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Knowledge is a valuable resource that must be managed well for any organization to thrive. Proper knowledge management practices can
improve business processes by creating value, however, the available tools meant to aid in the creation, collection, and storage of information
have drastically changed since the emergence of social media. By using this collaborative online application for engaging with information,
organizations are able to precisely disseminate knowledge to the correct audience. Harnessing Social Media as a Knowledge Management
Tool explores the usage of social media in managing knowledge from multiple dimensions highlighting the benefits, opportunities and
challenges that are encountered in using and implementing social media. This publication endeavors to provide a thorough insight into the
role of social media in knowledge management from both an organizational and individualistic perspective. This book elucidates emerging
strategies perfect for policy makers, managers, advertisers, academics, students, and organizations who wish to effectively manage
knowledge through social media.
?????,??????????????????????????????????????????????????????????????
Romania stands at the crossroads of Europe, Asia, and the Middle East. Since 1990, when the country experienced the bloodiest revolution
of all of the Warsaw Pact members, Romania has gone through withering change. While the formal transition from a totalitarian, communist
state was completed in 2007 with Romania’s accession into the European Union, the adaptation of the nation’s people and business climate
to a market-based economy is a daily occurrence. In the 2000’s, in the lead up to EU accession, Romania was one of the largest recipients
of Foreign Direct Investment in the world. While multinational corporations poured in hundreds of billions of dollars, there was also a
restructuring of the way business was conducted. Western systems of management and organization—foreign to most Romanian academics
and business people—almost overnight transformed the way the marketplace was perceived. Romania’s entrepreneurs were quick to adapt to
the new ways, leveraging new opportunities in the environment. Fortunes were made. Multinationals also burgeoned in Romania. Companies
like Microsoft, General Electric, Timken, Kraft, P&G, Renault and dozens of others successfully took advantage of the possibilities created by
a relatively well-educated population that was moving into the middle class. For the most part, however, researchers and scholars were
caught off guard by the quickening pace of business change in Romania. Only until very recently has the academic community at large been
able to wade through the murkiness and begin to see what the new landscape looks like. It is the purpose of this edited volume, which
includes the work of some of Romania’s finest business scholars, to provide even greater clarity to the current and future scene. Moreover,
the experience in Romania helps shed light on the dynamics of economic and business transition throughout Eastern Europe, the Middle
East, and other emerging regions, with implications for practice, policymaking, and research.
This volume provides a complete record of presentations made at Industrial Engineering, Management Science and Applications 2015
(ICIMSA 2015), and provides the reader with a snapshot of current knowledge and state-of-the-art results in industrial engineering,
management science and applications. The goal of ICIMSA is to provide an excellent international forum for researchers and practitioners
from both academia and industry to share cutting-edge developments in the field and to exchange and distribute the latest research and
theories from the international community. The conference is held every year, making it an ideal platform for people to share their views and
experiences in industrial engineering, management science and applications related fields.
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Research Notes in each chapter summarize relevant nursing leadership and management studies and show how research findings can be
applied in practice. Leadership and Management Behavior boxes in each chapter highlight the performance and conduct expected of nurse
leaders, managers, and executives. Leading and Managing Defined boxes in each chapter list key terminology related to leadership and
management, and their definitions. Case Studies at the end of each chapter present real-world leadership and management situations and
illustrate how key chapter concepts can be applied to actual practice. Critical Thinking Questions at the end of each chapter present clinical
situations followed by critical thinking questions that allow you to reflect on chapter content, critically analyze the information, and apply it to
the situation.A new Patient Acuity chapter uses evidence-based tools to discuss how patient acuity measurement can be done in ways that
are specific to nursing. A reader-friendly format breaks key content into easy-to-scan bulleted lists. Chapters are divided according to the
AONE competencies for nurse leaders, managers, and executives. Practical Tips boxes highlight useful strategies for applying leadership
and management skills to practice.

