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Single Point of Failure
Strategic Purchasing and Supply Management
Business Research Handbook is the best strategic approach to research. It gives
you ready-to-adapt strategies that streamline and focus your information search,
complete with: Procedures that progressively sift and regroup your research
decision points that allow you to evaluate which steps remain The most costeffective ways to take advantage of today's electronic media resources Efficient
ways to retrieve the information your search has located. Easy-to-adapt sample
research strategies are found throughout the book to help you confidently and
quickly conduct your research in unfamiliar areas. You will find that the Business
Research Handbook is designed in a graphic, user-friendly format with easy-torecognize icons as reference pointers, and extensive lists of sources and material
to help you obtain the information you need to: Compile biographical information
on key players or parties Investigate potential business partners or competitors
Engage in marketing research Compile a company profile Locate expert witnesses
and verify credentials And much more.

Business Research Handbook
'Market Driven Strategy' is a buzzword that many business people use without fully
grasping its meaning. Now George Day, the inventor of the phrase, follows up his
groundbreaking book MARKET DRIVEN STRATEGY with practical advice for
managers who want to better communicate with their customers, perform miles
ahead of their competitors, and continually be responsive to both. Based on nearly
a decade of research, teaching, and consulting on the topic, THE MARKET DRIVEN
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ORGANIZATION shows how to apply Day's essential marketing theories to an entire
company. Complete with diagnostic questionnaires and other assessment tools to
identify strengths and weaknesses and lead companies through change, THE
MARKET DRIVEN ORGANIZATION is an indispensable guide that will provide
managers with crucial insights drawn from the most thorough research of the
decade.

The Oxford Handbook of Strategic Sales and Sales
Management
Preface to Marketing Management can be used in a wide variety of settings.
Integrating E-commerce topics throughout, as well as analyses of proven teamwork
techniques and strategies, this flexible and concise book provides the reader with
the foundations of marketing management while allowing room for the instructor
to use outside readings, Web research, and other resources to build knowledge.

Strategic Marketing
"'International Business' addresses the strategic, structural and functional
implications of international business in firms around the world."--Source inconnue.

Fundamentals of Collection Development and Management
The overall success of an organization is dependent on how marketing is able to
inform strategy and maintain an operational focus on market needs. With an array
of examples and case studies from around the world, Lancaster and Massingham's
vital study offers an alternative to the traditional American focused teaching
materials currently available. This second edition has been fully revised and
updated, including a new chapter on digital marketing written by Dr Wilson Ouzem.
Topics covered include: consumer and organizational buyer behaviour product and
innovation strategies direct marketing Social media marketing Designed and
written for undergraduate, MBA and masters students in marketing management
classes, Essentials of Marketing Management builds on the successful earlier
edition to provide a solid foundation to understanding this core topic.

Thriving in a New World Economy
This book explores how enterprises adapt to challenges in their business
environments. It focuses on the critical elements within organisations that every
executive must address in order to remain competitive. It takes a pluralist
approach in trying to broaden our knowledge on organisational adaptations. It also
offers an exploratory delve into existing literature of organisational study. This is
biased for content, context and process framework and processual analytic
approach in order to identify, determine, understand the intricacies of adaptations
going on in various business organisations. The book also includes a case study of
how Kodak and Fujifilm responded to digitalisation of photographic film industry,
which is an example of major adaptation change. Many global brands are often
contending with similar issues and real life challenges. Simply put, today’s
business environment demands a new way of doing business that challenges
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brand’s existing core business philosophy. Organisations are ‘individual’ entities in
their own rights. Businesses have devised ways of surviving their environments.
They do this by downsizing, merger and acquisition, business ecosystems, other
forms of collaborations and strategic alliances. While this is true, current research
works into generic predictors and/or concepts that enhance the transformation
process are scarce. It is particularly important to align the theories and concepts of
organisational adaptations with realities in the business environment. This book
delves deep and explains adaptations in organisations, but also offers insight for
how executives can adapt and thrive in their dynamic business environments.

