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In an effort to halt increasing media competition and decreasing audience shares, Branding has become the new mantra among
television station and network executives. Branding TV: Principles and Practices second edition goes beyond the jargon of
branding to explain the essential principles underlying successful branding and offers many practical strategies to measure, build
and manage television brand equity. For instructional purposes, the book pays particular attention to the local commercial TV
station and its news franchise. Written by broadcast professionals with years of experience, this book shows how the notions of
branding are no more prevalent than in the battle for dominance in local news. The practical suggestions in the book will help the
savvy manager understand and take advantage of branding in their efforts to move their property to the forefront in the
marketplace. * Includes definitions of branding concepts, ways to measure brand equity, and a discussion of legal considerations
*Published with the National Association of Broadcasters one of the leading broadcast organizations * Author team has more than
50 years combined experience! * Second edition is fully revised to include transition to digital, ownership consolidation, and the
marketing relationship between stations and networks
Current demand in biomedical sciences emphasizes the understanding of basic mechanisms and problem solving rather than rigid
empiricism and factual recall. Knowledge of the basic laws of mass and momentum transport as well as model development and
validation, biomedical signal processing, biomechanics, and capstone design have indispensable roles i
Whether in freezing arctic tundra or blazing deserts, human beings have been figuring out how to adapt to hostile environments for
centuries. New challenges emerge, however, as we venture to places where we are truly unable to exist without technology. When
it comes to surviving underwater, a thorough knowledge of human physiology must be combined with a firm grasp of engineering
principles, and Life Support Systems Design provides the student with an extensive grounding in both. A reference text for any
beginning life support systems engineer, it also serves as a refresher course for more experienced divers. The text particularly
emphasizes the effects of hyperbaric exposures on the diver's ability to function, but it also explores underwater physics, including
the transport of light, heat, and gases, in detail. It reviews the practical technological aspects of life support system engineering,
such as gas storage and delivery systems, and environmental control design. Finally, once the textbook has been absorbed, the
authors encourage the student to design a life support system for a specified application. Armed with the knowledge gained from
Life Support Systems Design, it seems like a project any student would ace.
Introduction to Sport Marketing is an accessible and engaging introduction to key concepts and best practice in sport marketing.
Aimed at students with little or no prior knowledge of marketing, the book outlines a step-by-step framework for effective sport
marketing, from conducting market analysis and developing a strategy, through to detailed planning and implementation. The book
has a wider scope than other sport marketing textbooks, recognising that students are just as likely to have to employ their
marketing skills in community sport or the not-for-profit sector as in professional sport, and therefore represents the most realistic
and useful sport marketing text currently available. Now in a fully revised and updated second edition, the book has expanded
coverage of digital and social media, product innovation, services and relationship marketing, and key contemporary issues such
as social responsibility and sustainability. It features a much wider range of international cases and examples, covering North
America, Europe, and the vibrant and rapidly developing sport markets in Asia-Pacific, the Middle East and Latin America. Every
chapter includes a range of useful features to help the reader to engage with fundamental principles and applied practice, such as
problem-solving exercises and review questions. Introduction to Sport Marketing is an essential textbook for any degree-level sport
marketing course.
This new edition balances the theoretical and the practical for advanced undergraduates, those specialising in financial services at
postgraduate level, individuals undertaking professional courses such as those offered by the IFS School of Finance, and
employees working within the financial services sector. Ennew & Waite draw from global business cases in both B2B and B2C
marketing, taking a unique approach in terms of structure by splitting discussion between marketing for acquisition and marketing
for retention. This fully updated and revised second edition features: A revised approach to the industry in the light of the global
financial crisis, including ethical considerations, consumer confidence issues, and new approaches to regulation New sections on
e-commerce and its impact on customer relationships New case studies and vignettes A new companion website to support
teaching, including PowerPoint slides, test bank questions, additional cases and cameo video mini-lectures. Financial Services
Marketing 2e will help the student and the practitioner to develop a firm grounding in the fundamentals of financial services
strategy, customer acquisition and customer development. Reflecting the realities of financial services marketing in an increasingly
complex sector, it provides the most up-to-date, international and practical guide to the subject available.