This book adopts an international perspective to examine how the online sale of insurance challenges the insurance
regulation and the insurance contract, with a focus on insurance sales, consumer protection, cyber risks and privacy, as
well as dispute resolution. Today insurers, policyholders, intermediaries and regulators interact in an increasingly online
world with profound implications for what has up to now been a traditionally operating industry. While the growing threats
to consumer and business data from cyber attacks constitute major sources of risk for insurers, at the same time cyber
insurance has become the fastest growing commercial insurance product in many jurisdictions. Scholars and
practitioners from Europe, the United States and Asia review these topics from the viewpoints of insurers, policyholders
and insurance intermediaries. In some cases, existing insurance regulations appear readily adaptable to the online world,
such as prohibitions on deceptive marketing of insurance products and unfair commercial practices, which can be applied
to advertising through social media, such as Facebook and Twitter, as well as to traditional written material. In other
areas, current regulatory and business practices are proving to be inadequate to the task and new ones are emerging.
For example, the insurance industry and insurance supervisors are exploring how to review, utilize, profit from and
regulate the explosive growth of data mining and predictive analytics (“big data”), which threaten long-standing privacy
protection and insurance risk classification laws. This book’s ambitious international scope matches its topics. The online
insurance market is cross-territorial and cross-jurisdictional with insurers often operating internationally and as part of
larger financial-services holding companies. The authors’ exploration of these issues from the vantage points of some of
the world’s largest insurance markets – the U.S., Europe and Japan – provides a comparative framework, which is
necessary for the understanding of online insurance. Page 2/12
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What actually is marketing? Many people think of marketing as only sales and advertising because every day we are
bombarded with TV commercials, flyers, catalogues, sales calls, and commercial e-mail. However, selling and advertising
are only one element of marketing. Today, marketing must be understood not in the old sense of making a sale but in a
contemporary and holistic sense of satisfying customer needs. In this book the authors develop the Quintessential
Marketing Arena by following the logic of the three major steps of the marketing process. Along this process they present
the fourteen most important marketing instruments that occur during this process. Having read this book: You will have a
basic understanding of marketing and the process of marketing management You will know the most important marketing
instruments and how they interact You can develop your own marketing plan based on the Quintessential Marketing
Arena
This book provides a comprehensive introduction to travel marketing, tourism economics and the airline product. At the
same time, it provides an overview on the political, socio-economic, environmental and technological impacts of tourism
and its related sectors.This publication covers both theory and practice in an engaging style, that will spark the readers’
curiosity. Yet, it presents tourism and airline issues in a concise, yet accessible manner. This will allow prospective
tourism practitioners to critically analyze future situations, and to make appropriate decisions in their workplace
environments. Moreover, the book prepares undergraduate students and aspiring managers alike with a thorough
exposure to the latest industry developments. “Dr. Camilleri provides tourism students and practitioners with a clear and
comprehensive picture of the main institutions, operations and activities of the travel industry.” Philip Kotler, S.C.
Johnson & Son Distinguished Professor of International Marketing, Kellogg School of Management, Northwestern
University, Evanston/Chicago, IL, USA “This book is the first of its kind to provide an insightful and well-structured
application of travel and tourism marketing and economics to the airline industry. Student readers will find this systematic
approach invaluable when placing aviation within the wider tourism context, drawing upon the disciplines of economics
and marketing.” Brian King, Professor of Tourism and Associate Dean, School of Hotel and Tourism Management, The
Hong Kong Polytechnic University, Hong Kong “The remarkable growth in international tourism over the last century has
been directly influenced by technological, and operational innovations in the airline sector which continue to define the
nature, scale and direction of tourist flows and consequential tourism development. Key factors in this relationship
between tourism and the airline sector are marketing and economics, both of which are fundamental to the success of
tourism in general and airlines in particular, not least given the increasing significance of low-cost airline operations.
