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This book provides glimpses into contemporary research in information systems & technology, learning, artificial
intelligence (AI), machine learning, and security and how it applies to the real world, but the ideas presented also span
the domains of telehealth, computer vision, the role and use of mobile devices, brain–computer interfaces, virtual reality,
language and image processing and big data analytics and applications. Great research arises from asking pertinent
research questions. This book reveals some of the authors’ “beautiful questions” and how they develop the subsequent
“what if” and “how” questions, offering readers food for thought and whetting their appetite for further research by the
same authors.
Algorithmic recommender systems, deployed by media companies to suggest content based on users’ viewing histories,
have inspired hopes for personalized, curated media but also dire warnings of filter bubbles and media homogeneity.
Curiously, both proponents and detractors assume that recommender systems for choosing films and series are novel,
effective, and widely used. Scrutinizing the world’s most subscribed streaming service, Netflix, this book challenges that
consensus. Investigating real-life users, marketing rhetoric, technical processes, business models, and historical
antecedents, Mattias Frey demonstrates that these choice aids are neither as revolutionary nor as alarming as their
celebrants and critics maintain—and neither as trusted nor as widely used. Netflix Recommends brings to light the
constellations of sources that real viewers use to choose films and series in the digital age and argues that although
some lament AI’s hostile takeover of humanistic cultures, the thirst for filters, curators, and critics is stronger than ever.
Strategic Analysis of Netflix in India. Possible Strategies and RecommendationsA Case StudyGRIN Verlag
The New York Times bestseller Shortlisted for the 2020 Financial Times & McKinsey Business Book of the Year Netflix
cofounder Reed Hastings reveals for the first time the unorthodox culture behind one of the world's most innovative,
imaginative, and successful companies There has never before been a company like Netflix. It has led nothing short of a
revolution in the entertainment industries, generating billions of dollars in annual revenue while capturing the
imaginations of hundreds of millions of people in over 190 countries. But to reach these great heights, Netflix, which
launched in 1998 as an online DVD rental service, has had to reinvent itself over and over again. This type of
unprecedented flexibility would have been impossible without the counterintuitive and radical management principles that
cofounder Reed Hastings established from the very beginning. Hastings rejected the conventional wisdom under which
other companies operate and defied tradition to instead build a culture focused on freedom and responsibility, one that
has allowed Netflix to adapt and innovate as the needs of its members and the world have simultaneously transformed.
Hastings set new standards, valuing people over process, emphasizing innovation over efficiency, and giving employees
context, not controls. At Netflix, there are no vacation or expense policies. At Netflix, adequate performance gets a
generous severance, and hard work is irrelevant. At Netflix, you don’t try to please your boss, you give candid feedback
instead. At Netflix, employees don’t need approval, and the company pays top of market. When Hastings and his team
first devised these unorthodox principles, the implications were unknown and untested. But in just a short period, their
methods led to unparalleled speed and boldness, as Netflix quickly became one of the most loved brands in the world.
Here for the first time, Hastings and Erin Meyer, bestselling author of The Culture Map and one of the world’s most
influential business thinkers, dive deep into the controversial ideologies at the heart of the Netflix psyche, which have
generated results that are the envy of the business world. Drawing on hundreds of interviews with current and past Netflix
employees from around the globe and never-before-told stories of trial and error from Hastings’s own career, No Rules
Rules is the fascinating and untold account of the philosophy behind one of the world’s most innovative, imaginative, and
successful companies.
This book gathers selected research papers presented at the International Conference on Communication and Intelligent
Systems (ICCIS 2019), organised by Swami Keshvanand Institute of Technology, Management & Gramothan (SKIT),
Jaipur, India and Rajasthan Technical University, Kota, India on 9–10 November 2019. This book presents a collection of
state-of-the-art research work involving cutting-edge technologies for communication and intelligent systems. Over the
past few years, advances in artificial intelligence and machine learning have sparked new research efforts around the
globe, which explore novel ways of developing intelligent systems and smart communication technologies. The book
presents single- and multi-disciplinary research on these themes in order to make the latest results available in a single,
readily accessible source.
