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This book originates from the work of contributors to
initiatives and global networks promoting and pursuing lines of
enquiry that recognise and probe relationships between
sustainable consumption, design and production, and the
implications of those relationships for new economic activity
and the way we live and govern ourselves. It features
contributions from social scientists (e.g. from the fields of
innovation studies, geography, environmental policy and
sociology) and practitioners, serving to generate a short-list
of research perspectives and topics around which future research
and actions in practice will be orientated. The book consists of
ten chapters divided into three parts, focusing on:
perspectives/methodological insights; empirical work integrating
consumption and production; and site-specific practitioneroriented case studies. The conclusion examines the key aspects
of policy, research and practical implications.
Public involvement has the power to promote an active
circulation of media content and can generate economic and
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cultural value for organizations. The current perspectives on
interactions between audiences, organizations, and content
production suggests a relational logic between audiences and
media through new productivity proposals. In this sense, it is
interesting to observe the reasoning of audience experience
through the concepts of interactivity and participation.
However, there is a gap between the intentions of communication
professionals and their organizations and the effective
circulation and content retention among the audiences of
interest, as well as the distinction between informing and
communicating. Navigating Digital Communication and Challenges
for Organizations discusses communication research with a focus
on organizational communication that includes a range of
methods, strategies, and viewpoints on digital communication.
Covering a range of topics such as internal communication and
public relations, this reference work is ideal for researchers,
academicians, policymakers, business owners, practitioners,
instructors, and students.
Due to the COVID-19 pandemic, learners of all ages have had to
quickly adapt to learning through digital media as traditional
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ways of teaching become obsolete. Educators did not have a clear
digital strategy in mind before the COVID-19 pandemic as they
primarily relied on these traditional ways of teaching and
disseminating knowledge. As phygital learning opportunities are
emerging thanks to the growing EdTech economy, educators now
have the opportunity to reform the school system, bringing in
more innovation while reducing costs, broadening access to
resources, and improving the quality of the teaching provision.
EdTech Economy and the Transformation of Education is a cuttingedge reference that examines successful digital transformation
in educational settings as well as the tools available to do so
and the competencies and skills needed for the future. The book
paves the way for phygital or blended long-term solutions.
Covering a range of topics such as online education, learning
processes, and digital transformation, this reference work is
ideal for researchers, administrators, policymakers,
academicians, practitioners, scholars, instructors, and
students.
**Winner of the TAA 2017 Textbook Excellence Award** "Social
Media Marketing deserves special kudos for its courage in
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tackling the new frontier of social media marketing. This
textbook challenges its readers to grapple with the daunting
task of understanding rapidly evolving social media and its
users." TAA Judges Panel The market leading and award winning
text on social media marketing has been fully updated for this
fourth edition. With a balance of essential theory and practical
application, the text has been been thoroughly revised to
reflect the latest developments in social media marketing
research and practice. 11 new case studies have been added to
the ?Case Zone?, including TikTok, LEGO, Nespresso and Puma. A
student-engaging case study now runs throughout the entire
textbook looking at the US based company Kombucha 221 BC to help
develop understanding of each chapter. The book is complemented
by a companion website that offers valuable additional resources
for both instructors and students, including author videos
discussing key social media marketing ideas and concepts, authorselected YouTube video playlists, additional case studies,
further weblinks, PowerPoint slides and Testbank. A must-have
text for those studying social media marketing.
Cognitive Technology for AI Business Analytics
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Navigating Digital Communication and Challenges for
Organizations
Library Marketing Basics
Brand Culture and Identity: Concepts, Methodologies, Tools, and
Applications
Engaging Brands
Design, Innovation and Practice
In the past two decades, research on electronic commerce and platforms has thrived. Tremendous academic
research has been conducted on this specific concept. Over the last decade, with the rise of applications and
mobile technology, that stream of research has extended to the collaborative economy, more colloquially
known as the sharing economy. The commonality between e-commerce and collaborative consumption
being that they both occur online and rely predominantly on platforms. The Handbook of Research on the
Platform Economy and the Evolution of E-Commerce is a comprehensive reference book offering a holistic
perspective of the platform economy by connecting the e-commerce and collaborative economy streams
into a common framework. As such, this integrated perspective offers a clearer understanding of the key
trends in research and in managerial action, as well as an agenda for future studies and practice. This
handbook emphasizes how the digital transition will create an increased merging between physical and digital
activities, as well as the challenges and opportunities pertaining to this trend. Covering topics including
sharing economy, Marketing 4.0, and digital applications, this book is essential for marketers, managers,
executives, students, researchers, and academicians.
