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Marketing Research An Integrated Approach 3rd Edition
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.
Marketing Research: An Integrated Approach Second Edition Alan Wilson "I am
impressed by the simplicity and clarity of this book. The text stands out in its
practicality and hands-on approach. Alan Wilson brings his rich research
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experience to this well-written, concise book." --Zhongqi Jin, Middlesex University
Business School "Marketing Research: An Integrated Approach," Second Edition
is invaluable for anyone studying marketing research at a degree or diploma level
and is prescribed reading for those students taking the joint module on Marketing
Research and Information offered by the Chartered Institute of Marketing and
The Market Research Society. The book places research in the bigger picture of
marketing and demonstrates how an understanding of marketing research is a
key requirement of any effective marketing professional. The text integrates the
key concepts and techniques of marketing research with the management of
customer information from databases, loyalty cards and customer files.
"Marketing Research "is written in a clear and accessible style using many
examples, real-life case histories and discussions of current issues in marketing
research and customer information management that makes it very suitable for
supporting the delivery of single semester modules on marketing research. Key
features Links current marketing research techniques with real-life marketing
research practice Integrates marketing research with the rapidly-developing
areas of customer information management, for example, loyalty cards,
databases and customer records Covers the newest developments within
marketing research, for example, online research, multi-mode interviewing and
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falling response rates Highlights how to brief and select marketing research
suppliers Provides chapter-by-chapter suggestions for further reading and
websites New to this edition A CD incorporating a 'demo' version of SNAP comes
FREE with the text. SNAP is one of the leading fully-integrated survey software
packages for questionnaire design, data collection and analysis. The CD,
combined with the QuickStart Guide printed in the text, will enable readers to
practice how to produce and analyse short questionnaires. Alan Wilson is
Professor of Marketing at the University of Strathclyde Business School. He is
also Senior Examiner for the CIM / MRS joint module on Marketing Research and
Information. Prior to joining the Universityof Strathclyde, he held high level
positions within leading London-based marketing research agencies and a
management consultancy practice. He has written numerous articles on
marketing research and has received a number of awards for his publications. He
regularly acts as a marketing and marketing research advisor to a number of
public and private organisations. He is also a full member of the Chartered
Institute of Marketing, a Council member of The Market Research Society and he
chairs the Society's Professional Development Advisory Board. To access
valuable learning and teaching materials visit www.pearsoned.co.uk/wilson.
Covers the most recent topics in the field of environmental management and
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provides a broad focus on the theoretical and methodological underpinnings of
environmental management Provides an up-to-date survey of the field from the
perspective of different disciplines Covers the topic of environmental
management from multiple perspectives, namely, natural sciences, engineering,
business, social sciences, and methods and tools perspectives Combines both
academic rigor and practical approach through literature reviews and theories
and examples and case studies from diverse geographic areas and policy
domains Explores local and global issues of environmental management and
analyzes the role of various contributors in the environmental management
process Chapter contents are appropriately demonstrated with numerous
pictures, charts, graphs, and tables, and accompanied by a detailed reference list
for further readings
MARKETING RESEARCH is the only Australian marketing research text that
focuses equal attention on both qualitative and quantitative research processes,
making it one of the most comprehensive and holistic books in this discipline.
This concise book places marketing research in the bigger picture of the
marketing function and demonstrates how marketing research, and its
understanding, should be seen as a key element of marketing rather than a
backroom activity performed by statisticians. The text aims to be concise and
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easy to read, so all large complicated formulas have been moved to the appendix
of each chapter. Students will read and understand the most crucial parts of the
chapter and not be 'side-tracked' by trying to memorise big formulas. The authors
show how marketing research can be applied to SME's as well as large
corporations. Four comprehensive booklets on the most popular qualitative and
quantitative marketing research software packages available have been written
and are available online to support the text. This book is ideal for those taking a
short course in marketing research for the first time.
