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For years, technology has been the impetus for progress in various processes, systems, and businesses; it shows no
sign of ceasing further development. The application of technology-driven processes in promotionally-oriented
environments has become more and more common in today’s business world. Computer-Mediated Marketing
Strategies: Social Media and Online Brand Communities brings together marketing approaches and the application of
current technology, such as social networking arenas, to show how this interaction creates a successful competitive
advantage. Focusing on qualitative research, various technological tools, and diverse Internet environments, this book is
a necessary reference source for academics, management practitioners, students, and professionals interested in the
application of technology in promotionally-oriented processes.
This book provides a contemporary theoretical insight into the fashion and luxury industry, addressing potential gray
areas within the literature. The authors analyze the luxury and fashion industry using multiple perspectives, allowing for a
critical comprehensive overview of the phenomenon across diverse streams. The book provides insight into fashion and
luxury retailing in the context of both online and brick and mortar retailers based on a variety of market scenarios. It
deciphers the rationale of customer behavioral and decision making in online and offline luxury and fashion purchasing
contexts. It provides an overview of the challenges that the industry faces with the advent of the evolving omni-channel
environment. The multiple theoretical and practical nuances of the fashion and luxury industry are presented. In this
sense, the book is a fundamental reference point for the students and academics. This book will be of interest to
practitioners in the fashion and luxury retailing sectors. Also, many policy makers will find the conceptual and exploratory
insight of this book relevant to their organizational and retailing policies. The new knowledge that is produced in this book
is a ground breaker in the fashion and luxury literature. It offers insight from both theoretical and practical perspectives
from both retailer and customer perspectives.
In recent times, the advent of new technologies, the concerns about sustainability, and the new tastes of the youngest
generations of luxury consumers have affected the traditional dynamics of the luxury goods markets. These emerging
issues have caused significant changes in the marketing of luxury goods. Sustainable development is not a new practice
in the luxury market but is of increasing importance. The real challenge is for luxury companies to overcome the residual
corporate social responsibility perspective to embrace a real integration of environmental, ethical, and social concerns
into the corporate strategy. Integrated output and sustainable processes, the introduction of non-financial reporting as
operational practice, and a new orientation to circular economy practices are emerging issues that still today request for a
deeper exploration both on the academic and managerial point of view. Digitalization is another relevant issue that is
reshaping the business model of luxury companies. Big data, blockchain, omnichannel experience, and digital customer
experience represent the main digital challenges that luxury brand companies are facing nowadays. Luxury brands must
keep up with these digital demands and sustainability concerns to maintain their position in the global market. Developing
Successful Global Strategies for Marketing Luxury Brands upgrades the most relevant theoretical frameworks and
empirical research about the marketing of luxury goods. This book is focused on contemporary issues affecting luxury
industries such as digital transformation (blockchain, big data, analytics, innovation processes), sustainable development,
changes in luxury consumers’ behavior, integration between physical and online channels, and the development of
social media marketing strategies. Chapters will cover areas of marketing, management, buyer behavior, and
international business, creating a multidisciplinary approach for this book. This book is ideal for scholars, local
government agencies and public bodies, managers, luxury business owners, along with practitioners, stakeholders,
researchers, academicians, and students who are interested in emerging issues affecting the luxury market, such as
sustainability and digital transformation.
Following on from the ground-breaking collection Fashion Cultures, this second anthology, Fashion Cultures Revisited,
contains 26 newly commissioned chapters exploring fashion culture from the start of the new millennium to the present
day. The book is divided into six parts, each discussing different aspects of fashion culture: Shopping, spaces and
globalisation Changing imagery, changing media Altered landscapes, new modes of production Icons and their legacies
Contestation, compliance, feminisms Making masculinities Fashion Cultures Revisited explores every facet of
contemporary fashion culture and the associated spheres of photography, magazines and television, and shopping
.Consequently it is an ideal companion to those interested in fashion studies, cultural studies, art, film, fashion history,
sociology and gender studies.
Luxury is booming. The rise of emerging-market luxury brands and the digital revolution are reshaping the industry, but
what's next and what trends will the future bring? The rise of emerging market luxury brands, digital and online
innovations, and growth in consumption globally has opened the doors for seasoned luxury houses and new players to
expand their horizons. This book charts the trends that are shaping the luxury industry, particularly the rise of the luxury
industry in Asia and emerging markets.
