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M-commerce is currently undergoing a significant transformation, with businesses actively embracing 
the phygital retail model. This approach seamlessly integrates the best aspects of online and offline 
shopping, allowing consumers to experience a richer, more interactive journey. From in-store digital 
enhancements to personalized mobile experiences, the blend of physical and digital is redefining 
modern commerce and consumer engagement.
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M-Commerce

This volume presents a pragmatic approach to understanding and capitalizing on contemporary 
m-commerce trend. It comprehensively encapsulates the evolution, emergent trends, hindrances and 
challenges, and customer perceptions about various facets of how physical and online retail channels 
are merging, blurring, and influencing each other in new ways. The rapid rise of m-commerce (or mobile 
commerce) has led to the emergence of new paradigms in the marketplace. The difference between 
physical and digital retail is diminishing, and a new “phygital retail” phenomenon is on the rise. Marketers 
need to understand this emerging paradigm and consider the new opportunities and challenges 
involved. This volume, M-Commerce: Experiencing the Phygital Retail, provides a comprehensive 
discussion of the contemporary m-commerce concepts along with the emerging paradigms in a 
pragmatic way. It presents empirical analyses and reviews on the myriad aspects of m-commerce, 
including both contemporary academic and business research.

BBVA Innovation Edge. Customer Experience (English)

BBVA Innovation Edge’s seventh issue will provide you very interesting and useful information about the 
last trends regarding omnichannel strategies and customer experience. 'BBVA InnovationEdge' is the 
first corporate multiplatform magazine focused on innovation. Each edition features articles, analysis 
and huge information about a particular theme. The main purpose of the magazine is to express the 
new trends and the upcoming technologies that may impact to the financial industry.

Handbook of Research on IoT, Digital Transformation, and the Future of Global Marketing

The business world today is changing enormously due to many factors that affect every element 
of the business cycle worldwide. From globalization to recession, in addition to other environmental 
forces, companies today face numerous challenges that have a great impact on business. Among 
the factors that are affecting the current way business is conducted are the emergence of marketing 
tools including the internet, internet of things (IoT), virtual reality, mobile applications, social media, 
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electronic word of mouth (eWoM), artificial intelligence, digital marketing, and more that have a great 
impact not only on customers but also on companies. It is imperative for businesses to embrace 
the utilization of these tools in order to expand their customer base and provide unique, successful 
consumer experiences. The Handbook of Research on IoT, Digital Transformation, and the Future of 
Global Marketing provides comprehensive coverage of current global marketing trends related to the 
use of technology. The book links the industry with academia by providing useful insights on how 
to improve businesses’ ability to create and customize customer value and loyalty. Covering topics 
including e-commerce, mobile marketing, website development, and phygital customer experiences, 
this book is essential for marketers, brand managers, advertisers, IT consultants and specialists, 
customer relations officers, managers, practitioners, business owners, marketing and business asso-
ciations, students, researchers, and academicians interested in incorporating the latest technologies 
and marketing strategies into their businesses and studies.

Smart Retailing

By providing a comprehensive theoretical framework, this book aims to map the most relevant tech-
nologies that have the potential to reshape the retail industry. The authors demonstrate how technology 
is pushing innovation, and examine how smart technologies can be fruitfully applied both in-store and 
through digital channels. The aim of the book is to synthesise theory and practice, and provide a richer 
understanding of new digital opportunities offered by the ‘smart’ experience. An accessible resource 
for researchers who want to understand this phenomenon as part of their expertise in digital marketing 
and e-commerce, Smart Retailing also provides insights for practitioners who are experiencing the 
dramatic effects of new technologies on their retail strategies.

The New Luxury Experience

This professional book introduces marketing and luxury brand professionals to a new definition of 
luxury and the art of designing the ultimate luxury experience in both the physical space (e.g., in-store, 
hotel, restaurant) and the digital space (e.g., social media, website, e-commerce). Specifically, it 
offers an overview of customer experience issues and explores big five experiential strategies that 
can be applied by luxury houses in order to provide the best luxury experience to their customers. 
Themes such as quality of customer luxury experience, immersion and co-production/co-creation in 
luxury, creation and management, digital and immersive marketing, and innovative market research 
are also examined. How do consumers define luxury? Is there one luxury or several “luxuries”? What 
kind of luxury experiences consumers want to live? How can luxury houses design the ultimate 
luxury experience? More than in any other sector, luxury consumption is a response to a search for 
emotions, pleasure, uniqueness, consideration and greatest services. The luxury consumer wants to 
live luxury experiences – not just buy luxury products or services. In this way, this book presents the 
luxury consumption experience as a combination of symbolic meaning, subconscious processes and 
nonverbal cues and characterized by fantasies, feelings and fun. Featuring case studies and interviews 
from international luxury sectors and brand managers such as Burberry, Dior, Porsche, Breitling, 
St. Regis Hotels & Resorts, and Louis Vuitton, among others, this book offers both a research and 
management perspective on luxury experience to professionals in the luxury sector (e.g., CEOs, brand 
managers, marketing and communication professionals), as well as marketing professors, students, 
and people eager to learn more about how to design the ultimate luxury experience. Praise for The New 
Luxury Experience “This book provides a holistic perspective on marketing of luxury brands, offering 
both useful practical advice as well as illustrating important cases.” -- Ravi Dhar, Director, Yale Center 
for Customer Insights, Yale University “Wided Batat’s book offers a fresh, insightful and comprehensive 
analysis of the concept of the consumer’s experience with luxury whatever that may be. The Five 
experiential luxury strategies proposed by Wided highlight that luxury management should go above 
and beyond the design and branding of luxury goods and services. I also commend the consideration 
given to the younger generations’ approach to luxury and to corporate social responsibility aspects. 
Luxury marketers should find this book very useful indeed.” -- Francesca Dall’Olmo Riley, Professor of 
Brand Management, Kingston Business School, UK

