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disciplines Covers the topic of environmental management from multiple perspectives, namely, natural sciences, engineering, business, social sciences, and methods and tools
perspectives Combines both academic rigor and practical approach through literature reviews and theories and examples and case studies from diverse geographic areas and
policy domains Explores local and global issues of environmental management and analyzes the role of various contributors in the environmental management process Chapter
contents are appropriately demonstrated with numerous pictures, charts, graphs, and tables, and accompanied by a detailed reference list for further readings
Sport Business in Leading Economies James J. Zhang 2017-12-04 From a renowned group of international scholars, this new work examines how leading economic countries use
sport business to drive and further economic development by raising brand awareness (country as a brand), transforming lagging communities, and enhancing travel and tourism
in the country.
Internes Marketing in Dienstleistungsnetzwerken Manuel Michaelis 2009-07-28 Internes Marketing gilt als etablierter Managementansatz, um das Verhalten interner Zielgruppen
innerhalb eines Unternehmens zu steuern. Manuel Michaelis überträgt das Konzept des internen Marketings auf Dienstleistungsnetzwerke und entwickelt ein Modell zur Messung
der Effektivität und Effizienz interner Marketingmaßnahmen. Dieses liefert wertvolle Informationen für die Segmentierung interner Zielgruppen und ermöglicht einen
zielgerichteten Einsatz des internen Marketinginstrumentariums in Dienstleistungsnetzwerken.
Cause-Related Marketing M. Mercedes Galan-Ladero 2021-03-27 This textbook uses a case study approach to present a variety of cause-related marketing campaigns that have
been developed by companies, and NGOs. These innovative case studies help students understand how such campaigns affect for-profit and non-profit organizations, customers,
and society in general. This book also offers numerous useful examples to understand the theory of cause-related marketing and how it can be applied in different countries
and cultural contexts. Lecturers will find the teaching notes provided with each case useful for the classroom.
Applied Marketing Uwe Kamenz 2013-03-07 Anwendungsorientiertes Marketing bezeichnet die wissenschaftliche Auseinandersetzung mit der Umsetzung der Marketingtheorie für die
Praxis. Dieses Applied Marketing ist die einzigartige Domäne der Marketingprofessoren an den Fachhochschulen. Zum 30jährigen Bestehen der Arbeitsgemeinschaft für Marketing
(AfM), der Vereinigung der Marketingprofessoren an den deutschen Fachhochschulen, stellen 73 Marketingprofessorinnen und -professoren für alle entscheidenden Bereiche des
Marketing wie Strategisches Marketing, Innovationsmarketing, E-Business, Marktforschung, Kundenbeziehungsmanagement, Markenmanagement, Marketinginstrumentalpolitik,
Vertriebsmanagement, Hochschulmarketing, Internationales Marketing, Internes Marketing und B-to-B-Marketing, den Stand der anwendungsorientierten Marketingwissenschaft dar.
Advances in Mergers and Acquisitions Cary L. Cooper 2021-09-29 Volume 20 of Advances in Mergers and Acquisitions explores a range of issues relevant to a post-Covid world
and the ensuing recession and is of interest to scholars in strategic management, organization theory, and organizational behaviour who are studying questions around
mergers and acquisitions.
The Routledge Companion to Ethnic Marketing Ahmad Jamal 2015-06-19 The globalization of marketing has brought about an interesting paradox: as the discipline becomes more
global, the need to understand cultural differences becomes all the more crucial. This is the challenge in an increasingly international marketplace and a problem that the
world's most powerful businesses must solve. From this challenge has grown the exciting discipline of ethnic marketing, which seeks to understand the considerable
opportunities and challenges presented by cultural and ethnic diversity in the marketplace. To date, scholarship in the area has been lively but disparate. This volume
brings together cutting-edge research on ethnic marketing from thought leaders across the world. Each chapter covers a key theme, reflecting the increasing diversity of the
latest research, including models of culture change, parenting and socialization, responses to web and advertising, role of space and social innovation in ethnic marketing,
ethnic consumer decision making, religiosity, differing attitudes to materialism, acculturation, targeting and ethical and public policy issues. The result is a solid
framework and a comprehensive reference point for consumer researchers, students, and practitioners.
Kundenwertorientiertes Marketing Christian Seeringer 2011-09-15 Christian Seeringer verbindet die beiden Perspektiven des Kundenwerts zu einem integrierten Ansatz und zeigt
auf, wie sich Marketingmaßnahmen mit Hilfe kundenwertorientierter Kenngrößen planen und bewerten lassen. Anhand einer empirischen Studie untersucht er unterschiedliche
Preissysteme der Deutschen Bahn AG und analysiert den Zusammenhang zwischen Value for the Customer und Value of the Customer.
