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The Third Edition of this market-leading text has been updated and expanded with contemporary case material and more detailed
coverage of the main topics and trends in corporate communication. New to the Third Edition: - New chapters on strategic
planning and campaign management, research and measurement and CSR and community relations - Greatly expanded
coverage of key areas: internal communication, leadership and change Communication, issues management, crisis
communication and corporate branding - Other topics to receive new coverage include: public affairs, social media, internal
branding and issues of globalization. - New and up-to-date international case studies, including new full-length case studies and
vignettes included throughout the chapters. - Further reading and new questions-for-reflection will provide the reader with a means
to challenge and further their understanding of each of the topics in the book. - Online teaching material for lecturers and students
including: instructors manual, PowerPoint slides and new international case studies of varied length, SAGE Online journal
readings, videos, online glossary and web links Praise for the Second Edition: "This is a must-have reference book for Chief
Executives, Finance Directors, Corporate Communicators and Non-executive Directors in this "involve me" era of stakeholder
engagement and corporate communications. How I wish I had had this book on my desk as a Chief Reputation Officer!" - Mary Jo
Jacobi, Former Chief Reputation Officer of HSBC Holdings, Lehman Brothers and Royal Dutch Shell 'This is a comprehensive and
scholarly analysis of corporate communications. It will offer students and practitioners alike a considerable aid to study and
understanding which will stand the test of time in a fast changing business' - Ian Wright, Corporate Relations Director, Diageo
This book offers a groundbreaking collection of themed chapters in the emerging field of Corporate Social Responsibility (CSR)
Communication. Via an international approach, these chapters explore the theory, practice, and issues involved in communicating
CSR and make for fascinating reading.
Strategic Marketing Management: Theory and Practice offers a systematic overview of the fundamentals of marketing theory,
defines the key principles of marketing management, and presents a value-based framework for developing viable market
offerings. The theory presented stems from the view of marketing as a value-creation process that is central to any business
enterprise. The discussion of marketing theory is complemented by a set of practical tools that enable managers to apply the
knowledge contained in the generalized frameworks to specific business problems and market opportunities. The information on
marketing theory and practice contained in this book is organized into eight major parts. The first part defines the essence of
marketing as a business discipline and outlines an overarching framework for marketing management that serves as the
organizing principle for the information presented in the rest of the book. Specifically, we discuss the role of marketing
management as a value-creation process, the essentials of marketing strategy and tactics as the key components of a company’s
business model, and the process of developing an actionable marketing plan. Part Two focuses on understanding the market in
which a company operates. Specifically, we examine how consumers make choices and outline the main steps in the customer
decision journey that lead to the purchase of a company’s offerings. We further discuss the ways in which companies conduct
market research to gather market insights in order to make informed decisions and develop viable courses of action. Part Three
covers issues pertaining to the development of a marketing strategy that will guide the company’s tactical activities. Here we focus
on three fundamental aspects of a company’s marketing strategy: the identification of target customers, the development of a
customer value proposition, and the development of a value proposition for the company and its collaborators. The discussion of
the strategic aspects of marketing management includes an in-depth analysis of the key principles of creating market value in a
competitive context. The next three parts of the book focus on the marketing tactics, viewed as a process of designing,
communicating, and delivering value. Part Four describes how companies design their offerings and, specifically, how they
develop key aspects of their products, services, brands, prices, and incentives. In Part Five, we address the ways in which
companies manage their marketing communication and the role of personal selling as a means of persuading customers to
choose, purchase, and use a company’s offerings. Part Six explores the role of distribution channels in delivering the company’s
offerings to target customers by examining the value-delivery process both from a manufacturer’s and a retailer’s point of view.
The seventh part of the book focuses on the ways in which companies manage growth. Specifically, we discuss strategies used by
companies to gain and defend market position and, in this context, address the issues of pioneering advantage, managing sales
growth, and managing product lines. We further address the process of developing new market offerings and the ways in which
companies manage the relationship with their customers. The final part of this book presents a set of tools that illustrate the
practical application of marketing theory. Specifically, Part Eight delineates two workbooks: a workbook for segmenting the market
and identifying target customers and a workbook for developing the strategic and tactical components of a company’s business
model. This part also contains examples of two marketing plans—one dealing with the launch of a new offering and the other
focused on managing an existing offering.
