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Elsevier/Butterworth-Heinemann’s 2005-2006 CIM Coursebook series offers you the complete package for exam
success. Comprising fully updated Coursebook texts that are revised annually, and free online access to the
MarketingOnline learning interface, it offers everything you need to study for your CIM qualification. Carefully structured
to link directly to the CIM syllabus, this Coursebook is user-friendly, interactive and relevant, ensuring it is the definitive
companion to this year’s CIM marketing course. Each Coursebook is accompanied by access to MARKETINGONLINE
(www.marketingonline.co.uk), a unique online learning resource designed specifically for CIM students, where you can:
Annotate, customise and create personally tailored notes using the electronic version of the Coursebook Receive regular
tutorials on key topics from Marketing Knowledge Search the Coursebook online for easy access to definitions and key
concepts Access the glossary for a comprehensive list of marketing terms and their meanings
Drawing upon research and practitioner narratives from management, leadership, organizational studies,
entrepreneurship and sustainable business domains, this book explores the many pathways that enable emerging
countries to transform knowledge into action to achieve economic and sustainable development. The authors take a
holistic approach to ‘transforming knowledge’ that goes beyond the mere ‘application of knowledge’ to include the
assimilation, adaptation, and contextualization of knowledge to suit the unique contexts, needs and conditions existing in
emerging countries. They then presents success stories and case studies comprising innovative solutions for emerging
economies that practitioners can utilize. Current research in management is highlighted by bringing together academics,
practitioners, policy-makers and interest groups from diverse regions and perspectives.
Integrated Marketing Communications is planning in a systematic way to determine the most effective and consistent
message for appropriate target audiences. This comprehensive new textbook deals with all aspects of Integrated
Marketing Communication from a strategic perspective.
Social Marketing involves the application of marketing techniques (usually associated with promoting consumption) to
social ends. This new addition will arm the socially conscious marketing student with: Case studies from across the
globe, accessible exercises, engaging stories and online support with an expanded and enhanced companion website
which will all enable you to think critically about the individual and systemic drivers of both harm and progress, and
provide you with the tools to act. This popular introductory textbook has been thoroughly updated to enable students to
challenge the bad, champion the good and become rebels with a cause. Now including more on systems thinking,
evaluation and apps, Hastings and Domegan also introduce the influential new 3Cs model (Containment, CounterMarketing, Critical Capacity Building). This book is essential reading for all social marketing, marketing ethics, and
marketing and society courses. Cover Picture: 'La Sardane de la Paix’ by Pablo Picasso. The sardane is a traditional
circle dance from Catalonia which has come to symbolise the struggle of ordinary people against oppression, from
Napoleon through Hitler and Franco and into the modern era. The individual dancer holds his or her hands in the air in a
gesture of autonomy and empowerment, and is able to maintain what would quickly become a tiring stance thanks to the
supporting hands of her fellow-dancers. It illustrates the key social marketing lesson that addressing complex social
problems, such as climate change or inequalities – as with dictators - requires a combination of individual agency and
collective action. It also shows that critical analysis, the questioning and challenging of the current system, lies at the
heart of progressive social change, and that good social marketers should be rebels with a cause.
Over generations, human society has woven a rich tapestry of culture, art, architecture, and history, personified in
artifacts, monuments, and landmarks arrayed across the globe. Individual communities are looking to exploit these local
treasures for the benefit of the travelers who come to see them. Hospitality, Travel, and Tourism: Concepts,
Methodologies, Tools, and Applications considers the effect of cultural heritage and destinations of interest on the global
economy from the viewpoints of both visitor and host. This broadly-focused, multi-volume reference will provide unique
insights for travelers, business leaders, sightseers, cultural preservationists, and others interested in the unique variety of
human ingenuity and innovation around the world.
BH CIM Coursebooks are crammed with a range of learning objective questions, activities, definitions and summaries to
support and test your understanding of the theory. The 07/08 editions contains new case studies which help keep the
student up to date with changes in Marketing strategies. Carefully structured to link directly to the CIM syllabus, this
Coursebook is user-friendly, interactive and relevant. Each Coursebook is accompanied by access to
MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource designed specifically for CIM
students which can be accessed at any time.