Marketers have recently witnessed an explosion of technology-based innovation that has profoundly affected their
management and strategy. This technology can be a gift – enabling them to get closer to their customers and their needs
– or a poisoned chalice, should they fail to keep up with technology innovation and find themselves, or their products,
irrelevant. In this book, Eleonora Pantano, Clara Bassano and Constantinos-Vasilios Priporas describe this phenomenon
as the 'consumer pull vs technology push' that forces marketing strategists to innovate to survive and thrive. It is a guide
to the emerging approaches to marketing prompted by the impact of innovation and technology, in order to help students,
scholars and practitioners work innovation and change to their best advantage. Including a wealth of empirical and
theoretical contributions, models, approaches methods, tools and case studies, this book is essential reading for
marketing strategy, digital marketing, and innovation students, as well as marketing practitioners.
On the surface, design practices and data science may not seem like obvious partners. But these disciplines actually
work toward the same goal, helping designers and product managers understand users so they can craft elegant digital
experiences. While data can enhance design, design can bring deeper meaning to data. This practical guide shows you
how to conduct data-driven A/B testing for making design decisions on everything from small tweaks to large-scale UX
concepts. Complete with real-world examples, this book shows you how to make data-driven design part of your product
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design workflow. Understand the relationship between data, business, and design Get a firm grounding in data, data
types, and components of A/B testing Use an experimentation framework to define opportunities, formulate hypotheses,
and test different options Create hypotheses that connect to key metrics and business goals Design proposed solutions
for hypotheses that are most promising Interpret the results of an A/B test and determine your next move
Netflix Nostalgia examines Netflix as both a creator and a distributor of nostalgic content, with contributions from scholars
from around the world. The chapters examine the role of nostalgia in Netflix’s brand identity, ideological messages about
nostalgia in Netflix content, and audience responses to nostalgia on the Netflix platform.
Research on user modeling (UM) and personalization can be traced back to the
early1970s,butitwasnotuntilthemid-1980sthatthecommunityofresearchers working on user modeling and user-adaptive systems
started its own series of - ternational meetings on UM. After three international workshops in 1986, 1990, and 1992, User Modeling
was transformed into an increasingly prominent bi- nial international conference. Its sustainability was ensured by User Modeling
Inc. (http://www. um. org), a professional organization of researchers that has solicited and selectedbids to run the
conference,nominated programchairs,and provided ?nancial backing to UM conferences. Between 1986 and 2007, 11 UM
conferences were held (including the three workshops just mentioned), bringing together researchers from many areas and
stimulating the development of the ?eld. Since the early 1990s, the rapid growth of the World Wide Web and other new platforms
has populated the lives of an increasing number of people with a great variety of computing systems. This rampant growth has
tended to increase the need for personalization,a topic that more and more researchersand practiti- ers are addressing and that
has given rise to several new conferences. Among them,anotherbiennialseriesonAdaptiveHypermediaandAdaptiveWeb-Based
Systems (Adaptive Hypermedia or AH for short) quickly established itself as a majorforumandsistereventtoUM,running
onalternateyearswithit. Between 2000and 2008,?veAH conferenceswere held. During this period, the increasing complexity and
prominence of Web systems prompted the enlargement of the list of topics covered by the AH series.
Provides an approach for analyzing, discussing, and writing about cases. This book shows how to classify cases according to
analytical task they require (solving a problem, making a decision, or forming an evaluation) and establish a base of knowledge
about a case. It shows how to talk about cases in class.
This monograph offers a close reading of the financial story of Netflix, exposing the central importance of narrativity, performative
language, and affect, which drive the speculative worlds of global finance, technology, and now television.
THE LIGHTNING-FAST PATH TO CREATING MASSIVELY VALUABLE BUSINESSES
------------------------------------------------------------------ This book is absolutely essential for anyone hoping to start a new business,
grow an existing business, or scale an already mature business even higher. There are tools and techniques herein that provide
the necessary information to become a major industry player regardless of what business you operate, and this potential will only
grow with time. As you’ll see throughout the pages of this summary, the only drawback is that with great power comes great
responsibility. Blitz-scaling is not for the faint of heart, not for those hoping or needing to take it slow, and it is not for those who are
not prepared for change (or diversity). This is a fast growth business model, the fastest possible really, and the success stories
contained herein are technically atypical. The fact remains that many companies that attempt the blitzscaling method will fail—and
badly.
