Cravens Piercy Strategic Marketing Mcgraw Hill
Flushe

Offers a new approach to the old problem of making marketing happen. Going
back to basics, the book is designed to help professionals confront critical
guestions in the organization of marketing, understanding the nature of the
marketplace and ensuring commitment.

This text brings managers the latest ideas on branding, marketing and strategic
change. It includes a step-by-step guide to developing marketing strategies and
advice on pricing decisions, advertising and communications plans.

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.

Marketing Strategy, 8e is a focused, succinct text which can be used on its own
or packaged with a case book. It covers the concepts and theories of creating
and implementing a marketing strategy and offers a focus on the strategic
planning process and marketing's cross/inter-functional relationships. This text
distinguishes itself from competitors by maintaining a strong approach to
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strategic decision making. The eighth edition helps students integrate what they
have learned about analytical tools and the 4P's of marketing within a broader
framework of competitive strategy. Four key and relevant trends that are
sweeping the world of marketing theory and practice are integrated throughout
this new edition.

Strategic Marketing: planning and control covers contemporary issues by
exploring current developments in marketing theory and practice including the
concept of a market-led orientation and a resource/asset-based approach to
internal analysis and planning. The text provides a synthesis of key strategic
marketing concepts in a concise and comprehensive way, and is tightly written to
accommodate the reading time pressures on students. The material is highly
exam focused and has been class tested and refined. Completely revised and
updated, the second edition of Strategic Marketing: planning and control includes
chapters on 'competitive intelligence’, 'strategy formulation' and 'strategic
implementation’. The final chapter, featuring mini case studies, has been
thoroughly revised with new and up to date case material.

The Marketing Book is everything you need to know but were afraid to ask about
marketing. Divided into 25 chapters, each written by an expert in their field, it's a

crash course in marketing theory and pcactice. From planning, strategy and
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research through to getting the marketing mix right, branding, promotions and
even marketing for small to medium enterprises. This classic reference from
renowned professors Michael Baker and Susan Hart was designed for student
use, especially for professionals taking their CIM qualifications. Nevertheless, it is
also invaluable for practitioners due to its modular approach. Each chapter is set
out in a clean and concise way with plenty of diagrams and examples, so that
you don't have to dig for the information you need. Much of this long-awaited
seventh edition contains brand new chapters and a new selection of experts to
bring you bang up to date with the latest in marketing thought. Also included are
brand new content in direct, data and digital marketing, and social marketing. If
you're a marketing student or practitioner with a question, this book should be the
first place you look.

The text provides information on the core elements of the subject of marketing
without the depth that often surrounds these to ensure that the basic concepts
are easily identifiable and accessible. Students on MBA courses often do not
have time to read a long text as they are studying many subjects, therefore they
require a good, basic guide pitched at the appropriate level to be able to be
absorbed quickly but still provide enough of a strategic element to stretch them.

Written by a successful author team, Mg%nagement of Marketing covers the key
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topics of the marketing component of an MBA course and provides a good
balance of theory and application to ensure both aspects of the core concepts
are covered.

Strategic Marketing Management Cases is a versatile collection of approximately
45 cases. This casebook has a decision-making focus and addresses the
challenges facing marketing managers today. It is organized to reflect the
priorities of a marketing manager: market orientation, growth strategies and
target market strategies.

Now in its 10th edition, Accounting for Non-Accountants provides the perfect
introduction to the basics of accounting and finance. Designed for non-specialists
with little or no background in accounting, it guides readers through the maze of
financial terms and accounting concepts and techniques in a clear and easy-to-
follow style. Updated for 2015, Accounting for Non-Accountants includes
information on the new UK GAAP accounting standards as well as an overview of
current international standards, and is structured to provide in-depth
understanding in three key areas: annual accounts (including income statements,
balance sheets, cash flow and reporting standards); management accounting
(costing, marginal costing and budgetary controls); and financial management

(including the cost of capital, working ca ital, investment appraisal and
Page 4/24



performance analysis).