Multichannel Retailing

Presents an overview of and draws conclusions from extant studies related to multichannel retailing. 
Academic interest in this topic has increased dramatically. Thus, an updated understanding of how 



retailers and consumers influence and interact with each other in multichannel retail contexts is 
required.

The Future of Shopping

- A revised and updated edition of the Management Book of the Year (2018) - Provides a framework for 
adapting your brand to the consumer of today and tomorrow The award-winning retail handbook, The 
Future of Shopping: Where Everyone is a Retailer (2018 Management Book of the Year) is back in a 
new, updated edition. Since it was first published, we have experienced a pandemic, a digitization race, 
and the bankruptcy of numerous iconic shops. This one crisis year has meant more turnaround for the 
trade sector than an entire decade. This book addresses a new perspective on globalization, and the 
pressing questions of what brands and merchants must do to survive in this new retail landscape.

Simplifying Retail

Retail apocalypse or Retail renaissance Let’s first of all understand that retail is not dying but bad retail 
is certainly dying. Brands which refuse to adapt themselves to changing consumer’s buying behavior 
would vanish. The book cover real life case studies and examples to explain the retail concepts for 
the young retail managers and retail start-up owners, retailpreneurs & senior leaderships in an easy 
to understand style. The book is a must read for management undergraduates, retail front liners and 
mid managers who strive for self-learning and self-growth and development. The aim of the book is 
to de-mystify the complexities of existing retail and simplify it as it was earlier meant to be in the first 
place. Hence the title SIMPLIFYING RETAIL. Wishing all the readers a success in their retail journey

Remarkable Retail

Physical retail isn’t dead—but boring retail is! Remarkable Retail equips the savvy retailer with eight 
essential strategies to thrive in an increasingly volatile and uncertain future. Digital technology has 
profoundly altered the competitive landscape for retailers. In Remarkable Retail, industry thought 
leader Steve Dennis argues that in a world of nearly infinite choice, where the lines between digital 
and physical are increasingly blurred, even being very good is no longer good enough. To win and 
keep customers today, retailers must be nothing short of remarkable. In most retail categories, digital 
channels are often central to the consumer’s journey, but that doesn’t mean people aren’t also shopping 
in stores; they’re just using them differently, often browsing in one channel and buying in the other. The 
notion of a physical store channel and an ecommerce channel is increasingly a distinction without a 
difference; the customer is the channel. The future belongs to those who embrace the blur of digital and 
physical that represents modern retail today and work to deliver an experience that is more harmonized 
and more memorable, regardless of how consumers decide to shop. Packed with illuminating case 
studies from some of modern retail’s biggest success stories—and leveraging Dennis’s more than 
thirty years as a senior executive and strategic consultant to dozens of brands—Remarkable Retail 
lays out the case for going beyond a slightly better version of mediocre and forging a path to being truly 
remarkable. To help retailers on this transformation journey, Dennis presents eight essential strategies 
for visionary leaders who are prepared to reimagine their way of doing business. A remarkable retailer is 
digitally enabled, human-centered, harmonized, mobile, personal, connected, memorable, and radical. 
In an age where consumers have short attention spans, myriad options, and a digitally integrated 
relationship with every brand, Remarkable Retail is your indispensable guide to creating a powerful 
retail experience that keeps your customers coming back for more.

Omni-personal Luxury

Rapid shifts in technology and societal changes accelerated by the Pandemic have fundamentally 
changed the way that customers experience luxury. While digital transformation has unlocked new 
opportunities to connect one-to-one with customers, the challenge for luxury brands is to engage 
with customers while protecting their brand equity and leveraging digital tools to build personal 
relationships with customers. Taking you beyond omni-channel marketing, this book takes a deep dive 
into the concept of omni-personal, which enables you to connect your brand to relevant and individual 
experiences. Highly practical in scope, it takes you on a journey to building individual and relevant 
experiences and relationships at scale. The authors answer the essential questions of who, why, how, 
what and when omni-personal matters most in luxury, offering best-practice examples, case studies 
and interviews with industry leaders. Ultimately, this book shows you how to embed the omni-personal 
strategy into your business and offers a framework to help you assess your organization’s ability to 



deliver omni-personal marketing along the different channels and touchpoints within the customer 
journey. This book is for anyone who is interested in the future of luxury, including industry experts 
and brand managers who want a better understanding of the required steps towards an omni-personal 
customer relationship.