Hence, uniquely drawing together these three themes, this book provides a valuable introduction to the marketing and
economics of tourism with a specific focus on airline operations, and should be considered essential reading for future
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managers in the tourism sector.” Richard Sharpley, Professor of Tourism, School of Management, University of Central
Lancashire, UK “The book's unique positioning in terms of the importance of and the relationships between tourism
marketing, tourism economics and airline product will create a distinct niche for the book in the travel literature.” C.
Michael Hall, Professor of Tourism, Department of Management, Marketing and Entrepreneurship, University of
Canterbury, Christchurch, New Zealand “A very unique textbook that offers integrated lessons on marketing, economics,
and airline services. College students of travel and tourism in many parts of the world will benefit from the author's
thoughtful writing style of simplicity and clarity.” Liping A. Cai, Professor and Director, Purdue Tourism & Hospitality
Research Center, Purdue University, West Lafayette, IN, USA “An interesting volume that provides a good coverage of
airline transportation matters not always well considered in tourism books. Traditional strategic and operational issues, as
well as the most recent developments and emerging trends are dealt with in a concise yet clear and rational way.
Summaries, questions and topics for discussion in each chapter make it a useful basis for both taught courses or selfeducation.” Rodolfo Baggio, Professor of Tourism and Social Dynamics, Bocconi University, Milan, Italy “This is a very
useful introductory book that summarises a wealth of knowledge in an accessible format. It explains the relation between
marketing and economics, and applies it to the business of airline management as well as the tourism industry overall.”
Xavier Font, Professor of Sustainability Marketing, School of Hospitality and Tourism Management, University of Surrey,
UK and Visiting Professor, Hospitality Academy, NHTV Breda, Netherlands “This book addresses the key principles of
tourism marketing, economics and the airline industry. It covers a wide range of theory at the same time as offering reallife case studies, and offers readers a comprehensive understanding of how these important industries work, and the
underpinning challenges that will shape their future. It is suitable for undergraduate students as well as travel
professionals, and I would highly recommend it.” Clare Weeden, Principal Lecturer in Tourism and Marketing at the
School of Sport and Service Management, University of Brighton, UK “In the current environment a grasp of the basics of
marketing to diverse consumers is very important. Customers are possessed of sophisticated knowledge driven by
innovations in business as well from highly developed technological advances. This text will inform and update students
and those planning a career in travel and tourism. Mark Camilleri has produced an accessible book, which identifies ways
to accumulate and use new knowledge to be at the vanguard of marketing, which is both essential and timely.” Peter
Wiltshier, Senior Lecturer & Programme Leader for Travel & Tourism, College of Business, Law and Social Sciences,
University of Derby, UK “This contemporary text provides an authoritative read on the dynamics, interactions and
complexities of the modern travel and tourism industries with a necessary, and much welcomed, mixture of theory and
practice suitable for undergraduate, graduate and professional markets.” Alan Fyall, Orange County Endowed Professor
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of Tourism Marketing, University of Central Florida, FL, USA
As corporations increasingly recognize the benefits of green marketing, the number of projects with important local
environmental, economic, and quality-of-life benefits shall increase. Encouraging the holistic nature of green, moreover,
inspires other retailers to push the movement. Green Marketing as a Positive Driver Toward Business Sustainability is a
collection of innovative research on the methods and applications of integrating environmental considerations into all
aspects of marketing. While highlighting topics including green consumerism, electronic banking, and sustainability, this
book is ideally designed for industrialists, marketers, professionals, engineers, educators, researchers, and scholars
seeking current research on green development in regular movement.
NOTE: Before purchasing, check with your instructor to ensure you select the correct ISBN. Several versions of the
MyLab(tm)and Mastering(tm) platforms exist for each title, and registrations are not transferable. To register for and use
MyLab or Mastering, you may also need a Course ID, which your instructor will provide. Used books, rentals, and
purchases made outside of Pearson If purchasing or renting from companies other than Pearson, the access codes for
the MyLab platform may not be included, may be incorrect, or may be previously redeemed. Check with the seller before
completing your purchase. For undergraduate principles of marketing courses. This ISBN is for the MyLab access card.
