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collections from ﬁctions to scientiﬁc research in any way. in the course of them is this Il Manuale Del Retailing Strumenti E Tecniche Di Gestione Del Business Retail that can be your partner.

KEY=DEL - ASHTYN JOHNS
IL MANUALE DEL RETAILING. STRUMENTI E TECNICHE DI GESTIONE DEL BUSINESS RETAIL
FrancoAngeli 1059.37

IL MANUALE DEL RETAILING. STRUMENTI E TECNICHE DI GESTIONE DEL BUSINESS RETAIL
FrancoAngeli 1059.37

EXPERIENTIAL MARKETING
COMPORTAMENTO DEL CONSUMATORE, CUSTOMER EXPERIENCE E LE 7E DEL MARKETING MIX ESPERIENZIALE
FrancoAngeli 1059.51

PROGRAMMAZIONE
PRICE MANAGEMENT
STRATEGY, ANALYSIS, DECISION, IMPLEMENTATION
Springer In this book, the world’s foremost experts on pricing integrate theoretical rigor and practical application to present a comprehensive resource that covers all areas of the
ﬁeld. This volume brings together quantitative and qualitative approaches and highlights the most current innovations in theory and practice. Going beyond the traditional
constraints of “price theory” and “price policy,” the authors coined the term “price management” to represent a holistic approach to pricing strategy and tactical implementation.
They remind us that the Ancient Romans used one word, pretium, to mean both price and value. This is the fundamental philosophy that drives successful price management where
producer and customer meet. Featuring dozens of examples and case studies drawn from their extensive research, consulting, and teaching around the world, Simon and Fassnacht
cover all aspects of pricing following the price management process with its four phases: strategy, analysis, decision, and implementation. Thereby, the authors take into account
the nuances across industry sectors, including consumer goods, industrial products, services, and trade/distribution. In particular, they address the implications of technological
advancements, such as the Internet and new measurement and sensor technologies that have led to a wealth of price management innovations, such as ﬂat rates, freemium, payper-use, or pay-what-you-want. They also address the emergence of new price metrics, Big Data applications, two-sided price systems, negative prices, and the sharing economy, as
well as emerging payment systems such as bitcoin. The result is a “bible” for leaders who recognize that price is not only a means to drive proﬁt in the short term, but a tool to
generate sustained growth in shareholder value over the longer term, and a primer for researchers, instructors, and students alike. Praise for Price Management “This book is truly
state of the art and the most comprehensive work in price management.” - Prof. Philip Kotler, Kellogg School of Management, Northwestern University “This very important book
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builds an outstanding bridge between science and practice.“ - Kasper Rorsted, CEO, Adidas “This book provides practical guidelines on value creation, communication and
management, which is an imperative for businesses to survive in the coming era of uncertainty.” - Dr. Chang-Gyu Hwang, Chairman and CEO, KT Corporation (Korea Telecom)

RADIO INDUSTRIA RASSEGNA DELLA PRODUZIONE RADIOELETTRICA
BIBLIOGRAFIA NAZIONALE ITALIANA
MONOGRAFIE
OPEN SPACE TECHNOLOGY
A USER'S GUIDE
Berrett-Koehler Publishers Open Space Technology is a methodological tool that enables self-organizing groups of various sizes to deal with hugely complex issues in a very short
period of time. Authored by the originator of Open Space Technology, this work presents a user's guide that details what needs to be done before, during, and after an Open Space
event.

GIORNALE DELLA LIBRERIA
MARKETING PERFORMANCE MEASUREMENT IN FMCG. SHARE OF WALLET IN RETAILING INDUSTRY
THE LAST MILE
CREATING SOCIAL AND ECONOMIC VALUE FROM BEHAVIORAL INSIGHTS
University of Toronto Press The Last Mile helps lay readers not only to understand behavioral science, but to apply its lessons to their own organizations' last mile problems, whether
they work in business, government, or the nonproﬁt sector.