Now in its seventh edition, 'Digital Marketing' provides comprehensive, practical guidance on how
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companies can get the most out of digital media and technology to meet their marketing goals.
ADDA 247 has been consistently working to make the word “SUCCESS” a true companion to NRA CET
Exam. As September 2021has just marked its presence, we are delighted to announce that ADDA 247 is
launching – “A Comprehensive Guide to English Language"
"A Complete Guide to the English Language for NRA CET Exam” is meticulously divided into sections
which are then further divided into chapters explaining the basic concepts followed by conceptual questions
to reinforce those concepts. We have also refined the questions by adding difficulty levels with solutions to
give you an insight into the varied kinds of questions you can expect in the exams and ways to tackle them
efficiently. There are Section-wise Questions too that are a special add-on for increasing your proficiency
with efficacy and to help you understand the level of competitive examinations. This eBook now covers
2490+ questions with solutions that will help the candidate to clear the NRA CET Exam with ease.
SALIENT FEATURES:
2490+ Questions with 100% Solutions
Practice Exercises based on chapters
Questions Divided into various Difficulty Levels ( LOD)
Prepare by Expert Faculties by Extensive Research
Detailed Concepts Divided into chapters
Globalization affects urban communities in many ways. One of its manifestations is increased intercity
competition, which compels cities to increase their attractiveness in terms of capital, entrepreneurship,
information, expertise and consumption. This competition takes place in an asymmetric field, with cities
trying to find the best possible ways of using their natural and created assets, the latter including a naturally
evolving reputation or consciously developed competitive identity or brand. The Political Economy of City
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Branding discusses this phenomenon from the perspective of numerous post-industrial cities in North
America, Europe, East Asia and Australasia. Special attention is given to local economic development policy
and industrial profiling, and global city rankings are used to provide empirical evidence for cities’
characteristics and positions in the global urban hierarchy. On top of this, social and urban challenges such as
creative class struggle are also discussed. The core message of the book is that cities should apply the tools of
city branding in their industrial promotion and specialization, but at the same time take into account the
special nature of their urban communities and be open and inclusive in their brand policies in order to
ensure optimal results. This book will be of interest to scholars and practitioners working in the areas of local
economic development, urban planning, public management, and branding.
Social Media Marketing
Third International Conference on Ethics and Policy of Biometrics and International Data Sharing, Hong
Kong, January 4-5, 2010
Digital Marketing
New Developments in Online Marketing
Using Advertising and Promotion to Build Brands
Second International Conference, 2021
This proceeding constitutes the thoroughly refereed proceedings of the 1st International
Conference on Combinatorial and Optimization, ICCAP 2021, December 7-8, 2021. This event
was organized by the group of Professors in Chennai. The Conference aims to provide the
opportunities for informal conversations, have proven to be of great interest to other scientists
and analysts employing these mathematical sciences in their professional work in business,
industry, and government. The Conference continues to promote better understanding of the
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roles of modern applied mathematics, combinatorics, and computer science to acquaint the
investigator in each of these areas with the various techniques and algorithms which are
available to assist in his or her research. We selected 257 papers were carefully reviewed and
selected from 741 submissions. The presentations covered multiple research fields like
Computer Science, Artificial Intelligence, internet technology, smart health care etc., brought the
discussion on how to shape optimization methods around human and social needs.
Digital innovations are often non-linear, non-incremental, and perhaps at times, disruptive
processes that have transformed private as well as public service delivery. The rise of
digitization has not only overhauled the governance system and enabled greater governmentcitizen engagement but has also revolutionized public administration. For public organizations
to thrive, it is imperative to understand the challenges and applications that digitization can
create for the development, deployment, and management of public service processes.
Leveraging Digital Innovation for Governance, Public Administration, and Citizen Services:
Emerging Research and Opportunities is a comprehensive research book that combines theory
and practice, reflecting on public administrative governance and citizen engagement
implications of digital innovations and strategies, and how and when they can make a difference
in the area of digital application in public administration. Highlighting topics such as egovernment, electronic payments, and text mining, this publication is ideal for public
administrators, policymakers, government officials, executives, administrators, researchers,
academicians, and practitioners in the fields of computer science, information technology,
citizen engagement, public management, and governance.