A revolution is taking place in the way companies organize and manage the 'front-
end' of their organization, where it meets its customers. Traditional concepts of
sales management, account management, and customer service are being
overtaken by initiatives like customer business development, the strategic sales
organization, and strategic customer management. This book aims to provide
insights into how this revolution is unfolding and to provide a framework for
executives and management students to address the issues involved. The book
focuses on the transformation of the traditional sales organization into a strategic
force leading the strategic customer management process in companies.
Traditionally, the area of sales management has mainly been treated as a
tactical, operational topic in the conventional marketing literature - simply part of
the communications mix within the planned marketing programme. However, the
emergence of major customers as dominant buyers in many sectors as a result
of pressures towards consolidation and enhanced scale of operations, is
changing the way in which sales issues are addressed in supplier organizations.
The growth of new forms of buyer-seller relationship based on collaboration and
partnering has encouraged organizations to reconsider the sales and account

management operation as an important source of competitive differentiation in
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commoditized markets. Increasingly, sales is being perceived as a central part of
business strategy and attention given to the challenges in better aligning sales
processes with strategy. This has many implications for the design of the sales
organization and its management strategy, which go far beyond the confines of
conventional marketing views.

Fundamentals of Marketing provides a sound appreciation of the fundamentals of
the theory and practice of marketing. Using case studies drawn from a cross
section of sectors, in particular the banking, hospitality, retail and public service
sectors this textbook critically evaluates the effectiveness of different marketing
strategies and approaches. Exploring the principles of marketing this volume
engages the reader, not only in theory but also in practice, using a broad range of
real-life case studies such as Coca Cola, Apple, FCUK, Virgin, Amazon.com,
Barnes and Noble, Dyno Rod and New Zealand wool. The text analyzes the
marketing mix: product development, pricing, promotion (and communications
marketing) and place (channels of distribution). It also emphasizes the role of
Marketing Information Systems (MIS) using internal reporting, marketing
intelligence and marketing research including the contribution from marketing
research agencies and reviews the role of technology, e-commerce and the

Internet in supporting successful mark%gng. Featuring a support website that
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provides student and lecturer resources, Fundamentals of Marketing conveys the
main principles of marketing in a challenging yet accessible manner and provides
the reader with insights into the workings of marketing today. Visit the
Companion website at www.routledge.com/textbooks/9780415370974

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 /\Z/alue proposition will not be market
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driven orsuccessful. Brand assets that will support a business strategy needto be
developed. Creating synergetic marketing with silo organisations definedby
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.

A good marketing information system is an essential ingredient of all successful
marketing. This book provides a comprehensive introduction to this key subject.
This book not only covers market research techniques but also shows how
research techniques should fit into a broader market information system which is
skilfully and intelligently designed to suit the particular corporate context.

Get a thorough review of vital research issues! Fundamentals of Business
Marketing Research examines recent industrial/business research, evaluates its
current effectiveness, and offers suggestions for future use. This unique book
includes and is based on "Business Marketing: A Twenty Year Review," a
thorough study of industrial/business research from 1978-1997 with critical

commentary from a distinguished panel of business academics and the response
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of the study's authors. The combination of critiques, insights, and viewpoints will
challenge you to think beyond the traditional role of B2B marketing into a future
that's anything but business as usual. Through an unusual format that gives you
access to critical academic analysis, Fundamentals of Business Marketing
Research presents a comprehensive review of vital research areas, including
marketing to businesses/institutions/governments; buyer-seller relationships;
computer use for business marketing; industrial segmentation; channel
management and development; physical distribution; advertising; and public
relations. The book's give-and-take is equally focused on areas that have
traditionally received a larger share of the research effort (organizational buyer
behavior, business marketing strategy and planning, industrial selling and sales
management) and those that have taken a back seat in terms of research
attention (computers and ethical business marketing). The original study, its
criticisms, and the authors' subsequent assessment spotlight major themes,
individual contributions, and future trends in major topic areas, including:
business marketing strategy organizational buying behavior and purchasing
management business marketing research methodology products/services
pricing management issues distribution/logistics and supply chain management

promotion Fundamentals of Business Marketing Research is equally effective as
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a practical guide for professionals and researchers, and as an academic text for
doctoral studies.

According to Kotler distills the essence of marketing guru Philip Kotler's wisdom
and years of experience into question and answer format. Based on the
thousands of questions Kotler has been asked over the years by clients,
students, business audiences, and journalists, the book reveals the revolutionary
thinking of one of the profession's most revered experts.