Augmented Reality and Virtual Reality

This book presents a collection of the latest research in the area of immersive technologies, presented 
at the International Augmented and Virtual Reality Conference 2018 in Manchester, UK, and show-
cases how augmented reality (AR) and virtual reality (VR) are transforming the business landscape. 
Innovations in this field are seen as providing opportunities for businesses to offer their customers 
unique services and experiences. The papers gathered here advance the state of the art in AR/VR 
technologies and their applications in various industries such as healthcare, tourism, hospitality, events, 
fashion, entertainment, retail, education and gaming. The volume collects contributions by prominent 
computer and social sciences experts from around the globe. Addressing the most significant topics 
in the field of augmented and virtual reality and sharing the latest findings, it will be of interest to 
academics and practitioners alike.

Start-Ups and SMEs: Concepts, Methodologies, Tools, and Applications

Smaller companies are abundant in the business realm and outnumber large companies by a wide 
margin. To maintain a competitive edge against other businesses, companies must ensure the most 
effective strategies and procedures are in place. This is particularly critical in smaller business en-
vironments that have fewer resources. Start-Ups and SMEs: Concepts, Methodologies, Tools, and 
Applications is a vital reference source that examines the strategies and concepts that will assist small 
and medium-sized enterprises to achieve competitiveness. It also explores the latest advances and 
developments for creating a system of shared values and beliefs in small business environments. 
Highlighting a range of topics such as entrepreneurship, innovative behavior, and organizational sus-
tainability, this multi-volume book is ideally designed for entrepreneurs, business managers, executives, 
managing directors, academicians, business professionals, researchers, and graduate-level students.

Handbook of Research on the Platform Economy and the Evolution of E-Commerce

In the past two decades, research on electronic commerce and platforms has thrived. Tremendous 
academic research has been conducted on this specific concept. Over the last decade, with the rise of 
applications and mobile technology, that stream of research has extended to the collaborative econ-
omy, more colloquially known as the sharing economy. The commonality between e-commerce and 
collaborative consumption being that they both occur online and rely predominantly on platforms. The 
Handbook of Research on the Platform Economy and the Evolution of E-Commerce is a comprehensive 
reference book offering a holistic perspective of the platform economy by connecting the e-commerce 
and collaborative economy streams into a common framework. As such, this integrated perspective 
offers a clearer understanding of the key trends in research and in managerial action, as well as 
an agenda for future studies and practice. This handbook emphasizes how the digital transition will 
create an increased merging between physical and digital activities, as well as the challenges and 
opportunities pertaining to this trend. Covering topics including sharing economy, Marketing 4.0, and 
digital applications, this book is essential for marketers, managers, executives, students, researchers, 
and academicians.

The Oxford Handbook of Luxury Business

This innovative volume brings together contributions from leading experts in the study of luxury to 
present the full range of perspectives on luxury business, from a variety of social science approaches. 
Topics include conceptual foundations and the evolution of the luxury industry; the production of luxury 
goods; luxury branding and marketing; distributing luxury; globalization and markets; and issues of 
morality, inequality, and environmental sustainability. The Oxford Handbook of Luxury Business is a 
necessary resource for all students and researchers of the field as well as for forward-thinking industry 
professionals.

Advanced Fashion Technology and Operations Management



Fashion has been steadily moving from the brick and mortar to the digital market. As such, it is 
increasingly vital to research new methods that will help businesses to grow and succeed in this new 
sphere. Advanced Fashion Technology and Operations Management is a pivotal reference source for 
the latest development management strategies, fashion marketing, international business, and fashion 
entrepreneurship. Featuring extensive coverage across a range of relevant perspectives and topics, 
such as online shopping behavior, digital fashion, and e-commerce, this book is ideally designed for 
professionals, entrepreneurs, students, and researchers.

WIREFRAMED

Branding a Store shows how to build a strong, independent retail brand identity to remain competitive 
in today's global marketplace. First the book explains the distinction between retail brands and 
manufacturer brands, and assesses the increasing conflict between the two. The author explains in 
detail the potential benefits of a strong retail brand for both the retailer and the consumer. It discusses 
the factors to consider when positioning the brand: assortment; price; convenience; and customer 
experience. The author considers the three competitive strategies to follow to build a strong, distinct 
brand identity: increasing sales; cutting costs; and increasing differentiation from the competition. Then 
he explains the most effective ways to communicate with the consumer. Finally he offers insights into 
the future development of successful retail brands.

Branding a Store

This book covers the ‘hot topic’ of the experiential consumption in an accessible manner and from a 
unique industry perspective which is not used in any other book. It highlights the idea that an experience 
is not something that can be readily managed by firms and is not limited to the market: an individual’s 
daily life is made up of consuming experiences that can occur with or without a market relation. Offering 
an overview of the consumption experience, it outlines a continuum of experiences of consumption that 
consumers go through, including: those that are mainly constructed by consumers around small items 
that comprise their daily life, such as organic products and non-profit or local associations those that 
have been co-developed by companies and consumers: tourism or adventure projects, rock concerts 
and cultural events those that have been largely developed by the companies where consumers are 
immersed in a hyper-real context such as fashion, sports brands, edutainment and retail. Broad and 
comprehensive, this book provides a challenging vision of the consumption experience, which is an 
invaluable tool for all those studying marketing and consumer behaviour.