The ultimate test of marketing investment, and indeed any investment, is whether it creates value for shareholders. But
few marketing investments are evaluated from this perspective. Increasingly, boards of directors and city analysts the
world over are dissatisfied with this lack of accountability. Cranfield School of Management has been addressing this
problem by working with a range of blue-chip companies. They have created a new framework which shows how
marketing systematically contributes to shareholder value based on three key questions- • Does the promised market
exist? • Will the strategy deliver the market share promised? • Will the market share create shareholder value? This
groundbreaking new book explains the principles and practice behind rigorous due diligence in marketing for Marketing
and Finance Directors, CEOs, Strategists and MBA students wanting to understand the key drivers of modern business
Surely, the time has come for marketing directors to take their rightful place in the boardroom by proving that what they
are doing creates shareholder value added? * Connects marketing plans and investment to the valuation of the firm and
how it can contribute to increasing shareholder value * Systematic and practical approach useful for both practitioners
and students * New paperback edition
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This volume analyses the positive effects that tourism generates on resident’s quality of life, and how this influences
tourists’ quality of life as they enjoy an enriching experience in the destination they visit. It provides significant theoretical
and empirical contributions, as well as, case studies related to quality of life in hospitality and tourism marketing and
management. This volume is the result of the effort that many researchers from all over the world have done to spread
some new light on this outstanding research line and add knowledge on the relationship between tourism and quality of
life of both residents and tourists. This last is highlighted as a fundamental factor to take into account for the development
of new tourism practices. This volume is a true reference for researchers, students and professionals working in tourism
marketing and management.
Providing a fresh and innovative framework for the management of marketing communication processes, this textbook
uses references to communication studies, cultural studies and critical management studies to shift the focus from
message-making to relationship-building. Providing a contemporary examination of marketing as a social process, author
Varey focuses on a planned, integrated marketing communication programme. He combines a managerial perspective
with current communication and marketing theory, to develop a contemporary set of principles, incorporating such recent
developments as e-communication and new media. It investigates the issues of: organizing and locating marketing in a
business corporation management responsibility for planning and decision making the role of the marketing
communication manager in contemporary society. With a good balance of theory and practice and UK and European
case studies, this noteworthy book covers a range of issues of significance to both the public and private sectors, and
large, medium and small businesses.
Electronic Inspection Copy available for instructors here `I see this book as an important addition to the marketing
literature. A weakness in critical approaches to marketing is that they are often not made easily accessible to
undergraduate students. Chris Hackley has done a wonderful job in producing a rigorous text that remedies this situation
and makes critical perspectives accessible to all' - Professor Rob Lawson, University of Otago Does marketing really
work for organizations, managers and citizens? How can marketing management be studied and practised critically? This
key text introduces the essentials of critical thinking within the field of marketing in easy to read and understandable
terms. Integrating critical perspectives with the topics of the typical marketing curriculum, Chris Hackley has produced an
indispensable supporting text for upper level, undergraduate and postgraduate Marketing courses. A wide range of
issues are covered including: - Historical origins and influences in marketing - Introduction to the concepts of Critical
Theory - Marketing ‘orientation’ and the marketing ‘mix’ - Critique of marketing principles - Marketing and strategy The role of research in marketing - Marketing and managerial ideology - Marketing ethics Each chapter includes Chapter
Review questions, Case studies reflecting issues in the chapters, along with supporting case questions and reflections,
as well as stimulating practical examples.
An introduction to marketing concepts, strategies and practices with a balance of depth of coverage and ease of learning.
Principles of Marketing keeps pace with a rapidly changing field, focussing on the ways brands create and capture
consumer value. Practical content and linkage are at the heart of this edition. Real local and international examples bring
ideas to life and new feature 'linking the concepts' helps students test and consolidate understanding as they go. The
latest edition enhances understanding with a unique learning design including revised, integrative concept maps at the
start of each chapter, end-of-chapter features summarising ideas and themes, a mix of mini and major case studies to
illuminate concepts, and critical thinking exercises for applying skills.
Each coursebook includes access to MARKETINGONLINE, where you can: * Annotate, customise and create personally
tailored notes using the electronic version of the coursebook * Receive regular tutorials on key topics * Search the
coursebook online for easy access to definitions and key concepts
Marketing in the digital age poses major challenges for traditional and established practices of communication. To help
readers meet these challenges Principles of Integrated Marketing Communications: An Evidence-based Approach
provides a comprehensive foundation to the principles and practices of integrated marketing communications (IMC). It
examines a variety of traditional and digital channels used by professionals to create wide-reaching and effective
campaigns that are adapted for the aims of their organisations. This edition has been thoroughly revised and each
chapter includes: case studies of significant and award-winning campaigns from both Australian and international brands
that illustrate the application of explored concepts; discussion and case study questions that enable readers to critically
evaluate concepts and campaigns; a managerial application section that illustrates how concepts can be applied
effectively in a real situation; a 'further thinking' section that expands knowledge of advanced concepts and challenges
readers to think more broadly about IMC.