Marketing Research: An Integrated Approach, 3rd Edition, is invaluable for
anyone studying marketing research at a degree or diploma level and is core
reading for those students taking the joint module on Marketing Research and
Information offered by the Chartered Institute of Marketing and The Market
Research Society. The book places research in the bigger picture of marketing
and demonstrates how an understanding of marketing research is a key
requirement of any effective marketing professional. The text integrates the key
concepts and techniques of marketing research with the management of
customer information from databases, loyalty cards and customer files. Marketing
Research is written in a clear and accessible style using many examples, real-life
case histories and discussions of current issues in marketing research and
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customer information management that makes it very suitable for supporting the
delivery of single semester modules on marketing research. Online resources
include an Instructor’s Manual and PowerPoint slides for instructors, along with a
free CD incorporating a ‘demo’ version of SNAP, one of the leading fullyintegrated survey software packages for questionnaire design, data collection
and analysis.
Health Communication and Mass Media is a much-needed resource for those
with a professional or academic interest in the field of health communication. The
chapters engage and expand upon significant theories informing efforts at
mediated health communication and demonstrate the practical utility of these
theories in on-going or completed projects. They consider how to balance the
ethical and efficacy demands of mediated health communication efforts, and
discuss both traditional media and communication systems and new web-based
and mobile media. The book's treatment is broad, reflecting the topical and
methodological diversity in the field. It offers an integrated approach to
communication theory and application. Readers will be able to appreciate the
ways that theory shapes health communication applications and how those
applications inform the further construction of theory. They will find practical
examples of mediated health communication that can serve as models for their
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own efforts. While the book serves as an introduction to mediated health
communication for students, professionals, and practitioners with limited
experience, researchers and advanced practitioners will also appreciate the
exemplars and theoretical insights offered by the chapter authors. This book will
be of interest to anyone involved in health communication programs or more
generally with communication and allied studies, as well as to those in the health
professions and their related fields.
The Second European Edition of Services Marketing: Integrating Customer
Focus Across the Firm by Wilson, Zeithaml, Bitner and Gremler uniquely focuses
on the development of customer relationships through quality service. Reflecting
the increasing importance of the service economy, Services Marketing is the only
text that put the customer's experience of services at the centre of its approach.
The core theories, concepts and frameworks are retained, and specifically the
gaps model, a popular feature of the book. The text moves from the foundations
of services marketing before introducing the gaps model and demonstrating its
application to services marketing. In the second edition, the book takes on more
European and International contexts to reflect the needs of courses, lecturers
and students. The second edition builds on the wealth of European and
International examples, cases, and research in the first edition, offering more
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integration of European content. It has also be fully updated with the latest
research to ensure that it continues to be seen as the text covering the very latest
services marketing thinking. In addition, the cases section has been thoroughly
examined and revised to offer a range of new case studies with a European and
global focus. The online resources have also been fully revised and updated
providing an excellent package of support for lecturers and students.
‘Butterworth-Heinemann’s CIM Coursebooks have been designed to match the
syllabus and learning outcomes of our new qualifications and should be useful aids in
helping students understand the complexities of marketing. The discussion and
practical application of theories and concepts, with relevant examples and case studies,
should help readers make immediate use of their knowledge and skills gained from the
qualifications.’ Professor Keith Fletcher, Director of Education, The Chartered Institute
of Marketing ‘Here in Dubai, we have used the Butterworth-Heinemann Coursebooks
in their various forms since the very beginning and have found them most useful as a
source of recommended reading material as well as examination preparation.’ Alun
Epps, CIM Centre Co-ordinator, Dubai University College, United Arab Emirates
Butterworth-Heinemann’s official CIM Coursebooks are the definitive companions to
the CIM professional marketing qualifications. The only study materials to be endorsed
by The Chartered Institute of Marketing (CIM), all content is carefully structured to
match the syllabus and is written in collaboration with the CIM faculty. Now in full colour
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and a new student friendly format, key information is easy to locate on each page. Each
chapter is packed full of case studies, study tips and activities to test your learning and
understanding as you go along. •The coursebooks are the only study guide reviewed
and approved by CIM (The Chartered Institute of Marketing). •Each book is crammed