Consuming Experience

This second volume in the Palgrave Studies in Practice: Global Fashion Management series focuses 
on core strategies of branding and communication of European luxury and premium brands. Brand is 
a critical asset many firms strive to establish, maintain, and grow. It is more so for fashion companies 
when consumers purchase styles, dreams and symbolic images through a brand. The volume starts 
with an introductory chapter that epitomizes the essence of fashion brand management with a 
particular emphasis on emerging branding practices, challenges and trends in the fashion industry. 
The subsequent five cases demonstrate how a family workshop from a small town can grow into a 
global luxury or premium brand within a relatively short amount of time. Scholars and practitioners in 
fashion, retail, branding, and international business will learn how companies can establish a strong 
brand identity through innovative strategies and management.

Fashion Branding and Communication

Events are an essential element of society. Advancing digital technologies and the ongoing global-
ization has put forward a variety of different business, leisure, or scientific events that need to be 
managed in order to take place. As a result of the proliferation of digital technology, IT systems are 
an indispensable part of this management process. Amid this pandemic crisis, these systems have 
become increasingly important due to the relocation of events into the virtual sphere. Since every 
event entails different requirements, event management systems need to be very flexible. In contrast 
to other application systems, this flexibility is needed during use as the requirements of future events 
are not known during the initial selection and roll-out of the software. This calls for an intensified 
dialogue between the business and IT to match technical possibilities with practical requirements. 
Currently, adequate means to support this dialogue are lacking. To this end, this dissertation presents 
a reference model that encompasses the essential processes and data structures in the domain. In 



36 application cases, the reference model is instantiated and evaluated. Practitioners and researchers 
are the intended audiences of this work. Researchers may use it as a foundation to design novel IT 
artifacts in the domain. Practitioners benefit from the first comprehensive tool to support the design 
and use of digital technology in event management.

Event Information Systems

Consumers in most parts of the world now have global access to products beyond those offered in 
their countries and cultures. This new space for comparison defined by globalization can result in 
very different purchasing behaviors, including those influenced by the 'country of origin'. This book 
investigates this effect, one of the most controversial fields of consumer literature, from a company 
perspective. In particular, it demonstrates the strategic relevance of the country of origin in creating and 
making use of the value in foreign markets. It also addresses the challenges connected with utilizing the 
value of the country of origin by considering different entry modes and international marketing channels. 
Further, it considers the role of international importers and international retailers’ assortment strategies 
in terms of value creation in foreign markets. Combining theory and practice, the book features diverse 
company perspectives and interviews with importers and retailers.

International Marketing Strategy

Why do some brands make us feel good, while others frustrate us? What makes us engage with certain 
brands, rebuy the same products, return to the same store or revisit the same destination over and 
over again? Is there a framework underlying how past and lived shopping experiences can affect our 
future experiences, our buying decisions, and our brand loyalty? In this exciting new book, Wided 
Batat introduces readers to the new customer experience framework and the era of the "Experiential 
Marketing Mix." She introduces the concept of the 7Es (Experience, Exchange, Extension, Emphasis, 
Empathy, Emotional touchpoints, Emic/Etic process); a tool that focuses on the consumer as a starting 
point in marketing strategies. By using these, companies can design suitable, emotional, and profitable 
customer experiences in a phygital context (physical place and digital space) including both offline and 
online digital experiences. Batat argues that a traditional product-centric should be replaced by the 
appropriate mix of 7Es, based upon a more consumer/experience-centric logic. Experiential Marketing 
is a guide to building experiences consumers cannot forget. It will be of interest for CEOs, brand 
managers, marketing and communication professionals, students, and anyone eager to learn more 
about how to design the ultimate customer experience in a new phygital. In this book, Professor Batat 
combines theory and practice and gives readers an overview of: the origins and the rise of the customer 
experience logic, the 7Es of the new experiential marketing mix, and the challenges for the future.

Experiential Marketing

Named one of 100 Leadership & Success Books to Read in a Lifetime by Amazon Editors An innovation 
classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to underpin today’s most 
innovative leaders and organizations. The bestselling classic on disruptive innovation, by renowned 
author Clayton M. Christensen. His work is cited by the world’s best-known thought leaders, from Steve 
Jobs to Malcolm Gladwell. In this classic bestseller—one of the most influential business books of all 
time—innovation expert Clayton Christensen shows how even the most outstanding companies can do 
everything right—yet still lose market leadership. Christensen explains why most companies miss out 
on new waves of innovation. No matter the industry, he says, a successful company with established 
products will get pushed aside unless managers know how and when to abandon traditional business 
practices. Offering both successes and failures from leading companies as a guide, The Innovator’s 
Dilemma gives you a set of rules for capitalizing on the phenomenon of disruptive innovation. Sharp, 
cogent, and provocative—and consistently noted as one of the most valuable business ideas of all 
time—The Innovator’s Dilemma is the book no manager, leader, or entrepreneur should be without.