Provides research on the emergent issue of the Internet as a central organizing platform for
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integrating marketing communications.
The past decade has seen tremendous growth in the demand for biometrics and data security
technologies in applications ranging from law enforcement and immigration control to online
security. The benefits of biometrics technologies are apparent as they become important
technologies for information security of governments, business enterprises, and individuals. At
the same time, however, the use of biometrics has raised concerns as to issues of ethics,
privacy, and the policy implications of its wi- spread use. The large-scale deployment of
biometrics technologies in e-governance, e-security, and e-commerce has required that we
launch an international dialogue on these issues, a dialogue that must involve key stakeholders
and that must consider the legal, poli- cal, philosophical and cultural aspects of the deployment
of biometrics technologies. The Third International Conference on Ethics and Policy of
Biometrics and Inter- tional Data Sharing was highly successful in facilitating such interaction
among - searchers, policymakers, consumers, and privacy groups. This conference was
supported and funded as part of the RISE project in its ongoing effort to develop wide
consensus and policy recommendations on ethical, medical, legal, social, cultural, and political
concerns in the usage of biometrics and data security technologies. The - tential concerns over
the deployment of biometrics systems can be jointly addressed by developing smart biometrics
technologies and by developing policies for the - ployment of biometrics technologies that
clearly demarcate conflicts of interest - tween stakeholders.
Proceedings of the First International Conference on Combinatorial and Optimization, ICCAP
2021, December 7-8 2021, Chennai, India
Leveraging Digital Innovation for Governance, Public Administration, and Citizen Services:
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Emerging Research and Opportunities
Artificial Intelligence and Computing Logic
Marketing Communications and Brand Development in Emerging Economies Volume I
The Best Methods, Tricks and Steps for Successful Digital Marketing
IMC
With the onset of globalisation, International Marketing has become an important subject
among students pursuing MBA in International Marketing and International Trade as also
among professionals who study and undertake research projects in the areas such as Foreign
Direct Investment, Free Trade Area , World Trade Organisation, UNCTAD and the like. The
third edition focuses on global economy and its transmission to India. The global economic
condition is perhaps at its best since the World War-II, mainly because of the upward trend in
international relations, and aggressive bilateral, multi-lateral as well as regional treaties
concerning trade and economy among various countries throughout the globe. An updated
table of contents reflects the latest research findings and practices up to the year 2005. The
latest edition offers new chapters on Competitive Analysis, Competitive Strategies, Technical
Environment, Globalisation, International Retail Management and the World Trade
Organisation (WTO) covering right up to Hong Kong Ministerial 2005. Additionally, some
assorted current topics such as Performance of Foreign Trade Policy 2004-09, Export Taxes,
Composition of Trade, Direction of Trade, Foreign Direct Investment, External Commercial
Borrowings, Non-residential Deposits and Exchange Rate Movements have been given due
place in the book. Each chapter concludes with a summary, a list of questions and case
studies for ready reference. The bibliography is exhaustive including Internet references for
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further studies. A must read book for MBA, International Marketing and International Trade
students and researchers.
There can be little doubt about the profound impact that the Internet has had on all aspects of
business over the past decade. Indeed, it is now widely accepted that we have entered a new
and even more revolutionary phase in the development of the Net as a global marketing and
communications platform; a phase characterised by information ‘pull’ rather than ‘push’, usergenerated content, openness, sharing, collaboration, interaction, communities, and social
networking. New generation Web-based communities and hosted applications are beginning to
have a major impact on customer behaviour across a diverse range of industries. These new
applications represent a fundamental change in the way people use the Internet, their online
expectations, and experiences. From a marketing perspective, the most distinctive feature is
not the technology involved but rather the growth of a new global culture – a ‘Net generation’
culture based on decentralised authority rather than hierarchy and control, online socialising
and collaboration, user-generated and distributed content, open communications, peer-to-peer
sharing, and global participation. Success in this new online environment, characterised by
people and network empowerment, requires new ‘mindsets’ and innovative approaches to
marketing, customer, and network relationships. This book makes a valuable contribution to
the field by examining recent and future developments in online marketing, including the
revolutionary impact of new media. Chapters cover a wide range of topics, including:
information exchange on bulletin board systems and in online consumer portals; Web 2.0 and
‘New-Wave Globals’; online tribal marketing; co-creation; industry impact; privacy issues;
online advertising effectiveness; and practitioner prognostics for the future of online marketing.