INTRODUCTION TO LOGISTICS SYSTEMS MANAGEMENT
John Wiley & Sons Introduction to Logistics Systems Management is the fully revised and enhanced version of the 2004 prize-winning textbook Introduction to Logistics Systems
Planning and Control, used in universities around the world. This textbook oﬀers an introduction to the methodological aspects of logistics systems management and is based on the
rich experience of the authors in teaching, research and industrial consulting. This new edition puts more emphasis on the organizational context in which logistics systems operate
and also covers several new models and techniques that have been developed over the past decade. Each topic is illustrated by a numerical example so that the reader can check his
or her understanding of each concept before moving on to the next one. At the end of each chapter, case studies taken from the scientiﬁc literature are presented to illustrate the
use of quantitative methods for solving complex logistics decision problems. An exhaustive set of exercises is also featured at the end of each chapter. The book targets an
academic as well as a practitioner audience, and is appropriate for advanced undergraduate and graduate courses in logistics and supply chain management, and should also serve
as a methodological reference for practitioners in consulting as well as in industry.

AMAZON
HOW THE WORLD’S MOST RELENTLESS RETAILER WILL CONTINUE TO REVOLUTIONIZE COMMERCE
Kogan Page Publishers The retail industry is facing unprecedented challenges. Across all sectors and markets, retailers are shifting their business models and customer engagement
strategies to ensure their survival. The rise of online shopping, and its primary player, Amazon, is at the heart of many of these changes and opportunities. Amazon explores the ecommerce giant's strategies, providing original insight at a time when the company is on the cusp of revolutionizing itself even further. Amazon's relentless dissatisfaction with the
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status quo is what makes it such an extraordinary retailer. This book explores whether Amazon has what it takes to become a credible grocery retailer, and as it transitions to bricks
and mortar retailing, explores whether Amazon's stores can be as compelling as its online oﬀering and if innovations such as voice technology, checkout-free stores and its Prime
ecosystem will fundamentally change the way consumers shop. Written by industry leading retail analysts who have spent decades providing research-based analysis and opinion,
Amazon analyzes the impact these initiatives will have on the wider retail sector and the lessons that can be learned from its unprecedented rise to dominance, as stores of the
future become less about transactions and more about experiences.

KEY PERFORMANCE INDICATOR FOR RETAIL. THE STORY BEHIND THE FIGURES
Libreria Ledi Srl What works well in my store? Where can I make improvements? How can I get more people to visit my store? How can I sell more? How can I sell "better"? Stores come
in all shapes and sizes: large and small, food and non-food, department and speciality, mono-brand and multi-brand, independent and franchisees... Each business, each product
category, and each strategy has its own speciﬁc characteristics but all stores operate under the same "basic laws" of commerce. This book was written in the belief that "trading" is
a profession that demands some skills that always apply irrespective of the type of business formula used. One of these is the ability to understand and use key performance
indicators for retail so that we can: Interpret store results; Make decisions to improve them; Monitor the eﬃcacy of these decisions. A real operational handbook, written for real
people who manage stores on a daily basis, that describes the key performance indicators most commonly used in retail: footfall, transactions, conversion rate, sales, average sale
per transaction, average selling price, average units per transaction, percentage of revenue from promotions and markdowns, sales per category, penetration, margins, loyalty,
customer satisfaction and mystery shopping, inventory turnover and stock coverage, damaged items, shrinkage, returns, personnel costs, sales per FTE, and direct operating costs.
This book also explains: What an indicator is and how to calculate it; What the indicator measures; Which factors inﬂuence the indicator; Which decisions will steer the indicator in
the desired direction. Practical exercises help the reader to master these concepts and apply them immediately in his or her store.