This title will help you to understand the core concepts of marketing and how they are applied in your organisation, the
customer orientation of marketing, some of the core techniques of marketing, the differences between domestic and
international marketing, and how these can apply to your own organisation, the strategic position of marketing within the
performance of your business. At a practical level, the module will enable you to carry out a marketing audit of your
organisation and contribute to marketing activities within your organisation.
As Europe moves towards becoming a truly single European market, its contribution to global marketing grows. This
topical text expands upon existing international marketing theory and synthesizes it with colourful examples of relevant
international marketing practice. Topics covered include: marketing information systems marketing research product
development pricing issues international promotion distribution channels. With a strong theoretical framework, this
informative text draws out the key issues within the developing European Union and the role it plays in marketing around
the globe. Its excellent pedagogy (including case studies, summaries, text boxes and a website to run alongside), helps
make it a valuable resource for academics and professionals alike. Visit the Companion website at
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www.routledge.com/textbooks/0415314178
Social Marketing involves the application of marketing techniques (usually associated with promoting consumption) to
social ends. Beyond this simple definition, social marketing offers an alternative to the standard Western economic model
of consumption at all costs. This popular introductory textbook has been updated to provide greater depth on marketing
theory, more on branding, co-creation of value, Community Based Prevention Marketing (CBPM) and the vital role of
critical thinking. In addition, the communications chapter is extended and radically updated to include much more on
digital media. The rise of corporate social responsibility is also critically analysed. The subject of social marketing is
brought to life with the integration of case studies from across the world to provide a textbook which is required reading
for students at advanced undergraduate and postgraduate levels.
Principles of Marketing
'Business Economics: Theory and Application' is an undaunting and accessible text that focuses on the real world of
business and how this relates to economics. The links to business are far more intrinsic that in other business economics
textbooks where a business "flavour" is simply added to traditional economics theory. It provides an in-depth jargon-free
analysis, particularly relevant for one semester courses. A variety of case studies and questions are used throughout the
text both to illustrate key points and for seminar and assignment work. Diagrams are included to aid the explanation of
complex issues, and review and discussion questions are incorporated to consolidate and expand on the learning. A
lecturer's supplement accompanies the text.
This book provides a thorough and detailed understanding of tourism marketing principles and practice within the context
of inter- organisational collaboration.
This systematically organized text, now in its second edition, gives an in-depth analysis of the multidimensional aspects
of strategic marketing. Comprising a harmonious blend of theoretical aspects and real-world applications, the book
presents the framework that governs a firm's strategic decisions in the area of marketing. Divided into five parts, the text
attempts to provide an explanation and critical analysis of the core concepts that have driven the growth and
development of the subject for decades. At the same time, emerging concepts that would shape the scope of the subject
have also been highlighted. The book is specifically written for the students who pursue academic and professional
programmes in marketing, management and business studies. KEY FEATURES • Provides case studies in the context of
Indian business at the end of each chapter to reinforce the understanding of the theory. • Comprises glossary of terms in
addition to chapter-end summary, exercises and references. • Emphasizes self-study approach by explaining complex
issues in a simple and student-friendly manner. NEW TO THE SECOND EDITION • Entirely revamped and updated to
make the book an effective teaching and learning resource. • New chapters on ‘Service Marketing Strategies’, ‘Global
Marketing Strategies’ and ‘Internal Marketing: A Tool for Implementation’. • Inclusion of several new sections
throughout the text as per the latest development in the field. TARGET AUDIENCE • Marketing MBA •
(Specialisation–Marketing)
Marketing is at the centre of the business education boom: a million or more people worldwide are studying the subject at
any one time. Yet despite widespread discontent with the intellectual standards in marketing, very little has changed over
the past thirty years. In this ground-breaking new work, Chris Hackley presents a social-constructionist critique of popular
approaches to teaching, theorising and writing about marketing. Drawing on a wide range of up-to-date European and
North American studies, Dr Hackley presents his argument on two levels. First, he argues that mainstream marketing's
ideologically driven curriculum and research programmes, dominated by North American tradition, reproduce business
school myths about the nature of practically relevant theory and the role of professional education in management fields.
Second, he suggests a broadened theoretical scope and renewed critical agenda for research, theory and teaching in
marketing. Intellectually rigorous yet comprehensible, this work will be of vital importance to all those interested in the
future of teaching and research in business and management.