Marketing in the digital age poses major challenges for traditional and established practices of communication. To help readers
meet these challenges Principles of Integrated Marketing Communications: An Evidence-based Approach provides a
comprehensive foundation to the principles and practices of integrated marketing communications (IMC). It examines a variety of
traditional and digital channels used by professionals to create wide-reaching and effective campaigns that are adapted for the
aims of their organisations. This edition has been thoroughly revised and each chapter includes: case studies of significant and
award-winning campaigns from both Australian and international brands that illustrate the application of explored concepts;
discussion and case study questions that enable readers to critically evaluate concepts and campaigns; a managerial application
section that illustrates how concepts can be applied effectively in a real situation; a 'further thinking' section that expands
knowledge of advanced concepts and challenges readers to think more broadly about IMC.
This book covers many important aspects of applied chemistry and chemical engineering, focusing on three main aspects:
principles, methodology and evaluation methods. It presents a selection of chapters on recent developments of theoretical,
mathematical, and computational conceptions, as well as chapters on modeling and simulation of specific research themes
covering applied chemistry and chemical engineering. This book attempts to bridge the gap between classical analysis and
modern applications. Covering a selection of topics within the field of applied chemistry and chemical engineering, the book is
divided into several parts: polymer chemistry and technology bioorganic and biological chemistry nanoscale technology selected
topics This book is the second of the two-volume series Applied Chemistry and Chemical Engineering. The first volume is Volume
1: Mathematical and Analytical Techniques.
Written by a renowned sustainability expert, Greener Products: The Making and Marketing of Sustainable Brands, Second Edition
makes the case for why the people and the planet need products to be made in a different, more sustainable way. The growth of
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the global middle class, with an additional 3 billion people expected to enter the consumer market by 2030, is putting an
unprecedented demand on resources and straining the global supply of raw materials, fossil fuels, food and water. This book
provides insights on how to raise the bar on product development and investigates the best practices for making and marketing
sustainable brands. Over 40 case studies are analyzed in this book and summarized for the reader to easily see what it is that
makes leading companies successful. Analysis on marketing campaigns and greener product development range from leading
companies like Apple, Nike, Samsung Electronics, BASF, GE, Johnson & Johnson, Unilever, and Method. New updated content in
this second edition includes: New developments like the United Nations Sustainable Development Goals with concepts of
biomimicry, circular economy, emerging issues management, and eco-innovation. Novel tools and examples for bringing
sustainable products to market. New chapter dedicated to natural capital. Analysis of current green marketing methods and market
trends. Best practices for making and marketing sustainable brands. For more information, visit the author's book website at
www.greenerproducts.biz.

Written by the author of the best-selling HyperText & HyperMedia, this book is an excellent guide to the methods of
usability engineering. The book provides the tools needed to avoid usability surprises and improve product quality. Stepby-step information on which method to use at various stages during the development lifecycle are included, along with
detailed information on how to run a usability test and the unique issues relating to international usability. * Emphasizes
cost-effective methods that developers can implement immediately * Instructs readers about which methods to use when,
throughout the development lifecycle, which ultimately helps in cost-benefit analysis. * Shows readers how to avoid the
four most frequently listed reasons for delay in software projects. * Includes detailed information on how to run a usability
test. * Covers unique issues of international usability. * Features an extensive bibliography allowing readers to find
additional information. * Written by an internationally renowned expert in the field and the author of the best-selling
HyperText & HyperMedia.
Covering detailed discussion of fundamental concepts of economics, the textbook commences with comprehensive
explanation of theory of consumer behavior, utility maximization and optimal choice, profit function, cost minimization and
cost function. The textbook covers methods including present worth method, future worth method, annual worth method,
internal rate of return method, explicit re-investment rate of return method and payout method useful for studying
economic studies. A chapter on value engineering discusses important topics such as function analysis systems
techniques, the value index, value measurement techniques, innovative phase and constraints analysis in depth. It
facilitates the understanding of the concepts through illustrations and solved problems. This text is the ideal resource for
Indian undergraduate engineering students in the fields of mechanical engineering, computer science and engineering
and electronics engineering for a course on engineering economics/engineering economy.