COOPERATIVE ENTERPRISES IN AUSTRALIA AND ITALY
COMPARATIVE ANALYSIS AND THEORETICAL INSIGHTS
Firenze University Press This book arises from a three-year comparative research program concerning co-operative enterprises in Australia and Italy. The book explores the historical
development, legal framework and the peak organisations of co-operatives in the two countries. Speciﬁc comparative chapters focus on consumer, credit, and worker-producer cooperatives. The book deepens the analysis of co-operatives by containing chapters that examine speciﬁc theoretical and empirical issues such as the theory of co-operative ﬁrms as
collective entrepreneurial action. Monographic chapters include more in depth analysis of speciﬁc typologies of co-operatives, such as social and community oriented co-operatives,
some of which were created to contrast organized crime in Southern Italy. The book concludes with an assessment of the implications of the project for public policy.

NEW DEVELOPMENTS IN ONLINE MARKETING
Routledge 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’, user-generated 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. This book was originally published as a special issue of the Journal of Marketing
Management.
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NON-SCRIBAL COMMUNICATION MEDIA IN THE BRONZE AGE AEGEAN AND SURROUNDING AREAS
THE SEMANTICS OF A-LITERATE AND PROTO-LITERATE MEDIA (SEALS, POTMARKS, MASON’S MARKS, SEAL-IMPRESSED POTTERY, IDEOGRAMS AND LOGOGRAMS, AND
RELATED SYSTEMS)
Firenze University Press This volume is intended to be the ﬁrst in a series that will focus on the origin of script and the boundaries of non-scribal communication media in proto-literate
and literate societies of the ancient Aegean. Over the last 30 years, the domain of scribes and bureaucrats has become much better known. Our goal now is to reach below the élite
and scribal levels to interface with non-scribal operations conducted by people of the ‘middling’ sort. Who made these marks and to what purpose? Did they serve private or (semi-)
oﬃcial roles in Bronze Age Aegean society? The comparative study of such practices in the contemporary East (Cyprus, Anatolia, the Levant, and Egypt) can shed light on sub-elite
activities in the Aegean and also provide evidence for cultural and economic exchange networks.

DECISION MAKING AND PROBLEM SOLVING STRATEGIES
Kogan Page Limited Managers and leaders of all levels need to ensure that problems are solved in the optimal way and that the ideas and innovations for tomorrow's business ﬂow
freely. Decision Making and Problem Solving Strategies helps readers master the processes of practical thinking which lie behind eﬀective decision making, problem solving, and
creative thinking. Using checklists, exercises and case studies, it explains key concepts such as: principles of eﬀective thinking, how to develop a framework for decision making,
how to use a simple model for making decisions and solving problems, how to sharpen up creative thinking skills, and how to develop thinking skills in the future.

RESEARCH AND DEVELOPMENT IN INTELLIGENT SYSTEMS XXXIII
INCORPORATING APPLICATIONS AND INNOVATIONS IN INTELLIGENT SYSTEMS XXIV
Springer The papers in this volume are the refereed papers presented at AI-2016, the Thirty-sixth SGAI International Conference on Innovative Techniques and Applications of
Artiﬁcial Intelligence, held in Cambridge in December 2016 in both the technical and the application streams. They present new and innovative developments and applications,
divided into technical stream sections on Knowledge Discovery and Data Mining, Sentiment Analysis and Recommendation, Machine Learning, AI Techniques, and Natural Language
Processing, followed by application stream sections on AI for Medicine and Disability, Legal Liability and Finance, Telecoms and eLearning, and Genetic Algorithms in Action. The
volume also includes the text of short papers presented as posters at the conference. This is the thirty-third volume in the Research and Development in Intelligent Systems series,
which also incorporates the twenty-fourth volume in the Applications and Innovations in Intelligent Systems series. These series are essential reading for those who wish to keep up
to date with developments in this important ﬁeld.

GOVERNING THE EUROPEAN UNION
SAGE Governing the European Union is a completely new introductory text that is ideal for ﬁrst-time students of the politics and government of the European Union (EU). Each topic
is introduced thematically to provide an invaluable and accessible guide to the main issues and debates in the contemporary study of EU politics and governance.