Global Sport Management Brenda G. Pitts 2016-12-08 The international nature of the sport industry presents many management challenges and opportunities for sport
organisations. This book brings together cutting-edge research from leading sport management scholars around the world, surveying a wide range of topics and issues facing
the sport industry today. It represents an essential platform for the international exchange of ideas, best practice and research in sport management studies. The
globalisation of the sport industry has brought increased complexity to organisations’ operations in terms of regulation, competition and multiculturalism. Drawing on a
wealth of original research from fifteen countries, this book addresses a variety of global, regional, national and community issues that are central to successful sport
management. Combining both qualitative and quantitative studies, it explores key themes, such as managing resources and organisational change, marketing and promotion, law
and regulation, sport-for-development and research protocols. Global Sport Management Studies: Contemporary issues and inquiries is essential reading for all students and
scholars of sport management, sport business and sport marketing, as well as for any professional working in the sport and leisure industries.
Entrepreneurial Marketing for SMEs Luca Cacciolatti 2015-10-26 Entrepreneurial Marketing for SMEs contextualizes the practice of marketing amongst SMEs, and critically
discusses major issues of Entrepreneurial Marketing with a relevant and up-to-date academic body of knowledge.
Understanding Rivalry and Its Influence on Sports Fans Havard, Cody T. 2019-03-29 While rivalries are a key aspect of the sports world, they are not well understood. It is
essential to study how rivalries influence fan behavior in order to predict and identify their effect on social interaction, consumer behavior, and the entertainment
industry. Understanding Rivalry and Its Influence on Sports Fans is an essential reference source that discusses what causes and influences rivalry, as well as how it
impacts sport fans. Featuring research on topics such as bracketed morality, competitive sports, and social identity, this book is ideally designed for academics, students,
and researchers studying the rivalry phenomenon across such disciplines as psychology, sociology, political science, sport and entertainment, consumer behavior, and
marketing.
Marketing Theory Shelby D. Hunt One of the true classics in Marketing is now thoroughly revised and updated. "Marketing Theory" is both evolutionary and revolutionary. As
in earlier editions, Shelby Hunt focuses on the marketing discipline's multiple stakeholders. He articulates a philosophy of science-based 'tool kit' for developing and
analyzing theories, law-like generalizations, and explanations in marketing science. Hunt adds a new dimension to the book, however, by developing arguments for the
position that Resource-Advantage Theory provides the foundation for a general theory of marketing and a theoretical foundation for business and marketing strategy. Also new
to this edition are four chapters adapted and updated from Hunt's "Controversy in Marketing Theory" that analyze the 'philosophy debates' within the field, including
controversies with respect to scientific realism, qualitative methods, truth, and objectivity.
Economics and Management of Networks Gérard Cliquet 2007-03-20 Previous research on the institutional structure of franchising networks (Bri- ley et al. 1991; Lutz 1995;
Shane 1998; Lafontaine and Shaw 1999, 2005; - fuso 2002; Penard et al. 2003a,b) does not explain the governance structure of the franchising firm as an institutional entity
that consists of two interrelated parts: Residual decision rights and ownership rights. The latter includes not only residual income rights of franchised outlets but also
residual income rights of franchisor-owned outlets. Previous studies primarily examines the incentive, signalling and screening effects of fees, royalties and other
contractual pro- sions from the point of view of organizational economics (see Dnes 1996 for a review) without taking into account the interactions between residual
decision and residual income rights as interrelated parts of the governance structure. This paper fills this gap in the literature. According to the property rights view,
de- sion rights should be allocated according to the distribution of intangible kno- edge assets between the franchisor and franchisee and ownership rights should be
assigned according to the residual decision rights. Since ownership rights are diluted in franchising networks, the dilution of residual income rights of fr- chised outlets
is compensated by residual income rights of company-owned o- lets. Under a dual ownership structure, company-owned outlets compensate the disincentive effect of low
royalties for the franchisor, and low royalties strengthen the investment incentives for the franchisee.