This fifth edition of the best-selling Marketing Book has been extensively updated to reflect changes and trends in current
marketing thinking and practice. Taking into account the emergence of new subjects and new authorities, Michael Baker has
overhauled the contents and contributor lists of the previous edition to ensure this volume addresses all the necessary themes for
the modern marketer. In particular, the 'Marketing Book' now broaches the following 'new' topics: * Channel management management of the supply chain * Customer Relationship Management * Direct marketing * E-marketing * Integrated marketing
communications * measurement of marketing effectiveness * Postmodern and retro-marketing * Relationship marketing * Retailing
Like its predecessors, the 'Marketing Book 5th edition' is bursting with salient articles from some of the best known academics in
the field. It amounts to an all-embracing one-volume companion to modern marketing thought, ideal for all students of marketing. *
The authoritative reference source for marketers, now in its fifth edition * An overview of current thinking and practice, revised to
reflect shifts in the marketing world * Seminal collection of articles by leading academics and practitioners
This proceedings volume highlights cutting-edge approaches for contemporary issues evolved in strategic marketing and the
integration of theory and practice. It focuses on strategic research and innovative activities in marketing that can be used in
everyday operations. The contributions have been divided into eight sections, grouping emerging marketing technologies together
in a close examination of practices, problems and trends. The first section examines management challenges which influence
societies, cultures, networks, organizations, teams, and individuals. It emphasizes ways business processes foster innovation and
facilitate management transitions from dominant structures to more evolutionary, developmental paradigms. The second section
discusses the benefits and guidelines to implementation of green marketing strategies. The following section pursues new
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perspectives of the role of location in marketing and its impact on consumer well-being. The next section explores the impacts of
user generated content (UGC) on marketing theories and practice, which is followed by a section identifying how market-based
assets can contribute to a sustainable competitive advantage. The sixth section covers understanding consumer perception to
make marketing decisions. The final sections promote the use of business informatics and modeling in marketing and also the
development of integrating information management in ways that change how people use information to engage in knowledge
focused activities. The papers from the proceedings of the 6th International Conference on Strategic Innovative Marketing (IC-SIM
2017) have been written by scientists, researchers, practitioners and students that demonstrate a special orientation in strategic
marketing, all of whom aspire to be ahead of the curve based on the pillars of innovation. This proceedings volume shares their
recent contributions to the field and showcases their exchange of insights on strategic issues in the science of innovation
marketing.
Social marketing is an exciting new field of study that promises much to help alleviate many dilemmas of the human condition. It
may be associated with any social project undertaken where human interests (short and long term) override commercial ones. The
Promise of Social Marketing examines the potential of this new field to help address effectively local and global issues that most
nations are grappling with. It clarifies the history, philosophies, disciplines and techniques associated with best practice and
highlights the need to engage with this field to help develop it further, so as to benefit humanity as a whole. There is an ongoing
debate about the nature of marketing and whether it is able to fulfill or adapt to both commercial and social objectives. The unifying
view is that marketing is a tool that can be used for individual, organizational or social benefits, and the aim of this book is to
introduce the reader to an approach that is developing into a promising and rich new science, currently known as Social Marketing.
It is a tool that brings hope to improving the world for good. The book guides the reader, step by step, demonstrating how this
promising area can be applied to aims as diverse as HIV/AIDS prevention, responsible (global) citizenship, conflict resolution or
the promotion of a worthwhile education. It will be of interest to not only those who study marketing, management, business ethics,
education and public policy but anybody who’s interest is in improving the human condition.
As marketing professionals look for ever more effective ways to promote their goods and services to customers, a thorough
understanding of customer needs and the ability to predict a target audience’s reaction to advertising campaigns is essential.
Marketing and Consumer Behavior: Concepts, Methodologies, Tools, and Applications explores cutting-edge advancements in
marketing strategies as well as the development and design considerations integral to the successful analysis of consumer trends.
Including both in-depth case studies and theoretical discussions, this comprehensive four-volume reference is a necessary
resource for business leaders and marketing managers, students and educators, and advertisers looking to expand the reach of
their target market.