THE PRODUCTION OF PARMIGIANO-REGGIANO CHEESE
THE FORCE OF AN ARTISANAL SYSTEM IN AN INDUSTRIALISED WORLD
JUICING THE ORANGE
HOW TO TURN CREATIVITY INTO A POWERFUL BUSINESS ADVANTAGE
Harvard Business Press Drawing from 25 years of successful marketing and acclaimed, award-winning work, the authors show that bankable, creative ideas come from zeroing in on
the one key business problem that must be solved and then rigorously unearthing insights that will lead to a spectacular solution.
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HANDBOOK OF RESEARCH ON INFORMATION MANAGEMENT AND THE GLOBAL LANDSCAPE
IGI Global Explores the many issues surrounding living and working in a global environment. Relates how necessary it is for companies to conduct business while taking a global
perspective to their operations.

NEUROMARKETING
EXPLORING THE BRAIN OF THE CONSUMER
Springer Science & Business Media Over the last 10 years advances in the new ﬁeld of neuromarketing have yielded a host of ﬁndings which defy common stereotypes about consumer
behavior. Reason and emotions do not necessarily appear as opposing forces. Rather, they complement one another. Hence, it reveals that consumers utilize mental accounting
processes diﬀerent from those assumed in marketers' logical inferences when it comes to time, problems with rating and choosing, and in post-purchase evaluation. People are
often guided by illusions not only when they perceive the outside world but also when planning their actions - and consumer behavior is no exception. Strengthening the control
over their own desires and the ability to navigate the maze of data are crucial skills consumers can gain to beneﬁt themselves, marketers and the public. Understanding the mind of
the consumer is the hardest task faced by business researchers. This book presents the ﬁrst analytical perspective on the brain - and biometric studies which open a new frontier in
market research.

THE GREEN MARKETING MANIFESTO
John Wiley & Sons We are currently eating, sleeping and breathing a new found religion of everything ‘green’. At the very heart of responsibility is industry and commerce, with
everyone now racing to create their ‘environmental’ business strategy. In line with this awareness, there is much discussion about the ‘green marketing opportunity’ as a means of
jumping on this bandwagon. We need to ﬁnd a sustainable marketing that actually delivers on green objectives, not green theming. Marketers need to give up the many strategies
and approaches that made sense in pure commercial terms but which are unsustainable. True green marketing must go beyond the ad models where everything is another excuse to
make a brand look good; we need a green marketing that does good. The Green Marketing Manifesto provides a roadmap on how to organize green marketing eﬀectively and
sustainably. It oﬀers a fresh start for green marketing, one that provides a practical and ingenious approach. The book oﬀers many examples from companies and brands who are
making headway in this diﬃcult arena, such as Marks & Spencer, Sky, Virgin, Toyota, Tesco, O2 to give an indication of the potential of this route. John Grant creates a ‘Green
Matrix’ as a tool for examining current practice and the practice that the future needs to embrace. This book is intended to assist marketers, by means of clear and practical
guidance, through a complex transition towards meaningful green marketing. Includes a foreword by Jonathon Porritt.

FUNDAMENTAL PRINCIPLES OF RESTAURANT COST CONTROL
Prentice Hall Written by a former restaurateur, in an applied format using a systematic approach, this book presents the practice of restaurant cost controls that complements the
management process of planning, organizing, leading and controlling. The book¿s abundance of support materials make it user-friendly and more appealing to users and facilitators.
Role of cost control in strategic business plan for systematic planning; role of the menu as a cost control, merchandising and communication tool; importance of menu sales analysis
for both food and beverage departments; menu pricing techniques that optimize food cost, gross proﬁt, and revenue; menu design and layout techniques; diﬀerent types of food
cost measurement; converting ﬁnancial statements into cost control tools; operation and ﬁnancial analysis of costs and revenues; and labor productivity measures. Appropriate for a
wide range of professionals in the foodservice industry such as independent restaurant operators, chefs, and corporate or franchise foodservice managers.