Perspektiven des Dienstleistungsmanagements Stefan Roth 2020-03-31 Dieses Buch spiegelt die vielfältigen Aspekte des Dienstleistungsmanagements wider. Gleichzeitig ist es
ein Ausdruck der verschiedenen Forschungs- und Praxisfelder, die sich unter dem Dach des Dienstleistungsmanagements vereinen.43 Beiträge renommierter Experten aus
Wissenschaft und Praxis werden sieben übergeordneten Perspektiven zugeordnet. Aus einer „Generellen Perspektive“ erläutern die Autoren zukünftige Entwicklungen des
Dienstleistungsmanagements vor dem Hintergrund aktueller Trends wie z. B. dem Vormarsch der Digitalisierung, globaler Plattformen und der Netzwerkorientierung. Eine Analyse
aktueller – wie z. B. Co-Creation, Service-Ökosysteme und Engagement Platforms – und traditioneller Themen – wie z. B. Einzelhandelsgutachten in der Standortplanung – der
Dienstleistungsforschung erfolgt im Teil „Theoretische Perspektive“. Die „Funktionale Perspektive“ widmet sich unterschiedlichsten Fragestellungen zu spezifischen
Unternehmensfunktionen, wie z. B. Management negativer Kundenemotionen, Sortimentsplanung, Dienstleistungsprogramme in Zeiten der Digitalisierung sowie Sponsoring und
Positionierung im Sport. Zudem werden kundenseitige Wertschöpfungsaktivitäten, Co-Creation und Wertorientierung im Verkauf und die Glaubwürdigkeit von Umweltaudits
diskutiert. Aus „Institutioneller Perspektive“ werden Fragestellungen zu Handel, zur Sportbranche, zu Medienunternehmen und zu Non-Profit-Organisationen betrachtet. Die
Beiträge im Teil „Technologische Perspektive“ stellen neue Technologien vor, u. a. Shopping Apps, Conversational Agents und digitale Plattformen, und erläutern deren
Auswirkungen auf unterschiedliche Dienstleistungsbranchen und den Trend zur Sharing Economy. Aus „Rechtlicher Perspektive“ werden z. B. die kartellrechtskonforme Gestaltung
der Zentralvermarktung im Sport und die Abschlussprüfung als Element der Corporate Governance erläutert und Transferzahlungen im Profisport bzw. Kundenbindungsprogramme im
Jahresabschluss diskutiert. Mit eigenen Erfahrungen aus unterschiedlichen Dienstleistungsbranchen, u. a. den Gesundheitswissenschaften, dem Bildungsbereich und der
Finanzdienstleistungsbranche, runden die Autoren diesen Herausgeberband mit einer „Praktischen Perspektive“ ab. Die HerausgeberProfessor Dr. Stefan Roth ist Inhaber des
Lehrstuhls für Marketing an der Technischen Universität Kaiserslautern.Dr. habil. Chris Horbel ist Associate Professor am Department of Sport and Social Sciences an der
Norwegian School of Sport Sciences, Oslo, Norwegen.Professor Dr. Bastian Popp ist Professor für Betriebswirtschaftslehre, insbesondere Handelsmanagement. Er ist Direktor
des Instituts für Handel & Internationales Marketing (H.I.MA.) sowie Direktor des Europa-Instituts Sektion Wirtschaftswissenschaft an der Universität des Saarlandes in
Saarbrücken.
Internes Marketing Manfred Bruhn 2013-07-02 Manfred Bruhn vermittelt einen systematischen und praxisnahen Überblick über die einzelnen Facetten des Internen Marketing:
Grundlagen, Internes Marketing aus Sicht des Personal- und des Marketingmanagements, Messung und Kontrolle, Umsetzung in der Unternehmenspraxis.
Entrepreneurship Marketing Sonny Nwankwo 2010-12-02 Small and medium-sized enterprises (SMEs) dominate the market in terms of sheer number of organizations. Their role in
the business world is difficult to overstate. Despite this, there is a high failure rate among smaller organizations, which can be explained to a significant degree by a
lack of marketing understanding in this sector. Introducing the importance of marketing to entrepreneurial firms this book guides the student through the fundamentals of
marketing within the SME context, providing a more value-added learning experience than your standard marketing run-through. The authors deal directly with "people issues"
(i.e. everyday entrepreneurial marketing interactions) to prepare students for the "dragon’s den" of entrepreneurialism. This new and lively textbook provides a fresh and
unfettered approach for marketing students who require a more real-world understanding of the impact of their discipline on entrepreneurial firms. The growing student body
involved with studying entrepreneurship will also benefit from the customer insight offered by this approach.