This book contains the proceedings of the sixth conferences on the topic of sustainable regional development organized
by the Wessex Institute of Technology. First held in 2003, the conference facilitates communication between all scientists
specialising in the wide range of subjects included within sustainable development and planning. These include planners,
environmentalists, architects, engineers, policy makers and economists, who all must work together in order to ensure
that planning leads to sustainable development that meets present needs without compromising our future.The papers
included in the book cover Regional planning; City planning; Sustainability and the built environment; Cultural heritage;
Environmental management; Resources management; Social and political issues; Rural developments; Sustainable
solutions in developing countries; Transportation; Energy resources; Environmental economics.
Examines advertising strategies that promote consumerism from the earliest ages, offering advice to parents and
teachers on how to reverse the damaging effects of commercialism on developing children.
In today’s digital age, online and mobile advertising are of growing importance, with advertising no longer bound to the
traditional media industry. Although the advertising industry still has broader access to the different measures and
channels, users and consumers today have more possibilities topublish, get informed or communicate – to “co-create” –,
and toreach a bigger audience. There is a good chance thus that users and consumers are better informed about the
objectives and persuasive tricks of the advertising industry than ever before. At the same time, advertisers can inform
about products and services without the limitations of time and place faced by traditional mass media. But will there really
be a time when advertisers and consumers have equal power, or does tracking users online and offline lead to a situation
where advertisers have more information about the consumers than ever before? The volume discusses these
questionsand related issues.
Persuasion Ethics Today explores persuasive communication in the fields of advertising, promotions, public relations and
integrated marketing communication, and is designed for course use in advertising curricula. Ethical questions have
become increasingly important in today's media landscape, and issues of regulation, privacy, and convenience are the
subjects of heated debate among consumers, industry professional, policy makers, and interest groups. With the
explosion of social media, mobile devices, tracking technologies, and behavioral targeting, the ethical issues about
persuasion continue to increase in importance. This book's goal is to offer a broad introduction to the ethical standards,
challenges, understanding, and decision-making strategies involved in the practice of persuasion. Persuasion Ethics
Today links real world persuasive communication activities to fundamental philosophies of ethics. It also offers tools for
students and practitioners to engage with ethical dilemmas in a systematic way, and jumpstart debates about the right
ethical choices in an increasingly complex media and social environment.
Improve your grasp of contemporary European marketing issues with these fascinating case studies and analyses! From
the editor: Europe is not a homogenous mass market. It is rather a heterogeneous market with substantial regional,
country, and individual market differences. There are three major sub-markets: European Union (EU) countries,
European Free Trade Area (EFTA) countries, and Eastern/Central European (ECE) countries (accession countries). Ten
of these countries joined the EU on May 1st, 2004. These countries offer tremendous market opportunities for other
European countries, as there is a strong demand in these ten countries for various products and services. Very soon, we
will be witnessing the emergence of an enlarged Europe with high market and investment potential. This resource
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examines marketing practices and consumer behavior in several EU countries, plus one EFTA country and one
Associate EU member country. With conceptual frameworks, case studies, analytical insights into European marketing
issues, empirical data, and propositions for future testing, European Perspectives in Marketing presents clear,
understandable writing on: outsourcing industrial products from Eastern and Central European suppliers cross-cultural
differences in the effect of advertising repetition and size—with a case study from Germany the internationalization of
small high-tech firms—with case examples from Norway the impact of the euro on Italian consumers' currency adjustment
strategies—have they successfully adapted to the new currency by substituting their old internal price references (based
on the high-denomination lira) with a new set of references that reflects the low-denomination currency of the euro?