At this fascinating historical moment, this timely collection explores the new meaning of the Korean Wave and the process of
media production, representation, distribution and consumption in a global context as a distinctive and complex form of soft power.
Focusing on the most recent phenomenon of Korean popular culture, this book considers the Korean Wave in the global digital
age and addresses the social, cultural and political implications in their complexity within the contexts of global inequalities and
uneven power structures. The collection brings together internationally renowned scholars and regional specialists to examine this
historically significant, visibly growing, yet under-explored current phenomenon in the global digital age. Drawing on a wide range
of perspectives from media and communications, cultural studies, sociology, history and anthropology, and including a series of
case studies from Asia, the USA, Europe and the Middle East, it provides an empirically rich and theoretically stimulating tour of
this area of study, going beyond the standard Euro-American view of the evolving and complex dynamics of the media today. This
collection is essential reading for students and scholars interested in Korean popular culture and in film, media, fandom and
cultural industries more widely.
In 2011 Netflix was the world's largest online movie rental service. Its subscribers paid to have DVDs delivered to their homes
through the U.S. mail, or to access and watch unlimited TV shows and movies streamed over the Internet to their TVs, mobile
devices, or computers. The company was founded by Marc Randolph and Reed Hastings in August, 1997 in Scotts Valley,
California, after they had left Pure Software. Hastings was inspired to start Netflix after being charged $40 for an overdue video.
Initially, Netflix provided movies at $6 per rental, but moved to a monthly subscription rate in 1999, dropping the single-rental
model soon after. From then on, the company built its reputation on the business model of flat fee unlimited rentals per month
without any late fees, or shipping and handling fees.
Along with its interrelated companion volume, The Content, Impact, and Regulation of Streaming Video, this book covers the next
generation of TV—streaming online video, with details about its present and a broad perspective on the future. It reviews the new
technical elements that are emerging, both in hardware and software, their long-term trend, and the implications. It discusses the
emerging ‘media cloud’ of video and infrastructure platforms, and the organizational form of such TV.
"The Netflix Effect examines the scope and influence of Netflix, a company at the forefront of the changing relationships between
media and technology"--

Tomorrow’s customers need to be targeted today! With emerging technology transforming customer expectations, it’s
more important than ever to keep a laser focus on the experience companies provide their customers. In The Customer
of the Future, customer experience futurist Blake Morgan outlines ten easy-to-follow customer experience guidelines that
integrate emerging technologies with effective strategies to combat disconnected processes, silo mentalities, and a lack
of buyer perspective. Tomorrow’s customers will insist on experiences that make their lives significantly easier and
better. Companies will win their business not by just proclaiming that customer experience is a priority but by embedding
a customer focus into every aspect of their operations. They’ll understand how emerging technologies like artificial
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intelligence (AI), automation, and analytics are changing the game and craft a strategy to integrate them into their
products and processes. The Customer of the Future explains how today’s customers are already demanding
frictionless, personalized, on-demand experiences from their products and services, and companies that don’t adapt to
these new expectations won’t last. This book prepares your organization for these increasing demands by helping you
do the following: Learn the ten defining strategies for a customer experience–focused company. Implement new
techniques to shift the entire company from being product-focused to being customer-focused. Gain insights through
case studies and examples on how the world’s most innovative companies are offering new and compelling customer
experiences. Craft a leadership development and culture plan to create lasting change at your organization.