Emotional, Sensory, and Social Dimensions of Consumer Buying Behavior Soares, Ana Maria 2020-02-21 Unprecedented changes in consumer shopping habits pose major challenges
for retailers who need to consider the multidimensional nature of shopping in order to design and provide engaging consumer experiences. The intersection between in-store
and online shopping is also fundamental to meet the fast-changing consumer behavior. Comprehending how environmental and sensory dimensions, leisure, entertainment, and
social interactions influence shopper emotions may enhance the shopping experience. Emotional, Sensory, and Social Dimensions of Consumer Buying Behavior is an essential
reference source that discusses methods for enhancing the shopping experience in an era of competition among shopping offline- and online-destinations, as well as
predicting emerging changes in consumer behavior and shopping destinations and new technologies in retailing. Featuring research on topics such as consumer dynamics,

Marketing and Humanity Orie Berezan 2018-11-15 This volume expands the field of consumer behavior in marketing in order to understand the “real world”, of underserved and
underexplored populations, modern-day social issues, and power and agency. Connecting with others is a fundamental human requirement to survive and thrive psychologically,
spiritually, and physically, for both individuals and society. Rather than focusing on normative marketing concepts, this book encourages readers to explore new substantive
domains, and analyze them from a holistic perspective. It is organized into four sections, namely “marketing to consumers as…” (1) “mindful, happy and social”, (2)
“intersectional, diverse, and inclusive”, (3) “information seekers”, and (4) “social change agents”. Consisting of fifteen chapters written by leading scholars in
marketing, specific topics considered here include mindfulness, happiness, loneliness, sex and gender in advertising, privacy, skin lightening, information overload, health
and technology, mitigating extremism, charitable behavior, and corporate social responsibility, among others.
Kooperatives Customer Relationship Management in touristischen Destinationen Michael Fux 2011-02-22 Die praxisorientierte Zielsetzung der Arbeit ist die Identifikation von
akzeptanzrelevanten Einflussfaktoren bei der organisationsübergreifenden Einführung eines CRM-Systems in touristischen Destinationen. Dazu wurde nach Modellen und Theorien
gesucht, welche Aufschluss zu den Wirkungsweisen und -richtungen der Determinanten der Nutzungsbereitschaft geben und Hilfestellung bei der Auswahl der relevanten
Rahmen¬faktoren bieten. Das entwickelte Untersuchungsmodell wurde anschliessend mittels einer Datenerhebung in der Schweizer Hotellerie empirisch überprüft. Aus den
Erkenntnissen wurden Gestaltungsmassnahmen für die zukünftige Implementierung von destinationsweit genutzten CRM-Systemen abgeleitet.
Assessing the Different Roles of Marketing Theory and Practice in the Jaws of Economic Uncertainty Harlan E. Spotts 2014-11-10 This volume includes the full proceedings
from the 2004 Academy of Marketing Science (AMS) Annual Conference held in Vancouver, Canada, entitled Assessing the Different Roles of Marketing Theory and Practice in the
Jaws of Economic Uncertainty. It include papers aimed to create awareness of the issues, trends, and advances associated with current marketing theories and practices.
Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely explorations of phenomena related to the science of
marketing in theory, research, and practice. Among its services to members and the community at large, the Academy offers conferences, congresses and symposia that attract
delegates from around the world. Presentations from these events are published in this Proceedings series, which offers a comprehensive archive of volumes reflecting the
evolution of the field. Volumes deliver cutting-edge research and insights, complementing the Academy’s flagship journals, the Journal of the Academy of Marketing Science
(JAMS) and AMS Review. Volumes are edited by leading scholars and practitioners across a wide range of subject areas in marketing science.
Innovationen im sektoralen Marketing Hartmut H. Holzmüller 2006-01-16 Das sektorale Marketing berührt auf zentrale Weise das Verhältnis von Marketingwissenschaft und
Praxis. Die Autoren zeigen in ihren Beiträgen auf, dass das sektorale Marketing zum einen eine wesentliche Transferaufgabe bei der Erschließung von "Marketing-Neuland"
leistet, zum anderen mit der sektorspezifischen Forschung im Konsumgüter-, Dienstleistungs-, Investitionsgüter-, Handels-, Nonprofitbereich und internationalen Marketing
wichtige Erkenntnisse zur allgemeinen Marketingtheorie beisteuert. In diesem Buch wird erstmals eine Bestandsaufnahme der Forschung im sektoralen Marketing vorgenommen und
seine beträchtliche Bedeutung für den wissenschaftlichen Fortschritt im Marketing dokumentiert.