Strategic Marketing by Cravens and Piercy is a text and casebook that 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. The text provides a strategic perspective and extends
beyond the traditional focus on managing the marketing mix. The cases
demonstrate how real companies build and implement effective strategies.
Author David Cravens is well known in the marketing discipline and was the
recipient of the Academy of Marketing Science’s Outstanding Marketing
Educator Award. Co-author Nigel Piercy, has a particular research interest in
market-led strategic change and sales management, for which he has attracted

academic and practitioner acclaim in th(g/ZUK and USA.
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With the use of case studies this book will help the reader go back to basics by
confronting critical questions in the organisation of marketing and how the critical
processes of marketing, planning and budgeting are managed.
Understanding the essence of strategic marketing concepts, their application to the
management of cardiovascular (CV) services, and their fundamental role in the day-to-
day management of the CV service line is critical to developing a high-performance
enterprise and to earning buy-in from key constituencies and a return on your marketing
investment. This book presents key marketing concepts, practical tools, and
straightforward ideas to augment a CV service line administrator's ever-expanding skill
set, help overall service line performance, and create real value.
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
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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.
‘Tales from the Marketplace: Stories of Revolution, Reinvention and Renewal' is a
highly innovative approach to building an understanding of the realities of market-led
strategic change in companies. It provides an engaging, honest, and effective
understanding of real market strategy in major organizations by focussing on the forces
behind value-driven strategy. Nigel Piercy provides new and incisive insights into
strategy and marketing through business "stories" that are contemporary and
provocative. These new "stories" depict how major organizations have experienced
revolution in their traditional markets - created by new types of competitors with new
business models. The search for superior value is overtaking traditional brand and
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relationship strategies. The challenge to companies is reinvention and renewal and the
alternative is obsolescence and decline. After all, did the major banks really expect to
be competing with supermarkets, car companies, Virgin and internet-based companies
to provide retail bank services? The book is based on the author's view that: - Business
Is exciting, turbulent and unpredictable - the "stories" we read and study should be too!
- From Dell Computers and easyJet to Amazon.com and Skoda Cars, it is the most
innovative companies that have most to teach us about reinvention and new business
models - The inflexible analytical frameworks of the past no longer apply - "stories" of
reinvention and renewal show the creative strategies developed by companies to cope
with threats and exploit opportunities around them. 'Tales from the Marketplace' is
essential, timely and designed to be highly readable for managers. It also provides an
innovative approach for undergraduate and MBA level teachers and students, and for
participants on executive programmes in marketing and strategic management.
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
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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.
Strategic Marketing Planning concentrates on the critical planning aspects that are of
vital importance to practitioners and students alike. It has a clear structure that offers a
digest of the five principal dimensions of the strategic marketing planning process.
Leading authors in this sector, Gilligan and Wilson offer current thinking in marketing
and consider the changes it has undergone over the past few years. Updated
information in this new edition includes: * Changing corporate perspectives on the role
of strategic marketing activity * Changing social structures and the rise of social tribes *
The significance of the new consumer and how the new consumer needs to be
managed * New thinking on market segmentation * Changing routes to market *
Developments in e-marketing * Changing environmental structures and pressures
Focuses on marketing strategies implemented in tourism services firms and includes a
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collection of papers related to specific marketing strategies. This title presents the
application of specific marketing strategies such as experiential marketing, branding,
target marketing, relationship marketing and e-marketing in tourism.
This third edition of Strategic Marketing Management confirms it as the classic textbook
on the subject. Its step- by- step approach provides comprehensive coverage of the five
key strategic stages: * Where are we now? - Strategic and marketing analysis * Where
do we want to be? - Strategic direction and strategy formulation * How might we get
there? - Strategic choice * Which way is best? - Strategic evaluation * How can we
ensure arrival? - Strategic implementation and control This new revised and updated
third edition has completely new chapters on 'The Nature and Role of Competitive
Advantage' and 'The Strategic Management of the Expanded Marketing Mix', and
extensive new material covering: * The changing role of marketing * Approaches to
analysing marketing capability * E-marketing * Branding * Customer relationship
management * Relationship management myopia * The decline of loyalty The book
retains the key features that make it essential reading for all those studying the
management of marketing - a strong emphasis on implementation, up to date mini
cases, and questions and summaries in each chapter to reinforce key points. Widely
known as the most authoritative, successful and influential text in the sector, the new
edition remains an irreplaceable resource for undergraduate and graduate students of
business and marketing, and students of the CIM Diploma.
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The direction of Marketing Research, 2e heads towards a more application-
oriented approach, wonderfully enhanced by the creation of a custom website
that will enable students to complete their marketing research project with our
online support. In addition to this distinction, the focus of the new edition takes an
application-oriented approach, providing students with the tools and skills
necessary to solve business problems and exploit business opportunities. This
book is also unique from any other in the market in three significant ways. First, it
provides a greater balance between primary and secondary information and the
techniques and methods that underpin these two important types of data.
Second, it offers in-depth coverage of the critical research tools and skills that will
be required of today and tomorrow’s marketing researchers and business
decision-makers. Third, with its in-depth coverage of secondary research, the
practice of customer-based management is highlighted as this book helps
students see what real companies are doing for their marketing research. This
book provides students a realistic and current view of the practice and
importance of marketing research in the business world.