international antitrust strategies and the policies of Pepsi and Coke in Europe as compared to in the United States—and a
look at the managerial and public policy implications of US and EU antitrust regulations recent advances in Information &
Communication Technology (ICT) and how they can reduce the communication barriers between and within
geographically dispersed organizations why young Turkish adults (high school and university students, and young people
in the workforce) purchase and use mobile telephones for symbolic rather than practical reasons
EBOOK: Principles and Practice of Marketing, 9e
With chapters written by experts in their field, this volume advances the understanding of theory and successful practice
of marketing and promoting environmental sustainability. Some experts predict that the next big trend in business will
involve the green economy. Yet, communicating sustainability to consumers provides a set of challenges for marketers
that do not necessarily follow all the rules of other types of marketing communication. In many ways the concept of
sustainability challenges the core ideals of promoting consumption. Accordingly, this book identifies for researchers and
practitioners the barriers that keep customers from engaging in environmentally sustainable consumption and find ways
to overcome those barriers. The book includes topics such corporate advertising strategy related to sustainability,
corporate social responsibility advertising, greenwashing, advertising related to values, persuasion and persuasion
knowledge in sustainability marketing, social media and sustainability, and advertising and public policy.
First Published in 2015. Routledge is an imprint of Taylor & Francis, an Informa company.
Business development in the contemporary world takes place in an economically, politically, and socially complex environment.
Today, it is necessary to recognize the tremendous cultural diversity of the world and it is essential to consider the specific cultural
values in managerial strategy and business practice worldwide. Organizational Culture and Behavioral Shifts in the Green
Economy provides emerging research on the relationships between organizations in the context of culture and diversity within a
sustainable economy. This book provides important insights into topics such as circular economy, green advertising, and
sustainable development. Additionally, it addresses the significance of concepts such as culture, organizational culture, individual
culture, and the style of leadership, which have been the concern of many management professionals and scholars. This
publication is a vital resource for business managers, professionals, practitioners, students, and researchers seeking current
research on the impact of organizational culture and behavioral shifts on sustaining a green economy.
Marketing Theory introduces and explains the role of theory in marketing by uncovering its histories, disciplinary underpinnings,
subfields, discourses and debates. From strategy and ethics to digital marketing and consumer behaviour, leading marketing
experts shine a light on what can be a challenging perspective of marketing. In this new Third Edition there are up-to-date
examples from global companies such as Pepsi, Amazon and H&M; entirely new chapters on Digital and Social Media Marketing,
and Service-Dominant Logic (SD-L) and contributions from Global Specialists including Bob Lusch, Patrick Murphy and Susan
Hart. Ideal for Upper level undergraduate and postgraduate marketing students studying marketing theory, critical marketing, and
the history of marketing modules.
With over 4000 entries, including key terms and concepts covering advertising, sales promotion, public relations, direct marketing,
personal selling and e-marketing, this text reflects the changing dynamics of the marketing profession.
Now in its Sixth Edition, Persuasion: Social Influence and Compliance Gainingcontinues to boast an accessible voice and vibrant
aesthetic that appeal to undergraduate students of communication, psychology, advertising, and marketing. In addition to
presenting established theories and models, this text encourages students to develop and apply general conclusions about
persuasion in real-world settings. Along the way, students are introduced to the practice of social influence in an array of contexts
(e.g., advertising, marketing, politics, interpersonal relationships, social media, groups) and across a variety of topics (e.g.,
credibility, personality, deception, motivational appeals, visual persuasion). The new edition features an expanded treatment of
digital and social media, up-to-date research on theory and practice, and enhanced discussions of topics such as political
campaigning, emotional marketing, olfactory influence, and ethics. Instructors can also use the books downloadable test bank,
instructors manual, and PowerPoint slides in preparing course material.
Digital Advertising offers a detailed and current overview of the field that draws on current research and practice by introducing key
concepts, models, theories, evaluation practices, conflicts, and issues. With a balance of theory and practice, this book helps
provide the tools to evaluate and understand the effects of digital advertising and promotions campaigns. New to this edition is
discussion of big data analysis, privacy issues, and social media, as well as thought pieces by leading industry practitioners. This
book is ideal for graduate and upper-level undergraduate students, as well as academics and practitioners.
Propaganda has become an inescapable part of modern American society. On a daily basis, news outlets, politicians, and the
entertainment industry -- with motives both dubious and well-intentioned -- launch propagandistic appeals. In Propaganda and
American Democracy, eight writers explore various aspects of modern propaganda and its impact. Contributors include leading
scholars in the field of propaganda studies: Anthony Pratkanis tackles the thorny issue of the inherent morality of propaganda; J.