Advanced Theory and Practice in Sport Marketing Eric C. Schwarz 2022-08-11 Now in a fully revised and updated fourth edition, Advanced Theory and Practice in Sport
Marketing is still the only textbook to introduce key theory and best practice in sport marketing at an advanced level. The book goes beyond the introductory sport
marketing course by exploring advanced marketing theories related to topics such as ethics and social responsibility, international marketing, marketing research and
information systems, data analytics, consumer behavior, product and logistics management, branding and brand management, sales management, promotions, social media and
networking, destination marketing, and evaluating performance. New to this edition are sections on pricing structures and strategies, experiential marketing, new digital
marketing communications and technology, emotional intelligence in sport marketing, and social entrepreneurship. This is also one of the first books to consider the
challenges of sports marketing in a post-COVID world. Every chapter contains extended case studies and theory-to-practice insights from marketing professionals around the
world. This is an essential textbook for courses on sport marketing, and invaluable recommended reading for any general course on sport business, sport management, sport
development, or marketing. Ancillary resources include a test bank, PowerPoint slides, and a master course syllabus.
Hispanic Marketing Felipe Korzenny 2017-06-14 Hispanic Marketing: The Power of the New Latino Consumer focuses on using cultural insights to connect with Latino consumers.
Now in its third edition, the book provides marketers with the skills necessary to perform useful Hispanic market analysis and thus develop effective integrated marketing
communication strategies. Brought to you by three leaders in the field of Hispanic Marketing, this third edition now includes: twenty-seven new case studies which emphasize
digital marketing applications theories and discussions on recent changes to Hispanic culture and society concepts of social identity, motivation, cognitive learning,
acculturation, technology adaptation and the influence of word of mouth in relation to the Hispanic market a brand new companion website for course instructors with
PowerPoint slides, videos, testbank questions and assignment examples Replete with marketing strategies that tap into the passion of Hispanic consumers, this book is the
perfect companion for anyone specializing in Hispanic marketing who aims to build a meaningful connection between their brand and target markets.
Determinanten des Kundenanteils in industriellen Geschäftsbeziehungen Franziska Weis 2010-04-27 Viele Unternehmen haben die Größe ihres Lieferantenportfolios drastisch
reduziert und konzentrieren sich zunehmend auf die Zusammenarbeit mit einigen ausgewählten Lieferanten. Auf Basis der Entscheidungstheorie leitet Franziska Weis Hypothesen
zu den Determinanten des Kundenanteils ab. Im Mittelpunkt steht der Einfluss des Lieferantenstatus auf die Stärke dieser Zusammenhänge. Mithilfe einer Querschnittsanalyse
im Industriegüterkontext überprüft die Autorin das Untersuchungsmodell empirisch und weist den Einfluss des Lieferantenstatus auf die Stärke der Zusammenhänge nach. Sie
zeigt, dass mit dem Status eines Lieferanten unterschiedliche Kundenbindungsstrategien verbunden sind.
Safety and Security in Tourism Noel Scott 2013-09-13 Natural disasters, wars and conflicts, epidemics, and other major crises can devastate a tourism service or
destination. Though there is extensive literature and research on preparation and coping with tourism crises, there is a gap in information on how to best market and
recover from the destruction of caused to tourism businesses and destinations. This book fills the gap by comprehensively examining how to rebuild the market for a tourism
service or destination after a catastrophe. This important book presents leading experts from around the world providing useful instruction on effective ways to plan for
future crisis response and strategies for recovering business. A crisis may arise from several types of destructive occurrences, from natural physical destruction of
important infrastructure to acts of terrorism. Because of the broad range of potential problems, there is no single strategy for which to deal with crises. The book
explores a wide range of catastrophes, from Hurricane Katrina to tsunamis to war, taking a detailed look at management and administrative strategies which can help
stimulate tourism recovery. This book explores stealth and catastrophic risks, risk perceptions, mediating the effects of natural disasters on travel intention, and various
marketing strategies designed to bring customers back. This volume may become one of the most crucial resources in a tourism professional’s library. The book is extensively
referenced and includes several tables and figures to clearly explain data. This book is essential reading for tourism researchers, tourism educators, tourism industry
managers, and tourism industry administrators. This book was published as a special issue of the Journal of Travel & Tourism Marketing.