with a range of learning objectives, cases, questions, activities, definitions, study tips
and summaries to support and test your understanding of the theory. •Past examination
papers and examiners’ reports are available online to enable you to practise what has
been learned and help prepare for the exam and pass first time. •Extensive online
materials support students and tutors at every stage. Based on an understanding of
student and tutor needs gained in extensive research, brand new online materials have
been designed specifically for CIM students and created exclusively for ButterworthHeinemann. Check out exam dates on the Online Calendar, see syllabus links for each
course, and access extra mini case studies to cement your understanding. Explore
marketingonline.co.uk and access online versions of the coursebooks and further
reading from Elsevier and Butterworth-Heinemann. INTERACTIVE, FLEXIBLE,
ACCESSIBLE ANY TIME, ANY PLACE www.marketingonline.co.uk
This book presents the latest on the theoretical approach of the contemporary issues
evolved in strategic marketing and the integration of theory and practice. It seeks to
make advancements in the discipline by promoting strategic research and innovative
activities in marketing. The book highlights the use of data analytics, intelligence and
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knowledge-based systems in this area. In the era of knowledge-based economy,
marketing has a lot to gain from collecting and analyzing data associated with
customers, business processes, market economics or even data related to social
activities. The contributed chapters are concerned with using modern qualitative and
quantitative techniques based on information technology used to manage and analyze
business data, to discover hidden knowledge and to introduce intelligence into
marketing processes. This allows for a focus on innovative applications in all aspects of
marketing, of computerized technologies related to data analytics, predictive analytics
and modeling, business intelligence and knowledge engineering, in order to
demonstrate new ways of uncovering hidden knowledge and supporting marketing
decisions with evidence-based intelligent tools. Among the topics covered include
innovative tourism marketing strategies, marketing communications in small and
medium-sized enterprises (SMEs), the use of business modeling, as well as reflecting
on the marketing trends and outlook for all transportation industry segments. The
papers in this proceedings has been written by scientists, researchers, practitioners and
students that demonstrate a special orientation in strategic marketing, all of whom
aspire to be ahead of the curve based on the pillars of innovation. This proceedings
volume compiles their contributions to the field, highlighting the exchange of insights on
strategic issues in the science of innovation marketing.
Lively and accessible, Market Research in Practice is a practical introduction to market
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research tools, approaches and issues. Providing a clear, step-by-step guide to the
whole process - from planning and executing a project through to analysis and
presenting the findings - it explains how to use tools and methods effectively and obtain
the most reliable results. This fully updated second edition of Market Research in
Practice features new chapters on the uses of market research (new product
development research, market assessment, customer journey research, branding
research, channel research, and pricing research), international aspects and new
research trends (including coverage of social media research and mobile surveys). It
also includes the latest information on carrying out market research design, desk
research, sampling and statistics, questionnaire design, data analysis and reporting.
Accompanied by a range of online tools and templates for reporting on and determining
statistical accuracy, and supported throughout by examples from real market research
projects, this is an invaluable guide for students, researchers, marketers and users of
market research.
Elsevier/Butterworth-Heinemann’s 2006-2007 Official CIM Coursebook series offers
you the complete package for exam success. Comprising fully updated Coursebook
texts that are revised annually and independently reviewed. The only coursebooks
recomended by CIM include free online access to the MarketingOnline learning
interface offering everything you need to study for your CIM qualification. Carefully
structured to link directly to the CIM syllabus, this Coursebook is user-friendly,
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interactive and relevant. Each Coursebook is accompanied by access to
MARKETINGONLINE (www.marketingonline.co.uk), a unique online learning resource
designed specifically for CIM students, where you can: *Annotate, customise and
create personally tailored notes using the electronic version of the Coursebook *Search
the Coursebook online for easy access to definitions and key concepts *Access the
glossary for a comprehensive list of marketing terms and their meanings
Validity is a clear, substantive introduction to the two most fundamental aspects of
defensible testing practice: understanding test score meaning and justifying test score
use. Driven by evidence-based and consensus-grounded measurement theory,
principles, and terminology, this book addresses the most common questions of applied
validation, the quality of test information, and the usefulness of test results. Concise yet
comprehensive, this volume’s integrated framework is ideal for graduate courses on
assessment, testing, psychometrics, and research methods as well as for credentialing
organizations, licensure and certification entities, education agencies, and test
publishers.