Pearson eText is included. An introduction to marketing using a practical and engaging approach Marketing: An
Introduction shows students how customer value -- creating it and capturing it -- drives effective marketing strategies.
The 14th Edition reflects the major trends and shifting forces that impact marketing in this digital age of customer value,
engagement, and relationships, leaving students with a richer understanding of basic marketing concepts, strategies, and
practices. Through updated company cases, Marketing at Work highlights, and revised end-of-chapter exercises,
students are able to apply marketing concepts to real-world company scenarios. Personalize learning with MyLab
Marketing By combining trusted author content with digital tools and a flexible platform, MyLab personalizes the learning
experience and improves results for each student.
For undergraduate principles of marketing courses. Marketing: An Introduction shows students how customer value -creating it and capturing it -- drives effective marketing strategies. The 14th Edition reflects the major trends and shifting
forces that impact marketing in this digital age of customer value, engagement, and relationships, leaving students with a
richer understanding of basic marketing concepts, strategies, and practices. Through updated company cases, Marketing
at Work highlights, and revised end-of-chapter exercises, students are able to apply marketing concepts to real-world
company scenarios. The full text downloaded to your computer With eBooks you can: search for key concepts, words
and phrases make highlights and notes as you study share your notes with friends eBooks are downloaded to your
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computer and accessible either offline through the Bookshelf (available as a free download), available online and also via
the iPad and Android apps. Upon purchase, you will receive via email the code and instructions on how to access this
product. Time limit The eBooks products do not have an expiry date. You will continue to access your digital ebook
products whilst you have your Bookshelf installed.
This book is the proceeding of the International Conference on Sustainable Management and Innovation (ICoSMI 2020)
that was successfully held on 14-16 September 2020 using an online platform. The conference was mainly organized by
the Department of Management IPB University in collaboration with Leibniz University of Hannover, Universiti Putera
Malaysia, Kasetsart University, Tun Hussein Onn University of Malaysia, Tamil Nadu Teachers Education University,
Deakin University, University of Adelaide, Forum Manajemen Indonesia, FE Pakuan University, FE Gajah Mada
University FEB University of North Sumatra and FEB Andalas University, SBM Bandung Institute of Technology, FEB
Lampung University, Perbanas Institute Jakarta, FE Bina Nusantara University, and SBE Prasetiya Mulya University.
This conference has brought academic researchers, business practitioners as well as graduate students together to
exchange their experiences and research results about most aspects of innovation and sustainability, and discuss the
practical challenges encountered and the solutions adopted. About 402 delegates across the world including Indonesia,
Malaysia, Thailand, Spain, China, and India have attended and presented their research works in the conference. The
proceeding consists of 80 high-quality papers that were selected from more than 250 submitted papers. The papers are
classified into 12 themes, namely Finance for Sustainability, Industry 4.0 and Future Business Sustainability, Policy and
Strategy for Sustainable Innovation and Supply Chain, Smart Agriculture Management for Environmental Sustainability,
and Sustainable Human Resources. Finally, we would like to express the greatest thanks to all colleagues in the steering
and organizing committee for their cooperation in administering and arranging the conference as well as reviewers for
their academic works and commitment to reviewing papers.
This is the eBook of the printed book and may not include any media, website access codes, or print supplements that
may come packaged with the bound book. Learn how to create value and gain loyal customers. Today’s marketing
challenge is to create vibrant, interactive communities of consumers who make products and brands a part of their daily
lives. To help readers understand how to create value and gain loyal customers, Principles of Marketing presents
fundamental marketing information in a comprehensive format, organized around an innovative customer-value
framework. The fourteenth edition includes coverage on sustainability and a focus on marketing in today's challenging
economic climate.
