Fashion And Apparel Pwc

The book is a collection of academic papers from a conference that focuses on significant issues, fundamental and applied research
advances on a range of topics in the areas of textile engineering, apparel, fashion and design. Among others, the book will update the
readers on recent research in technical and functional textiles; future trends and visions for textile, apparel and fashion; global business,
marketing and management in textile and apparel; education and training in textile and apparel and design, fashion, footwear product and
materials innovation.

Advertising expenditure data across multiple forms of media, including: consumer magazines, Sunday magazines, newspapers, outdoor,
network television, spot television, syndicated television, cable television, network radio, and national spot radio. Lists brands alphabetically
and shows total expenditures, media used, parent company and PIB classification for each brand. Also included in this report are industry
class totals and rankings of the top 100 companies in each of the media.

WIPQO's World Intellectual Property Report 2013 explores the role that brands play in today’s global marketplace. The Report looks at how
branding behavior and trademark use have evolved in recent history, how they differ across countries, what is behind markets for brands,
what lessons economic research holds for trademark policy, and how branding strategies influence companies' innovation activities.
Biological diversity, or 'biodiversity’, refers to the variety of all life on earth, and the complex relationships among living things, and between
living things and their environment. Biodiversity includes genetic variety, species diversity, and variability in communities, ecosystems and
landscapes. Biodiversity sustains the environments in which we live and on which our lives and those of every other living creature on Earth
depend. Thanks to biodiversity, we are able to obtain such necessary goods as food, clothing, medicine, and fuel. Equally important are the
ecosystem services that biodiversity provides, such as clean air and drinkable water. Conservation scientists have identified a number of
universal threats to biodiversity: habitat loss and degradation, invasive species, pollution, overpopulation, overexploitation and consumption,
and global climate change. This new book examines critical issues in this field from researchers around the globe.

Whose City is That? shows that Istanbul is produced not only by strong and systematic efforts, corporate influences and/or marketing
activities, but also by individual contributions and coincidences. As such, the primary purpose of this book is to find the answer of to whom
Istanbul does belong, presenting the reader with the richness of human experience and the practice of everyday life. The chapters in this
book are therefore focused on the physical and economic dimensions, as well as the imaginary, fictional and hyper-real dimensions,
expressing the concern of bringing the real and imaginary borders of the city together. The book provides an understanding that for each
inhabitant there is another city, another Istanbul. Each person living in the city creates or lives in another city which is made of their own
personal and particular experiences. In addition, the Istanbul the authors understand and describe turns into something different moment by
moment, which cannot be defined or identified because of its very nature as a megacity. However, its flow is not aimless and non-directional,
and each sign is not causeless or dateless. In this context, in order to make the possibilities of the city visible, the contributors to this volume
ask: “Istanbul, whose city is it?” The title of the book enables different academics to ask the same question using different methodologies
and subjects. The question “Whose City is That?” and the necessity of studying Istanbul using multidisciplinary perspectives brought many
researchers from different fields together, because the city is larger than one approach and the constraints of one “unique” field. Gathering
researchers and academics from various disciplines, such as communication studies, cultural studies, cinema/media studies, literature, the
fine arts, city and regional planning, political science, social and economic geography, anthropology, and architecture enables each to think
about the city alone and together, so as to create new forms of thought and discourse about Istanbul.

In the era of digital technology, business transactions and partnerships across borders have become easier than ever. As part of this shift in
the corporate sphere, managers, executives, and strategists across industries must acclimate themselves with the challenges and
opportunities for conducting business. Mobile Commerce: Concepts, Methodologies, Tools, and Applications provides a comprehensive
source of advanced academic examinations on the latest innovations and technologies for businesses. Including innovative studies on
marketing, mobile commerce security, and wireless handheld devices, this multi-volume book is an ideal source for researchers, scholars,
business executives, professionals, and graduate-level students.