This accessible, up-to-date, comprehensive, and in-depth textbook introduces students and practitioners to the principles
and practice of airport marketing as well as the major changes and future marketing challenges facing the airport sector.
It applies principles of marketing within the airport industry, and examines airport marketing and its environment, how to
define and measure the market for airport services, airport strategic marketing planning and individual elements of the
airport marketing mix (product, price, distribution and promotion). The book integrates key elements of marketing theory
with airport marketing in practice. Each chapter contains extensive industry examples for different types of airports from
around the world to build on the theoretical base of the subject and show real-life applications. This new second edition
has been updated to include: New and expanded content on branding and the passenger experience, marketing
partnerships, engagement marketing and customer relationship management. Three brand new chapters on digital
marketing, marketing for a more sustainable future, and crisis communications and marketing, in light of the Covid-19
pandemic. New, global case studies and examples throughout. This comprehensive textbook written by two airport
marketing experts will be essential reading for air transport students and future managers.
The third edition of this book explains the latest techniques for both developing and applying competitive strategies in an
increasingly challenging and uncertain business environment.
Principles of Neurobiology, Second Edition presents the major concepts of neuroscience with an emphasis on how we
know what we know. The text is organized around a series of key experiments to illustrate how scientific progress is
made and helps upper-level undergraduate and graduate students discover the relevant primary literature. Written by a
single author in a clear and consistent writing style, each topic builds in complexity from electrophysiology to molecular
genetics to systems level in a highly integrative approach. Students can fully engage with the content via thematically
linked chapters and will be able to read the book in its entirety in a semester-long course. Principles of Neurobiology is
accompanied by a rich package of online student and instructor resources including animations, figures in PowerPoint,
and a Question Bank for adopting instructors.
Distill 100%–Usable Max-Profit Knowledge from Your Digital Data. Do It Now! Why hasn’t all that data delivered a
whopping competitive advantage? Because you’ve barely begun to use it, that’s why! Good news: neither have your
competitors. It’s hard! But digital marketing analytics is 100% doable, it offers colossal opportunities, and all of the data
is accessible to you. Chuck Hemann and Ken Burbary will help you chop the problem down to size, solve every piece of
the puzzle, and integrate a virtually frictionless system for moving from data to decision, action to results! Scope it out,
pick your tools, learn to listen, get the metrics right, and then distill your digital data for maximum value for everything
from R&D to CRM to social media marketing! • Prioritize—because you can’t measure, listen to, and analyze everything •
Use analysis to craft experiences that profoundly reflect each customer’s needs, expectations, and behaviors • Measure
real social media ROI: sales, leads, and customer satisfaction • Track the performance of all paid, earned, and owned
social media channels • Leverage “listening data” way beyond PR and marketing: for strategic planning, product
development, and HR • Start optimizing web and social content in real time • Implement advanced tools, processes, and
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algorithms for accurately measuring influence • Integrate paid and social data to drive more value from both • Make the
most of surveys, focus groups, and offline research synergies • Focus new marketing and social media investments
where they’ll deliver the most value Foreword by Scott Monty Global Head of Social Media, Ford Motor Company
Small and medium-sized enterprises (SMEs) dominate the market in terms of sheer number of organizations. Their role
in the business world is difficult to overstate. Despite this, there is a high failure rate among smaller organizations, which
can be explained to a significant degree by a lack of marketing understanding in this sector. Introducing the importance of
marketing to entrepreneurial firms this book guides the student through the fundamentals of marketing within the SME
context, providing a more value-added learning experience than your standard marketing run-through. The authors deal
directly with "people issues" (i.e. everyday entrepreneurial marketing interactions) to prepare students for the "dragon’s
den" of entrepreneurialism. This new and lively textbook provides a fresh and unfettered approach for marketing students
who require a more real-world understanding of the impact of their discipline on entrepreneurial firms. The growing
student body involved with studying entrepreneurship will also benefit from the customer insight offered by this approach.