The Innovator's Dilemma

This edited Promotion and Marketing Communications book is an original volume that presents a 
collection of chapters authored by various researchers and edited by marketing communication profes-
sionals. To survive in the competitive world, companies feel an urge to achieve a competitive advantage 
by applying accurate marketing communication tactics. Understanding marketing communication is 
an essential aspect for any field and any country. Hence, in this volume there is the latest research 
about marketing communication under which marketing strategies are delicately discussed. This book 



does not only contribute to the marketing and marketing communication intellectuals but also serves 
different sector company managerial positions and provides a guideline for people who want to attain 
a career in this field, giving them a chance to acquire the knowledge regarding consumer behavior, 
public relations, and digital marketing themes.

Promotion and Marketing Communications

This collection of different views on how digitalization is influencing various industrial sectors addresses 
essential topics like big data and analytics, fintech and insuretech, cloud and mobility technologies, 
disruption and entrepreneurship. The technological advances of the 21st century have been massively 
impacted by the digital upheaval: there is no future without digitalization. The sale of products and 
services has left the classical point of sale and now takes place on a variety of channels. Whether in the 
automotive industry, travel and traffic, in cities, or the financial industry – newly designed ecosystems 
are being created everywhere; data is being generated and analyzed in real time; and companies are 
competing for mobile access channels to customers in order to gain knowledge about their individual 
contexts and preferences. In turn, customers can now publicly share their opinions, experiences and 
knowledge as User Generated Content, allowing them to impact the market and empowering them to 
build or destroy trust.

Digital Marketplaces Unleashed

To survive in today’s competitive and globalized business environment, marketing professionals must 
look to develop innovative methods of reaching their customers and stakeholders. Examining the 
relationship between culture and marketing can provide companies with the data they need to expand 
their reach and increase their profits. Global Branding: Breakthroughs in Research and Practice 
provides international insights into marketing strategies and techniques employed to create and sustain 
a globally recognized brand. Highlighting a range of pertinent topics such as brand communication, 
consumer engagement, and product innovation, this publication is an ideal reference source for 
business executives, marketing professionals, business managers, academicians, and researchers 
actively involved in the marketing industry.

Global Branding: Breakthroughs in Research and Practice

Traditional retail is becoming increasingly volatile and challenged as a business model. Brick-and-mor-
tar has shifted to online, while online is shifting into pop-up storefronts. Virtual stores in subway 
platforms and airports are offering new levels of convenience for harried commuters. High Street and 
Main Street are becoming the stuff of nostalgia. The Big Box is losing ground to new models that attract 
consumers through their most-trusted assistant—the smartphone. What’s next? What’s the future for 
you—a retailer—who is witnessing a tsunami of change and not knowing if this means grasping ahold 
of new opportunity or being swept away? The Retail Revival answers these questions by looking into the 
not-so-distant retail past and by looking forward into a future that will continue to redefine retail and its 
enormous effect on society and our economies. Massive demographic and economic shifts, as well as 
historic levels of technological and media disruption, are turning this once predictable industry—where 
“average” was king—into a sea of turbulent change, leaving consumer behavior permanently altered. 
Doug Stephens, internationally renowned consumer futurist, examines the key seismic shifts in the 
market that have even companies like Walmart and Procter & Gamble scrambling to cope, and explores 
the current and future trends that will completely change the way we shop. The Retail Revival provides 
no-nonsense clarity on the realities of a completely new retail marketplace— realities that are driving 
many industry executives to despair. But the future need not be dark. Stephens offers hope and 
guidance for any businesses eager to capitalize on these historic shifts and thrive. Entertaining and 
thought-provoking, The Retail Revival makes sense of a brave new era of consumer behavior in which 
everything we thought we knew about retail is being completely reimagined. Praise for The Retail 
Revival “It doesn’t matter what type of retail you do—if you sell something, somewhere, you need to read 
Doug Stephens’ The Retail Revival. Packed with powerful insights on the changing retail environment 
and what good retailers should be thinking about now, The Retail Revival is easy to read, well-organized 
and provides essential food for thought.” — Gregg Saretsky, President and CEO, WestJet “This book 
captures in sharp detail the deep and unprecedented changes driving new consumer behaviors and 
values. More importantly, it offers clear guidance to brands and retailers seeking to adapt and evolve 
to meet entirely new market imperatives for success.” —John Gerzema, Author of Spend Shift and The 
Athena Doctrine “The Retail Revival is a critical read for all marketing professionals who are trying to 



figure out what’s next in retail… Doug Stephens does a great job of explaining why retail has evolved 
the way it has, and the book serves as an important, trusted guide to where it’s headed next. ” —Joe 
Lampertius SVP, Shopper Marketing, Momentum Worldwide and Owner, La Spezia Flavor Market 
“Doug Stephens has proven his right to the moniker ‘Retail Prophet.’ With careful analysis and ample 
examples, the author makes a compelling case for retailers to adapt, change and consequently revive 
their connection with consumers. Stephens presents actionable recommendations with optimism and 
enthusiasm—just the spoonful of sugar we need to face the necessary changes ahead.” —Kit Yarrow, 
Ph.D., Consumer Psychologist; Professor, Golden Gate University; Co-Author, Gen BuY: How Tweens, 
Teens and Twenty-Somethings are Revolutionizing Retail “Doug Stephens doesn’t just tell you why 
retail is in the doldrums, he tells you why retail is a major signpost for the larger troubles of our culture 
and provides a compelling, inspiring vision for a future of retail—and business, and society.” —Eric 
Garland, author of Future Inc.: How Businesses Can Anticipate and Profit from What’s Next