Innovation and novel leadership strategies have aided the successful growth of the fashion industry around the globe. However, as the
dynamics of the industry are constantly changing, a deficit can emerge in the overall comprehension of industry strategies and practices. The
Handbook of Research on Global Fashion Management and Merchandising explores the various facets of effective management procedures
within the fashion industry. Featuring research on entrepreneurship, operations management, marketing, business modeling, and fashion
technology, this publication is an extensive reference source for practitioners, academics, researchers, and students interested in the
dynamics of the fashion industry.
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This new handbook brings together a rich and diverse body of scholarly research, with chapters on all major topics relevant to the field of
marketing ethics, whilst also outlining future research directions.

Social media has redefined the way marketers communicate with their customers, giving consumers an advantage that they did not have
previously. However, recent issues in online communication platforms have increased the challenges faced by marketers in developing and
retaining their customers. Practitioners need to develop effective marketing communication programs that incorporate the meaningful forms of
sociality into a customer-driven marketing program. Leveraging Computer-Mediated Marketing Environments discusses the nature of
heightened interaction between marketers and consumers in the evolving technological environments, particularly on the central nature of
online communities and other emerging technologies on dialogic engagement. Additionally, it aims to examine the relevant roles of online
communities and emerging technologies in creating and retaining customers through effective dialogue management. Highlighting brand
strategy, e-services, and web analytics, it is designed for marketers, brand managers, business managers, academicians, and students.
This proceedings volume highlights the latest research presented at the 7th International Conference on Research on National Brand &
Private Label Marketing (NB&PL2020, Barcelona, Spain). The topics covered include: retailing, private label portfolio and assortment
management, marketing of premium store brands, using national brands to exclude (delist) and include, optimal assortment size, consumer
store patronage, etc. Several contributions also focus on private label pricing and promotion, especially on the relative pricing of standard and
premium private labels, and with regard to the national brands in the assortment. Further questions addressed here include: Should store
brands be promoted? If so, what types of promotion should be used? How can private label penetration, especially premium private labels,
best be dealt with? Are dual branding and coupons viable options?

Customer satisfaction is a pivotal component to any business that provides goods or services to the public. By effectively managing the flow
of products, business can adapt to the growing demands of consumers and deliver successful customer service. The Handbook of Research
on Strategic Supply Chain Management in the Retail Industry is an authoritative reference source for the latest scholarly research on properly
managing business processes in order to satisfy end-user requirements and increase competitive advantage in the retail marketplace.
Highlighting concepts relating to field applications, customer relationships, and current trends in logistics management, this book is ideally
designed for business professionals, managers, upper-level students, and researchers interested in innovative strategies and best practices
in modern supply chains.

Proceedings of the International Colloquium in Textile Engineering, Fashion, Apparel and Design 2014 (ICTEFAD 2014)Springer

With over 25 detailed case studies of innovative and successful enterprises, this book offers a robust and practical guide to leaders tasked
with understanding and delivering success in the new retail landscape.

"The legacy of Rana Plaza is increased consumer awareness of the global apparel industry's serious environmental and human
rights challenges. Fixing Fashion exposes the worst of the excesses, while simultaneously celebrating the entrepreneurs and
stakeholders driving meaningful change. Written by an industry insider, this compelling manifesto challenges each of us to take
responsibility for the hidden cost of our clothes."--

