis of social networks with a focus on applications of these methods to
many substantive examples. It is a reference book that can be used by those who want a comprehensive
review of network methods, or by researchers who have gathered network data and want to find the most
appropriate method by which to analyze it. It is also intended for use as a textbook as it is the first book to
provide comprehensive coverage of the methodology and applications of the field.
Brand Attachment - C. Whan Park 2008
Brand Attachment provides a theoretical construct about the factors that underlie strong brand
relationships. The authors define the construct of brand attachment and differentiate it from other
constructs arguing that brand attachment is critical to outcome variables that underscore the brand's value
to the firm.
Corporate Social Capital and Liability - Roger Th.A.J. Leenders 2013-03-09
In studies of inter-organizational relations (lOR's), there is a tendency to look at dyads of flrms, and to
consider networks as aggregates of such dyads. But there are several roles for a third party; a go-between.
This chapter looks at a go-between not in the sense of a middleman who intermediates in existing
production or trade, such as an agent, wholesaler, retailer, and not in the sense of an entrepreneur who
intermediates in the realization of new potential in connecting supply and demand. It looks at a go between
in the sense of a relationship counsellor for the development and maintenance of social capital; providing
support in setting up, adapting and ending cooperative relations between others. Or, in yet different terms:
to help in the embedding of relati ons, in Granovetter's (1985) sense (Uzzi 1997a). Such roles may be
performed by middlemen or entrepreneurs, but also by specialized agents who do not playa direct role in
linking stages in a chain of production and distribution, as middlemen and entrepreneurs typically do.
Indeed, some of the roles require an independence that is served by not having a direct stake in the
relations that need to be developed. I propose that the analysis yields a perspective for looking at the roles
of trade and industry associations in European business systems, and of banks and trading houses in
Japanese enterprise groups (Kigyo Shudan).
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.
MM4 - Dawn Iacobucci 2013-01-01
Created through a student-tested, faculty-approved review process with students and faculty, MM4 is an
engaging and accessible solution to accommodate the diverse lifestyles of today's learners at a value-based
price. MM4 employs an integrated marketing management framework using new and proven learning
features to detail key concepts, and useful exhibits and graphics further describe key principles. This
engaging book incorporates the latest statistics as well as new coverage that highlights the importance of
social media and the impact of consumer behavior on successful marketing management. A complete set of
accompanying cases align best-selling business cases from leading case providers, such Harvard Business
School Publishing, with specific MM4 chapters. Trust the unique MM4 comprehensive content and
complete resources to help students better understanding and apply marketing management for business
success. Attention CourseMate user: The CourseMate platform is being sunset and will not be sold with this
title after December 31st, 2019. Cengage will support existing users of CourseMate through August 1st,
2020. Important Notice: Media content referenced within the product description or the product text may
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Foods. The majority of the cases are very recent (from 2009 or later). Each chapter begins with an
introductory review of the topic area prior to the set of cases, and questions are included after each case to
help students to think critically about the material. Cases in Marketing Management is edited by Kenneth
E. Clow and Donald Baack, and follows the structure and goals of their textbook Marketing Management: A
Customer-Oriented Approach. It can also be used as a stand-alone text, or as a supplement to any other
marketing management textbook, for instructors who want to more clearly connect theory and practice to
actual cases.
Review of Marketing Research
- Naresh K. Malhotra 2008-11-01
Contains articles by marketing field's researchers and academicians. This book includes literature reviews,
methodologies, empirical studies, trends, international developments, guidelines for implementation, and
suggestions for theory development and testing.
Mediation Analysis - Dawn Iacobucci 2008-04
Explores even the fundamental assumptions underlying mediation analysis
Principles of Marketing - Gary M. Armstrong 2018
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-ofchapter features summarising ideas and themes, a mix of mini and major case studies to illuminate
concepts, and critical thinking exercises for applying skills.
Marketing Management in Asia. - Stanley Paliwoda 2013-01-04
Asia is no longer simply the continent to which the world turns for outsourcing and off shoring of
production, leaving retailing to Western countries. Asia now contains many of the world’s largest markets
plus many emergent markets as well. North America is fast ceding ground to China as the world’s largest
economic power. Europe has been able to make productivity gains from trade, fiscal and monetary
harmonization to remain globally competitive while Africa, whose nations practice free trade, is largely
ignored both in terms of forgiving debt and providing further credit. Each chapter of this volume details the
characteristics of an individual market in Asia and demonstrates the challenges that marketers are likely to
face in these environments. Covering not just production or consumption but trade as it is practiced now,
this book outlines the new norms, conventions and service performance levels that these markets demand.