Multinational companies need to manage their relationships with multinational
customers with a globally integrated approach. This book provides a systematic
framework for developing and implementing such global customer management
programs. It draws on in-depth research at over 20 major U.S. and European
multinational companies, such as ABB, Bechtel, BP, Bosch, British Airways, Carrefour,
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Daimler-Chrysler, Hewlett-Packard, HSBC, IBM, Schlumberger, Shell, Siemens, Tesco,
Unilever, Vodafone, Wal-Mart, and Xerox. Readers will learn how to · think about
managing global customers in the context of their overall global strategy · develop
effective global customer management programs · overcome barriers to implementation
and success · build better relationships with important customers · get the entire
company to engage with managing global customers This book takes a strategic, total
business, and not just sales approach to managing global customers. It also takes a
customer as well as a supplier perspective. The book provides guidance on both
strategy and implementation. Yip and Bink's Managing Global Customers takes a
systematic and logic driven approach, yet provides many creative insights and practical
advice. Managing Global Customers highlights the rewards of taking a step beyond
global account management to create a Global Customer Management approach,
integrating globally all aspects of the relationship between supplier and customer. The
book gives a framework that guides international companies in using their relationships
with global customers to their full potential. George Yip, author of the widely-praised
Total Global Strategy, and Audrey Bink tackle in-depth one of the most important
aspects of global strategy: How to manage global customers.
ETHS alumnus, class of 1961.
This book brings together scientists and practitioners from five continents to present
their experience in undertaking activities that contribute to our understanding and
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informed management of mountain areas. In particular, they address the challenges of
working in interdisciplinary teams and of effectively involving stakeholders. The result is
a powerful book that integrates research from different disciplines in the natural and
social sciences, and in some cases indigenous knowledge, to address the question of
how knowledge is gained about mountain areas and how can it be integrated and used
in effective management. A comprehensive introduction covers the challenges in
mountain area research and management, and the need for integrated approaches.
This is followed by chapters that look at key areas of mountain research and
management over the past 25 years, covering inter-and trans-disciplinary research,
subsistence cultures and sustainable development, innovations in watershed
management and biodiversity conservation. Subsequent chapters cover key areas of
research and management on five continents with a focus on comparison of common
challenges and solutions across regions. The concluding chapter brings these
experiences together. Published with Parks Canada
Balancing theoretical and practical elements of marketing research and showing
students how to implement research themselves, this book covers the traditional
principles and skills involved in marketing research, such as primary and secondary
research, sampling, analysis, reporting and presentation.
Features include: UK, European and international cases; references to the latest
developments in the area, such as the use of the Internet for surveys and desk
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research; and summary questions and problems at the end of each chapter to
encourage critical thinking.
This volume provides an overview of communication study, offering theoretical
coverage of the broad scope of communication study as well as integrating theory with
research. To explicate the integration process, the chapter contributors -- experts in
their respective areas -- offer samples in the form of hypothetical studies, published
studies, or unpublished research, showing how theory and research are integrated in
their particular fields. The book will appeal to graduate students and faculty members
who want a thorough overview of not only the field, but also sample research stemming
from its various component parts.