Questo volume raccoglie i contributi presentati nei seminari del 4 e 10 ottobre 2014, rispettivamente a Roma e a Milano,
organizzati congiuntamente da ANICA e UPA, in merito ai risultati dell’attivita del Laboratorio sul Product Placement, costituito dal
Dipartimento di Studi Aziendali dell’'Universita Roma Tre e coordinato dal Prof. Fabio Bassan. L’attivita del Laboratorio viene
discussa e approvata dall’Osservatorio permanente sul product placement, costituito dall’Autorita per le garanzie nelle
comunicazioni. Il Laboratorio sul Product Placement ha sintetizzato in questo volume I'attivita svolta insieme agli operatori nel
settore audiovisivo per specificare la disciplina autoregolamentare, con l'obiettivo di fornire al mercato quelle certezze, sul piano
tecnico e giuridico, che si auspica siano idonee ad accelerare I'utilizzo di questo strumento, nelle forme consentite dalla normativa
vigente (Capitolo 5, a firma di Fabio Bassan). La sintesi dell’attivita svolta e dei risultati conseguiti € preceduta da una
introduzione di Carlo Alberto Pratesi e Costanza Nosi relativa alle potenzialita dello strumento sul piano del marketing (capitolo 1),
da un approfondimento di Giulio Votano — responsabile AGCom per I'Osservatorio sul product placement - sulla rilevanza dello
strumento dell’autoregolamentazione per lo sviluppo del product placement nel settore dell'audiovisivo (capitolo 2), e da
approfondimenti di Giuseppe Liotine e Sara Mercuri — dottorandi di ricerca del Dipartimento di Studi Aziendali - sulla disciplina
della direttiva AVMS e sulla sua applicazione negli Stati membri (capitoli 3 e 4, rispettivamente).

Praise For Strategic Supply Chain Management: "This book shows convincingly that a robust supply chain strategy is critical for
business success in today's uncertain economic environment. Cohen and Roussel explain not only what makes for a good supply
chain strategy but also how to put that strategy into practice." -- Jim Miller, VP, Worldwide Operations, Google "Strategic Supply
Chain Management loudly and clearly makes the case that successful companies' supply chain strategies are closely aligned with
their competitive differentiation and operating models. The book uses in-depth examples that bring these concepts to life and
demonstrate that one size doesn't fit all. Anyone who thinks operations is just another corporate function needs to read this book."
-- Manish Bhatia, SVP, Worldwide Operations, SanDisk "The advent of global marketplaces, heightened competition, accelerated
pace of product innovation, and fast-changing customer preferences have increased the impact of the supply chain on company
profitability and long-term success. But cultural challenges to successful supply chain design remain. Cohen and Roussel's book
provides a platform for addressing these challenges and is recommended reading for chief executives, strategy professionals, and
supply chain practitioners." -- Martin Roper, Chief Executive Officer and President, Boston Beer "The authors present a
straightforward path for developing and deploying a global supply chain strategy that addresses the priorities of today's executive
management teams." --Hau Lee, Thoma Professor of Operations, Information and Technology, Stanford Graduate School of
Business The classic guide to supply chain strategy--re-created to help business leaders gain an advantage in today's volatile,
globalized arena The global landscape has changed dramatically since the first edition of Strategic Supply Chain Management
established itself as the authority on creating value and achieving competitive advantage from the supply chain. Shorter economic
cycles, more-frequent natural disasters, higher costs in low-cost countries, more-restricted access to working capital, and greater
focus on sustainability have made effective supply chain management much more challenging--and much more critical to the
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bottom line. This second edition is your answer to gaining a strategic advantage in the face of these challenges. Drawing on
dozens of new company examples as well as cutting-edge benchmarking research, it shows you how to make your supply chains
more agile, flexible, and resilient. With 80 easy-to-read tables and diagrams, this fully revised book explains how to: Develop a
supply chain strategy that will help you realize your business goals Design a process architecture that maps out the activities of
the end-to-end supply chain Create the most effective supply chain organization Build the most beneficial relationships with your
supply chain partners Use metrics to assess and drive business success Implement transformational change See how today's best
supply chain strategies work in all-new profiles of BASF, Essilor, Haier, Kaiser Permanente, Lenovo, and Schlumberger. Find out
what these industry leaders are doing to get the greatest value out of their supply chains. When value depends on how well you
deliver, you need Strategic Supply Chain Management, Second Edition.