????????,???????????????????????????????????????????
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Many governments in developing nations are finding it nearly impossible to address challenges posed to their countries, including
poverty, disease, and high levels of youth unemployment. Thus, social entrepreneurs are attempting to address these social
challenges through the creation of social enterprises. However, further research is needed as to what social entrepreneurship is
and how these enterprises can utilize and formulate marketing strategies. Strategic Marketing for Social Enterprises in Developing
Nations provides innovative insights for an in-depth understanding of where marketing and social entrepreneurship interact,
providing clarity as to what social entrepreneurship is as an organizational offering, what drives social entrepreneurship, and the
formulation of marketing strategies for social enterprises. Highlighting topics such as income generating, marketing management,
and media dependency theory, it is designed for managers, entrepreneurial advisors, entrepreneurs, industry professionals,
practitioners, researchers, academicians, and students.
Principles of MarketingPearson Higher Ed
???·????(Philip Kotler),???????????????,??????????????????
????????????????
The environmental analysis is an important instrument for the SMEs, and it can contribute to their success through the
globalization process. This book mainly focuses on the environmental analysis of the SMEs by analyzing three layers of
environment under eight sub-categories: macro; potential competitors; substitutes; customers; competitors; suppliers; assets; and
competencies. This book explains the relationship of the SMEs with their environments under this perspective, and gives sectoral
examples for clarification. Each part is written by different academicians to reflect different points of view. (Series: International
Economics, Vol. 5) [Subject: International Economics, Business Studies]
This book on marketing continues to reflect our firm belief that the Wheel of Consumer Analysis is a powerful tool not only for
organizing consumer behaviour knowledge but also for understanding consumers and for guiding the development of successful
marketing strategies. In fact, it has been used by marketing consultants and practitioners to do so. The various chapters presented
here follow several approaches, which researchers can explore in different contexts. This book intends to contribute to a better
understanding of the application areas of marketing strategies and shows how these business practices in social sciences can
stimulate various topics.
Responding to the dual pressures of globalization and economic downturn, communities across the world formerly driven by
agriculture and industry are increasingly turning toward tourism as an economic mainstay. In order for industry leaders to compete
with the efforts of competitors and savvy marketers, new business models must be defined which allow for the incorporation of etourism tools and expansion into the global marketplace. New Business Opportunities in the Growing E-Tourism Industry offers
case studies and research that highlights the impact of globalization on travel and tourism and offers solutions to potential
problems. Targeting an audience of researchers and business professionals, this volume brings together a diverse international
body of scholars and researchers to provide a holistic perspective of future developments in the e-tourism industry. This volume
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compiles the research and perspectives of researchers and industry professionals, uniting a variety of topics including medical
tourism, traffic-management, route-planning, virtual museums, digital spot-hunting via film-mosaic, and tourism for the elderly and
disabled.
?????????????????????????,????????????,??????????????????????
Online business has been growing progressively and has become the major business platform within the past two decades. The
internet bulldozed the development of new business models and innovations that substantially changed the way businesses run
today. This led to a growth of advanced technologies used in online business such as data analytics, machine learning, and
artificial intelligence. With higher internet connectivity and the exponential growth of mobile devices, shopping processes and
behaviors were significantly affected as people are consistently connected online. Consumers can easily gain helpful product
information and retail competitor information in myriad online channels. This led to a profound effect on businesses where they
began to invest in new technologies and business practices that aim to align with the effects of globalization. Given the rapid
technology advancements, both businesses and customers are presently experiencing an exponential upsurge in the
implementation of new business processes and models. Impact of Globalization and Advanced Technologies on Online Business
Models explores the ever-changing field of running an online busines and presents the current issues and challenges in online
business triggered by global shifts in the online environment and technological changes. The chapters draw from a wide range of
technologies used in today’s digital marketplace as well as recent development and empirical researches on online consumer
behavior. As such, this book aims to contribute new dimensions in managing advancements in online business triggered by global
and technology transformation. This book is ideal for executives, managers, IT consultants, practitioners, researchers,
academicians, and students interested in globalization and the new technologies affecting online business models.