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This book was originally published as a special issue of the Journal of Marketing Management.
As businesses aim to compete internationally, they must be apprised of new methods and
technologies to improve their digital marketing strategy in order to remain ahead of their
competition. Trends in entrepreneurship that drive consumer engagement and business
initiatives, such as social media marketing, yields customer retention and positive feedback.
Advanced Methodologies and Technologies in Digital Marketing and Entrepreneurship
provides information on emerging trends in business innovation, entrepreneurship, and
marketing strategies. While highlighting challenges such as successful social media
interactions and consumer engagement, this book explores valuable information within various
business environments and industries such as e-commerce, small and medium enterprises,
hospitality and tourism management, and customer relationship management. This book is an
ideal source for students, marketers, social media marketers, business managers, public
relations professionals, promotional coordinators, economists, hospitality industry
professionals, entrepreneurs, and researchers looking for relevant information on new methods
in digital marketing and entrepreneurship.
Library Marketing Basics is an accessible, step-by-step, easy to understand, and “hands on”
resource for any librarian who is interested in learning basic marketing tips to raise the profile
of their library. It is designed for beginners who are new to library marketing.
NTA UGC NET Management 2022 (Paper I & II) | Teaching and Research Aptitude | 10 Fulllength Mock Tests [Solved 1500+ Questions]
Advancing Insights on
Concepts, Methodologies, Tools, and Applications
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Global Marketing Strategy
Handbook of Strategic e-Business Management
Competitiveness and Private Sector Development Competitiveness in South East Europe 2021
A Policy Outlook
An unbiased approach to the latest digital marketing models, offering students and
practitioners a range of tools to implement in their digital marketing planning and
strategy. Covering all aspects of digital marketing planning, and the latest digital
marketing models, the book aims to provide a roadmap for a digital marketing journey.
As such, its structure maps against the development of a digital marketing plan and
concludes with a ready-made digital marketing plan template to download and adapt. In
addition to this, the content is supported by case examples from real-world
organizations, and a number of features throughout the chapters: Smartphone sixty
seconds features in every chapter, to evaluate influencers in relation to the topic
covered. Digital tool boxes introduce professional tools (for example how Google
shares its aggregate data to inform marketers about shopping insights, trends and
benchmarks Ethical insights provide a reflective and challenging look at social issues
and the negative sides to marketing. The book is complemented by online resources for
both instructors and students, these include PowerPoint slides, an instructor’s guide,
exercises and activities relating to each chapter, digital marketing planning documents,
digital marketing model templates, quizzes, annotated recommended video links, links
to free online tools and SAGE journal article recommendations. Suitable for digital and emarketing courses on marketing and advertising degrees as well as professional
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courses for anyone interested in gaining a holistic understanding of digital marketing.
Focusing on the cutting-edge applications of AI cognitive computing from
neuromorphic to quantum cognition as applied to AI business analytics, this new
volume explores AI’s importance in managing cognitive processes along with
ontological modeling concepts for venturing into new business frontiers. The volume
presents a selection of significant new accomplishments in the areas of AI cognitive
computing ranging from neurocognition perception and decision-making in the human
brain—combining neurocognitive techniques and effective computing—to basic facial
recognition computing models. Topics include: Agent neurocomputing techniques for
facial expression recognition Computing haptic motion and ontology epistemic
Characterizations of morph schemas for visual analytics Learning and perceptive
computing Functional and structural neuroimaging modeling Observed links between
facial recognition and affective emotional processes Interaction of cognitive and
emotional processes during social decision-making Neurocognitive processing of
emotional facial expressions in individuals Neurocognitive affective system for emotive
robot androids Virtual reality-based affect adaptive neuromorphic computing Executive
surveys indicate that cognitive adoption is very important in business strategy for
success and to remain competitive. Employing cognitive-based processes provides the
way to get the right information in the right hands at the right time, which is the key to
winning in the digital era and to driving business value that emphasizes competitive
differentiation. Several chapters of the volume address the goal of using cognitive
technology to improve search capabilities, to provide personalized customer service in
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business and in health and wellness, and to create better workflow management. Key
features: Looks at the newest frontiers on very popular AI and analytics topics
Discusses new techniques for visual analytics and data filtering Shows how AI and
cognitive science merges with quantum neurocognitive computing Presents ontology
models with ontology preservation data filtering techniques Provides a crosstransposition on AI and digitizations for business model innovations Artificial
Intelligence and Computing Logic: Cognitive Technology for AI Business Analytics is a
valuable resource that informs businesses and other enterprises the value of artificial
intelligence and computing logic applications.