AUTHENTICITY
WHAT CONSUMERS REALLY WANT
Harvard Business Press The authors list the ﬁve factors that most directly inﬂuence customer perceptions: the operational essence of the enterprise, the nature of its oﬀerings, the
eﬀects of the organization's heritage, its sense of purpose and its demonstrable body of values.
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CONTEMPORARY RETAILING
Prentice Hall

ENCYCLOPEDIA OF CONSUMPTION AND WASTE
THE SOCIAL SCIENCE OF GARBAGE
SAGE These volumes convey what daily life is like in the Middle East, Asia and Africa. Entries will aid readers in understanding the importance of cultural sociology, to appreciate the
eﬀects of cultural forces around the world.

SERVICES MARKETING AND MANAGEMENT
SAGE Services Marketing and Management provides an in-depth consideration of how services are conceptualized, designed and managed, creating the basis for a clear
understanding of the multi-dimensional aspects of services. Unlike many textbooks on services marketing this book puts services management and delivery in context. Firstly, it
explores the eﬀect of organizational structures, management styles, internal marketing and management competencies on service management decision making and
implementation. Secondly, Services Marketing and Management considers detailed examples of not-for-proﬁt and for-proﬁt service organizations and service delivery. Finally, this
text addresses contemporary issues for services managers and speculates on some of the challenges for the future of services marketing. This textbook is designed for
postgraduate and MBA students of services management and services marketing courses as well as undergraduates.

RETAIL REVOLUTION
WILL YOUR BRICK-AND-MORTAR STORE SURVIVE?
Will ecommerce destroy retail as we know it or is it just a speed bump for retailers? In Retail Revolution the authors take a comprehensive, deep dive into several retail segments in
order to develop a more nuanced approach to understanding the signiﬁcant changes occurring in retail. The authors also lay out several strategies that retailers can use to guide
their actions as they attempt to survive the grinding downward spiral being created by ecommerce.

DIGITAL MARKETING
INTEGRATING STRATEGY AND TACTICS WITH VALUES, A GUIDEBOOK FOR EXECUTIVES, MANAGERS, AND STUDENTS
Routledge Digital Marketing: Integrating Strategy and Tactics with Values is an easy-to-understand guidebook that draws on the latest digital tactics and strategic insights to help
organizations generate sustainable growth through digital integration. It provides a roadmap to adopt a digital mindset, incorporate digital trends strategically, and integrate the
most eﬀective digital tactics and tools with core values to achieve competitive advantage. Bringing the reader through its ﬁve-step Path to Digital Integration (Mindset, Model,
Strategy, Implementation, and Sustainability), Digital Marketing seeks to Outline the key drivers of change and leading digital marketing trends executives need to understand and
incorporate to drive business opportunity. Evaluate the digital channels and technologies management teams can leverage to execute a successful Integrated Digital Marketing
strategy. This includes insight into the latest digital tactics (website, social, mobile, search, content, and email marketing; data analytics) and social tools (Facebook, Twitter,
YouTube, LinkedIn, Instagram, Pinterest, and Google Plus). Discover the impact of digital transformation on the organization, from the eﬀect of digital tactics on the customer
experience (CX) to the value of integrating internal digital strategies to facilitate collaboration and innovation. Guide aspiring leaders on how to combine core values and business
goals with progressive digital strategies, tactics, and tools to generate sustainable outcomes for all stakeholders. This interactive guidebook provides a truly Connected Digital
Experience (CDE): the Zappar augmented reality mobile app allows the reader to activate the "Discover More" and "Play Video" icons found throughout the book, instantly
connecting the reader, via their mobile device, to additional content housed on our companion website, Digital Marketing Resource Center (www.dmresourcecenter.org). "Play
Video" icons incorporate point-in-time video commenting solution Vusay to enable interactive social conversations around each video. Digital Marketing is the ideal guide for
aspiring leaders – executives, instructors, owners, entrepreneurs, managers, students – at all stages of digital literacy. To request access to the resources in the Digital Marketing
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Resources Center, please contact Ira Kaufman at ira@entwinedigital.com.