The marketing of a destination necessitates effective strategic planning, decision making and organization. Notwithstanding, the
destination managers should possess relevant knowledge and understanding on traditional and contemporary marketing channels
to better engage with prospective visitors. Strategic Perspectives in Destination Marketing is a collection of innovative research on
the methods and applications of branding in the tourism, travel, and hospitality industry sectors. This book provides students and
practitioners with a good understanding of the tourism marketing environment, destination branding, pricing of tourism products,
tourism distribution channels, e-tourism, as well as on sustainable and responsible tourism practices, among other topics. It
explores the socio-economic, environmental, and technological impacts of tourism through various regional-focused empirical
studies and contemporary discussions. This book is ideally designed for managers, travel agents, tourism professionals,
executives, marketing agencies, academicians, researchers, and graduate-level students seeking current research on the
applications of branding strategies in the tourism sector.
Delivering value to customers is an integral part of contemporary marketing. For a firm to deliver value, it must consider its total
market offering – including the reputation of the organization, staff representation, product benefits, and technological
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characteristics – and benchmark this against competitors' market offerings and prices. In Principles of Marketing each part of the
marketing process is explored from the value perspective. The book also looks in detail at the impact of social media upon
marketing practices and customer relationships, and the dramatic impact that new technologies have had on the marketing
environment. Key Features: * Adopts a value-based approach throughout * Presents the fundamentals of marketing in a clear and
concise manner * Fully developed pedagogy to aid student learning * Real-life international case studies show marketing in action
* Dedicated chapter on social media and Internet marketing * ESL feature helps international students get to grips with complex
vocabulary Principles of Marketing is an ideal companion for all undergraduate students taking an introductory course in
marketing.
Much work has been done on port governance yet little has addressed intermodal terminal governance, despite the clear
similarities. This book fills that gap by establishing a governance framework for situating analysis of intermodal terminals
throughout their life cycle. A version of the product life cycle theory is amended with governance theory to produce a framework
covering each stage of the terminal’s life cycle, from the initial planning to the many decisions taken regarding the public/private
split in funding mechanisms, ownership, selecting an operator, specifying KPIs to the operator, setting fees, earning profit,
ensuring fair access to all rail service operators, and finally to reconcessioning the terminal to a new operator, managing the
handover and maintaining the terminal throughout its life cycle. An institutional analysis of stakeholder relations, situated within a
governance framework, illuminates these issues and enables not only conceptualisation and greater understanding of the
geography of intermodal transport, but also decision-making and goal-setting by planners and policy makers. This book thus has
three functions: first, as a textbook on the planning and operation of intermodal terminals; second, as a presentation of recent
empirical research on intermodal terminal governance; third, as a framework for future research in which the broad field of analysis
of intermodal transport can be viewed through a single lens and used to inform geographers, policymakers and planners.
This book aims to show how to create value and gain loyal customers. The work is organized around a customer-value framework.
Students may learn how to create customer value and build customer relationships. The author defends that the changing nature
of consumer expectations means that marketers must learn how to build communities in addition to brand loyalty. Table of
contents - 1. Marketing - Creating and Capturing Customer Value; 2. Company and Marketing Strategy - Partnering to Build
Customer Relationships; 3. Analyzing the Marketing Environment; 4. Managing Marketing Information to Gain Customer Insights;
5. Consumer Markets and Consumer Buyer Behavior; 6. Business Markets and Business Buyer Behavior; 7. Customer-Driven
Marketing Strategy - Creating Value for Target Customers; 8. Products, Services, and Brands - Building Customer Value; 9.