Digital marketing, also called internet marketing, is simply marketing through the
internet. It involves using the web to promote a product or service. It mainly uses
electronic devices—such as desktop computers, laptops, phones, and tablets—to
promote the message through online connectivity. All this can be done through many
ways, such as search engine optimization, pay-per-click marketing, content marketing,
social media marketing, and email marketing. These methods have been discussed in
detail in the book.
How can managers design and manage excellent customer experiences that will
develop long-term relationships with their customers? This book addresses this key
question and explores both the theory developed over the past 20 years and tools to
create truly engaging brands. Taking a broad holistic approach, this book brings
together current thinking on experiential marketing, brand management, customer
engagement, customer well-being and happiness, customer loyalty and emotions, the
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customer journey map, and big data and combines it into a practical and clear roadmap
for brand managers. By integrating these modern perspectives, concepts, research
techniques, and operative tools, this book provides a new perspective of marketing
management to design and build engaging branding. Using extensive examples from a
variety of industries, this book offers a global perspective that will appeal to both
advanced students and experienced marketing managers.
A Customer-Centric Approach for Superior Experiences
Contemporary and Future Perspectives
The SAGE Handbook of Digital Marketing
Online Advertising and Promotion: Modern Technologies for Marketing
Handbook of Research on Strategic Fit and Design in Business Ecosystems
Contemporary Research in E-Branding

This research handbook provides a comprehensive, integrative, and authoritative
resource on the main strategic management issues for companies within the ebusiness context. It covers an extensive set of topics, dealing with the major issues
which articulate the e-business framework from a business perspective. The handbook
is divided into the following e-business related parts: background; evolved strategic
framework for the management of companies; key business processes, areas and
activities; and, finally, emerging issues, trends and opportunities, with special attention
to diverse Social Web-related implications. The articles are varied, timely and present
high-quality research; many of these unique contributions will be especially valued and
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influential for business scholars and professionals interested in e-business. Many of the
contributors are outstanding business scholars who are or have been editors-in-chief of
top-ranked management and business journals or have made significant contributions
to the development of their respective fields.
Consumer interaction and engagement are vital components to help marketers
maintain a lasting relationship with their customers. To achieve this goal, companies
must utilize current digital tools to create a strong online presence. Digital Marketing
and Consumer Engagement: Concepts, Methodologies, Tools, and Applications is an
innovative reference source for the latest academic material on emerging technologies,
techniques, strategies, and theories in the promotion of brands through forms of digital
media. Highlighting a range of topics, such as mobile commerce, brand communication,
and social media, this multi-volume book is ideally designed for professionals,
researchers, academics, students, managers, and practitioners actively involved in the
marketing industry.
Competitiveness and Private Sector Development Competitiveness in South East
Europe 2021 A Policy OutlookA Policy OutlookOECD Publishing
• Best Selling Book in English Edition for UGC NET Management Exam with objectivetype questions as per the latest syllabus given by the NTA . • Compare your
performance with other students using Smart Answer Sheets in EduGorilla’s UGC NET
Management Exam Practice Kit. • UGC NET Management Exam Preparation Kit
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comes with 10 Full-length Mock Tests with the best quality content. • Increase your
chances of selection by 14X. • UGC NET Management Exam Prep Kit comes with wellstructured and 100% detailed solutions for all the questions. • Clear exam with good
grades using thoroughly Researched Content by experts.
EdTech Economy and the Transformation of Education
Mastering Digital Marketing for Starters:
Advances in Digital Marketing and eCommerce
Business India
The SAGE Encyclopedia of Quality and the Service Economy
Ethics and Policy of Biometrics
Consumer Behavior in Action is a down-to-earth, highly engaging, and thorough
introduction to consumer behavior. It goes further than other consumer behavior
textbooks to generate student interest and activity through extensive use of in-class
and written applications exercises. Each chapter presents several exercises, in selfcontained units, each with its own applications. Learning objectives, background, and
context are provided in an easy-to-digest format with liberal use of lists and bullet
points. Also included in each chapter are a key concepts list, review questions, and a
solid summary to help initiate further student research. The author’s practical focus
and clear, conversational writing style, combined with an active-learning approach,
make this textbook the student-friendly choice for courses on consumer behavior.