Sustainable Business Models
A History of Modern Psychology, 3rd Edition discusses the development and
decline of schools of thought in modern psychology. The book presents the
continuing refinement of the tools, techniques, and methods of psychology in order
to achieve increased precision and objectivity. Chapters focus on relevant topics
such as the role of history in understanding the diversity and divisiveness of
contemporary psychology; the impact of physics on the cognitive revolution and
humanistic psychology; the influence of mechanism on Descartes's thinking; and
the evolution of the third force, humanistic psychology. Undergraduate students of
psychology and related fields will find the book invaluable in their pursuit of
knowledge.

A Preface to Marketing Management
"Expert guidance for establishing an organization's supply risk management
program Single Point of Failure: The 15 Laws of Supply Chain Risk Management
offers insider guidelines for managing the risk of supply chains gained from
customer success and failures. Analyzing and providing recommendations for
various supply chain functions and risk, this book includes risk associated during
various states of procurement, logistics/transportation, and manufacturing,
warehousing and sales. Author Gary Lynch reveals the 15 key laws to mind when
managing the risk of supply chains gained from customer successes and failures,
as well as how to avoid bad decisions, and gather better information to make
decisions. Gary S. Lynch, CISSP, (Mendham, NJ) is Managing Director and Practice
Leader for the Risk & Resiliency Strategies Practice at Marsh"--Provided by
publisher.

Strategic Market Management
This text and casebook discusses the concepts and processes for gaining the
competitive advantage in the marketplace. The authors examine many
components of a market-driven strategy, including technology, customer service,
customer relationships, pricing and the global economy.

Marketing Management
This book is a printed edition of the Special Issue "Sustainable Business Models"
that was published in Sustainability
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Marketing Across Cultures
Annotation This revised edition of the bestseller reflects the realities of the new
high-tech marketplace where effective marketing strategy counts as much as the
latest technology. New material includes case studies on how high-tech giants
came out of the tech market meltdown stronger and more competitive.

Education and social justice in a digital age
Applied Econometrics: A Practical Guide is an extremely user-friendly and
application-focused book on econometrics. Unlike many econometrics textbooks
which are heavily theoretical on abstractions, this book is perfect for beginners and
promises simplicity and practicality to the understanding of econometric models.
Written in an easy-to-read manner, the book begins with hypothesis testing and
moves forth to simple and multiple regression models. It also includes advanced
topics: Endogeneity and Two-stage Least Squares Simultaneous Equations Models
Panel Data Models Qualitative and Limited Dependent Variable Models Vector
Autoregressive (VAR) Models Autocorrelation and ARCH/GARCH Models Unit Root
and Cointegration The book also illustrates the use of computer software (EViews,
SAS and R) for economic estimating and modeling. Its practical applications make
the book an instrumental, go-to guide for solid foundation in the fundamentals of
econometrics. In addition, this book includes excerpts from relevant articles
published in top-tier academic journals. This integration of published articles helps
the readers to understand how econometric models are applied to real-world use
cases.

Test Bank
In Principles of Marketology, Volume 1: Theory , Aghazadeh explores the definition,
origins and framework of a new methodology for helping organizations better
understand their market and competition.

Strategic Marketing
Based on an OECD study of school leadership practices and policies around the
world, this book identifies four policy levers and a range of policy options to help
governments improve school leadership now and build sustainable leadership for
the future.

Strategic Marketing Cases and Applications
Roger Moser analyses the relationships between business priorities and PSM
strategy and shows in detail how business strategies influence PSM. He develops a
PSM strategy concept which enables supply managers to break down strategic
priorities from a business strategy level to a PSM level and to define appropriate
actions when dealing with suppliers, supply markets and internal customers.