This book reflects the current thinking and research on how consumers’ perception of product risks and benefits affects
their behavior. It provides the scientific, regulatory and industrial research community with a conceptual and
methodological reference point for studies on consumer behavior and marketing. The contributions address various
aspects of consumer psychology and behavior, risk perception and communication, marketing research strategies, as
well as consumer product regulation. The book is divided into 4 parts: Product risks; Perception of product risks and
benefits; Consumer behavior; Regulation and responsibility.
Luxury is no longer a privilege of the high-net-worth individuals. It is now accessible to all. This has become possible
because the essence of luxury has changed: from something based upon materialism and conspicuous and hedonic
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consumption to one that embraces enrichment and experiences for the consumers. This evolution creates challenges for
luxury brands and for the managers of luxury brands. Building Consumer-Brand Relationship in Luxury Brand
Management is a collection of innovative research that focuses on the conception and marketing of luxury as an
experience and explores more integrative and comprehensive approaches to modeling and understanding the consumerbrand relationship with luxury brands and their sustainability in a global and multicultural world. Highlighting a broad
range of topics including digital marketing, consumer demand, and social responsibility, this book is ideally designed for
marketers, brand managers, consumer analysts, advertisers, entrepreneurs, executives, researchers, academicians, and
students.
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.
Using various research methodologies, such as reviews, case studies, analytical modeling and empirical studies, this book investigates luxury
fashion retail management and provides relevant insights, which are beneficial to both industrialists and academics. Readers gain an
understanding of luxury fashion retailing, including proper operations and strategic management, which now are the most crucial items on the
luxury fashion industry’s senior management agenda.
This volume provides the latest outcomes of augmented reality (AR) and virtual reality (VR) research conducted in various industries. It
reveals how AR and VR are currently changing the business landscape, and how new innovations provide opportunities for businesses to
offer their customers unique services and experiences. Collecting the proceedings of the International AR & VR Conference held in
Manchester, UK, in February 2017, the book advances the state of the art in AR and VR technologies and their applications in various
industries such as tourism, hospitality, events, fashion, entertainment, retail, education and the gaming industry. The papers presented here
cover the most significant topics within the field of AR and VR for both researchers and practitioners, approaching them from a business and
management perspective.
As technology continues to drive innovation and impact societies across multiple national boundaries and cultures, new approaches towards
marketing products must be created and implemented to be successful in an era of hypercompetition. Transcultural Marketing for Incremental
& Radical Innovation provides in depth discussion on tactics for improving existing products while inventing completely new products and
product categories. This publication will prove to be helpful for scholars, practitioners, and university students who wish to better understand
the importance of marketing products and services across different cultures and multiple languages.
Dieses Handbuch gibt einen Überblick über die Grundlagen und Besonderheiten der Luxusmarkenführung. Luxusunternehmen stehen
kontinuierlich vor der schwierigen Aufgabe, ihre starken, von traditionellen Werten und handwerklicher Perfektion geprägten Luxusmarken
innovativ und nachhaltig weiterzuentwickeln. Dafür ist es notwendig, die geeigneten Anpassungen vorzunehmen sowie die richtige Balance
zu finden zwischen Tradition und Innovation und zwischen Exklusivität und Zugänglichkeit der Luxusmarke. Damit der „luxury dream“
wirksam werden kann, hat das Management und Marketing besonderen Regeln zu folgen. Die Darstellung dieser Spezifika sowie der
Erfolgsfaktoren des Luxusmarkenmanagements ist das Ziel dieses Buches. Renommierte Autoren aus Wissenschaft und Praxis nehmen in
28 Beiträgen aus internationaler Perspektive Stellung zu aktuellen Herausforderungen und vermitteln, mit welchen Strategien und
Instrumenten ein erfolgreiches Management der Luxusmarke möglich ist. /div
Luxury OnlineStyles, Systems, StrategiesSpringer
Innovation and novel leadership strategies have aided the successful growth of the fashion industry around the globe. However, as the
dynamics of the industry are constantly changing, a deficit can emerge in the overall comprehension of industry strategies and practices. The
Handbook of Research on Global Fashion Management and Merchandising explores the various facets of effective management procedures
within the fashion industry. Featuring research on entrepreneurship, operations management, marketing, business modeling, and fashion
technology, this publication is an extensive reference source for practitioners, academics, researchers, and students interested in the
dynamics of the fashion industry.