The Routledge Companion to Strategic Marketing offers the latest insights into
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marketing strategy. Bodo Schlegelmilch and Russ Winer present 29 specially
commissioned chapters, which include up-to-date thinking on a diverse range of
marketing strategy topics. Readers benefit from the latest strategic insights of leading
experts from universities around the world. Contributing authors are from, among
others, the U.S. (Berkeley, Cornell, MIT, New York University, Texas A&M), Europe (the
Hanken School of Economics, INSEAD, the University of Oxford, the University of
Groningen, WU Vienna) and Asia (the Indian School of Business, Tongji University). The
topics addressed include economic foundations of marketing strategy, competition in
digital marketing strategy (e.g. mobile payment systems and social media strategy),
marketing strategy, and corporate social responsibility, as well as perspectives on
capturing the impact of marketing strategy. Collectively, this authoritative guide is an
accessible tool for researchers, students, and practitioners.
Wine regions are attracting increasing numbers of tourists through tours, wine festivals
and events, and winery, restaurant and cellar door experiences. Using a host of case
studies from Europe, North America, South Africa, Australia and New Zealand this book
reviews the latest wine tourism research and management and marketing strategies.
The book highlights the lessons learnt for wine, tourism and related industries and
concludes by examining the future of the wine tourism industry.
The future sustainable economic development and well-being of citizens in South East
Europe depend on greater economic competitiveness. Reinforcing the region’s
economic potential in a post-COVID-19 context requires a holistic, inclusive and
growth?oriented approach to policy making.
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Emerging Research and Opportunities
Oswaal ICSE Question Bank Class 10 Commercial Applications Book (For 2023 Exam)
Global Wine Tourism
The Routledge Companion to Strategic Marketing
Creative Strategy in Advertising
A Policy Outlook
This book is an original, high-quality collection of chapters about highly topical and important
brand management issues, and it shows both theoretical and empiric analysis. The 10 selected
chapters are referred, with original contents and rigorous research methodologies, to some
important challenges the brand management has to face in the current competitive contexts,
characterized by the dominance of the intangible resources and the new information and
communication technologies. Written by leading academics, this book is dedicated not only to
marketing and management scholars but also to students wanting to investigate the knowledge
concerning special fields and special brand management themes. As well to the practitioners
who can find a wide reference also to the managerial implication from the strategic and
operative perspectives.
"This book educates readers on how to meet online advertising and Internet marketing
challenges for both present and future tactics"--Provided by publisher.
With advancing information technology, businesses must adapt to more efficient structures that
utilize the latest in robotics and machine learning capabilities in order to create optimal humanrobot cooperation. However, there are vital rising concerns regarding the possible
consequences of deploying artificial intelligence, sophisticated robotic technologies, automated
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vehicles, self-managing supply modes, and blockchain economies on business performance
and culture, including how to sustain a supportive business culture and to what extent a
strategic fit between human-robot collaboration in a business ecosystem can be created. The
Handbook of Research on Strategic Fit and Design in Business Ecosystems is a collection of
innovative research that builds a futuristic view of evolving business ecosystems and a deeper
understanding of business transformation processes in the new digital business era. Featuring
research on topics such as cultural hybridization, Industry 4.0, and cybersecurity, this book is
ideally designed for entrepreneurs, executives, managers, corporate strategists, economists,
IT specialists, IT consultants, engineers, students, researchers, and academicians seeking to
improve their understanding of future competitive business practices with the adoption of
robotic and information technologies.
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.
ICCAP 2021
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an executive Digest
Modern Technologies for Marketing
Strategic Planning & Integration
Consumer Behavior in Action
Brand Management
This book highlights the latest research articles presented at the
second Digital Marketing & eCommerce Conference in June 2021. Papers
include a diverse set of digital marketing and eCommerce-related
topics such as user psychology and behavior in social commerce,
influencer marketing in social commerce, social media monetization
strategies, social commerce characteristics and their impact on user
behavior, branding on social media, social media-based business
models, user privacy and security protection on social media, social
video marketing and commerce, among other topics.