Operations and Supply Management
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Back Cover Copy-Usunier "This book is noteworthy in its content and approach as
well as in generating class discussion on intercultural marketing relations,
exchange, and communications. With the diversity in world markets and the
importance of having locally-specific understanding of markets and consumers, it
is a welcome resource for teaching students who can either relate it to their own
intercultural experiences or who have never had intercultural experiences
themselves." Guliz Ger, Professor of Marketing, Faculty of Business Administration,
Bilkent University, Turkey International marketing relationships have to be built on
solid foundations. Transaction costs in international trade are high--only a stable
and firmly established link between business people can enable them to overcome
disagreements and conflicts of interest. "Marketing Across Cultures, 4e" uses a
successful two-stage cultural approach to explore International Marketing. - A crosscultural approach which compares marketing systems and local commercial
customs in various countries - An inter-cultural approach which studies the
interaction between business peoples of different national cultures "I used
"Marketing Across Cultures" in courses in five different countries with students
from more than 35 nations. The book provides a stimulating view on international
marketing issues and at the same time allows in an excellent way to sensitize and
train students for intercultural work, which has become the norm for most mediumsized and large companies." Prof. Dr. Hartmut H. Holzmuller., Chair of Marketing
Universityof Dortmund, Germany Invaluable to all undergraduate, postgraduate
and MBA students studying International Marketing and for marketing practitioners
who wish to improve their cultural awareness, "Marketing Across Cultures, 4e" is
essential reading. New to This Edition! Rewritten extensively in an effort to make
the book as accessible as possible, co-author Julie Lee from Australia helps bring a
Euro-Australasian perspective to the table. New materials includes: - The internet
revolution and its impact on international marketing - Additional web references
that allow in-depth and updated access to cultural and business information - New
cases with web-based references, including Muslim Cola (Chapter 6), Bollywood
(Chapter 8), BrandUSA: Selling Uncle Sam Like Uncle Ben's? (Chapter 14) and
more! To access the robust web materials go to: www.booksites.net/usunier. JeanClaude Usunier is a professor of Marketing and International Business at the
University of Lausanne - Graduate School of Commerce (HEC) and at the University
Louis-Pasteur (Strasbourg, France). Julie Lee is a Senior Lecturer in Marketing at
the Graduate School of Management, University of Western Australia.

Marketing, Technology and Customer Commitment in the New
Economy
Greg Marshall and Mark Johnston (both of Rollins College) have taken great effort
to represent marketing management the way it is actually practiced in successful
organizations today. Given the dramatic changes in the field of marketing, it is a
sure bet that the job of leading marketing manager's contributions to the
organization and its customers, clients, and partners has changed at the same
level. Yet, no marketing management book on the market today fully and
effectively captures and communicates to students how marketing management in
really practiced in the 21st century business world. Clearly, it is time for an
updated approach to teaching and learning within the filed. Marketing
Management 3e is designed to fulfill this need.
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The Market Driven Organization
An unbiased approach to the latest digital marketing models, offering students and
practitioners a range of tools to implement in their digital marketing planning and
strategy. Covering all aspects of digital marketing planning, and the latest digital
marketing models, the book aims to provide a roadmap for a digital marketing
journey. As such, its structure maps against the development of a digital marketing
plan and concludes with a ready-made digital marketing plan template to
download and adapt. In addition to this, the content is supported by case examples
from real-world organizations, and a number of features throughout the chapters:
Smartphone sixty seconds features in every chapter, to evaluate influencers in
relation to the topic covered. Digital tool boxes introduce professional tools (for
example how Google shares its aggregate data to inform marketers about
shopping insights, trends and benchmarks Ethical insights provide a reflective and
challenging look at social issues and the negative sides to marketing. The book is
complemented by online resources for both instructors and students, these include
PowerPoint slides, an instructor’s guide, exercises and activities relating to each
chapter, digital marketing planning documents, digital marketing model templates,
quizzes, annotated recommended video links, links to free online tools and SAGE
journal article recommendations. Suitable for digital and e-marketing courses on
marketing and advertising degrees as well as professional courses for anyone
interested in gaining a holistic understanding of digital marketing.

Digital Marketing
One Jump Ahead
The market leader in argumentative rhetorics, Writing Arguments has proven
highly successful in teaching students to read arguments critically and to produce
effective arguments of their own. With its student-friendly tone, clear explanations,
high-interest readings and examples, and well-sequenced critical thinking and
writing assignments, Writing Arguments offers a time-tested approach to argument
that is interesting and accessible to students and eminently teachable for
instructors.