"This collection explores the current wave of US/UK television dramas, focusing on industry strategies, performance
styles, issues of 'quality,' and audience receptions. It covers key programs including Black Mirror, Downton Abbey, Game
of Thrones and Sherlock. Issues of national identity, streaming services, and transnational fan cultures are all explored"
Innovations and developments in technology have laid the foundations for an economy based on digital goods and
services the digital economy. This book invites students and practitioners, to take an in-depth look at the impact that
technological innovations such as social media, cryptocurrencies, crowdsourcing, and even online gaming is having on
today's business landscape. Learn about the various business models available for the digital economy, including the
business models used by Bitcoin, Spotify, Wikipedia, World of Warcraft, Facebook, and Airbnb. This book details the
evolution of contemporary economics within the digital stratosphere and highlights the complex ecosystem that makes up
the field of digital economics. The foundational text with case studies is also peppered with anecdotes on the various
technological innovations which have shaped markets throughout history. The authors provide several models and tools
that are essential for analysis, as well as activities that will allow the reader to reflect, analyze, and apply the knowledge
and tools presented in each chapter. Introduction to Digital Economics is a definitive guide to the complexities and
nuances of this burgeoning and fascinating field of study.
Considering the way that E-Commerce helps in encouraging a positive business and regulatory condition, the book
investigates the mechanics and usual ways of doing things of E-Commerce. Additionally, it demonstrates how different
components identified with E-Commerce add to the development of a lively and dynamic electronic network, bringing
about financial and economic growth. It covers a wide range of issues under the umbrella of E-Commerce and the
information based economy. In doing as such, it dives deep into the applicable issues and incorporates all advances
associated with it.
This volume constitutes the proceedings of the 11th IFIP WG 8.1 Conference on the Practice of Enterprise Modeling held
in October/November 12018 in Vienna, Austria. The conference was created by the International Federation for
Information Processing (IFIP) Working Group 8.1 to offer a forum for knowledge transfer and experience sharing between
the academic and practitioner communities. The 21 full papers and 5 short papers accepted were carefully reviewed and
selected from 64 submissions. They are grouped by the following topics: business process modeling, model derivation;
collaboration modeling; reviews and analyses of modeling methods; semantics and reasoning, experience reports; and
teaching challenges.
In the tradition of Phil Knight's Shoe Dog comes the incredible untold story of how Netflix went from concept to companyall revealed by co-founder and first CEO Marc Randolph. Once upon a time, brick-and-mortar video stores were king.
Late fees were ubiquitous, video-streaming unheard was of, and widespread DVD adoption seemed about as imminent
as flying cars. Indeed, these were the widely accepted laws of the land in 1997, when Marc Randolph had an idea. It was
a simple thought-leveraging the internet to rent movies-and was just one of many more and far worse proposals, like
personalized baseball bats and a shampoo delivery service, that Randolph would pitch to his business partner, Reed
Hastings, on their commute to work each morning. But Hastings was intrigued, and the pair-with Hastings as the primary
investor and Randolph as the CEO-founded a company. Now with over 150 million subscribers, Netflix's triumph feels
inevitable, but the twenty first century's most disruptive start up began with few believers and calamity at every turn. From
having to pitch his own mother on being an early investor, to the motel conference room that served as a first office, to
server crashes on launch day, to the now-infamous meeting when Netflix brass pitched Blockbuster to acquire them,
Marc Randolph's transformational journey exemplifies how anyone with grit, gut instincts and determination can change
the world-even with an idea that many think will never work. What emerges,though, isn't just the inside story of one of the
world's most iconic companies. Full of counter-intuitive concepts and written in binge-worthy prose, it answers some of
our most fundamental questions about taking that leap of faith in business or in life: How do you begin? How do you
weather disappointment and failure? How do you deal with success? What even is success? From idea generation to
team building to knowing when it's time to let go, That Will Never Work is not only the ultimate follow-your-dreams
parable, but also one of the most dramatic and insightful entrepreneurial stories of our time.