Developing New Products and Managing the Product Life Cycle; 10. Pricing Strategies - Understanding and Capturing Customer
Value; 11. Additional Pricing Considerations; 12. Marketing Channels - Delivering Customer Value; 13. Retailing and Wholesaling;
14. Communicating Customer Value; 15. Advertising and Public Relations; 16. Personal Selling and Sales Promotion; 17. Direct
and Online Marketing - Building Direct Customer Relationships; 18. Creating Competitive Advantage; 19. The Global Marketplace;
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20. Sustainable Marketing - Social Responsibility and Ethics.
With over 4000 entries, including key terms and concepts covering advertising, sales promotion, public relations, direct marketing,
personal selling and e-marketing, this text reflects the changing dynamics of the marketing profession.
Marketing Public Health: Strategies to Promote Social Change, Second Edition is designed to help students and practitioners of
public health understand basic marketing principles and strategically apply these principles in planning, implementing, and
evaluating public health initiatives. Important Notice: The digital edition of this book is missing some of the images or content found
in the physical edition
With changing economic and social environmental conditions and diversified consumer attitudes, national and international competition has
increased among retailers. Private label brands have started to follow a dynamic structure in order to adapt themselves to developing
environmental conditions. Today, private label products are often mentioned as a mechanism for reaching differentiation in the market and for
helping retailers to strengthen consumer loyalty. Improving Marketing Strategies for Private Label Products is a collection of innovative
research that examines how some markets are successful and what other markets can do to increase their market share in terms of private
label products. It supports in the development of marketing strategies that can help make a private label product more successful. While
highlighting topics including e-commerce, national branding, and consumer behavior, this book is ideally designed for marketing
professionals, managers, executives, entrepreneurs, business owners, business practitioners, researchers, academicians, and students.
As businesses seek to compete on a global stage, they must be constantly aware of pressures from all levels: regional, local, and worldwide.
The organizations that can best build advantages in diverse environments achieve the greatest success. Global Business Expansion:
Concepts, Methodologies, Tools, and Applications is a comprehensive reference source for the latest scholarly material on the emergence of
new ideas and opportunities in various markets and provides organizational leaders with the tools they need to be successful. Highlighting a
range of pertinent topics such as market entry strategies, transnational organizations, and competitive advantage, this multi-volume book is
ideally designed for researchers, scholars, business executives and professionals, and graduate-level business students.
This is the eBook of the printed book and may not include any media, website access codes, or print supplements that may come packaged
with the bound book. Marketing: An Introduction is intended for use in undergraduate Principles of Marketing courses. It is also suitable for
those interested in learning more about the fundamentals of marketing. This best-selling, brief text introduces marketing through the lens of
creating value for customers. With engaging real-world examples and information, Marketing: An Introduction shows students how customer
value–creating it and capturing it–drives every effective marketing strategy. The Twelfth Edition reflects the latest trends in marketing,
including new coverage on online, social media, mobile, and other digital technologies. MyMarketingLab for Marketing: An Introduction is a
total learning package. MyMarketingLab is an online homework, tutorial, and assessment program that truly engages students in learning. It
helps students better prepare for class, quizzes, and exams–resulting in better performance in the course–and provides educators a dynamic
set of tools for gauging individual and class progress. This program will provide a better teaching and learning experience–for you and your
students. Improve Results with MyMarketingLab: MyMarketingLab delivers proven results in helping students succeed and provides engaging
experiences that personalize learning. Guide Student’s Learning: The text’s active and integrative “Road to Learning Marketing”
presentation helps students learn, link, and apply major concepts. Encourage Students to Apply Concepts: A practical marketingPage 10/12
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management approach provides in-depth, real-life examples and stories that engage students with basic marketing concepts and bring the
marketing journey to life. Cover New Marketing Trends and Technology: Every chapter of this edition features revised and expanded
discussions on the explosive impact of exciting new marketing technologies. Note: You are purchasing a standalone product;
MyMarketingLab does not come packaged with this content. If you would like to purchase both the physical text and MyMarketingLab search
for ISBN-10: 0133763528/ISBN-13: 9780133763522. That package includes ISBN-10: 0133451275/ISBN-13: 9780133451276 and ISBN-10:
0133455122/ISBN-13: 9780133455120. MyMarketingLab is not a self-paced technology and should only be purchased when required by an
instructor. Note: MyMarketingLab is not a self-paced technology and should only be purchased when required by an instructor.