Difco and BBL Manual
This extraordinary book tells of the creation of the world-class checkers computer
program, Chinook. From its beginnings in 1988, Chinook became a worthy
opponent to the world champion and by 1992 had defeated all the worlds top
human players. In his fascinating account, Jonathan Schaeffer, the originator and
leader of the Chinook team, provides an engrossing story of failures and successes.
He describes the human story behind Chinook and his own feelings in his
continuous effort to improve the programs performance. We follow the
development of Chinook from an innocent question asked over lunch, through to
the final match against the then world champion, Marion Tinsley. As the story
unfolds, readers are introduced to the rules of checkers and the basics of computer
game programs, as well as to the key figures in the story. The culmination of this
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new edition expounds upon checker finally perfected and solved by Chinook ten
years after the story was originally told.

A History of Modern Psychology
This book is a unique collection of comprehensive cases that explore concepts and
issues surrounding strategic marketing. Chapters explain what strategic marketing
is, and then discuss strategic segmentation, competitive positioning, and
strategies for growth, corporate branding, internal brand management, and
corporate reputation management. With case studies from a broad range of global
contexts and industries, including Burger King, FedEx, and Twitter, readers will
gain a working knowledge of developing and applying market-driven strategy.
Through case analysis, students will learn to: examine the role of corporate,
business, and marketing strategy in strategic marketing; recognize the
implications of markets on competitive space with an emphasis on competitive
positioning and growth; interpret the various elements of marketing strategy and
apply them to a particular real-world situation; apply sound decision-making
strategies and analytical frameworks to specific strategic marketing problems and
issues; apply ethical frameworks to strategic marketing situations. Strategic
Marketing: Concepts and Cases is ideal for advanced undergraduate and
postgraduate students, as well as those studying for an MBA or executive courses
in strategic marketing or marketing management.

Successful Marketing Strategy for High-tech Firms
This vital new text offers a holistic view of the factors affecting the different tiers of
sustainability, public health, poverty, security and production within the food
supply chain. With contributions from international experts in the field, it takes
particular emphasis on growing populations and the deployment of agricultural
land for uses other than food production.There are a growing number of key issues
now facing the food agri-food and food industries, particularly in the light of
growing populations and the deployment of agricultural land for uses other than
food production e.g. biofuel. Contemporary Issues in the Food Supply Chain is the
first text to provide a holistic overview covering topics such as: food security,
sustainable intensification, obesity and food poverty, the environmental impact of
the food supply chain, social and political climates and health.The text is divided
into 3 key areas as follows:* The supply chain - problems and dilemmas including
traceability, integrity, the changing consumer and food definitions.* Sustainable
sourcing of food including food resources and human evolution, CSR, food security
and alternative food production * Case studies and new areas of research including
rural land use; carbon footprint; managing pathogens; Brexit as an opportunity for
nutrition related health in agricultural policy.A must have text for academics,
researchers, practitioners, policy makers and students in the fields of food
management, agricultural and associated business courses.

Marketing Strategy
Organisational Adaptations
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As a comprehensive introduction for LIS students, a primer for experienced
librarians with new collection development and management responsibilities, and a
handy reference resource for practitioners as they go about their day-to-day work,
the value and usefulness of this book remain unequaled.

Writing Arguments
The Oxford Handbook of Strategic Sales and Sales Management is an unrivalled
overview by leading academics in the field of sales and marketing management.
Sales theory is experiencing a renaissance driven by a number of factors, including
building profitable relationships, creating/delivering brand value, strategic
customer management, sales and marketing relationships, global selling, and the
change from transactional to customer relationship marketing. Escalating sales
and selling costs require organisations to be more focused on results and highlight
the shifting of resources from marketing to sales. Further the growth in customer
power now requires a strategic sales response, and not just a tactical one. The
positioning of sales within the organisation, the sales function and sales
management are all discussed. The Handbook is not a general sales management
text about managing a sales force, but will fill a gap in the existing literature
through consolidating the current academic research in the sales area. The
Handbook is structured around four key topics. The first section explores the
strategic positioning of the sales function within the modern organisation. The
second considers sales management and recent developments. The third section
examines the sales relationship with the customer and highlights how sales is
responding to the modern environment. Finally, the fourth section reviews the
internal composition of sales within the organisation. The Handbook will provide a
comprehensive introduction to the latest research in sales management, and is
suitable for academics, professionals, and those taking professional qualifications
in sales and marketing.