The third edition of Market-Led Strategic Change builds on the massive success
of the previous two editions, popular with lecturers and students alike, presenting

an innovative approach to solving an old/ problem: making marketing happen! In
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his witty and direct style, Nigel Piercy has radically updated this seminal text,
popular with managers, students, and lecturers alike, to take into account the
most recent developments in the field. With a central focus on customer value
and creative strategic thinking, he fully evaluates the impact of electronic
business on marketing and sales strategy, and stresses the goal of totally
integrated marketing to deliver superior customer value. "Reality Checks"
throughout the text challenge the reader to be realistic and pragmatic. The book
confronts the critical issues now faced in strategic marketing: - escalating
customer demands driving the imperative for superior value - totally integrated
marketing to deliver customer value - the profound impact of electronic business
on customer relationships - managing processes like planning and budgeting to
achieve effective implementation At once pragmatic, cutting-edge and thought-
provoking, Market-Led Strategic Change is essential reading for all managers,
students and lecturers seeking a definitive guide to the demands and challenges
of strategic marketing in the 21st century.

Discover the bridge between theory and applied research in the hospitality
industry The success of marketing programs is dependent on the knowledge of
the trends in the marketplace. Handbook of Marketing Research Methodologies

for Hospitality and Tourism is a compreh/ensive guide that clearly explains
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analyzing markets, utilizing qualitative and quantitative research methodologies,
applying findings to market, development, and marketing strategies for the
hospitality industry. The text contains detailed outlines and case studies of
several types of research, including feasibility studies, market assessment
studies, and site selection studies. Numerous graphic examples and presentation
techniques are provided to bridge between theory and applied research with
ease. Handbook of Marketing Research Methodologies for Hospitality and
Tourism clearly details, all in a single volume, the application of research
methodology to the real world, as well as showing how to effectively
communicate findings and recommendations. This resource provides dozens of
case examples and close attention to clearly explaining all facets of market
analysis. Part one discusses research and methodologies, including primary and
secondary data and integrative research. Part two explores market analysis and
assessment, including marketing assessment for development planning and
assessing focal points and intuitive techniques. The third part helps the reader
apply their learned research into strategies. The final section explains market
analysis planning and communications, including preparing a research-based
business review and the effective presentation of research findings. The text

provides appendixes of essential data, %gd a helpful glossary of terms. Topics in
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Handbook of Marketing Research Methodologies for Hospitality and Tourism
include: qualitative market analysis techniques and applications quantitative
market research and analysis techniques and applications approaches to
organized site selection studies, market studies, and project feasibility studies
identification of the processes and sources for key market data for projects,
markets, and sites presentation and communication techniques and strategies for
market analysis and research findings the relationship of market analysis and
research to marketing and development strategy selection and more! Handbook
of Marketing Research Methodologies for Hospitality and Tourism is a perfect
resource for upper-level undergraduate students and graduate students in
hospitality colleges and schools; hotel and restaurant development and market
research personnel in hospitality corporations; and market research firms serving
the hospitality industry.