A brand new textbook with an innovative and exciting approach to marketing strategy. Moving away from the outdated
4Ps model to a new approach that reflects real-world companies responding to a differing and dynamic customer base.
Research-based and action-orientated, it equips students with the tools to succeed in today's competitive markets.
An introduction to marketing concepts, strategies and practices with a balance of depth of coverage and ease of learning.
Principles of Marketing keeps pace with a rapidly changing field, focussing on the ways brands create and capture consumer
value. Practical content and linkage are at the heart of this edition. Real local and international examples bring ideas to life and
new feature 'linking the concepts' helps students test and consolidate understanding as they go. The latest edition enhances
understanding with a unique learning design including revised, integrative concept maps at the start of each chapter, end-ofchapter features summarising ideas and themes, a mix of mini and major case studies to illuminate concepts, and critical thinking
exercises for applying skills.
We have designed this book primarily for the business school student or marketing manager, who, with minimal background and
technical training, must understand and employ the basic tools and models associated with Marketing Engineering. The 21st
century business environment demands more analysis and rigor in marketing decision making. Increasingly, marketing decision
making resembles design engineering—putting together concepts, data, analyses, and simulations to learn about the marketplace
and to design effective marketing plans. While many view traditional marketing as art and some view it as science, the new
marketing increasingly looks like engineering (that is, combining art and science to solve specific problems). We offer an
accessible overview of the most widely used marketing engineering concepts and tools and show how they drive the collection of
the right data and information to perform the right analyses to make better marketing plans, better product designs, and better
marketing decisions. ** The latest edition includes up-to-date examples and references as well as a new chapter on the digital
online revolution in marketing and its implications for online advertising. In addition, the edition now incorporates some basic
financial concepts (ROI, Breakeven Analysis, and Opportunity Cost) and other tools essential to the new domain of marketing
analytics. **
Applied Marketing is a concise product that provides the very latest examples of marketing techniques and campaigns from
today’s business world without compromising on traditional theories of marketing. Marketing is about decision making and
professors want material that will help students develop their critical thinking skills so they can think like a marketer and see that
marketing is everywhere around them. Who better to develop such a product than a practitioner, Andrew Loos of Attack Marketing,
and an academic, Daniel Padgett of Auburn University. Together these authors provide insights into what employers need, know
the latest tools used by companies today and can help students smoothly move from the classroom to their careers. Applied
Marketing connects traditional marketing with customer-perspective marketing, thus teaching students the value of allowing
customers to feel more connected to the product, brand and company.
Distillation Principles and Practice Second Edition covers all the main aspects of distillation including the thermodynamics of
vapor/liquid equilibrium, the principles of distillation, the synthesis of distillation processes, the design of the equipment, and the
control of process operation. Most textbooks deal in detail with the principles and laws of distilling binary mixtures. When it comes
to multi-component mixtures, they refer to computer software nowadays available. One of the special features of the second
edition is a clear and easy understandable presentation of the principles and laws of ternary distillation. The right understanding of
ternary distillation is the link to a better understanding of multi-component distillation. Ternary distillation is the basis for a
conceptual process design, for separating azeotropic mixtures by using an entrainer, and for reactive distillation, which is a rapidly
developing field of distillation. Another special feature of the book is the design of distillation equipment, i.e. tray columns and
packed columns. In practice, empirical know-how is preferably used in many companies, often in form of empirical equations,
which are not even dimensionally correct. The objective of the proposed book is the derivation of the relevant equations for column
design based on first principles. The field of column design is permanently developing with respect to the type of equipment used
and the know-how of two-phase flow and interfacial mass transfer.
The new and extended Second Edition of the award-winning textbook Sustainability Marketing: A Global Perspective provides a
sustainability-oriented vision of marketing for the twenty-first century. Adopting a a consumer marketing focus, it emphasises
integrating sustainability principles into both marketing theory and the practical decision making of marketing managers. The book
shows how the complexities of sustainability issues can be addressed by marketers through a systematic step-by-step approach.