This thesis is more of a case study, aiming to explore the potential impact of Netflix' business model and strategy on the
traditional television and film ecosystem. It is a forward-looking examination, derived from CEO Reed Hastings' LongTerm View for Netflix as declared through the company's Investor Relations website in February 2014. This outlook was
presented the same time the company's 10-K was filed for Fiscal Year [FY] 2013 with the Securities and Exchange
Commission. Reed Hastings' Long-Term View for Netflix is written like a manifesto, declaring the revolutionary power that
the company holds with regards to the television and film industry, primarily as a distributor of content. Netflix's power lies
within its proprietary system and application technology that offers its subscribers suggestions and recommendations on
what next to watch based on their viewing preferences and history. This collection of data has allowed Netflix to make
decisions on content licensing and acquisition and, within the last few years, investment in original content. The Internet
TV network's platform is available to subscribers for a no-commitment low monthly fee. Content is widely accessible, from
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any Internet connection and across a multitude of devices, from smartphones to large-format Smart TVs. Hastings
declares that "the linear TV channel model is ripe for replacement" because of new time-shifting capabilities and
technological advancements, including Netflix's own, that have given audiences advanced screen proliferation, and new
choices in how they consume television and film, primarily through the Internet. This case study aims to present the ways
in which Netflix is challenging that linear television model and theatrical film release model alike through their business
model and strategy, as outlined particularly in the company's long-term view, outlook in their financial documents to
investors, and releases about future endeavors.
This book deals with the various ways Netflix reconceptualises television as part of the process of TV IV. As television
continues to undergo a myriad of significant changes, Netflix has proven itself to be the dominant force in this
development, simultaneously driving a number of these changes and challenging television’s existing institutional
structures. This comprehensive study explores the pre-history of Netflix, the role of binge-watching in its organisation and
marketing, and Netflix’s position as a transnational broadcaster. It also examines different concepts of control and the
role these play in the history of ancillary technologies, from the remote control to binge-watching as Netflix’s iteration of
giving control to the viewers. By focusing on Netflix’s relationship with the linear television schedule, its negotiations of
quality and marketing, as well as the way Netflix integrates into national media systems, Netflix and the Re-invention of
Television illuminates the importance of Netflix’s role within the processes of TV IV.
Business model innovations are conceived and implemented by a special type of entrepreneur: business model pioneers. This
book presents 14 compelling case studies of business model pioneers and their companies, who have successfully introduced
new business ideas to the market. The examples range from industries such as retail, media and entertainment to services and
industrial projects. For each example, the book provides information on the market environment at the time of launch and
illustrates the driving forces behind these business models. Moreover, current market developments are highlighted and linked to
the evolution of the business models. Lastly, the authors present the profile of a typical business model pioneer.
How streaming services and internet distribution have transformed global television culture. Television, once a broadcast medium,
now also travels through our telephone lines, fiber optic cables, and wireless networks. It is delivered to viewers via apps, screens
large and small, and media players of all kinds. In this unfamiliar environment, new global giants of television distribution are
emerging—including Netflix, the world’s largest subscription video-on-demand service. Combining media industry analysis with
cultural theory, Ramon Lobato explores the political and policy tensions at the heart of the digital distribution revolution, tracing
their longer history through our evolving understanding of media globalization. Netflix Nations considers the ways that subscription
video-on-demand services, but most of all Netflix, have irrevocably changed the circulation of media content. It tells the story of
how a global video portal interacts with national audiences, markets, and institutions, and what this means for how we understand
global media in the internet age. Netflix Nations addresses a fundamental tension in the digital media landscape – the clash
between the internet’s capacity for global distribution and the territorial nature of media trade, taste, and regulation. The book also
explores the failures and frictions of video-on-demand as experienced by audiences. The actual experience of using video
platforms is full of subtle reminders of market boundaries and exclusions: platforms are geo-blocked for out-of-region users (“this
video is not available in your region”); catalogs shrink and expand from country to country; prices appear in different currencies;
and subtitles and captions are not available in local languages. These conditions offer rich insight for understanding the actual
geographies of digital media distribution. Contrary to popular belief, the story of Netflix is not just an American one. From Argentina
to Australia, Netflix’s ascension from a Silicon Valley start-up to an international television service has transformed media
consumption on a global scale. Netflix Nations will help readers make sense of a complex, ever-shifting streaming media
environment.
The first half of the book presents case studies on how the pandemic has affected businesses, management and communities and
share insightful stories on tough decisions during, midst, and after the shock of the pandemic. The second half of the book
presents case studies on market positioning and business model transformations which provide us insight on customer loyalty and
satisfaction, online reviews, and children as a growing customer group. This book comprises both research and teaching cases
that offer new insights on business management.