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.
One of the first of its kind, this book examines the digitalization of Chinese businesses both theoretically and practically. Taking a fresh and
unique approach, the authors seek to adopt individual theories for each empirical case explored and investigate the dramatic digital
transformation that Chinese firms have undergone in recent years. With a particular focus on social networks, the authors observe and
analyze the way that digitized applications can interlink with financial systems, developing new capabilities that help to yield competitive
advantage. Covering both small to medium sized enterprises (SMEs) and globally orientated multinational enterprises (MNEs), this book is a
valuable resource for those researching Asian business, or international business more generally, as well as innovation and technology
management.

This volume LNCS 12204 constitutes the refereed proceedings of the 7th International Conference on Business, Government, and
Organizations, HCIBGO 2020, which was held in July 2020 as part of HCI International 2020 in Copenhagen, Denmark.* 1439
papers and 238 posters were accepted for publication after a careful reviewing process. The 42 papers presented in this volume
are organized in topical sections named: digital transformation and intelligent data analysis and social media, digital commerce
and marketing. *The conference was held virtually due to the COVID-19 pandemic. Chapter “The Effect of Queuing Technology
on Customer Experience in Physical Retail Environments” is available open access under a Creative Commons Attribution 4.0
International License via link.springer.com.
Here is the second of a two-volume set (LNCS 8021 and 8022) that constitutes the refereed proceedings of the 5th International
Conference on Virtual, Augmented and Mixed Reality, VAMR 2013, held as part of the 15th International Conference on HumanComputer Interaction, HCII 2013, held in Las Vegas, USA in July 2013, jointly with 12 other thematically similar conferences. The
total of 1666 papers and 303 posters presented at the HCII 2013 conferences was carefully reviewed and selected from 5210
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submissions. These papers address the latest research and development efforts and highlight the human aspects of design and
use of computing systems. The papers accepted for presentation thoroughly cover the entire field of human-computer interaction,
addressing major advances in knowledge and effective use of computers in a variety of application areas. The total of 88
contributions included in the VAMR proceedings were carefully reviewed and selected for inclusion in this two-volume set. The
papers included in this volume are organized in the following topical sections: healthcare and medical applications; virtual and
augmented environments for learning and education; business, industrial and military applications; culture and entertainment
applications.
?????:????
Research Perspectives on Social Media Influencers and Brand Communication examines the myriad ways in which social media
and the unique characteristics of the internet have changed brand communication for both brands and consumers, focusing on the
social media influencer as a brand communicator. As brands have noticed the rise of social media influencers as tastemakers and
leaders in public opinion, they have increasingly begun to incorporate social media influencers into their brand communication
strategies. Each chapter of this book represents a unique theoretical and methodological approach to examining the emergence
and growing legitimacy of the social media influencer as a brand communicator from a variety of perspectives and contexts,
discussing challenges and opportunities afforded to brands by social media influencers and providing an overview of the current
research on the use of these branding approaches. Scholars of media studies, communication, and marketing will find this book
particularly useful.
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
Vast markets for high-symbolic-value goods serve as an expansive worldwide arena where luxury brands and products compete
for consumer attention. As global luxury markets have grown and continue to grow, uncovering successful methods for maintaining
brand image and consumer desire is critical to the success of high-end brands. Global Marketing Strategies for the Promotion of
Luxury Goods explores the latest promotional trends, business models, and challenges within the luxury goods market. Focusing
on strategies for achieving competitive advantage, new market development, as well as the role of the media in luxury brand
building, this timely reference publication is designed for use by business professionals, researchers, and graduate-level students.
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.
Social media has become an integral part of society as social networking has become a main form of communication and human
interaction. To stay relevant, businesses have adopted social media tactics to interact with consumers, conduct business, and
remain competitive. Social technologies have reached a vital point in the business world, being essential in strategic decisionmaking processes, building relationships with consumers, marketing and branding efforts, and other important areas. While social
media continues to gain importance in modern society, it is essential to determine how it functions in contemporary business. The
Research Anthology on Strategies for Using Social Media as a Service and Tool in Business provides updated information on how
businesses are strategically using social media and explores the role of social media in keeping businesses competitive in the
global economy. The chapters will discuss how social tools work, what services businesses are utilizing, both the benefits and
challenges to how social media is changing the modern business atmosphere, and more. This book is essential for researchers,
instructors, social media managers, business managers, students, executives, practitioners, industry professionals, social media
analysts, and all audiences interested in how social media is being used in modern businesses as both a service and integral tool.