Michael Sproule explores the extent to which propaganda permeates the U.S. news media; and Randal Marlin charts the methods
used to identify, research, and reform the use of propaganda in the public sphere. Other chapters incorporate a strong historical
component. Mordecai Lee deftly analyzes the role of wartime propaganda, while Dan Kuehl provides an astute commentary on
former and current practices, and Garth S. Jowett investigates how Hollywood has been used as a vehicle for propaganda. In a
more personal vein, Asra Q. Nomani recounts her journalistic role in the highly calculated and tragic example of the ultimate act of
anti-American propaganda perpetrated by al-Qaeda and carried out against her former colleague, Wall Street Journal reporter
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Daniel Pearl. Propaganda and American Democracy offers an in-depth examination and demonstration of the pervasiveness of
propaganda, providing citizens with the knowledge needed to mediate its effect on their lives.Edited by Nancy Snow
International Marketing Compact offers a new perspective in teaching international marketing. The authors address issues in a novel way by
bringing in cases from advanced and emerging markets. In this connection they also discuss technological requirements of the 21st century
and how these developments necessitate a change in looking at international marketing issues. The individual chapters follow the necessary
steps to develop and implement projects successfully in the international market place. The knowledge, which is provided for both students
and practitioners, is well balanced in terms of theoretical input and managerial application. This is the result of numerous examples presented
in this book not only from Europe, but also from other markets throughout the world. The book is addressed to various student groups: those
in a bachelor’s program studying business, economics and international trade can well use the book to gain a broad and current perspective
on trends in international marketing theory and practice. Those in a master’s program for business, economics and international trade can
use the book as a guide for building a theoretical background for their term projects and the case studies they analyze. Those at the PhD
level in the same or similar disciplines can take a compact look at 21st century international marketing. It is also beneficial for international
students, for example, for Erasmus students at European universities, who are building a common international marketing background and
perspective that they can take back to their studies at their home universities.
The modern era of business has prompted an increased focus on the consumer and the responsibility of corporations to consider their ethical
and social obligations to their customers. The rise of the consumerist movement has encouraged further research and development on the
topic of consumerism, enabling business to succeed in a consumer-driven market. Handbook of Research on Consumerism in Business and
Marketing: Concepts and Practices features research on diverse topics on consumerism in the global marketplace, focusing on the ways in
which businesses can improve their relationships with customers as well as analyze and influence purchasing behavior. As a comprehensive
reference source on topics pertaining to consumer management, identity, and behavior, this publication is intended for use by marketing
professionals, business managers, students, and academicians.
The advent of the internet largely changed the landscape of marketing to adopt a wide variety of communication techniques and creative
selling on virtual platforms. Gaming provides a highly pervasive and influential mode of offering new media communication to consumers that
can be further improved by digital innovation. Application of Gaming in New Media Marketing is a collection of vital research on the methods
and applications of gaming in marketing, including its growth, recent trends, practices, issues, and main challenges. Highlighting a range of
topics including digital advertising, media planning, and social media marketing, this book is ideally designed for marketers, software
developers, managers, business researchers, academicians, and graduate-level students seeking current research on new and innovative
methods to reach and connect with audiences through games in a highly interactive, measurable, and focused way.
This edited collection presents cutting edge research into the topic of green messages and subsequent consumer responses. The research
studies draw on a rich tradition of communication, psychological and sociological theories that examine consumer responses in a nuanced
way. At the same time, the studies present important implications for advertising practitioners and academics alike. Written by
communications scholars from North America, Europe and Asia, the studies encompass a range of research techniques including
experiments, surveys, content analyses and depth interviews. The book provides important insights into current practice as well as directions
for future research. This book was originally published as a special issue of the Journal of Advertising.
This volume represents the compiled conference proceedings for the TOP Biodiversity Conference that took place in June 2010 at
Intercollege-Larnaca in Cyprus
Advertising provides a comprehensive coverage of the subject matter. It gives some sample of case studies. There are ten classes of the
subject matter. These are classified as being persuasive, informative, institutional, financial, classified, retail, cooperative, industrial,
government, and trade. Each of these types is defined and comprehensively explained. The subject matter also has a role to society and this
is discussed in the text. The book defines such term as marketing, propaganda, and public relations. Different medium of commercial delivery
are outlined. Such medium as via press, television, radio, cinema, direct mail, and exhibitions are analyzed. The process of doing an
advertisement is discussed in detail. This is followed by a description of the six sides to advertising. Several advertising organizations are
described in detail. And a section of the text identifies the ways in which commercials are being funded. The book will provide useful
information to commercial creators, marketers, agents, students, and researchers in the field of marketing.