This is the 2nd edition of Technological Innovation. Profiting from technological innovation requires scientific and engineering
expertise, and an understanding of how business and legal factors facilitate commercialization. This volume presents a
multidisciplinary view of issues in technology commercialization and entrepreneurship.
NATIONAL BESTSELLER • A stunning “portrait of the enduring grace of friendship” (NPR) about the families we are born into,
and those that we make for ourselves. A masterful depiction of love in the twenty-first century. A NATIONAL BOOK AWARD
FINALIST • A MAN BOOKER PRIZE FINALIST • WINNER OF THE KIRKUS PRIZE A Little Life follows four college
classmates—broke, adrift, and buoyed only by their friendship and ambition—as they move to New York in search of fame and
fortune. While their relationships, which are tinged by addiction, success, and pride, deepen over the decades, the men are held
together by their devotion to the brilliant, enigmatic Jude, a man scarred by an unspeakable childhood trauma. A hymn to brotherly
bonds and a masterful depiction of love in the twenty-first century, Hanya Yanagihara’s stunning novel is about the families we are
born into, and those that we make for ourselves. Look for Hanya Yanagihara’s new novel, To Paradise, coming in January 2022.
Film stocks are vanishing, but the iconic images of the silver screen remain—albeit in new, sleeker formats. Today, viewers can
instantly stream movies on televisions, computers, and smartphones. Gone are the days when films could only be seen in theaters
or rented at video stores: movies are now accessible at the click of a button, and there are no reels, tapes, or discs to store. Any
film or show worth keeping may be collected in the virtual cloud and accessed at will through services like Netflix, Hulu, and
Amazon Instant. The movies have changed, and we are changing with them. The ways we communicate, receive information,
travel, and socialize have all been revolutionized. In Streaming, Wheeler Winston Dixon reveals the positive and negative
consequences of the transition to digital formatting and distribution, exploring the ways in which digital cinema has altered
contemporary filmmaking and our culture. Many industry professionals and audience members feel that the new format
fundamentally alters the art, while others laud the liberation of the moving image from the "imperfect" medium of film, asserting
that it is both inevitable and desirable. Dixon argues that the change is neither good nor bad; it's simply a fact. Hollywood has
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embraced digital production and distribution because it is easier, faster, and cheaper, but the displacement of older technology will
not come without controversy. This groundbreaking book illuminates the challenges of preserving media in the digital age and
explores what stands to be lost, from the rich hues of traditional film stocks to the classic movies that are not profitable enough to
offer in streaming formats. Dixon also investigates the financial challenges of the new distribution model, the incorporation of new
content such as webisodes, and the issue of ownership in an age when companies have the power to pull purchased items from
consumer devices at their own discretion. Streaming touches on every aspect of the shift to digital production and distribution. It
explains not only how the new technology is affecting movies, music, books, and games, but also how instant access is
permanently changing the habits of viewers and influencing our culture.
Web 2.0 makes headlines, but how does it make money? This concise guide explains what's different about Web 2.0 and how
those differences can improve your company's bottom line. Whether you're an executive plotting the next move, a small business
owner looking to expand, or an entrepreneur planning a startup, Web 2.0: A Strategy Guide illustrates through real-life examples
how businesses, large and small, are creating new opportunities on today's Web. This book is about strategy. Rather than focus
on the technology, the examples concentrate on its effect. You will learn that creating a Web 2.0 business, or integrating Web 2.0
strategies with your existing business, means creating places online where people like to come together to share what they think,
see, and do. When people come together over the Web, the result can be much more than the sum of the parts. The customers
themselves help build the site, as old-fashioned "word of mouth" becomes hypergrowth. Web 2.0: A Strategy Guide demonstrates
the power of this new paradigm by examining how: Flickr, a classic user-driven business, created value for itself by helping users
create their own value Google made money with a model based on free search, and changed the rules for doing business on the
Web-opening opportunities you can take advantage of Social network effects can support a business-ever wonder how FaceBook
grew so quickly? Businesses like Amazon tap into the Web as a source of indirect revenue, using creative new approaches to
monetize the investments they've made in the Web Written by Amy Shuen, an authority on Silicon Valley business models and
innovation economics, Web 2.0: A Strategy Guide explains how to transform your business by looking at specific practices for
integrating Web 2.0 with what you do. If you're executing business strategy and want to know how the Web is changing business,
this book is for you.