This book examines issues and implications of digital and social media marketing for emerging markets. These markets
necessitate substantial adaptations of developed theories and approaches employed in the Western world. The book investigates
problems specific to emerging markets, while identifying new theoretical constructs and practical applications of digital marketing.
It addresses topics such as electronic word of mouth (eWOM), demographic differences in digital marketing, mobile marketing,
search engine advertising, among others. A radical increase in both temporal and geographical reach is empowering consumers to
exert influence on brands, products, and services. Information and Communication Technologies (ICTs) and digital media are
having a significant impact on the way people communicate and fulfil their socio-economic, emotional and material needs. These
technologies are also being harnessed by businesses for various purposes including distribution and selling of goods, retailing of
consumer services, customer relationship management, and influencing consumer behaviour by employing digital marketing
practices. This book considers this, as it examines the practice and research related to digital and social media marketing.

This issue of the African Development Perspectives Yearbook focusses on the relevance of Sustainable Development Goal (SDG)
9 ("Build resilient infrastructure, promote inclusive and sustainable industrialization, and foster innovation") for Africa's
development. Issues are analysed at the continental level and in country case studies. Unit 1 presents in four essays the African
continental perspectives and achievements. Unit 2 presents six essays, which are focussing on aspects of the eight targets of
SDG 9 in country cases. Unit 3 presents book reviews and book notes in the context of SDG 9.

The Retail Market Study 2014 of The Location Group is the one and only study of its kind with 150 of the most notable
international cities of the fashion and retail world and 3'000 store openings on 1,500 pages. Over 1,000 retailers, 800 shopping
streets and 500 shopping centers were analyzed. The study reached more than 100,000 readers worldwide so far.

As the global market continues to recuperate from economic downfall, it is essential for private label products to find ways to
compete with alternatives offered by wholesale and national retailers. In many cases, it becomes difficult for off-brand products to
generate market appeal when consumers have preconceived notions about the quality of generic products and loyalty to branded
products. The Handbook of Research on Strategic Retailing of Private Label Products in a Recovering Economy emphasizes
advertising and promotional approaches being utilized, as well as consumer behavior and satisfaction in response to marketing
strategies and the sensitive pricing techniques being implemented to endorse generic and store-brand products available on the
market. Highlighting brand competition between wholesalers, retailers, and private brand names following a global economic crisis,
this publication is an extensive resource for researchers, graduate-students, economists, and business professionals.

Working for Justice, which includes eleven case studies of recent low-wage worker organizing campaigns in Los Angeles, makes the case for
a distinctive "L.A. Model" of union and worker center organizing. Networks linking advocates in worker centers and labor unions facilitate
mutual learning and synergy and have generated a shared repertoire of economic justice strategies. The organized labor movement in Los
Angeles has weathered the effects of deindustrialization and deregulation better than unions in other parts of the United States, and this has
helped to anchor the city's wider low-wage worker movement. Los Angeles is also home to the nation's highest concentration of
undocumented immigrants, making it especially fertile territory for low-wage worker organizing. The case studies in Working for Justice are all
based on original field research on organizing campaigns among L.A. day laborers, garment workers, car wash workers, security officers,
janitors, taxi drivers, hotel workers as well as the efforts of ethnically focused worker centers and immigrant rights organizations. The authors
interviewed key organizers, gained access to primary documents, and conducted participant observation. Working for Justice is a valuable
resource for sociologists and other scholars in the interdisciplinary field of labor studies, as well as for advocates and policymakers.

This book presents an extensive discussion of the strategic and tactical aspects of customer relationship management as we know it today. It
helps readers obtain a comprehensive grasp of CRM strategy, concepts and tools and provides all the necessary steps in managing
profitable customer relationships. Throughout, the book stresses a clear understanding of economic customer value as the guiding concept
for marketing decisions. Exhaustive case studies, mini cases and real-world illustrations under the title “CRM at Work” all ensure that the
material is both highly accessible and applicable, and help to address key managerial issues, stimulate thinking, and encourage problem
solving. The book is a comprehensive and up-to-date learning companion for advanced undergraduate students, master's degree students,
and executives who want a detailed and conceptually sound insight into the field of CRM. The new edition provides an updated perspective
on the latest research results and incorporates the impact of the digital transformation on the CRM domain.