The steps involve an analysis of socio-environmental priorities to complement conventional consumer research; an integration of
social, ethical and environmental values into marketing strategy development; a new consumer-oriented sustainability marketing
mix to replace the outmoded and producer-oriented ‘4Ps’; and finally an analysis of how marketing can go beyond responding to
social change to contribute to a transformation to a more sustainable society. Without taking such steps, marketing will continue to
drive global crises linked to climate change, poverty, food shortages, oil depletion and species extinction, instead of helping to
tackle them.
Principles of Marketing Engineering, 2nd EditionDecisionPro
Retailing is one of the biggest and most important sectors in today's economy. Graduates who are seeking a career in the sector
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will therefore require a solid knowledge of its core principles. The Principles of Retailing Second Edition is a topical, engaging and
authoritative update of a hugely successful textbook by three leading experts in retail management designed to be a digestible
introduction to retailing for management and marketing students. The previous edition was praised for the quality of its coverage,
the clarity of its style and the strength of its sections on operation and supply chain issues such as buying and logistics, which are
often neglected by other texts. This new edition has been comprehensively reworked in response to the rapid changes to the
industry, including the growth of online retail and the subsequent decline of physical retail space and new technologies that
improve customer experience and help track consumer behaviour. It also builds upon the authors' research over the last decade
with new chapters on offshore sourcing and CSR and product management in addition to considerable revisions to existing
chapters to highlight changes in online retailing and e-tail logistics, retail branding, retail security, internationalisation and the
fashion supply chain. This edition will also be supported by a collection of online teaching materials to help tutors spend less time
preparing and more time teaching.
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.

The Principles of Islamic Marketing fills a gap in international business literature covering the aspects and values of
Islamic business thought. It provides a framework and practical perspectives for understanding and implementing the
Islamic marketing code of conduct. It is not a religious book. The Islamic Economic System is a business model adopted
by nearly one quarter of the world’s population. Baker Alserhan identifies the features of the Islamic structure of
International Marketing practices and ethics. Adherence to such ethical practices elevates the standards of behaviour of
traders and consumers alike and creates a value-loaded framework for meaningful cooperation between international
marketers and their Muslim markets. His book provides a complete guide for an organization when managing its entire
marketing function or when customising part of its offering to suit Muslim customers. It addresses the challenges facing
marketers involved in business activities with and within Islamic communities, the knowledge needs of academic
institutions, and the interest of multinationals keen on tapping the huge Islamic markets. Along the way, Baker Alserhan
provides insights into key elements such as, distribution channels, retailing practices, branding, positioning, and pricing;
all within the Muslim legal and cultural norms. This second edition brings the book up to date and features a number of
new case studies and two additional chapters on Maqasid Al Shariah and the Islamic economy, and a strategic
perspective on Islamic marketing and branding.