Using contemporary film theory and elements of socio-cultural and political discourse, fourteen geographers examine the effects of
cinematic representation of place and space on perceptions of self and societies in the world.
As media evolves with technological improvement, communication changes alongside it. In particular, storytelling and narrative
structure have adapted to the new digital landscape, allowing creators to weave immersive and enticing experiences that captivate
viewers. These experiences have great potential in marketing and advertising, but the medium?s methods are so young that their
potential and effectiveness is not yet fully understood. Handbook of Research on Transmedia Storytelling, Audience Engagement,
and Business Strategies is a collection of innovative research that explores transmedia storytelling and digital marketing strategies
in relation to audience engagement. Highlighting a wide range of topics including promotion strategies, business models, and
prosumers and influencers, this book is ideally designed for digital creators, advertisers, marketers, consumer analysts, media
professionals, entrepreneurs, managers, executives, researchers, academicians, and students.
From self-help books and nootropics, to self-tracking and home health tests, to the tinkering with technology and biological
particles - biohacking brings biology, medicine, and the material foundation of life into the sphere of »do-it-yourself«. This trend has
the potential to fundamentally change people's relationship with their bodies and biology but it also creates new cultural narratives
of responsibility, authority, and differentiation. Covering a broad range of examples, this book explores practices and
representations of biohacking in popular culture, discussing their ambiguous position between empowerment and requirement,
promise and prescription.
When an investor believes a stock is overvalued and will soon drop in price, he might decide to "short" it. First, he borrows an
amount of the stock, and then sells it. He waits for the stock to tank before buying back the same amount of shares at a deflated
price. After returning the shares to his lender, he pockets the difference—unless any one of several hard-to-predict variables
interferes, and the stock fails to drop. Since these variables are so hard to predict, short selling is difficult for even seasoned
investors. It takes great talent and experience to isolate the best short ideas for falling stocks—skills Amit Kumar developed and
honed over decades of market analysis and trading. This book shares his short-selling framework, built on themes common to
falling stocks and the market's endemic strengths and cycles. Featuring key case studies and exclusive interviews with successful
fund managers Bill Ackman (Pershing Square Capital Management) and Mark Roberts (Off Wall Street Consulting Group), Kumar
shows investors how to avoid traps and profit from well-researched short ideas. Investors may not always act on short ideas, but
they can avoid losses by using Kumar's framework to identify overvalued stocks. Professionals and amateur investors alike will
benefit from this fundamental research approach, which transforms short selling into a long-term strategy.