The sports industry had impressive global growth over the years, with factors from the introduction of e-sports and new streaming and
viewing methods to sponsorships and digital media contributing to its rise. However, the COVID-19 pandemic brought upon a rapid change in
this sector. Sports' seasons ended abruptly, people’s escape from reality suddenly vanished, their spending attitudes changed, live games
and commercial flights were suspended, hotels were impossible to book, and consumers practically turned into prisoners within their own
homes. No live sports matches were to follow on any media either, so specialized sports channels were forced to play old recordings rather
than broadcasting new events. Even athletes themselves struggle to stay relevant and thus, try to utilize creative methods to enhance their
brand value in these difficult times. With most of the sports leagues shut down during the pandemic, with a few exceptions which performed in
empty venues, the restrictions diminished the sports experience compared to the pre-COVID-19 era and the impacts were widespread.
Impacts and Implications for the Sports Industry in the Post-COVID-19 Era explores the changes that have been and will continue to be
created by the unexpected disruptions that occurred as a result of the pandemic within the sports industry, fans consumption, and
recreational habits. The chapters explore the status of sports after the pandemic, paths to recovery, and the future of sports, along with the
many impacts and issues that have arisen due to changes in the industry necessitated by COVID-19. Covering important topics such as
mental health, impacts on athletes and coaches, the market value for professional sports, consumer behavior during COVID-19, and the
changes in marketing, tourism, and business, this book is ideally intended for sports managers, marketers, broadcasting agencies, media
specialists, brand managers, fitness professionals, practitioners, stakeholders, researchers, academicians, and students interested in the
impacts on the sports industry and the outlook for sports in the post-COVID-19 era.
This book provides the latest research in the application of innovative technology to the tourism industry in Bangladesh, covering the
perspectives, theories, issues, complexities, as well as opportunities and the challenges present. This book provides a blend of
comprehensive and cross disciplinary as well as international insights from contributors to cover the various technologies in tourism. This
book focuses on the importance of technologies in tourism, specifically the application and practice of such technologies including the
relevant niches in tourism. This book also comprehensively highlights technologies that are impacting the tourism industry in Asia as well as
reveals the specific constraints. The contents of this book deal with distinct topics such as mobile computing, new product designs, innovative
technology usages in tourism promotion, technology-driven sustainable tourism development, location-based apps, mobility, accessibility and
so on. This book is a significant contribution towards the very limited knowledge and under published area of tourism in Bangladesh. This
book is designed to accommodate readers that from both both qualitative and quantitative research theory and practices. This book identifies
specific examples of the existing tourism products and services in order to better promote and boost the tourism industry by suggesting
tourism products and services available in Bangladesh. This book addresses a number of key issues and solutions by examining the products
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and services and the need for improved tourism marketing and development in Bangladesh as the central themes.
This edited volume brings together academics from both innovation and marketing fields to explore the additional value for companies that
can be generated with the innovations in marketing and the marketing of innovations. If ideas need to reach the marketplace, then marketing
strategies, concepts and tools - such as the continuous development of new product and services - become vital for their success. On the
other hand, marketing management is influenced by innovation as illustrated by the way social media and Internet have revolutionized the
traditional marketing-mix. Such linkages between innovation and marketing research need to be much stronger as companies have to
convince internal and external stakeholders to achieve successful innovation strategies. State-of-the-art research output from different
perspectives would suit the needs of a researcher as well as the company CEO alike.
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