HANDBOOK OF ONLINE LEARNING
INNOVATIONS IN HIGHER EDUCATION AND CORPORATE TRAINING
SAGE The demand for academic coursework and corporate training programs using the Internet and computer-mediated communication networks increases daily. The development
and implementation of these new programs requires that traditional teaching techniques and course work be signiﬁcantly reworked. This handbook consists of 20 chapters authored
by experts in the ﬁeld of teaching in the online environment to adult students enrolled in graduate university degree programs, corporate training programs, and continuing
education courses. The book is organized to ﬁrst lay a conceptual and theoretical foundation for implementing any online learning program. Topics such as psychological and group
dynamics, ethical issues, and curriculum design are covered in this section. Following the establishment of this essential framework are separate sections devoted to the practical
issues speciﬁc to developing a program in either an academic or corporate environment. Whether building an online learning program from the ground up or making adjustments to
improve the eﬀectiveness of an existing program, this book is an invaluable resource.--From Amazon.

MARKETING AESTHETICS
THE STRATEGIC MANAGEMENT OF BRANDS, IDENTITY, AND IMAGE
Simon and Schuster There is no way to mistake the ubiquitous trademarked Coca-Cola bottle, or the stylish ads for Absolut Vodka with any of their competitors. How have these
companies created this irresistible appeal for their brands? How have they sustained a competitive edge through aesthetics? Bernd Schmitt and Alex Simonson, two leading experts
in the emerging ﬁeld of identity management, oﬀer clear guidelines for harnessing a company's total aesthetic output -- its "look and feel" -- to provide a vital competitive
advantage. Going beyond standard traditional approaches on branding, this fascinating book is the ﬁrst to combine branding, identity, and image and to show how aesthetics can be
managed through logos, brochures, packages, and advertisements, as well as sounds, scents, and lighting, to sell "the memorable experience." The authors explore what makes a
corporate or brand identity irresistible, what styles and themes are crucial for diﬀerent contexts, and what meanings certain visual symbols convey. Any person in any organization
in any industry can beneﬁt from employing the tools of "marketing aesthetics." Schmitt and Simonson describe how a ﬁrm can use these tools strategically to create a variety of
sensory experiences that will (1) ensure customer satisfaction and loyalty; (2) sustain lasting customer impressions about a brand's or organization's special personality; (3) permit
premium pricing; (4) provide legal "trade dress" protection from competitive attacks; (5) lower costs and raise productivity; and (6) most importantly, create irresistible appeal. The
authors show how to manage identity globally and how to develop aesthetically pleasing retail spaces and environments. They also address the newly emergent topic of how to
manage corporate and brand identity on the Internet. Supporting their thesis with numerous real-world success stories such as Absolut Vodka, Nike, the Gap, Cathay Paciﬁc Airlines,
Starbucks, the New Beetle Website, and Lego, the authors explain how actual companies have developed, reﬁned, and maintained distinct corporate identities that set them apart
from competitors.

THE BASICS OF PERFORMANCE MEASUREMENT, SECOND EDITION
CRC Press You can’t understand, manage, or improve what you don’t measure While every smart executive now knows the truth of those words, perhaps more so than anyone, it was
Jerry Harbour who turned that adage into a science. Originally published in 1997, The Basics of Performance Measurement helped pioneer the science of performance measurement
and continues to serve as an industry standard. Yet, despite the book’s continued relevancy, Harbour is once again stepping ahead of the curve to fully update his little yellow book.
In addition to adding the wisdom of lessons learned over the past decade, he adds two new chapters to this second edition. One of these chapters discusses units of measurement.
The other introduces ways to better interpret what has been measured and then translate those measurement-related interpretations into actionable knowledge. Harbour provides a
six-step method for developing a performance measurement system. He shows how to design performance measurement families and how to build hierarchies tailored to diﬀerent
levels within an organization. He also covers collection and distribution, as well as the value of performance measure displays. When you ﬁnish this book, you will be able to
undertake performance measurement with new conﬁdence. You will also come away knowing how to present your ﬁndings with an authority that will convince stakeholders of the
importance and accuracy of your results.