This report analyses the processes that turn data into economic value for online search, e-commerce and media platforms. It
concludes that forcing data sharing through policy intervention would not prevent dominant incumbents to continue to benefit
economically from greater access to data over new entrants. Instead, policy makers should focus on enabling niche entry, niche
growth and a level playing field for competitors in new and emerging markets. Data play a central role in the business models that
shape competition and innovation in digital markets. As dominant providers of online services collect ever more user data they
generate data-driven network effects. They can then improve their services faster, and venture faster into related markets than
competitors with less data, thereby raising entry barriers for innovative start-ups. The authors, Sally Broughton Micova (CERRE &
University of East Anglia), Jan Krämer (CERRE & University of Passau) and Daniel Schnurr (University of Passau), have analysed
processes that transform data into economic value for online search, e-commerce and media platforms. They find that in each
case, more data, especially on user behaviour, gradually improves the quality of the service, thereby generating high economic
benefits for the firm. The authors find that data-driven network effects can nevertheless be a source of efficiency which can
ultimately benefit consumers. Even if some data is shared through policy intervention, dominant incumbents will continue to benefit
economically and competitively from greater access to data over new entrants. “We conclude that it is neither realistic nor
desirable to try to break data-driven network effects through policy intervention. Instead, we would strongly encourage policy
makers to focus on enabling niche entry and niche growth. To do so, they should facilitate the sharing of behavioural user data
gathered by the dominant firm with other firms.” The authors provide policy recommendations for data access remedies to
safeguard competition, innovation and the openness of the digital ecosystem: 1. Remedies that achieve a more level playing field
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in the digital economy by breaking the data-driven network effects of data-rich incumbents should be entertained as a last resort
and only under specific conditions. 2. Policy makers should foster data sharing on two levels to strike a balance between
consumers’ privacy, competition and innovation. They should require the sharing of aggregated and anonymised raw user data in
bulk, after a careful review and on a case-by-case basis. They should also facilitate the sharing of detailed raw user data through
improved data portability, based on individual users’ consent. Bulk sharing of raw user data should be limited to data that was
collected as a by-product of the incumbent’s dominant user-facing service, such as search logs, in order to maintain incentives for
innovation and data collection. The main challenge will be to balance privacy concerns with maintaining enough detailed data to
ensure it is of value to third-parties. 3. Dominant firms should also be obliged to allow consumers to port their raw data to another
provider continuously and in real time. Privacy concerns can then be overcome and the shared user profiles can be more detailed
than under bulk sharing. In concert with bulk-sharing, data portability can be a valuable source for attaining both detailed and
representative data sets.
This single-volume reference provides an alternative to traditional marketing research methods handbooks, focusing entirely on
the new and innovative methods and technologies that are transforming marketing research and practice. Including original
contributions and case studies from leading global specialists, this handbook covers many pioneering methods, such as: Methods
for the analysis of user- and customer-generated data, including opinion mining and sentiment analysis Big data Neuroscientific
techniques and physiological measures Voice prints Human–computer interaction Emerging approaches such as shadowing,
netnographies and ethnographies Transcending the old divisions between qualitative and quantitative research methods, this book
is an essential tool for market researchers in academia and practice.
This book gathers selected papers presented at the 2020 World Conference on Information Systems and Technologies
(WorldCIST’20), held in Budva, Montenegro, from April 7 to 10, 2020. WorldCIST provides a global forum for researchers and
practitioners to present and discuss recent results and innovations, current trends, professional experiences with and challenges
regarding various aspects of modern information systems and technologies. The main topics covered are A) Information and
Knowledge Management; B) Organizational Models and Information Systems; C) Software and Systems Modeling; D) Software
Systems, Architectures, Applications and Tools; E) Multimedia Systems and Applications; F) Computer Networks, Mobility and
Pervasive Systems; G) Intelligent and Decision Support Systems; H) Big Data Analytics and Applications; I) Human–Computer
Interaction; J) Ethics, Computers & Security; K) Health Informatics; L) Information Technologies in Education; M) Information
Technologies in Radiocommunications; and N) Technologies for Biomedical Applications.
Seminar paper from the year 2020 in the subject Economics - International Economic Relations, grade: 1,3, New York University Leonard N. Stern - School of business, language: English, abstract: The paper focuses on strategic issues of the management of
Netflix in India, pointing to the following key question: How can the company adapt its business model to gain a foothold in the
Indian market? Should the company conduct acquisitions to deal with the situations? Or should Netflix exit India and shift focus to
other global markets instead? Netflix, a leading American online media streaming and production company, expanded successfully
across the globe in the 2010s. However, in India—a very important market for Netflix due to its large population and strong demand
for video streaming—Netflix seems to be struggling. Dominant competitors and specific customer requirements have made growth
difficult for the firm. In this case, both Netflix and the Indian video streaming market are analyzed, with several strategic options are
compared. The team of authors recommends purchasing local studios and production houses, so that Netflix can continue to
pursue its verticalization strategy and meet local consumer demands. We also suggest Netflix adapt its price to appeal to more
users, as Indian users are generally more price-sensitive. While it might dilute Netflix’ premium brand, we believe such risk can be
mitigated by adopting a more bare-bones, lower-cost subscription targeting the large number of Indian consumers who use their
smartphones to access the internet.
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