New products often fail not because they are bad products, but because they don't
meet consumer expectations or are poorly marketed. In other cases, the marketing is
spot on, but the product itself does not perform. These failures drive home the need to
understand the market and the consumer in order to deliver a product which fulfills the
two equa
The fifth edition of what was formerly know as The ESOMAR Handbook of Market and
Opinion Research has been completely revised to reflect the latest approaches in the
rapidly changing world of professional market research. The new Handbook stands out
from earlier editions by explaining the latest research techniques and methodologies
within a contemporary business context. Yet it remains an invaluable and practical day
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to day reference work for the modern market researcher. Truly international in outlook
and approach, the Handbook combines contributions from over 40 research thought
leaders and specialists from across the world including the UK, US, Europe, Australia
and S.E.Asia. "The editors and authors make an overdue contribution to bridging the
Theory-Practice divide. Their client perspective will delight, inform and inspire market
research specialists and users alike." —Prof. Seán Meehan (Switzerland), Martin Hilti
Professor of Marketing and Change Management, IMD – International Institute for
Management Development
BH CIM Coursebooks are crammed with a range of learning objective questions,
activities, definitions and summaries to support and test your understanding of the
theory. The 07/08 editions contains new case studies which help keep the student up to
date with changes in Marketing strategies. Carefully structured to link directly to the
CIM syllabus, this Coursebook is user-friendly, interactive and relevant. Each
Coursebook is accompanied by access to MARKETINGONLINE
(www.marketingonline.co.uk), a unique online learning resource designed specifically
for CIM students which can be accessed at any time. *Written specially for the
Marketing Research and Information module by the Senior Examiner * The only
coursebook fully endorsed by CIM * Contains past examination papers and examiners'
reports to enable you to practise what has been learned and help prepare for the exam
This book explores new and leading edge marketing research approaches as successfully
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practiced by visionaries of academia and the research industry. Ideal as either a
supplementary text for students or as a guidebook for practitioners, this book showcases the
excitement of a field where discoveries abound and researchers are valued for solving weighty
problems and minimizing risks. The authors offer rich new tools to measure and analyze
consumer attitudes, combined with existing databases, online bulletin boards, social media,
neuroscience, radio frequency identification (RFID) tags, behavioral economics, and more. The
reader will profit from the numerous contemporary case studies that demonstrate the key role
of marketing research in corporate decision-making.
Public Relations Campaigns: An Integrated Approach introduces you to the process of creating
public relations campaigns using a hands-on approach that emphasizes the tools you will need
when working in the industry. Authors Regina M. Luttrell and Luke W. Capizzo present real
examples and current case studies to help you develop practical skills for creating more
effective PR campaigns. You are given multiple opportunities to practice and build your skills
throughout the book by learning how to incorporate the PESO model—Paid media, Earned
media, Social media, and Owned media. The PESO model helps students understand the
importance of creating integrated campaigns that coordinate PR efforts with both advertising
and marketing. Key Features The book offers a timely focus on the PESO model and its use in
integrated campaigns, providing students with an understanding of today’s best practices in
PR. Numerous case studies and exercises throughout the book aid in a deeper understanding
of how research, perspective, and insights can be leveraged in public relations campaigns.
Real-world information including sample PR plans with budgets prepare students for success
in their future careers.
Page 17/23

Where To Download Marketing Research An Integrated Approach 3rd
Edition
"A readable and absorbing account of what advertising people try to achieve (whether or not
they know quite how or why), grounded in Chris Hackley's real and recent acquaintance with
the practicalities of advertising, as well as its principles.... He minimises the inevitable jargon of
linguistics and communication theory. His own language is always accurate and clear, and
often engaging. The well managed flow from chapter to chapter sustains interest and
enjoyment. I read the book from cover to cover in one sitting." - INTERNATIONAL JOURNAL
OF ADVERTISING "Professor Hackley's book provides a timely reminder to student and
practitioner alike that advertising continues to play a key role in the successful planning and
implementation of marketing communications. Underpinned by a series of topical and often
thought-provoking illustrations, this work not only explains how advertising is developed, but
also presents the discipline in the wider context of socio-cultural and linguistic research.
Working from a practical advertising management basis, the text raises some key issues for
advertising as focus for academic and intellectual study." - Chris Blackburn, The Business
School, Oxford Brookes University, formerly Account Director at Foote, Cone & Belding,
Leagas Delaney and Boase Massimi Pollitt "Dr Hackley has an uncommon approach to
advertising. His book combines the abstract theory of advertising and its effects with a hardnosed practical approach. It is a guide to understanding and appreciating advertising and a
way to understand how and why advertising works or why it does not. I think that this book is a
fine text for students. Even more, it deserves to be read by advertising practitioners." - Arthur J.