Die Rolle der Marketingabteilung im Unternehmen Philipp H. Grimm 2014-04-14 Auf Basis von umfassenden Literaturauswertungen liefert Philipp H. Grimm eine definitorische
Herleitung von „Einfluss“ und systematisiert die bisherigen Erkenntnisse zum Einfluss der Marketingabteilung. Unter Nutzung von ökonomischen und
verhaltenswissenschaftlichen Theorien stellt er einen theoretisch-konzeptionellen Bezugsrahmen dar. Zur Überprüfung des Untersuchungsmodells führt Philipp H. Grimm eine
schriftliche Befragung durch und zeigt, dass der Einfluss der Marketingabteilung noch immer substanziell ist. Mithilfe einer Kausalanalyse analysiert der Autor, wie sich
der Einfluss der Marketingabteilung auf die Unternehmensperformance auswirkt und durch welche marketingorganisationalen Konstrukte der Einfluss der Marketingabteilung
determiniert wird.
Rivalry in Sport Cody T. Havard 2020-07-01 This book focuses on how rivalry influences fan perceptions and behaviors, the role of organizations to responsibly promote
rivalries, and discusses how to decrease negative and group-member deviance surrounding sport rivalry. Rivalry is a phenomenon that helps organizations and participants
increase their output while also engaging fans. The author argues that the goal of rivalry should be to increase engagement and interest in the product without stepping
over a sometimes invisible line resulting in fan or group member negativity, deviance, and violence. Through the introduction of two scales that specifically measure how
group members react to out-groups in the sport setting, this book offers scholars deeper insights into what rivalry means and how it can be used to responsibly promote the
sport product.
Handbuch Werbeforschung Gabriele Siegert 2015-09-14 Das Handbuch gibt als erstes deutschsprachiges Werk einen systematischen Überblick über das gesamte Forschungsfeld
„Werbung“ aus kommunikationswissenschaftlicher Perspektive. Als dezidiertes Forschungshandbuch bietet es Interessierten, Forschenden und fortgeschrittenen Studierenden der
(akademischen) Forschungspraxis einen ganzheitlichen Orientierungsansatz, der nicht nur wichtige Bereiche der internationalen und der deutschsprachigen Werbeforschung
thematisiert, sondern typische Strategien, Logiken und Forschungsdesigns im Zusammenhang aufzeigt. Die Beiträge präsentieren ausgewiesene Forschungsfelder, die
entsprechende Literatur und liefern „Gebrauchsanweisungen“ für die akademische Forschungspraxis.
Nostalgie und Retro-Trends Als Marketingchance Tina Kießling 2012-09-14 In einer immer schnelllebigeren Zeit mag es nicht verwundern, dass Individuen zunehmend nach Werten
oder Bestandigkeit suchen und sich dabei sowohl ihrer eigenen Vergangenheit als auch nicht selbst erlebten vergangenen Epochen zuwenden. Die Faszination, welche Menschen
mit der Vergangenheit verbinden, wurde vom Marketing als Absatzchance erkannt und schlagt sich in einer grossen Bandbreite von vergangenheitsbezogenen Angeboten nieder. In
der vorliegenden Arbeit wird aus Konsumentensicht hinter den Retro-Trend geschaut - es werden spezielle Formen der Nostalgie sowie deren Ursachen und Auswirkungen auf das
Konsumverhalten untersucht.
Business Innovation and Development in Emerging Economies Irwan Trinugroho 2019-05-16 Business Innovation driven by the advancement of technology has dramatically changed
the business landscape over recent years, not only in advanced countries but also in emerging markets. It is expected that business innovation could help achieve economic
inclusion, which has been a global initiative over the last decade, creating opportunities for all people to benefit from the economic development. These proceedings
provide an outlet for discussing the importance of business innovation, especially in emerging countries in helping to reach inclusive economies. The papers cover the
subject areas management, accounting, finance, economics and social sciences.
The Roots and Uses of Marketing Knowledge Terry Smith 2020-01-20 Marketing theory is often developed in isolation not collaboration; theoretical perspectives sometimes are
ignorant of the diversity of marketing practice. In “The roots and uses of marketing knowledge: a critical inquiry into the theory and practice of marketing”, the author
engages with the vital conversation about how marketing knowledge is created, disseminated and consumed, looking beyond the traditional reification of practice in theory
and verification of theory in practice. The ontology of this work is anchored in subjective individual meaning; the epistemological stance assumes that this meaning is
socially constructed. Consequently, rich empirical data, grounded in the context of experiential evidence, is extracted from a comprehensive range of marketing
constituencies: academics, practitioners, managers, consultants, authors, lecturers and students. In its examination of the polarities, hybridity and iterative flow of
marketing knowledge creation and consumption, this text posits a cohesive argument for a theory/practice bipartite fusion not dichotomy, adding valuable insights into the
textual, contextual and pedagogical representations of marketing knowledge. The history and future of marketing knowledge is examined with the aid of instructive
illustrations and insightful first-hand experience. Drawing on extensive qualitative research from a broad range of influential producers and vital consumers, Dr. Smith
presents a relevant, exciting marketing knowledge framework which will be a vital resource for academics, students and practitioners.