Digital marketing changes the dynamics of traditional routes to
market, augments conversations and facilitates the measurement of
activities by organisations and consumers alike. This Handbook strives
to advance the study and understanding of this domain and provides a
digital marketing journey that flows from methods and methodologies.
It moves from the fundamentals to the different aspects of digital
marketing strategy, tactics, metrics and management, and ethics. This
Handbook brings together the critical factors in digital marketing as
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the essential reference set for researchers in this area of continued
growth. It is essential reading for postgraduate students,
researchers, and practitioners in a range of disciplines exploring
digital marketing. Part 1: Foundations of Digital Marketing Part 2:
Methodologies and Theories in Digital Marketing Part 3: Channels and
Platforms in Digital Marketing Part 4: Tools, Tactics and Techniques
in Digital Marketing Part 5: Management and Metrics in Digital
Marketing Part 6: Ethical Issues in Digital Marketing
• CISCE Syllabus:Strictly as per the latest Revised syllabus dated on
21th May 2022 for Board 2023 Exam. • Latest Updations: Some more
benefits students get from the revised edition are as follow: Ø Topic
wise / Concept wise segregation of chapters Ø Important Key terms for
quick recall of the concepts. Ø Practice questions in the chapters for
better practice Ø Unit wise Practice papers as per board pattern for
self-evaluation. Ø Semester1 Board Papers & Semester II Specimen
Papers merged chapter-wise Ø Semester II Board Papers fully solved on
top • Revision Notes : Chapter wise and Topic wise for in-depth study
• Mind Maps & Mnemonics: (Only PCMB) for quick learning • Self
-Assessment Tests for self-preparation. • Concept videos for blended
learning • Exam Questions: Previous Years’ Examination Questions and
Answers with detailed explanation to facilitate exam-oriented
preparation. • Examiner’s Comments & Answering Tips to aid in exam
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preparation. • Academically important Questions (AI)look out for
highly expected questions for upcoming g exam • ICSE & ISC Marking
scheme answers: Previous year’s board marking scheme • Toppers
answers: Latest Toppers hand written answer sheet. • Reflections at
the end of each chapter to get clarity about the expected learning
outcomes
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, and 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 and 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.
A Comprehensive Guide to English Language for NRA CET Exam eBook
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Research, Management and Marketing
Advanced Methodologies and Technologies in Digital Marketing and
Entrepreneurship
Handbook of Research on the Platform Economy and the Evolution of ECommerce
Sustainable Consumption

Society, globally, has entered into what might be called the “service
economy.” Services now constitute the largest share of GDP in most
countries and provide the major source of employment in both
developed and developing countries. Services permeate all aspects of
peoples’ lives and are becoming inseparable from most aspects of
economic activity. “Quality management” has been a dominating
managerial practice since World War II. With quality management
initially associated with manufacturing industries, one might assume
the relevance of quality management might decrease with the
emergence of the service economy. To the contrary, the emergence of
the service economy strengthened the importance of quality issues,
which no longer are associated only with manufacturing industries but
are increasingly applied in all service sectors, as well. Today, we talk
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not only about product or service quality but have even expanded the
framework of quality to quality of life and quality of environment.
Thus, quality and services have emerged in parallel as closely
interrelated fields. The Encyclopedia of Quality and the Service
Economy explores such relevant questions as: What are the
characteristics, nature, and definitions of quality and services? How
do we define quality of products, quality of services, or quality of life?
How are services distinguished from goods? How do we measure
various aspects of quality and services? How can products and service
quality be managed most effectively and efficiently? What is the role
of customers in creation of values? These questions and more are
explored within the pages of this two-volume, A-to-Z reference work.
CREATIVE STRATEGY IN ADVERTISING provides everything you
need to be successful as an advertising professional in today's fastchanging media environment. Focusing on the idea that good
advertising always starts with an understanding of people and an
awareness of their needs, the text advances through the creative
process step by step. It focuses first on the creative person, and then
on strategy and problem solving. Complementing expert instruction
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with extensive examples of layouts and ad copy, this book gives you all
the necessary tools to create winning advertising strategies.
Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook
version.
Digital Marketing and Consumer Engagement: Concepts,
Methodologies, Tools, and Applications
International Marketing
Real-life Applications for Marketing Managers
The Political Economy of City Branding
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