Written in a user-friendly way to ensure the information is accessible, Introduction to Marketing Concepts is ideally suited
to students that are faced with time-pressures yet need to gain a comprehensive understanding of the main concepts of
marketing. The authors focus only on the points that are needed to be able to understand the theory, without the
entanglement of additional information. This ensures students do not have to wade through non-essential information to
get to grips with the subject. A balance between basic marketing and strategic concepts makes it suitable for all levels.
Each chapter contains a series of vignettes to illustrate the theory, with e-marketing perspective evident throughout and a
Web-based resource that accompanies the text.
This book is not available as a print inspection copy. To download an e-version click here or for more information contact
your local sales representative. 'For anyone interested in great social marketing practice in the 21st century, and how it
needs to adapt as our understanding of behaviour change evolves, this publication is chock full of good practice and
smart strategy.’ Dan Metcalfe, Deputy Director - Marketing, Public Health England, UK Strategic Social Marketing takes
a systemic approach to explaining and illustrating the added value of applying marketing to solve social problems. The
authors present social marketing principles in a strategic, critical and reflexive way to help engender social good via the
effectiveness and efficiency of social programmes in areas such as Health, Environment, Governance and Public Policy.
In illustrating how it can be applied, the text places Strategic Social Marketing in a global context, giving examples and
case studies from around the world. Set into a clear structure it: Takes you through an exploration of why marketing
should be an integral component of all social programme design and delivery when looking to achieve social good Moves
on to the nature and application of social marketing, rethinking traditional concepts such as ‘value’ and ‘exchange’ in
the social context Lays out the ‘how to’ so you can create fully realised strategy, plans, frameworks and tactics to
influence behaviours. Visit the Strategic Social Marketing Website - Featuring free resources for marketing students and
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lecturers.
The Principles of Islamic Marketing fills a gap in international business literature covering the aspects and values of
Islamic business thought. It provides a framework and practical perspectives for understanding and implementing the
Islamic marketing code of conduct. It is not a religious book. The Islamic Economic System is a business model adopted
by nearly one quarter of the world’s population. Baker Alserhan identifies the features of the Islamic structure of
International Marketing practices and ethics. Adherence to such ethical practices elevates the standards of behaviour of
traders and consumers alike and creates a value-loaded framework for meaningful cooperation between international
marketers and their Muslim markets. His book provides a complete guide for an organization when managing its entire
marketing function or when customising part of its offering to suit Muslim customers. It addresses the challenges facing
marketers involved in business activities with and within Islamic communities, the knowledge needs of academic
institutions, and the interest of multinationals keen on tapping the huge Islamic markets. Along the way, Baker Alserhan
provides insights into key elements such as, distribution channels, retailing practices, branding, positioning, and pricing;
all within the Muslim legal and cultural norms. This second edition brings the book up to date and features a number of
new case studies and two additional chapters on Maqasid Al Shariah and the Islamic economy, and a strategic
perspective on Islamic marketing and branding.
Elsevier/Butterworth-Heinemann’s 2006-2007 Official CIM Coursebook series offers you the complete package for exam success.
Comprising fully updated Coursebook texts that are revised annually and independently reviewed. The only coursebooks recomended by CIM
include free online access to the MarketingOnline learning interface offering everything you need to study for your CIM qualification. Carefully
structured to link directly to the CIM syllabus, this Coursebook is user-friendly, interactive and relevant. Each Coursebook is accompanied by
access to MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource designed specifically for CIM students,
where you can: *Annotate, customise and create personally tailored notes using the electronic version of the Coursebook *Search the
Coursebook online for easy access to definitions and key concepts *Access the glossary for a comprehensive list of marketing terms and
their meanings
Divided into nine parts, Leisure Marketing: a global perspective guides the reader through leisure and marketing concepts, the marketing mix,
key issues in different sectors, topical issues (such as globalisation, marketing research and ethics, for example branding and environmental
issues), and the future of leisure marketing. A section of the book is devoted entirely to international case studies, which illustrate and
highlight key themes and issues raised throughout in order to facilitate learning. Example of international cases used are: Disneyland Resort,
Paris: The Marketing Mix Manchester United Football Club: Marketing the Brand The Growth of the Online Retail Travel Market Hilton Head
Island, USA: The Leisure Island for Golf and Leisure Shopping Health, Leisure and Tourism Marketing including Spa Hotels, Health Clubs
and lake Resorts. This book combines real world experience with a solid theoretical framework. It is essential reading for anyone studying,
teaching or working in marketing in the leisure industry.