Marketing to the New Majority - David Burgos 2011-08-02
Today, diversity is the default, not the exception. "Minorities" are already the majority in some of the
biggest cities in the United States, and demographers predict that the same will be true of the country as a
whole before 2050. Yet companies continue to address the "general market" as a separate audience from
ethnic consumers, rather than acknowledging that the new mainstream is itself multicultural. In addition,
many who do target multicultural audiences still employ ad strategies that rely heavily on stereotypes and
fail to resonate with minority communities. Here, David Burgos and Ola Mobolade look at the changed
marketplace revealed in the new 2010 Census data, and show marketers how to develop integrated
campaigns that effectively reach these culturally diverse consumer populations. Drawing on interviews with
industry leaders and Millward Brown's vast database of consumer research, this book will be a roadmap to
the opportunities and challenges of marketing to the new mainstream in a way that feels natural,
respectful, and inclusive.

not be available in the ebook version.
Brand Admiration - C. Whan Park 2016-09-16
Brand Admiration uses deep research on consumer psychology, marketing, consumer engagement and
communication to develop a powerful, integrated perspective and innovative approach to brand
management. Using numerous real-world examples and backed by research from top notch academics, this
book describes how companies can turn a product, service, corporate, person or place brand into one that
customers love, trust and respect; in short, how to make a brand admired. The result? Greater brand
loyalty, stronger brand advocacy, and higher brand equity. Admired brands grow more revenue in a more
efficient way over a longer period of time and with more opportunities for growth. The real power of Brand
Admiration is that it provides concrete, actionable guidance on how brand managers can make customers
(and employees) admire a brand. Admired brands don't just do the job; they offer exactly what customers
need (enabling benefits), in way that's pleasing, fun, interesting, and emotionally involving (enticing
benefits), while making people feel good about themselves (enriching benefits). Providing these benefits,
called 3 Es, is foundational to building , strengthening and leveraging brand admiration. In addition, the
authors articulate a common-sense and action based measure of brand equity, and they develop dashboard
metrics to diagnose if there are any 'canaries in the coal mine', and if so, what to do next. In short, Brand
Admiration provides a coherent, cohesive approach to helping the brand stand the test of time. A welldesigned, well-managed brand becomes a part of the public consciousness, and ultimately, a part of the
culture. This trajectory is the fruit of decisions made from an integrated strategic standpoint. This book
shows you how to shift the process for your brand, with practical guidance and an analytical approach.
Financial & Managerial Accounting for MBAs - Thomas R. Dyckman 2020
Machine Learning and Artificial Intelligence in Marketing and
- Niladri
Sales
Syam 2021-03-10
Machine Learning and Artificial Intelligence in Marketing and Sales explores the ideas, and the statistical
and mathematical concepts, behind Artificial Intelligence (AI) and machine learning models, as applied to
marketing and sales, without getting lost in the details of mathematical derivations and computer
programming.
Entertainment Marketing- Natasha Zhang Foutz 2017-11-28
Generating more than $2 trillion worldwide, entertainment encompasses numerous industries, such as the
motion picture, publishing, music, sports, broadcasting, gaming, event, and tourism. It is rapidly growing
and waging an enormous impact on the global economy, culture, and consumer well-being. It also serves as
an essential platform for advertisers, relaying brand messages to entertainment audiences via advertising,
sponsorship, and other forms of branded entertainment. The distinct properties of entertainment, such as
its experiential nature, short lifecycle, integration with human talents, sequential distribution, and
complementary consumption with technology hardware, entail unique challenges to executives and
academics. Entertainment Marketing delineates a general framework of entertainment marketing and
synthesizes the relevant studies that address some of these challenges. It concludes by inviting continued
research on the intriguing and rapidly changing entertainment and media landscape.
Cases in Marketing Management - Kenneth E. Clow 2011-03-28
This comprehensive collection of 38 cases selected from Ivey Publishing helps students understand the
complex issues that marketing professionals deal with on a regular basis. The cases were chosen to help
students apply conceptual, strategic thinking to issues in marketing management, as well as provide them
with more practical operational ideas and methods. Cases were chosen from around the world, from small
and large corporations, and include household names such as Twitter, Best Buy, Ruth's Chris, and Kraft
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