This new book focuses on the analysis of the online strategy and development of the luxury industry, tracing the evolution of the Internet from
a means of communication to a trade and distribution channel. The author provides a comprehensive evaluation and a critical assessment of
the tactics required for the management of luxury brands online.
This volume presents research studies that investigate various aspects of corporate communication from the viewpoint of language and
discourse, giving special attention to emerging issues and recent developments in times of rapid sociotechnical evolutions. The studies
included here are diverse in their outlook, analytical procedures, and objects of enquiry, spanning across various areas of corporate
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communication, both external and internal, such as corporate image and reputation management, various forms of corporate behaviour,
branding at different levels including employer branding, recruiting, and consumer reviews. Similarly diversified are the settings, genres and
media analysed, from face-to-face interaction to communication through the press, from traditional websites to social networking sites. All the
studies presented in this volume are set in a discourse-analytical framework and share the ultimate purpose of providing new insights into the
evolution of communication and discourse practices in the corporate environment, taking account of the most important issues that have
attracted researchers’ interest and are still open to debate.
This volume grew out of research papers presented at the 9th ICORIA (International Conference on Research in Advertising) which was held
at Universidad Autónoma de Madrid, Spain, on June 24-26, 2010. The conference involved advertising, communication, and marketing
scholars located all over the world, thereby setting an example of diversity and plurality in our ICORIA community.
A thorough, comprehensive guide to the luxury goods industry for executives, entrepreneurs, and students interested to know about the
luxury business As key new luxury markets like Asia, Latin America and Africa continue to expand, The Road to Luxury: The Evolution,
Markets and Strategies of Luxury Brand Management gives professionals interested in the industry a holistic understanding of luxury market
dynamics around the world using stories, experiences, relevant data and statistics on current market trends. For investors, the book offers
valuable insight on where the industry is headed. For industry insiders and executives, it presents valuable data with which to craft successful
business strategies. The definitive insider's guide to the luxury sector by leading figures in the field Includes rigorous academic data, including
information on the business attractiveness and appropriateness of various country markets Examines strategies and success factors of key
players, and insight into the systems and operations, retail, distribution and e-commerce, emerging markets and emerging brands, as well as
management styles For professionals in the luxury industry, as well as those studying it or investing in it, The Road to Luxury presents a
complete and information-packed resource covering virtually every aspect of this growing sector.
A book about implementing refreshing business strategies in the marketplace including: - Strategies every successful leader must know. Sales Management Tactics for the goal-oriented executive. - Executive Leadership. - Effective Marketing and Branding techniques - Design,
Innovation, and the Luxury Domain. - What you don't know could hurt your business. - Additional thoughts about post-recession marketing Effective political campaign strategies by utilizing marketing techniques along with the personal brand....
Unique and timely, this Research Handbook on Luxury Branding explores and takes stock of the current body of knowledge on luxury
branding, as well as offering direction for future research and management in the field. Featuring contributions from an international team of
top-level researchers, this Handbook offers analysis and discussion of the profound socioeconomic, psychological, technological and political
changes that are affecting the luxury industry, and that will continue to shape its future.
The fashion and luxury industries have been well-established for centuries, but the new disruptive digital environment is causing these
industries to rethink their business case and adapt their brand offerings for consumers and experiences both online and offline, mixing
physical place and digital space: phygital. This exciting new text, the first on this timely subject, written by an expert author explores the
current malaise and offers ways forward through a mixture of research and practice-led examples.
This proceedings volume explores marketing opportunities and challenges that exist in the current, fast-changing landscape of the global
marketplace. Current global issues such as the rising middle class in emerging markets, disruptive technological breakthroughs, big data
analytics, changing consumer habits and concerns over national trade policies have renewed ethical concerns around consumer privacy and
the tools companies use to operate, market to, connect and build a relationship with their customers. Featuring the full proceedings from the
2019 Academy of Marketing Science (AMS) Annual Conference held in Vancouver, Canada, this book explores and assess the rate of
change that drives companies to evaluate and adapt their marketing strategies to remain competitive. 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 Academys flagship journals, the Journal of the Academy of Marketing Science (JAMS) and AMS Review
(AMSR). Volumes are edited by leading scholars and practitioners across a wide range of subject areas in marketing science.