The Retail Revival

Discover the meaning of the latest trends in the luxury industry with this resource from leading voices 
in the field The thoroughly revised Second Edition of The Road to Luxury: The New Frontiers in Luxury 
Brand Management delivers a comprehensive overview of the foundations of, and new developments 
in, luxury brands. The book discusses a new wave of mergers and acquisitions, the rise of Gucci, 
the growth of Balenciaga, a variety of new collaborations between different companies, a growing 
support for sustainability, and the COVID-19 pandemic. Readers will also benefit from the inclusion of: 
An insightful analysis of the impact and meaning of the COVID-19 for the luxury industry, particularly 
for market growth in China The creation of savoir faire and business plan competitions in the luxury 
industry LVMH's sponsoring of Viva Technology Perfect for students in MBA programs or taking degrees 
or courses in Luxury Brand Management, The Road to Luxury will also earn a place in the libraries of 
executives and managers in the luxury business, marketing, branding, and advertising professionals 
and companies, and entrepreneurs interested in the workings of the luxury industry.

The Road to Luxury

Initiated and governed by property or business owners under the authorization of state and local 
governments, business improvement districts (BIDs) have received a very mixed reception. To some, 
they are innovative examples of self-governance and public-private partnerships; to others, they are 
yet another example of the movement toward the privatization of what should be inherent government 
responsibilities. Among the first books to present a collection of scholarly work on the subject, Business 
Improvement Districts: Research, Theories, and Controversies brings together renowned leaders in 
the field to compile the highest-quality theoretical, legal, and empirical studies into one comprehensive 
volume. Investigating fundamental concerns at the core of the debate, as well as potential solutions, 
this groundbreaking resource: Tackles the need for improved problem solving and efficiency in service 
delivery Examines new and innovative policy tools for both the public and private sectors Evaluates 
whether BIDs do ignore the needs and voices of residential property owners Discusses the challenge 
created by social segregation in cities Addresses lack of accountability by BIDs to the public and 
elected representatives From different perspectives, leading practitioners and academics analyze the 
pros and cons of BIDs both in the United States and around the world. They look at their impact on 
urban planning and retail revitalization, consider their legal implications, and explore ways to measure 
BID performance. Filled with case studies of urban centers including San Diego, Atlanta, New York, 
Toronto, and Capetown, and state models such as New Jersey and Pennsylvania, this examination 
bring together essential information for researchers as well as those leaders and policy makers looking 
to adopt a BID model or improve one already in place.

Business Improvement Districts

Reinvent public schools with proven, innovative practices Our homes, communities, and the world itself 
need the natural assets our children bring with them as learners, and which they often lose over time 
on the assembly line that pervades most of the public education system today. We see no actions 
as more important in school than developing, supporting, and reinforcing children's sense of agency, 
the value of their voices, and their potential to influence their own communities. In Timeless Learning, 
an award-winning team of leaders, Chief Technology Officer Ira Socol, Superintendent Pam Moran, 
and Lab Schools Principal Chad Ratliff demonstrate how you can implement innovative practices that 
have shown remarkable success. The authors use progressive design principles to inform pathways 



to disrupt traditions of education today and show you how to make innovations real that will have a 
timeless and meaningful impact on students, keeping alive the natural curiosity and passion for learning 
with which children enter school. Discover the power of project-based and student-designed learning 
Find out what “maker learning” entails Launch connected and interactive digital learning Benefit from 
the authors’ “opening up learning” space and time Using examples from their own successful district as 
well as others around the country, the authors create a deep map of the processes necessary to move 
from schools in which content-driven, adult-determined teaching has been the traditional norm to new 
learning spaces and communities in which context-driven, child-determined learning is the progressive 
norm.

Timeless Learning

Ever notice that all watch ads show 10:10 as the time? Or that all fast-food restaurants use red or 
yellow in their logos? Or that certain stores are always having a sale? You may not be aware of these 
details, yet they've been influencing you all along. Every time you purchase, swipe, or click, marketers 
are able to more accurately predict your behavior. These days, brands know more about you than you 
know about yourself. Blindsight is here to change that. With eye-opening science, engaging stories, 
and fascinating real-world examples, neuroscientist Matt Johnson and marketer Prince Ghuman dive 
deep into the surprising relationship between brains and brands. In Blindsight, they showcase how 
marketing taps every aspect of our mental lives, covering the neuroscience of pain and pleasure, 
emotion and logic, fear and safety, attention and addiction, and much more. We like to think of ourselves 
as independent actors in control of our decisions, but the truth is far more complicated. Blindsight will 
give you the ability to see the unseeable when it comes to marketing, so that you can consume on your 
own terms. On the surface, you will learn how the brain works and how brands design for it. But peel 
back a layer, and you'll find a sharper image of your psychology, reflected in your consumer behavior. 
This book will change the way you view not just branding, but yourself, too.