Praise for the first edition: “This excellent text will be useful to everysystem engineer (SE) regardless of the domain. It
covers ALLrelevant SE material and does so in a very clear, methodicalfashion. The breadth and depth of the author's
presentation ofSE principles and practices is outstanding.” –Philip Allen This textbook presents a comprehensive, stepby-step guide toSystem Engineering analysis, design, and development via anintegrated set of concepts, principles,
practices, andmethodologies. The methods presented in this text apply to any typeof human system -- small, medium,
and large organizational systemsand system development projects delivering engineered systems orservices across
multiple business sectors such as medical,transportation, financial, educational, governmental, aerospace anddefense,
utilities, political, and charity, among others. Provides a common focal point for “bridgingthe gap” between and unifying
System Users, System Acquirers,multi-discipline System Engineering, and Project, Functional, andExecutive
Management education, knowledge, and decision-making fordeveloping systems, products, or services Each chapter
provides definitions of key terms,guiding principles, examples, author’s notes, real-worldexamples, and exercises, which
highlight and reinforce key SE&Dconcepts and practices Addresses concepts employed in Model-BasedSystems
Engineering (MBSE), Model-Driven Design (MDD), UnifiedModeling Language (UMLTM) / Systems Modeling
Language(SysMLTM), and Agile/Spiral/V-Model Development such asuser needs, stories, and use cases analysis;
specificationdevelopment; system architecture development; User-Centric SystemDesign (UCSD); interface definition &
control; systemintegration & test; and Verification & Validation(V&V) Highlights/introduces a new 21st Century
SystemsEngineering & Development (SE&D) paradigm that is easy tounderstand and implement. Provides practices that
are critical stagingpoints for technical decision making such as Technical StrategyDevelopment; Life Cycle requirements;
Phases, Modes, & States;SE Process; Requirements Derivation; System ArchitectureDevelopment, User-Centric System
Design (UCSD); EngineeringStandards, Coordinate Systems, and Conventions; et al. Thoroughly illustrated, with end-ofchapter exercises andnumerous case studies and examples, Systems EngineeringAnalysis, Design, and Development,
Second Edition is a primarytextbook for multi-discipline, engineering, system analysis, andproject management
undergraduate/graduate level students and avaluable reference for professionals.
This book is a complete introduction to the power of R for marketing research practitioners. The text describes statistical
models from a conceptual point of view with a minimal amount of mathematics, presuming only an introductory
knowledge of statistics. Hands-on chapters accelerate the learning curve by asking readers to interact with R from the
beginning. Core topics include the R language, basic statistics, linear modeling, and data visualization, which is
presented throughout as an integral part of analysis. Later chapters cover more advanced topics yet are intended to be
approachable for all analysts. These sections examine logistic regression, customer segmentation, hierarchical linear
modeling, market basket analysis, structural equation modeling, and conjoint analysis in R. The text uniquely presents
Bayesian models with a minimally complex approach, demonstrating and explaining Bayesian methods alongside
traditional analyses for analysis of variance, linear models, and metric and choice-based conjoint analysis. With its
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emphasis on data visualization, model assessment, and development of statistical intuition, this book provides guidance
for any analyst looking to develop or improve skills in R for marketing applications.
Descriptive and analytical, MODERN MARKETING RESEARCH: CONCEPTS, METHODS, AND CASES, 2E,
International Edition is a comprehensive introduction to the practice of marketing research. The book walks you through
each step of the marketing research process, from project design and data collection to analyzing findings with statistical
methods and preparing the final report. Making sense of complex marketing data, MODERN MARKETING RESEARCH:
CONCEPTS, METHODS, AND CASES, 2E, International Edition explains in detail the analytical and statistical
approaches essential in marketing research, including standard multivariate methods like Factor, Cluster, and Conjoint
Analyses, as well as the latest Hierarchical Bayes, Heterogeneity, and Sample Selection techniques. More than three
dozen in-text cases highlight research projects in business and academic settings, while numerous examples and special
interviews with industry experts give you an in-depth perspective of marketing research and its applications in the real
world.
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 practice. From planning, strategy and
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.
This book and associated software (available separately) aims to train business students to translate marketing concepts
into context specific operational decisions and actions using analytical, quantitative, and computer modeling techniques
Now in its Second Edition, Principles of Management by Tony Morden is a proven textbook that offers a comprehensive
introduction to the theory and practice of management. In addition to explaining the fundamentals, this book now takes
the reader to the leading edge of the discipline. The Second Edition contains new material on leadership, trust, stress
management, teamwork, the public sector, and knowledge management. It is assumed that in business an international
context is now the norm, and Part Five examines global styles of management. Arranged in sharply focused parts and
chapters, the text is further broken down into accessible sections. The exposition is clear and reader-friendly. Principles
of Management is ideal for use on undergraduate, conversion masters, and MBA courses in business and management.
Its accessible structure and style make it highly suitable for modular courses and distance learning programmes, or for
self-directed study and continuing personal professional development.