Fibre2Fashion magazine—the print venture of Fibre2Fashion.com since 2011—is circulated among a carefully-chosen target audience globally,
and reaches the desks of top management and decision-makers in the textiles, apparel and fashion industry. As one of India's leading
industry magazines for the entire textile value chain, Fibre2Fashion Magazine takes the reader beyond the mundane headlines, and analyses
issues in-depth.

More infomation : http://ibook.taiwantrade.com.tw/

A journalist journeys inside the world of fashion to reveal the dark underbelly of the glamorous industry, exploring ways in which it has shaped
ideas of beauty, culture, spending habits, and consumerism.

Management technique and operation strategies vary depending on the particular industry. This allows businesses in that industry to thrive
and increase competitive advantage. Fashion and Textiles: Breakthroughs in Research and Practice is a critical source of academic
knowledge on the latest business and management perspectives within the fashion and textiles industry. Highlighting a range of pertinent
topics such as marketing, consumer behavior, and value creation, this book is an ideal reference source for academics, professionals,
researchers, students, and practitioners interested in emerging trends in global fashion and textile management.

The continued advancement of globalization, increases in internet connectivity, compatibility of international payment systems, and
adaptability of logistics and shipping processes have combined to contribute to the rapid growth of the cross-border e-commerce market. Due
to these advancements and the ubiquitous presence of smartphones, consumer use of cross-border e-commerce is increasingly simplified,
and thus, sellers are hardly restricted to a specific country in terms of promoting, selling, and shipping goods worldwide. The burgeoning
opportunities, habits, and trends of shopping on cross-border e-commerce platforms have expedited the prospect of becoming a presence in
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the global market. This is true for enterprises of all sizes, especially for small? and medium?sized enterprises (SMEs) that want to add their
footprint in the international market for the first time. Like any other industry, cross-border e-commerce has its specific economics and driving
forces, but has different scopes, challenges, and trends due to the geographic and cultural expanse of relevant environments. Cross-Border
E-Commerce Marketing and Management was conceptualized by identifying the scope of new complementary information with a
comprehensive understanding of the issues and potential of cross-border e-commerce businesses. The authors believe that this book will not
only fill the void in the current research but will also provide far-sighted vision and strategies, as it covers big data, artificial intelligence, 10T,
supply chain management, and more. This book provides the necessary knowledge to managers to compete with the competitive market
structure and ultimately contribute to the sustainable economic growth of a country. It works as a guideline for existing cross-border e-
commerce managers to formulate individual strategies that combine to optimize the industry while keeping the enterprise competitive. This
book is useful in both developed and developing country contexts. This publication is an ideal resource for academicians, policy makers,
stakeholders, and cross-border e-commerce managers, especially from SMEs.

The SARS-CoV-2 virus pandemic has halted the global economy and forced its reorganization on many levels. This phenomenon
caused a shock, the effects of which will be felt for a long time both on the micro and macro scale. Creative industries, including
the fashion and design industries (Textile, Clothing, Leather, and Footwear, TCLF) that are the subject of this publication, are
struggling to maintain normal levels of production, employment, financial liquidity. They must additionally confront new challenges
in the areas of intellectual property rights and their approach to the e-commerce world. Businesses found themselves faced with
an uncertain future and new obstacles, but also with opportunities. These challenges now affect the traditionally fastpaced fashion
sector, which has been driven for many years by consumers’ desire for ever more design and by the industry’s own thirst for
profit. In the Polish perspective, it should also be borne in mind that, according to the report of PKO Bank Polski in 2019, the
clothing industry in Poland showed an upward trend, ranking the country in 8th place in Europe by size of the clothing sector in
2017. As for the entrepreneurs making clothing, in 2017 there were 12,700 of them, placing Poland third in Europe. Finally, for
employment, in the same year in Poland, 85,000 were employed in the clothing sector, which was the 5th place in the European
ranking. These statistics clearly demonstrate why this sector requires closer analysis in these changed times, including a refreshed
SWOT analysis taking account of the new reality. Given this situation, the Center for Design, Fashion and Advertising Law of the
University of Silesia initiated research to determine how the clothing sector in Poland is coping and how the legal environment
interacts with the Covid challenges. Thanks to a joint effort of scientists and legal practitioners, this publication was created
consisting of 39 chapters grouped into the following 12 parts: Social and legal context, International and regulatory context,
Product safety, Contracts, Copyright law, Design law and trademark law, Technology law, Unfair competition law, Labour law, Fine
arts market, Sustainable Development, E-commerce. The editors would like to thank all of the authors for their efforts examining
the development trends in the TCLF sector and for contributing the immeasurable amounts of energy and understanding that
allowed us to complete this project. This book is the result of the authors’ significant commitment. Editors would like to give
special thanks to ?I?ski Holding Przemys?owy that shared the company’s expertise about their two large industrial production
plants employing over 500 employees, which kept working in a continuous operation system, without a single case of infection by
COVID-19. We are grateful to the institutions that undertook honorary patronage of our initiative. Words of thanks go also to the
strategic, content and media partners. The premiere of the publication will take place in conjunction with a music premiere, details
of which can be found on the cover.