Blindsight

Rediscover the fundamentals of marketing from the best in the business In Marketing 5.0, the 
celebrated promoter of the “Four P’s of Marketing,” Philip Kotler, explains how marketers can use 
technology to address customers’ needs and make a difference in the world. In a new age when 
marketers are struggling with the digital transformation of business and the changing behavior of 
customers, this book provides marketers with a way to integrate technological and business model 
evolution with the dramatic shifts in consumer behavior that have happened in the last decade. 
Following the pattern presented in his bestselling Marketing X.0 series, Philip Kotler covers the crucial 
topics necessary to understand modern marketing, including: · Artificial Intelligence for marketing 
automation · Agile marketing · “Segments of one” marketing · Contextual technology · Facial recognition 
and voice tech for marketing · The future of Customer Experience (CX) · Transmedia storytelling · 
The “Whatever-Whenever-Wherever” service delivery · “Everything-As-A-Service” business model · 
Internet of Things and blockchain for marketing · Virtual and augmented reality marketing · Corporate 
activism Perfect for traditional and digital marketers, as well as students and teachers of marketing 
and business, Marketing 5.0 reinvigorates the field of marketing with actionable recommendations and 
unique insights.

Marketing 5.0

The Honourable Mrs Victor Bruce: record-breaking racing motorist; speedboat racer; pioneering aviator 
and businesswoman – remarkable achievements for a woman of the 1920s and '30s. Mildred Bruce 
enjoyed a privileged background that allowed her to search for thrills beyond the bounds of most female 
contemporaries. She raced against the greats at Brooklands, drove 200 miles north of the Arctic Circle 
and won the first ladies' prize at the Monte Carlo Rally. Whilst Amy Johnson was receiving global 
acclaim for her flight to Australia, Mildred learned to fly, and a mere eight weeks later she embarked 
on a round-the-world flight, becoming the first person to fly solo from the UK to Japan. Captured by 
brigands and feted by the Siamese, Japanese and Americans, she survived several crashes with body 
and spirit intact, and became a glittering aviation celebrity on her return. A thoroughly modern woman, 
she pushed similar boundaries in her unconventional love life and later became Britain's first female 
airline entrepreneur. This is the story of a charismatic woman who defied the conventions of her time, 
and loved living life in the fast lane.



A Passion for Speed

In todays' highly competitive global market, fashion designers, entrepreneurs and executives need 
state, federal, and international laws to protect their intellectual property-their brands and the products 
by which their customers recognize them. Fashion Law provides a concise and practical guide to the 
full range of legal issues faced by a fashion company as it grows from infancy to international stature. 
Updated to reflect recent legal decisions and regulatory developments, this revised edition covers such 
a vital issues as intellectual property protection and litigation, licensing, anti-counterfeiting, start-ups 
and finance, commercial transactions, retail property leasing, employment regulations, advertising 
and marketing, celebrity endorsements, international trade. Features of the text help to make legal 
concepts accessible to the lay reader. More than 25 leading attorneys practicing in the emerging legal 
specialty of fashion law contributed the chapters for this authoritative text, and their expertise provides 
a foundation for fashion professionals and their legal advisors to work together effectively. New to 
this Edition~Expanded section on Intellectual Property protection, including an all new Chapter 6 on 
Litigation~All new Chapter 10 on Fashion Finance Features~Box Features provide real-life examples 
that demonstrate the role that law plays in the fashion business, including landmark court cases and 
current events~Practice Tips discuss legal issues that should be considered as fashion designers and 
executives establish procedures for conducting their business~Sample Clauses familiarize readers with 
the legal language that covers the rights and responsibilities of the parties to agreements. Instructor's 
Guide and PowerPoint presentations available.

Fashion Law

Presenting some of the most significant research on the modern understanding of luxury, this edited 
collection of articles from the Journal of Brand Management explores the complex relationships 
consumers tie with luxury, and the unique characteristics of luxury brand management. Covering 
the segmentation of luxury consumers worldwide, the specificity of luxury management, the role of 
sustainability for luxury brands and major insights from a customer point of view, Advances in Luxury 
Brand Management is essential reading for upper level students as well as scholars and discerning 
practitioners.

Advances in Luxury Brand Management

Most experts agree that the advent of internet retailing has transformed the marketplace, but until 
now students of the subject have had to search far and wide for comprehensive up-to-date analyses 
of the new business landscape. Coverage of the recent dot-com boom and bust obscured the fact 
that e-retailing is now firmly established in global business, promising growth rates that will continue 
to rise globally. This much-needed book provides readers with a guide to the implementation and 
operation of a successful e-retailing business, and has been written for students, entrepreneurs and 
researchers at all levels. By identifying and explaining the underlying principles of e-retailing and its 
relationship with conventional retail methods, this research-based book leads readers through this 
exciting and emerging subject. Throughout, case studies are explored, including: Ipod Nike Amazon 
e-Bay McDonald's Nokia. With accessibly written features such as key learning points, questions, think 
points and further reading, e-Retailing is core reading for anyone using, studying or researching the 
internet or e-retailing.