Butterworth-Heinemann’s CIM Coursebooks have been designed to match the syllabus and learning outcomes of our new qualifications and
should be useful aids in helping students understand the complexities of marketing. The discussion and practical application of theories and
concepts, with relevant examples and case studies, should help readers make immediate use of their knowledge and skills gained from the
qualifications.’ Professor Keith Fletcher, Director of Education, The Chartered Institute of Marketing ‘Here in Dubai, we have used the
Butterworth-Heinemann Coursebooks in their various forms since the very beginning and have found them most useful as a source of
recommended reading material as well as examination preparation.’ Alun Epps, CIM Centre Co-ordinator, Dubai University College, United
Arab Emirates Butterworth-Heinemann’s official CIM Coursebooks are the definitive companions to the CIM professional marketing
qualifications. The only study materials to be endorsed by The Chartered Institute of Marketing (CIM), all content is carefully structured to
match the syllabus and is written in collaboration with the CIM faculty. Each chapter is packed full of case studies, study tips and activities to
test your learning and understanding as you go along. •The coursebooks are the only study guide reviewed and approved by CIM (The
Chartered Institute of Marketing). •Each book is crammed with a range of learning objectives, cases, questions, activities, definitions, study
tips and summaries to support and test your understanding of the theory. •Past examination papers and examiners’ reports are available
online to enable you to practise what has been learned and help prepare for the exam and pass first time. •Extensive online materials
support students and tutors at every stage. Based on an understanding of student and tutor needs gained in extensive research, online
materials have been designed specifically for CIM students and created exclusively for Butterworth-Heinemann. Check out exam dates on the
Online Calendar, see syllabus links for each course, and access extra mini case studies to cement your understanding. Explore
marketingonline.co.uk and access online versions of the coursebooks and further reading from Elsevier and Butterworth-Heinemann.
INTERACTIVE, FLEXIBLE, ACCESSIBLE ANY TIME, ANY PLACE www.marketingonline.co.uk
This book presents an overall picture of both B2B and B2C marketing strategies, concepts and tools, in the aeronautics sector. This is a
significant update to an earlier book successfully published in the nineties which was released in Europe, China, and the USA. It addresses
the most recent trends such as Social Marketing and the internet, Customer Orientation, Project Marketing and Con current Engineering,
Coopetition, and Extended Enterprise. Aerospace Marketing Management is the first marketing handbook richly illustrated with executive and
expert inputs as well as examples from parts suppliers, aircraft builders, airlines, helicopter manufacturers, aeronautics service providers,
airports, defence and military companies, and industrial integrators (tier-1, tier-2). This book is designed as a ready reference for
professionals and graduates from both Engineering and Business Schools.
These proceedings represent the work of contributors to the 2nd European Conference on the Impact of Artificial Intelligence and Robotics
(ECIAIR 2020), hosted by ACI and Instituto Universitário de Lisboa (ISCTE-IUL), Portugal on 22-23 October 2020. The Conference Chair is
Dr Florinda Matos, and the Programme Chairs are Dr Ana Maria de Almeida and Prof Isabel Salavisa, all from Instituto Universitário de
Lisboa (ISCTE-IUL), Portugal.
The buying, selling, and writing of books is a colossal industry in which marketing looms large, yet there are very few books which deal with
book marketing (how-to texts excepted) and fewer still on book consumption. This innovative text not only rectifies this, but also argues that
far from being detached, the book business in fact epitomises today’s Entertainment Economy (fast moving, hit driven, intense competition,
rapid technological change, etc.). Written by an impressive roster of renowned marketing authorities, many with experience of the book trade
and all gifted writers in their own right, Consuming Books steps back from the practicalities of book marketing and takes a look at the industry
from a broader consumer research perspective. Consisting of sixteen chapters, divided into four loose sections, this key text covers: * a
historical overview * the often acrimonious marketing/literature interface * the consumers of books (from book groups to bookcrossing) * a
consideration of the tensions that both literary types and marketers feel. With something for everyone, Consuming Books not only
complements the ‘how-to’ genre but provides the depth that previous studies of book consumption conspicuously lack.