The Machinery Compendium an exclusive feature for the global textile machinery industry. The compendium would showcase
Textile Machineries that are strategically innovated for future. The Machinery Compendium provides an opening to the worldwide
textile machinery manufacturer’'s community to showcase their latest technologies and innovations. The compendiums that we at
Fibre2Fashion publish from time to time do two things simultaneously—take stock of the situation, and look ahead. This particular
compendium, on Industry 4.0, too does both, but more of the latter. The canvas is huge, and like the universe itself, it is forever
expanding. The term Industry 4.0 means different things to different people and so the predictions from industry experts as well as
academics and researchers differ as well. But what all agree on is that the convergence of information technology (IT) and
operational technology (OT) will drive manufacturing. The next phase of industrialisation, being referred to popularly as the Fourth
Industrial Revolution, will be different from the earlier ones in that it will also be about life-cycles. In short, it goes beyond
manufacturing. The concept itself is still new and evolving at a frenetic pace. This also makes it difficult for those in industry to go
the Industry 4.0 way. Formulating strategies and implementing them needs to start with knowledge. That's where this
compendium comes in. This hard-bound volume includes among other things vision statements from industry leaders, some best
practices and case studies, and the F2F Ready Reckoner.

Inhaltsangabe:Introduction: The Indian market is one of the key future markets for foreign investors and foreign companies. In
2010 the Indian market is estimated to be as big as the European Union with regard to the number of customers. Moreover, the
Indian economy shows solid economic growth since the economical reform started in 1991, and the number of middle class
households is continuously increasing. Thus, the purchasing power is rising in India. Hence, the Indian market has huge potential
for foreign investment. All in all, the Indian market is a market multi-national companies should not miss because of its future
importance. This diploma thesis focuses on India as a destination for Western retailers. The Indian market is especially attractive
to Western retailers searching for markets with huge potential and wishing to explore markets which are yet unsaturated in
contrast to the home markets of the Western retailers. Both the Global Retail Development Index of 2005 and 2006 rank India as
the top destination for Western retailers among the emerging markets with regard to the risk associated with doing business in
India and the market attractiveness. India ranks even before East European countries and rising stars like China or Russia
because the Indian retail market combines low market saturation with stable economic growth and moderate political risk.
However, India is a country with a very complex culture which needs to be considered if a foreign retail company plans to enter the
Indian market. India is a country full of contrasts and a conglomerate of diverse cultural influences (Penner 2002; Kreuser, 2002).
Thus, Indianizing, i.e. adapting e.g. a retail company s assortment, pricing strategy and approach to personnel management to the
Indian market, is the key success factor for foreign retailers in India. To be able to succeed in the Indian retail market, knowledge
of the unique characteristics of the Indian market and culture is vital. Thus, this diploma thesis starts with an overview of the
opportunities of the Indian (retail) market such as growing consumption and a demographic advantage. The diploma thesis also
describes the challenges of the Indian (retail) market such as the weak infrastructure and the challenges the Indian culture
provides. Based on this knowledge, the second part of the diploma thesis introduces strategic decisions. Necessary adaptations to
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the Indian market, regarding e.g. dealing with Indian personnel or [...]