Einkaufsstress Carmen-Maria Albrecht 2010-09-21 Carmen-Maria Albrecht entwickelt ein Instrument zur Messung von Einkaufsstress und identifiziert geschäfts-, sortiments- und
verkäuferspezifische Faktoren, die Einkaufsstress bei Konsumenten auslösen können.
An Integrated Approach to Environmental Management Dibyendu Sarkar 2015-10-05 Covers the most recent topics in the field of environmental management and provides a broad
focus on the theoretical and methodological underpinnings of environmental management Provides an up-to-date survey of the field from the perspective of different
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experimental marketing, and retail technology, this book is ideally designed for retail managers, designers, advertisers, marketers, customer service representatives,
merchandisers, industry professionals, academicians, researchers, students, and practitioners.
Market Research in Health and Social Care Mike Luck 2003-09-02 The shift to managed markets has meant that whilst planners and purchasers of health and social services seek
information on needs, managers who provide these services seek information on performance and response. Market research contributes to both. This text is a comprehensive
and rigorous introduction to the relevance, planning and management of market research in the areas of health and social care that have developed in Britain and most other
industrialised countries. It features: * an explanation of how managed markets provide the context for market research * a comprehensive guide to choosing the appropriate
survey method * recommendations for commissioning, monitoring and implementing results * practical advice on producing successful student projects * a comparative
international perspective. Intended for managers and students of public sector management and marketing, this outstanding book contains instruction on research methods,
practical advice for managers and professionals on how to commission, monitor and implement the results of market research, and an excellent selection of case studies.
Internal Marketing David M. Brown 2020-10-30 This book traces the development of internal marketing from initial conceptualisation through to the current issues. It
identifies both significant underlying tensions between major theorists and areas in which new perspectives may enrich our understanding of this crucial subject. Internal
marketing is the use of traditional strategies by organisations to market themselves to their employees. Presented in bite-sized sections, each of which dissects the most
important themes and concepts underpinning the subject, this book explains how subsidiary areas of study have emerged and suggests how the introduction of concepts and
perspectives from channel management literature can help analyse the dyadic encounters in which internal marketing takes place. Brown critically extends the scope of
internal marketing theory yet further by presenting and analysing new interview transcripts to suggest that internal demarketing – an organisation making itself less
attractive to its employees – may sometimes be undertaken intentionally. Internationally applicable and highly accessible, Internal Marketing is perfect for students,
teachers, and researchers with an interest not only in internal marketing, but also in employer relations, internal branding, employer branding, and internal
communications. It uses clear language and gradually introduces the reader to more sophisticated theoretical concepts step by step, with a uniquely focused, critical, and
comprehensive thematic coverage of internal marketing and its extensive theoretical outputs.
Research Anthology on Business Strategies, Health Factors, and Ethical Implications in Sports and eSports Management Association, Information Resources 2020-11-27 From
issues of racism to the severity of concussions to celebrity endorsements, the sports industry continues to significantly impact society. With the rise of eSports and its
projection as the next billion dollar industry, it is vital that a multifaceted approach to sports research be undertaken. On one side, businesses are continually offering
new methods for marketing and branding and finding the best ways to enhance consumer engagement and the consumer experience. On the other side, there has been progress and
new findings in the physical fitness and training of the athletes themselves along with discussions on their psychology and wellbeing. This two-tiered approach to analyzing
sports and eSports from a practical business perspective, along with a lens placed on the athletes themselves, provides a comprehensive view of the current advancements,
technologies, and strategies within various aspects of the sports and esports industry. Research Anthology on Business Strategies, Health Factors, and Ethical Implications
in Sports and eSports covers the latest findings on all factors of sports: the branding and marketing of sports and eSports, studies on athletes and consumers, a dive into
the ethics of sports, and the introduction of eSports to the industry. This wide coverage of all fields of research recently conducted leads this book to be a well-rounded
view of how sports are functioning in modern times. Highlighted topics include branding tactics, consumer engagement, eSports history and technologies, ethics and law, and
psychological studies of athlete wellness. This book is ideal for sports managers, athletes, trainers, marketers, brand managers, advertisers, practitioners, stakeholders,
researchers, academicians, and students interested working in the fields of sports medicine, law, physical education, assistive technologies, marketing, consumer behavior,
and psychology.