BH CIM Coursebooks are crammed with a range of learning objective questions, activities, definitions and summaries to support and test
your understanding of the theory. The 07/08 editions contains new case studies which help keep the student up to date with changes in
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Marketing strategies. Carefully structured to link directly to the CIM syllabus, this Coursebook is user-friendly, interactive and relevant. Each
Coursebook is accompanied by access to MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource designed
specifically for CIM students which can be accessed at any time. *Written specially for the Marketing Research and Information module by the
Senior Examiner * The only coursebook fully endorsed by CIM * Contains past examination papers and examiners' reports to enable you to
practise what has been learned and help prepare for the exam
Imagination is a word that is widely used by marketing practitioners but rarely examined by marketing academics. This neglect is largely due
to the imagination's 'artistic' connotations, which run counter to the 'scientific' mindset that dominates marketing scholarship. Of late, however,
an artistic 'turn' has taken place in marketing research, and this topical study argues that the mantle of imagination has now passed on from
the artist to the marketer. It contends, moreover, that the tools and techniques of artistic appreciation can be successfully applied to all
manner of marketplace phenomena. Key features include: * the treatment of artistic artefacts as a source of marketing understanding * a
detailed discussion surrounding the argument that marketers should adopt more imaginative modes of academic expression * an analysis of
the kind of art that marketing is, and the place of imagination in marketing's artistic palette. This book provokes a new way of thinking about
marketing, and will prove invaluable to marketing academics, researchers and practitioners.

The recent explosion of digital media, online networking, and e-commerce has generated great new opportunities for those
Internet-savvy individuals who see potential in new technologies and can turn those possibilities into reality. It is vital for such
forward-thinking innovators to stay abreast of all the latest technologies. Web-Based Services: Concepts, Methodologies, Tools,
and Applications provides readers with comprehensive coverage of some of the latest tools and technologies in the digital industry.
The chapters in this multi-volume book describe a diverse range of applications and methodologies made possible in a world
connected by the global network, providing researchers, computer scientists, web developers, and digital experts with the latest
knowledge and developments in Internet technologies.
"This book brings together academics, policy-makers and practitioners, with the goal of delivering a reference edition for all those
interested in approaches and applications of technology enhanced learning for people with disabilities"--Provided by publisher.
An essential book for today's marketer now that integrated marketing communications form a critical success factor in building
strong brands and strong companies This new edition is still the only textbook on the market to deal with all aspects of IMC from a
strategic perspective Corporate image, identity and reputation have never been more important and this book unlocks the key
factors in achieving and enhancing this Integrated Marketing Communications is not just about utilizing different communication
options in your marketing campaign; it is about planning in a systematic way to determine the most effective and consistent
message for your target audience. As such, it depends upon identifying the best positioning, generating positive brand attitude, a
consistent reinforcement of the brand's message through IMC channels, and ensuring that all marketing communication supports
the company's overall identity, image, and reputation. This textbook is a roadmap to achieving this, thoroughly updated to reflect
the dynamic changes in the area since the first edition was published. New to this edition: New sections on social media and now
to integrate them into your marketing function New chapter on message development and an enhanced chapter on the IMC plan
Robust pedagogy to help reinforce learning and memory Enhanced teaching materials online to help lecturers prepare their
courses Brand new real-life case study vignettes
The completely revised and updated 3rd edition of the hugely successful Strategic Marketing: planning and control continues to
provide a concise yet comprehensive synthesis of the key strategic marketing concepts. The text cuts through the complexity and
jargon surrounding the subject and is tightly written to accommodate the reading time pressures on students. A clear,
comprehensive and user-friendly text it provides an unrivalled digest of the tools, techniques and knowledge required to
understand strategic marketing. Covering contemporary issues by exploring current developments in marketing theory and
practice. It offers- • Coverage of key developments in customer relationship management, business ethics, market-led orientation
and resource/asset-based approaches to internal analysis and planning • A highly exam focused approach which has been class
tested and refined • A new chapter offering a ‘problem-based learning’ (PBL) approach to the subject • Thoroughly revised and
updated case studies and vignettes of real world best practice throughout the text Now established as one of the leading texts in
the field Strategic Marketing 3rd edition will continue to be an essential learning tool for CIM students and marketing
undergraduates and postgraduates. It will also be ideal for marketing professionals who want to improve their strategic knowledge
and those on relevant executive courses.
Marius Lüdicke documents and explains the largely abandoned scholarly ambition to develop a general theory of marketing.
Drawing on Luhmannian social systems theory the author proposes a fundamentally different comprehensive concept of marketing
that fulfills foundational scholarly and managerial requirements in an unprecedented way.
Providing a fresh and innovative framework for the management of marketing communication processes, this textbook shifts the
focus from message-making to relationship-building, focusing on a planned, integrated marketing communication programme.
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