Software Engineering: A Methodical Approach (Second Edition) provides a comprehensive, but concise introduction to
software engineering. It adopts a methodical approach to solving software engineering problems, proven over several
years of teaching, with outstanding results. The book covers concepts, principles, design, construction, implementation,
and management issues of software engineering. Each chapter is organized systematically into brief, reader-friendly
sections, with itemization of the important points to be remembered. Diagrams and illustrations also sum up the salient
points to enhance learning. Additionally, the book includes the author’s original methodologies that add clarity and
creativity to the software engineering experience. New in the Second Edition are chapters on software engineering
projects, management support systems, software engineering frameworks and patterns as a significant building block for
the design and construction of contemporary software systems, and emerging software engineering frontiers. The text
starts with an introduction of software engineering and the role of the software engineer. The following chapters examine
in-depth software analysis, design, development, implementation, and management. Covering object-oriented
methodologies and the principles of object-oriented information engineering, the book reinforces an object-oriented
approach to the early phases of the software development life cycle. It covers various diagramming techniques and
emphasizes object classification and object behavior. The text features comprehensive treatments of: Project
management aids that are commonly used in software engineering An overview of the software design phase, including a
discussion of the software design process, design strategies, architectural design, interface design, database design, and
design and development standards User interface design Operations design Design considerations including system
catalog, product documentation, user message management, design for real-time software, design for reuse, system
security, and the agile effect Human resource management from a software engineering perspective Software economics
Software implementation issues that range from operating environments to the marketing of software Software
maintenance, legacy systems, and re-engineering This textbook can be used as a one-semester or two-semester course
in software engineering, augmented with an appropriate CASE or RAD tool. It emphasizes a practical, methodical
approach to software engineering, avoiding an overkill of theoretical calculations where possible. The primary objective is
to help students gain a solid grasp of the activities in the software development life cycle to be confident about taking on
new software engineering projects.
Substantially revised throughout, Political Marketing second edition continues to offer students the most comprehensive introduction to this
rapidly growing field. It provides an accessible but in-depth guide to what political marketing is and how it is used in practice, and encourages
reflection on how it should be used in the future. Features and benefits of the second edition: New chapters on political branding and delivery
marketing; Expanded discussion of political public relations, crisis management, marketing in the lower levels of government and volunteerfriendly organizations; Examination of the new research on emerging practices in the field, such as interactive and responsive leadership
communication, mobile marketing, co-creation market research, experimental and analytic marketing, celebrity marketing and integrated
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marketing communications; and Extensive pedagogical features, including 21 detailed case studies from around the world, practitioner
profiles, best practice guides, class discussion points, an online resource site and both applied and traditional assessment questions Written
by a leading expert in the field, this textbook is essential reading for all students of political marketing, parties and elections and comparative
politics. This book is supported by an online resource site, www.political-marketing.org/, which is annually updated with new academic
literature, audiovisual links and websites that provide further reading and links to clips for use in teaching political marketing.
The goal of the new edition is to continue with a systems view of the world. For a more robust and worldwide market dissemination, the new
edition has changed to a reference book. The project systems approach to project management, is needed in executing projects across
countries and across cultures, which is a crucial requirement in today's globalized and intertwined economics. The book uses ample graphical
representations to clarify the concepts and techniques presented. The case examples help to reinforce the topics covered. Several illustrative
examples and practice exercises are included. Each chapter is updated and new chapters include Project Simulation and Project Templates.
A new chapter on managing complex projects in an age of artificial intelligence adds a unique value to the book. Features Highlights
contemporary best practices of project management Uses a systems framework to integrate quantitative and qualitative tools Offers
illustrative examples and practice exercises Covers project schedule performance appraisal techniques Discusses the knowledge areas
contained in the Project Management Book of Knowledge (PMBOK) Presents software applications for project management, as well as case
examples
Every industry must confront unethical behavior in the workplace. Whether your students want to pursue careers in business, education,
public service, or the military, they will need a solid foundational understanding of ethics and the impact their decisions will have on their
organizations and their own lives. Bestselling author, Craig E. Johnson, illustrates the best approaches for developing our ethical
competence. Organizational Ethics: A Practical Approach equips students with the knowledge and skills they need to make a positive
difference in their workplace. Self-assessments, reflection opportunities, and application projects allow students to practice their ethical
reasoning abilities. Each part of the book focuses on a different aspect of ethical organizational behavior, examining ethics at the individual,
group, and organizational levels. The revised Fourth Edition includes a new feature titled Contemporary Issues in Organizational Ethics and
new case studies on current topics such as fake news, sexual harassment, and cultural appropriation. This book shows how readers can
develop their ethical expertise and provides opportunities to practice problem-solving to defend their decisions.