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Internes Marketing, Unternehmenskultur und marktorientiertes Verhalten Beate M. Gleitsmann 2008-10-10 Beate M. Gleitsmann untersucht, ob das Interne Marketing
marktorientiertes Verhalten der Mitarbeiter bewirken kann. Ihr Untersuchungsmodell, in dem die marktorientierte Unternehmenskultur als mediierende Variable zwischen
Internem Marketing und marktorientierten Verhaltensweisen fungiert, macht deutlich, dass das Interne Marketing kaum Einfluss auf das Verhalten der Mitarbeiter ausübt, wenn
keine marktorientierte Unternehmenskultur vorhanden ist.
Sport Business in the United States Brenda G. Pitts 2020-10-13 Sport is big business in the USA. From collegiate sport through to the professional leagues, the sport
industry generates huge revenues, employs thousands of people and engages millions of fans and consumers. This book offers an evidence-based snapshot of the contemporary
sport industry in the USA. Featuring new research from scholars working across every sector of sport business, the book covers key topics such as consumer behaviour, sport
marketing, the development of women’s sport, sport broadcasting, internships, and leadership. It adds critical depth to our understanding of the sport industry in the
world’s single biggest sport marketplace. Sport Business in the United States offers fascinating new perspectives for researchers, students and industry professionals. It
is important reading for anybody working in sport management or sport business, whether inside the US or around the world.
Handbook of Research on the Impact of Fandom in Society and Consumerism Wang, Cheng Lu 2019-10-25 Fans of specific sports teams, television series, and video games, to name
a few, often create subcultures in which to discuss and celebrate their loyalty and enthusiasm for a particular object or person. Due to their strong emotional attachments,
members of these fandoms are often quick to voluntarily invest their time, money, and energy into a related product or brand, thereby creating a group of faithful and
passionate consumers that play a significant role in multiple domains of contemporary culture. The Handbook of Research on the Impact of Fandom in Society and Consumerism
is an essential reference source that examines the cultural and economic effects of the fandom phenomenon through a multidisciplinary lens and shapes an understanding of
the impact of fandom on brand building. Featuring coverage on a wide range of topics such as religiosity, cosplay, and event marketing, this publication is ideally designed
for marketers, managers, advertisers, brand managers, consumer behavior analysts, product developers, psychologists, entertainment managers, event coordinators, political
scientists, anthropologists, academicians, researchers, and students seeking current studies on the global impact of this particularly devoted community.
Sport Facility Operations Management Eric C. Schwarz 2015-06-05 Anybody working in sport management will be involved in the operation of a sports facility at some point in
their career. It is a core professional competency at the heart of successful sport business. Sport Facility Operations Management is a comprehensive and engaging textbook
which introduces cutting-edge concepts in facilities and operations management, including practical guidance from professional facility managers. Now in a fully revised and
updated second edition—which introduces new chapters on capital investment and operational decision-making—the book covers all fundamental aspects of sport facility
operations management from a global perspective, including: ownership structures and financing options planning, design, and construction processes organizational and human
resource management financial and operations management legal concerns marketing management and event planning risk assessment and security planning benchmarking and
performance management Each chapter contains newly updated real-world case studies and discussion questions, innovative 'Technology Now!' features and step-by-step guidance
through every element of successful sport facilities and operations management, while an expanded companion website offers lecture slides, a sample course syllabus, a bank
of multiple-choice and essay questions, glossary flashcards links to further reading, and appendices with relevant supplemental documentation. With a clear structure
running from planning through to the application of core management disciplines, Sport Facility Operations Management is essential reading for any sport management course.
Rivalry and Group Behavior Among Consumers and Brands Cody T. Havard 2021-10-19 This interdisciplinary book extends knowledge by comparing rivalry and rival group behavior
in sport within areas outside of sport, such as consumer brands, political discourse, and product/service preferences. It examines how out-group behavior differs among
relevant groups. Readers are introduced to the phenomenon of rivalry, using the sport setting as an example. Then, the author offers separate quantitative and qualitative
investigations to compare how rivalry and group behavior differ among sport and non-sport settings. Incorporating research from marketing, psychology, political science,
and sociology, this book offers researchers in several fields a new understanding of individual and group behavior.
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