Principles of Marketology, Volume 1
This second edition of an Australian adaptation of the successful US text, Marketing
Strategy is a concise and flexible text that that can be used in conjunction with
case studies or supplementary readings in project-based marketing strategy
courses. The emphasis on strategic decision-making is a key strength of this text.
Students are helped to integrate their knowledge of marketing phenomena within
the broader competitive framework of the strategic and tactical decisions that
marketers and managers make every day. Marketing Strategy assumes the reader
is already familiar with the basics of buyer behaviour, the four Ps, and other
marketing fundamentals. With extensive content on four key trends entrepreneurial companies, the growth in international trade, internet advertising
and marketing metrics, this title is a perfect match for modern strategic marketing
courses.

Essentials of Marketing Management
This book presents the latest on the theoretical approach of the contemporary
issues evolved in strategic marketing and the integration of theory and practice. It
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seeks to make advancements in the discipline by promoting strategic research and
innovative activities in marketing. The book highlights the use of data analytics,
intelligence and knowledge-based systems in this area. In the era of knowledgebased economy, marketing has a lot to gain from collecting and analyzing data
associated with customers, business processes, market economics or even data
related to social activities. The contributed chapters are concerned with using
modern qualitative and quantitative techniques based on information technology
used to manage and analyze business data, to discover hidden knowledge and to
introduce intelligence into marketing processes. This allows for a focus on
innovative applications in all aspects of marketing, of computerized technologies
related to data analytics, predictive analytics and modeling, business intelligence
and knowledge engineering, in order to demonstrate new ways of uncovering
hidden knowledge and supporting marketing decisions with evidence-based
intelligent tools. Among the topics covered include innovative tourism marketing
strategies, marketing communications in small and medium-sized enterprises
(SMEs), the use of business modeling, as well as reflecting on the marketing trends
and outlook for all transportation industry segments. The papers in this
proceedings has 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
compiles their contributions to the field, highlighting the exchange of insights on
strategic issues in the science of innovation marketing.

Principles of Small Business Management
This volume includes the full proceedings from the 2005 Academy of Marketing
Science (AMS) Annual Conference held in Tampa, Florida, entitled Marketing,
Technology and Customer Commitment in the New Economy. It include papers
aimed to create awareness of the issues, trends, and advances associated with
current global marketing challenges. 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,
complimenting 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.

Market-Led Strategic Change
Principles of Small Business Management, 5e, International Edition provides a
balanced introduction to both entrepreneurship and small business management
with a focus on achieving and maintaining a sustainable competitive advantage as
a small organization. Current issues including global opportunities, service, quality
and technology are highlighted throughout the text. The streamlined format allows
instructors to cover the entire text of 18 chapters within a standard semester
timeline without sacrificing important topics. The Fifth Edition features a special
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focus on the impact of the financial crisis on small business management. The
online Business Plan Guide and templates provide some of the most extensive
information available on business planning.

Strategic Sport Marketing
Sport now has to compete for the consumer dollar with a vast array of leisure
activities online as well as offline. Successful sport marketing is the result of
carefully structured planning, creativity and perseverance. Integrating the unique
characteristics of sport with traditional marketing theory, Strategic Sport Marketing
presents a framework of strategic decision-making. The authors outline the diverse
markets for sport: participants, sponsors, spectators and fans. International case
studies and 'sportviews' selected from a wide range of sports and media illustrate
the unique features of sport marketing. Strategic Sport Marketing is a practical tool
and theoretical guide to sport marketing internationally. The fourth edition of this
widely used text is fully revised and updated. It includes new material on sports
promotion, customer service and social media, as well as new case studies. 'A
sport marketing text at the undergraduate level needs to engage both student and
teacher. . . I believe Strategic Sport Marketing does this rather well.' - Sport
Management Review '. . . a comprehensive illustration of the integration of sport
marketing theory with sport marketing practice.' - Journal of Sport Management

Improving School Leadership, Volume 1 Policy and Practice
Operations and Supply Management, as the title indicates, provides increased
emphasis on supply chain management in the 12e. The 12e continues its market
leading up-to-date coverage of service operations as well. The text includes solved
examples and problems, enough cases for MBA courses to use without
supplementing, and the industry leading technology support suite.