7

8

THE POWER OF VISUAL STORYTELLING: HOW TO USE VISUALS, VIDEOS, AND SOCIAL MEDIA TO MARKET YOUR BRAND
HOW TO USE VISUALS, VIDEOS, AND SOCIAL MEDIA TO MARKET YOUR BRAND
McGraw Hill Professional Attention is the new commodity. Visual Storytelling is the new currency. Human brain processes visuals 60,000x faster than text. Web posts with visuals drive
up to 180% more engagement than those without. Viewers spend 100% more time on web pages with videos. Filled with full-color images and thought-provoking examples from
leading companies, The Power of Visual Storytelling explains how to grow your business and strengthen your brand by leveraging photos, videos, infographics, presentations, and
other rich media. The book delivers a powerful road map for getting started, while inspiring new levels of creativity within organizations of all types and sizes. “This book is not only
a complete overview of [visual storytelling] but, most importantly, the key to doing it right, a total Right Hook!” —Gary Vaynerchuk, New York Times bestselling author of Crush It!
and Jab, Jab, Jab, Right Hook “A valuable guide to understanding how to develop powerful marketing programs using the art of visual storytelling.” —Guy Kawasaki, author of APE:
Author, Publisher, Entrepreneur and former chief evangelist of Apple “The Power of Visual Storytelling is the new marketing bible!” —Nancy Bhagat, Vice President, Global
Marketing Strategy and Campaigns, Intel “If a picture is worth a thousand words, The Power of Visual Storytelling is worth a million.” —Scott Monty, Global Digital & Multimedia
Communications for Ford Motor Company

CONSPICUOUS CONSUMPTION
Penguin UK With its wry portrayal of a shallow, materialistic 'leisure class' obsessed by clothes, cars, consumer goods and climbing the social ladder, this withering satire on modern
capitalism is as pertinent today as when it was written over a century ago.

CONSUMER BEHAVIOUR
APPLICATIONS IN MARKETING
SAGE 'A wonderful (and very unusual) balance between areas of marketing that are often at odds with each other (or, worse yet, unaware of each other)... I recommend it to any
student, researcher, or manager in marketing' Peter Fader, Frances and Pei-Yuan Chia Professor; and Professor of Marketing, Wharton School, University of Pennsylvania
'Exceptional for the amount of relevant research that is presented and explained. Students who have read and understood this text are likely to be much more of use to industry'
Fergus Hampton, Managing Director, Millward Brown Precis Written in a focused and accessible form by respected marketing academics, Consumer Behaviour helps readers to
develop analytical and evidence-based thinking in marketing and avoid more formulaic approaches that lack the support of research. With a strong focus on the use of research, this
book will really appeal to the speciﬁc needs of higher-level students. The book covers important material that is often missing in consumer behaviour texts. For example, whole
chapters are devoted to brand loyalty, brand equity, biases in decision-making, word of mouth, the response to price and the eﬀect of advertising. Shorter reviews cover evidence
on topics such as loyalty programmes, the response to delay and retail atmospherics. Chapters are quite short and divided into sections. Each chapter contains exercises designed
to draw out key ideas and consolidate understanding, and there are suggestions for further reading. A website to support the book has an Instructor's Manual that oﬀers PowerPoint
slides, discussion of exercises, computer programs, a suggested Masters-level course, and a Word ﬁle of references to assist students writing assignments.

MAPS OF THE MIND
Macmillan Publishing Company Presents and assesses more than ﬁfty concepts of how the mind works and attempts to assimilate them into an overall theory

INTERNET MARKETING
STRATEGY, IMPLEMENTATION AND PRACTICE
Pearson Education A comprehensive guide to the strategy, implementation and practice of Internet Marketing.
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