Fully updated and revised to include the latest case studies and examples from a
broad range of industry sectors, this second edition of Strategic Marketing: An
Introduction is a concise, thorough and enlightening textbook that demonstrates
how organizations can cope with a myriad of demands by better understanding
themselves, their products or services, and the world around them. From

assessing internal relationships to planning and implementing marketing
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strategies, and featuring analysis of relationship marketing and strategic
alliances, Proctor uses insights from a range of key models and theoretical
frameworks to illustrate how an organization can successfully take advantage of
‘strategic windows’ to improve its position. Core issues covered include:
marketing strategy analyzing the business environment the customer in the
market place targeting and positioning marketing mix strategy. This textbook is
the complete guide to assessing and imposing a realistic and successful
marketing strategy to fit an organization, its resources and objectives, and the
environment in which it operates. Accessibly written and supported by a user-
friendly companion website, this new edition of Strategic Marketing: An
Introduction is an essential resource for all students of marketing and business
and management. A companion website provides additional material for lecturers
and students alike: www.routledge.com/textbooks/9780415458160/

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 offer an alternative to the traditional American focused teaching
materials currently available. Topics covered include: consumer and

organizational buyer behaviour product and innovation strategies direct
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marketing e-marketing Designed and written for undergraduate, MBA and
masters students in marketing management classes, The Essentials of Marketing
Management builds on successful earlier editions to provide a solid foundation to
understanding this core topic. An extensive companion website, featuring a vast
and rich array of supporting materials, including extended cases and multiple
choice questions is available at:
http://cw.routledge.com/textbooks/9780415553476/

'‘Business Strategy: an introduction' is an accessible textbook that provides a
straightforward guide for those with little or no knowledge of the subject. It
presents complex issues and concepts in a clear and compact manner, so that
readers gain a clear understanding of the topics addressed. The following
features are included: * A comprehensive introduction to the subjects of business
strategy and strategic management * Complex issues explained in a
straightforward way for students new to this topic * Student friendly learning
features throughout * Case studies of varying lengths with questions included for
assignment and seminar work * A discussion of both traditional theory and the
most recent research in the field This second edition features new and updated
case studies as well as more depth having been added to the material in the

book. New chapters on business ethicsz, /gypes and levels of strategy, and how to
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use case studies have been incorporated. A range of pedagogical features such
as learning objectives, review and discussion questions, chapter summaries and
further reading are included in the text resulting in it being a user-friendly,
definitive guide for those new to the subject. A web-based Tutor Resource Site
accompanies the book.

Strategic Marketinglrwin Professional Pub

Marketing Strategy and Competitive Positioning 6e deals with the process of
developing and implementing a marketing strategy. The book focuses on
competitive positioning at the heart of marketing strategy and includes in-depth
discussion of the processes used in marketing to achieve competitive advantage.
The book is primarily about creating and sustaining superior performance in the
marketplace. It focuses on the two central issues in marketing strategy
formulation — the identification of target markets and the creation of a differential
advantage. In doing that, it recognises the emergence of new potential target
markets born of the recession and increased concern for climate change; and it
examines ways in which firms can differentiate their offerings through the
recognition of environmental and social concerns. The book is ideal for
undergraduate and postgraduate students taking modules in Marketing Strategy,

Marketing Management and Strategic I;ggrketing Management.
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Strategic Marketing 8/e by Cravens and Piercy is a text and casebook that 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. The text provides a strategic
perspective and extends beyond the traditional focus on managing the marketing mix. The
cases demonstrate how real companies build and implement effective strategies. Author David
Cravens is well known in the marketing discipline and was the recipient of the Academy of
Marketing Science’s Outstanding Marketing Educator Award. Co-author Nigel Piercy, has a
particular research interest in market-led strategic change and sales management, for which
he has attracted academic and practitioner acclaim in the UK and USA.

The amount and range of brand related literature published in the last fifty years can be
overwhelming for brand scholars. This Companion provides a uniguely comprehensive
overview of contemporary issues in brand management research, and the challenges faced by
brands and their managers. Original contributions from an international range of established
and emerging scholars from Europe, US, Asia and Africa, provide a diverse range of insights
on different areas of branding, reflecting the state of the art and insights into future challenges.
Designed to provide not only a comprehensive overview, but also to stimulate new insights,
this will be an essential resource for researchers, educators and advanced students in
branding and brand management, consumer behaviour, marketing and advertising.

Strategic Marketing 9/e by Cravens and Piercy is a text and casebook that discusses the
concepts and processes for gaining the competitive advantage in the marketplace. The book is

designed around the marketing strategy process with a clear emphasis on a.
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"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.
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