International Business
The text is a European adaptation of our current US book:Strategic Market
Management, 9th Edition by David Aaker. This new edition is a mainstream
textsuitable for all business students studying strategy and marketingcourses.
Strategic Market Management: Global Perspectives ismotivated by the strategic
challenges created by the dynamic natureof markets. The premise is that all
traditional strategicmanagement tools either do not apply or need to be adapted to
amore dynamic context. The unique aspects of the book are its inclusion of: A
business strategy definition that includes product/marketscope, value proposition,
and assets and competences. A structured strategic analysis including a detailed
customer,competitor, market, and environmental analysis leading tounderstanding
of market dynamics that is supported by a summaryflow diagram, a set of agendas
to help start the process, and a setof planning forms. Concepts of strategic
commitment, opportunism, and adaptabilityand how they can and should be
blended together. Bases of a value proposition and strong brands. A
strategywithout a compelling value proposition will not be market driven
orsuccessful. Brand assets that will support a business strategy needto be
developed. Creating synergetic marketing with silo organisations definedby
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products or countries. All organisations have multiple productsand markets and
creating cooperation and communication instead ofcompetition and isolation is
becoming an imperative. A global perspective is an essential aspect of this new
edition.This reflects the lived experience of the student reader but alsotheir likely
professional challenges. This is achieved by theextensive use of new examples and
vignettes.

Contemporary Issues in Food Supply Chain Management
Strategic Innovative Marketing
Strategic Marketing Management Cases
Market-Led Strategic Change, 5th edition, has been fully revised and updated to
reflect the realities of 21st century business and the practical issues for managers
in the process of going to market. The world of business has changed dramatically,
with a more complex environment, more demanding customers and radical new
ways of going to market. This textbook develops a value-based strategy examining
the roles of market sensing, customer value, organizational change and digital
marketing in the implementation of strategy. This much-anticipated new edition
has been carefully updated, now with Nigel Piercy’s unique and clear-sighted views
on the latest developments in marketing strategy, retaining Piercy’s insightful,
witty and provocative style. The text is supported throughout with brand new case
studies from globally recognised companies such as Uber and Volkswagen, and
covering topical issues such as the legalisation of marijuana and reinventing the
healthcare business. Lecturers are assisted with a newly expanded collection of
support materials including PowerPoint slides for each chapter, suggested
frameworks for using the case studies in teaching, and case studies from previous
editions. If you're an ambitious marketing student or practitioner, whether you are
new to strategic change through marketing or just want a different view, this is the
book for you. Lecturers will find this engaging, funny, thought-provoking but
always practical textbook is a sure way to get your students thinking and
enthused.

Strategic Marketing
This volume includes the full proceedings from the 2012 World Marketing Congress
and Cultural Perspectives in Marketing held in Atlanta, Georgia with the theme
Thriving in a New World Economy. The focus of the conference and the enclosed
papers is on global marketing thought, issues and practices. This volume presents
papers on various topics including marketing management, marketing strategy,
and consumer behavior. 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,
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which offers a comprehensive archive of volumes reflecting the evolution of the
field. Volumes deliver cutting-edge research and insights, complimenting 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.

Applied Econometrics
In many countries the school curriculum oscillates between focusing on traditional
subjects and focusing on skills that are linked to the needs of the 21st-century
digital age. Rosamund Sutherland argues against such a skills-based curriculum,
maintaining that, from a social justice perspective, the priority of schools should be
to give young people access to the knowledge that they are not likely to learn
outside school. She draws on the work of Michael Young, Lev Vygotsky, Amartya
Sen and David Olson to develop new theoretical and practical insights that offer
ways of changing policy and practice to improve equality and life chances for
young people, while acknowledging the potential transformative role of digital
technologies. This timely book will be invaluable to teachers, academics, students
and policy makers interested in the ways in which the digital landscape transforms
the nature of the debate about equity and social justice in education.

Strategic Marketing Management, 9th Edition
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