?Internet advertising has come off age; yet little is known in research and practice about how digital channel advertising really
works. The empirical research in this thesis intends to fill this gap and shed light on the effectiveness of online advertising. Two
studies are conducted that focus on multichannel online advertising and search engine advertising, the single-most important
online ad channel. In an interdisciplinary approach, both studies first develop comprehensive theoretical models based on existing
work in related research fields—for example, marketing and information retrieval. This approach pays off and leads to new and
insightful findings: - There are synergies in multichannel online advertising: purchase propensity increases when consumers
receive advertising messages through multiple channels. - The channel order can influence the conversion probability. - Click-
through rates in search engine advertising are influenced through various keyword criteria on semantic and syntactic level The
results of this thesis constitute an important starting point for future research in online advertising. Furthermore, the results enable
practitioners to improve the effectiveness of online advertising through a more differentiated campaign management approach.
Based on its findings, the thesis outlines how a future integrated approach to online advertising could look like.

This proceedings volume presents the latest research from the worldwide mass customization & personalization (MCP) community
bringing together new thoughts and results from various disciplines within the field. The chapters are based on papers from the
MCPC 2017. The book showcases research and practice from authors that see MCP as an opportunity to extend or even
revolutionize current business models. The current trends of Industrie 4.0, digital manufacturing, and the rise of smart products
allow for a fresh perspective on MCP: Customization 4.0. The book places a new set of values in the centre of the debate: a world
with finite resources, global population growth, and exacerbating climate change needs smart thinking to engage the most
effective capabilities and resources. It discusses how Customization 4.0 fosters sustainable development and creates shared
value for companies, customers, consumers, and the society as a whole. The chapters of this book are contributed by a wide
range of specialists, offering cutting-edge research, as well as insightful advances in industrial practice in key areas. The MCPC
2017 has a strong focus on real life MCP applications, and this proceedings volume reflects this. MCP strategies aim to profit from
the fact that people are different. Their objective is to turn customer heterogeneities into opportunities, hence addressing “long
tail” business models. The objective of MCP is to provide goods and services that best serve individual customers’ needs with
near mass production efficiency. This proceedings volume highlights the interdisciplinary work of thought leaders, technology
developers, and researchers with corporate entrepreneurs putting these strategies into practice. Chapter 24 is open access under
a CC BY 4.0 license via link.springer.com.

For the third worldwide report of its kind, THE LOCATION GROUP again scouted all highly frequented retail locations and
shopping malls worldwide. The previous reports reached 100'000 readers so far. The very positive feedback and numerous
requests we received on the 2012 and 2013 reports prompted us to extend our study to cover over 800 high streets and 500
shopping malls.

As various areas of discipline continue to progress into the digital age, diverse modes of technology are being experimented with
and ultimately implemented into common practices. Mobile products and interactive devices, specifically, are being tested within
educational environments as well as corporate business in support of online learning and e-commerce initiatives. There is a
boundless stock of factors that play a role in successfully implementing web technologies and user-driven learning strategies,
which require substantial research for executives and administrators in these fields. The Handbook of Research on User
Experience in Web 2.0 Technologies and Its Impact on Universities and Businesses is an essential reference source that presents
research on the strategic role of user experience in e-learning and e-commerce at the level of the global economy, networks and
organizations, teams and work groups, and information systems. The book assesses the impact of e-learning and e-commerce
technologies on different organizations, including higher education institutions, multinational corporations, health providers, and
business companies. Featuring research on topics such as ubiquitous interfaces, computer graphics, and image processing, this
book is ideally designed for program developers and designers, researchers, practitioners, IT professionals, executives,
academicians, and students.
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