Management technique and operation strategies vary depending on the particular industry. This allows businesses in that industry to thrive
and increase competitive advantage. Fashion and Textiles: Breakthroughs in Research and Practice is a critical source of academic
knowledge on the latest business and management perspectives within the fashion and textiles industry. Highlighting a range of pertinent
topics such as marketing, consumer behavior, and value creation, this book is an ideal reference source for academics, professionals,
researchers, students, and practitioners interested in emerging trends in global fashion and textile management.
Online shopping has become increasingly popular due to its availability and ease. As a result, it is important for companies that sell high-end
products to maintain the same marketing success as companies selling more affordable brands in order keep up with the market. Digital
Marketing Strategies for Fashion and Luxury Brands is an essential reference source for the latest scholarly research on the need for a
variety of technologies and new techniques in which companies and brand managers can promote higher-end products. Featuring coverage
on a broad range of topics and perspectives such as brand communication, mobile commerce, and multichannel retailing, this publication is
ideally designed for managers, academicians, and researchers seeking current material on effectively promoting more expensive
merchandise using technology.
Help your students learn not only the concepts and theories that enhance the management of human behavior at work but also how to
practice these skills with Nelson/Quick's ORGANIZATIONAL BEHAVIOR. The latest edition of this book clearly demonstrates how
organizational behavior theories and research apply to companies today with engaging cases, meaningful exercises, and examples that
include six new focus companies students will instantly recognize. The authors present foundational organizational behavior topics, such as
motivation, leadership, teamwork, and communication. Students also examine emerging issues reshaping the field today, such as the theme
of change. They study how change affects attitudes and behaviors in an organization as well as what new opportunities and experiences
change presents. Students further explore growing themes of globalization, diversity, and ethics. The authors anchor the book's multifaceted
approach in both classic research and leading-edge scholarship. Timely examples from all types of organizations throughout this edition
reflect today's most current trends, including six new focus companies--NetFlix, Ford, Groupon, and more. Self-assessments and other
interactive learning opportunities allow your students to grow and develop, both as individuals and as important contributors to an
organization, as they progress throughout your course. Important Notice: Media content referenced within the product description or the
product text may not be available in the ebook version.
In the digital era, users from around the world are constantly connected over a global network, where they have the ability to connect, share,
and collaborate like never before. To make the most of this new environment, researchers and software developers must understand users’
needs and expectations. Social Media and Networking: Concepts, Methodologies, Tools, and Applications explores the burgeoning global
community made possible by Web 2.0 technologies and a universal, interconnected society. With four volumes of chapters related to digital
media, online engagement, and virtual environments, this multi-volume reference is an essential source for software developers, web
designers, researchers, students, and IT specialists interested in the growing field of digital media and engagement. This four-volume
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reference includes various chapters covering topics related to Web 2.0, e-governance, social media activism, internet privacy, digital and
virtual communities, e-business, customer relationship management, and more.
The magazine that helps career moms balance their personal and professional lives.
This volume includes the full proceedings from the 2012 World Marketing Congress and Cultural Perspectives in Marketing held in Atlanta,
Georgia with the theme Thriving in a New World Economy. The focus of the conference and the enclosed papers is on global marketing
thought, issues and practices. This volume presents papers on various topics including marketing management, marketing strategy, and
consumer behavior. Founded in 1971, the Academy of Marketing Science is an international organization dedicated to promoting timely
explorations of phenomena related to the science of marketing in theory, research, and practice. Among its services to members and the
community at large, the Academy offers conferences, congresses and symposia that attract delegates from around the world. Presentations
from these events are published in this Proceedings series, which offers a comprehensive archive of volumes reflecting the evolution of the
field. Volumes deliver cutting-edge research and insights, complimenting the Academy’s flagship journals, the Journal of the Academy of
Marketing Science (JAMS) and AMS Review. Volumes are edited by leading scholars and practitioners across a wide range of subject areas
in marketing science.?
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