For those seeking a thorough grounding in modern communication engineering principles delivered with unrivaled clarity using an
engineering-first approach Communication Engineering Principles: 2nd Edition provides readers with comprehensive background information
and instruction in the rapidly expanding and growing field of communication engineering. This book is well-suited as a textbook in any of the
following courses of study: Telecommunication Mobile Communication Satellite Communication Optical Communication Electronics
Computer Systems Primarily designed as a textbook for undergraduate programs, Communication Engineering Principles: 2nd Edition can
also be highly valuable in a variety of MSc programs. Communication Engineering Principles grounds its readers in the core concepts and
theory required for an in-depth understanding of the subject. It also covers many of the modern, practical techniques used in the field. Along
with an overview of communication systems, the book covers topics like time and frequency domains analysis of signals and systems,
transmission media, noise in communication systems, analogue and digital modulation, pulse shaping and detection, and many others.
The 21st century business environment demands more analysis and rigor in marketing decision making. Increasingly, marketing decision
making resembles design engineering-putting together concepts, data, analyses, and simulations to learn about the marketplace and to
design effective marketing plans. While many view traditional marketing as art and some view it as science, the new marketing increasingly
looks like engineering (that is, combining art and science to solve specific problems). Marketing Engineering is the systematic approach to
harness data and knowledge to drive effective marketing decision making and implementation through a technology-enabled and modelsupported decision process. (For more information on Excel-based models that support these concepts, visit DecisionPro.biz.) We have
designed this book primarily for the business school student or marketing manager, who, with minimal background and technical training,
must understand and employ the basic tools and models associated with Marketing Engineering. We offer an accessible overview of the most
widely used marketing engineering concepts and tools and show how they drive the collection of the right data and information to perform the
right analyses to make better marketing plans, better product designs, and better marketing decisions. What's New In the 2nd Edition While
much has changed in the nearly five years since the first edition of Principles of Marketing Engineering was published, much has remained
the same. Hence, we have not changed the basic structure or contents of the book. We have, however Updated the examples and
references. Added new content on customer lifetime value and customer valuation methods. Added several new pricing models. Added new
material on "reverse perceptual mapping" to describe some exciting enhancements to our Marketing Engineering for Excel software. Provided
some new perspectives on the future of Marketing Engineering. Provided better alignment between the content of the text and both the
software and cases available with Marketing Engineering for Excel 2.0.
The 21st century business environment demands more analysis and rigor in marketing decision making. And the business press is abuzz
with the wonders of analytics. Increasingly, marketing decision making is becoming like design engineering- putting together concepts, data,
analyses, and simulations to learn about the marketplace (analytics) and to design effective marketing plans (engineering). While many view
traditional marketing as art and some view it as science, the new marketing increasingly looks like engineering (that is, combining art and
science to solve specific problems). We offer an accessible overview of the most widely used marketing engineering and analytics concepts
and tools and show how they drive the collection of the right data and information to perform the right analyses to make better marketing
plans, better product designs, and better marketing decisions. We have designed this book primarily for the business school student or
marketing manager, who, with minimal background and technical training, must understand and employ the basic tools and models
associated with marketing engineering and analytics. The interested reader can go beyond the conceptual material in this book and learn how
to apply these concepts using the software tools, cases and exercises available at www.DecisionPro.biz. That material, in concert with the
descriptions here will both inform the reader and translate the concepts here into context-specific decisions and actions.
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