The most exciting, practitioner-based introduction available to the field of advertising. Exceptionally real-world in focus—with examples, issues,
and applications interlaced throughout—this best-selling introduction to both the theory and practice of advertising provides important insights
into how advertising is done, who does it, and the critical questions that must be resolved. It provides a focus on what principles and practices
make advertising effective—and the volume's rich and extensive support package make the teaching/learning process not only exciting, but
more effective as well. The volume examines advertising foundations, environment, background, planning, and strategy, advertising media,
creating advertising and marketing communication elements. For those interested in effective advertising.
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 * Written specially for the Marketing in practice module by the CIM senior examiner for marketing management in practice
module * 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
Now in its second edition, Advertising and Societies: Global Issues provides an international perspective on the practice of advertising while
examining some of the ethical and social ramifications of advertising in global societies. The book illustrates how issues such as the
representation of women and minorities in ads, advertising and children, and advertising in the digital era have relevance to a wider global
community. This new edition has been updated to reflect the dramatic changes impacting the field of advertising that have taken place since
publication of the first edition. The growing importance of emerging markets is discussed, and new photos are included. The book provides
students and scholars with a comprehensive review of the literature on advertising and society and uses practical examples from international
media to document how global advertising and global consumer culture operate, making it an indispensable research tool and invaluable for
classroom use.
"This book addresses Internet marketing and the World Wide Web, and other electronic marketing tools such as geographic information
systems, database marketing, and mobile advertising"--Provided by publisher.
This book addresses the rising concept of 21st century societal marketing which entails that marketers should fulfill the needs of their target
group in ways that enhance the well-being of a society as a whole. In the past, social responsibility and corporate ethics may not have been
the key elements of corporate and business strategy. However, in the last decade the picture has changed dramatically. Consumers are more
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concerned about ethical issues and the effects of business activities on the environment and the society. The impact and importance of
ethical consumerism is escalating. The consumers are more attentive and expect companies promote their ethical credentials in order to
make them more accountable of their actions. This book also reveals how companies should realize that corporate social responsibility (CSR)
is not an illustration of corporate altruism but a source of opportunity, and competitive advantage. Finding and following social initiatives as a
part of the key business model is proved to be one of the competitive strengths in many instances. This book covers different issues related
to ethics, social responsibility and sustainability in marketing and presents different cases and applications from different countries. Together
with the best practices, each case and research is expected to shed light on how to improve the role of marketing in helping to the
development and well-being of the society.
A study of the more than fifty US and International glossy publications for women. This analysis focuses on the strategies by which the
commercial structure shapes the cultural content, the magazines' repetitive attempts to secure a consensus about the feminine that is
grounded in consumerism, and the contradictory semiotic structures at work within and between purchased ads, covert ads, and editorial
features.
Social Marketing: marketing in the service of societal problems. Does this approach represent dangerous social engineering, or is it the best
hope we have to treat what are often regarded as intransigent problems? For both academics and practitioners involved with social
marketing, the domain remains in its infancy. Programs and approaches are being developed and implemented by practitioners; academics
are defining "what it is," "where it comes from," and "where it is going." This book incorporates many of the presentations made at the "Role
of Advertising in Social Marketing" Conference sponsored by the Society for Consumer Psychology. Professionals from academia,
government, and non-government organizations address a highly diverse and interesting set of societal concerns ranging from organ
donation to violence in sports, from efforts to promote safe sex and family planning to better understand cigarette smokers and their
perceptions. Are marketing's "four Ps"--product, price, place, and promotion--enough to help solve these problems, or does social marketing
at the end of the 1990s need to call on other Ps, such as political persuasion? This volume thoughtfully addresses theoretical and empirical
issues challenging academics and practitioners alike to find out how to borrow the best of marketing for application in social marketing.
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