E-Retailing

This book presents cutting-edge research on innovative human systems integration and human–ma-
chine interaction, with an emphasis on artificial intelligence and automation, as well as computational 
modeling and simulation. It covers a wide range of applications in the area of design, construction 
and operation of products, systems and services. The book describes advanced methodologies and 
tools for evaluating and improving interface usability, new models, and case studies and best practices 
in virtual, augmented and mixed reality systems, with a special focus on dynamic environments. 
It also discusses various factors concerning the human user, hardware, and artificial intelligence 
software. Based on the proceedings of the 4th International Conference on Intelligent Human Systems 
Integration (IHSI 2021), held on February 22–24, 2021, the book also examines the forces that 
are currently shaping the nature of computing and cognitive systems, such as the need to reduce 
hardware costs; the importance of infusing intelligence and automation; the trend toward hardware 
miniaturization and optimization; the need for a better assimilation of computation in the environment; 
and social concerns regarding access to computers and systems for people with special needs. It offers 



a timely survey and a practice-oriented reference guide for policy- and decision-makers, human factors 
engineers, systems developers and users alike.

Intelligent Human Systems Integration 2021

Customer Loyalty Isn't Enough—Grow Your Share of Wallet The Wallet Allocation Rule is a revolution-
ary, definitive guide for winning the battle for share of customers' hearts, minds, and wallets. Backed by 
rock-solid science published in the Harvard Business Review and MIT Sloan Management Review, this 
landmark book introduces a new and rigorously tested approach—the Wallet Allocation Rule—that is 
proven to link to the most important measure of customer loyalty: share of wallet. Companies currently 
spend billions of dollars each year measuring and managing metrics like customer satisfaction and Net 
Promoter Score (NPS) to improve customer loyalty. These metrics, however, have almost no correlation 
to share of wallet. As a result, the returns on investments designed to improve the customer experience 
are frequently near zero, even negative. With The Wallet Allocation Rule, managers finally have the 
missing link to business growth within their grasp—the ability to link their existing metrics to the share 
of spending that customers allocate to their brands. Learn why improving satisfaction (or NPS) does 
not improve share. Apply the Wallet Allocation Rule to discover what really drives customer spending. 
Uncover new metrics that really matter to achieve growth. By applying the Wallet Allocation Rule, 
managers get real insight into the money they currently get from their customers, the money available 
to be earned by them, and what it takes to get it. The Wallet Allocation Rule provides managers with a 
blueprint for sustainable long-term growth.

The Wallet Allocation Rule

The future of humanity is urban, and the nature of urban space enables, and necessitates, sharing -- 
of resources, goods and services, experiences. Yet traditional forms of sharing have been undermined 
in modern cities by social fragmentation and commercialization of the public realm. In Sharing Cities, 
Duncan McLaren and Julian Agyeman argue that the intersection of cities' highly networked physical 
space with new digital technologies and new mediated forms of sharing offers cities the opportunity 
to connect smart technology to justice, solidarity, and sustainability. McLaren and Agyeman explore 
the opportunities and risks for sustainability, solidarity, and justice in the changing nature of sharing. 
McLaren and Agyeman propose a new "sharing paradigm," which goes beyond the faddish "sharing 
economy" -- seen in such ventures as Uber and TaskRabbit -- to envision models of sharing that are 
not always commercial but also communal, encouraging trust and collaboration. Detailed case studies 
of San Francisco, Seoul, Copenhagen, Medellín, Amsterdam, and Bengaluru (formerly Bangalore) 
contextualize the authors' discussions of collaborative consumption and production; the shared public 
realm, both physical and virtual; the design of sharing to enhance equity and justice; and the prospects 
for scaling up the sharing paradigm though city governance. They show how sharing could shift values 
and norms, enable civic engagement and political activism, and rebuild a shared urban commons. 
Their case for sharing and solidarity offers a powerful alternative for urban futures to conventional 
"race-to-the-bottom" narratives of competition, enclosure, and division.

Sharing Cities

This volume presents the full proceedings of the 2016 Academy of Marketing Science (AMS) World 
Marketing Congress held in Paris, France. It contains current research in marketing from academics, 
scholars, and practitioners from around the world. Focusing on advancing marketing theory and 
practice, this volume will help marketers to move forward in providing value for companies, consumers, 
and society. Founded in 1971, the Academy of Marketing Science is an international organization 
dedicated to promoting timely explorations of phenomena related to the science of marketing in theory, 
research, and practice. Among its services to members and the community at large, the Academy offers 
conferences, congresses, and symposia that attract delegates from around the world. Presentations 
from these events are published in this Proceedings series, which offers a comprehensive archive 
of volumes reflecting the evolution of the field. Volumes deliver cutting-edge research and insights, 
complementing the Academy’s flagship journals, the Journal of the Academy of Marketing Science 
(JAMS) and AMS Review. Volumes are edited by leading scholars and practitioners across a wide 
range of subject areas in marketing science.

Marketing at the Confluence between Entertainment and Analytics
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