Kover, former editor of the Journal of Advertising Research, Management Fellow at the Yale
School of Management Advertising and Promotion is not only a detailed and insightful account
of how advertising is created; the book also explains how advertising comes to cast its allPage 18/23
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enveloping shadow over contemporary consumer culture. Many case examples drawn from
major international campaigns are used to illustrate the power of advertising to portray brand
`personalities' in terms that resonate with consumers across many cultures. It contains detailed
coverage of the major areas of advertising and marketing communications but it is not a
simplistic treatment. Advertising and Promotion takes a novel intellectual approach and draws
on concepts from the wider humanities and social sciences to cast fresh light on an overfamiliar subject matter. It uniquely combines detailed case information, current research and
lively topical issues to offer an authoritative and comprehensive account of advertising's preeminent role in contemporary marketing communications. It is an advanced student text, a
reflective practitioner's handbook and an insightful account for the general reader.
Effectively select, align and manage digital channels and operations using this second edition
of the bestselling guide, Digital Marketing Strategy. This accessible, step-by-step framework
enables the planning, integration and measurement of each digital platform and technique, all
tailored to achieve overarching business objectives. Ranging from social media, SEO, content
marketing and user experience, to customer loyalty, automation and personalization, this
edition features cutting edge updates on marketing automation, messaging and email, online
and offline integration, the power of technologies such as AI, plus new data protection and
privacy strategies. Accompanied by downloadable templates and resources, Digital Marketing
Strategy is an ideal road map for any marketer to streamline a digital marketing strategy for
measurable, optimized results. Online resources include lecture slides, activity sheets,
practical implementation guides and templates, which will be regularly updated to equip
readers as digital marketing continues to evolve.
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First Published in 2010. Routledge is an imprint of Taylor & Francis, an informa company.
This innovative text offers a completely integrated approach to teaching research methods and
statistics by presenting a research question accompanied by the appropriate methods and
statistical procedures needed to address it. Research questions and designs become more
complex as chapters progress, building on simpler questions to reinforce student learning.
Using a conversational style and research examples from published works, this comprehensive
book walks readers through the entire research process and includes ample pedagogical
support for SPSS, Excel, and APA style.
"Macmillan International Higher Education."

Understanding marketing research to make better business decisions An ideal resource
for busy managers and professionals seeking to build and expand their marketing
research skills, The Market Research Toolbox, Fourth Edition describes how to use
market research to make strategic business decisions. This comprehensive collection
of essential market research techniques, skills, and applications helps readers solve
real-world business problems in a dynamic and rapidly changing business atmosphere.
Based on real-world experiences, author Edward F. McQuarrie gives special attention
to business-to-business markets, technology products, Big Data, and other webenabled approaches. Readers with limited time or resources can easily translate the
approaches from mass markets, simple products, and stable technologies to their own
situations. Readers will master background context and the questions to ask before
conducting research, as well as develop strategies for sorting through the extensive
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specialized material on market research.
BH CIM Coursebooks are crammed with a range of learning objective questions,
activities, definitions and summaries to support and test your understanding of the
theory. The 07/08 editions contains new case studies which help keep the student up to
date with changes in Marketing strategies. Carefully structured to link directly to the
CIM syllabus, this Coursebook is user-friendly, interactive and relevant. Each
Coursebook is accompanied by access to MARKETINGONLINE
(www.marketingonline.co.uk), a unique online learning resource designed specifically
for CIM students which can be accessed at any time.
A core text book for the CIM Qualification.
Many urban and transportation problems, such as traffic congestion, traffic accidents,
and environmental burdens, result from poor integration of land use and transportation.
This graduate-level textbook outlines strategies for sustainably integrating land use and
transportation planning, addressing the impact on land use of advanced transport like
light rail transit and autonomous cars, and the emerging focus on cyber space and the
role of ICT and big data in city planning. The text also explores how we can create
sustainable cities for the future. In contrast to the "compact city", which has been
proposed as an environmentally friendly urban model, recent years have seen an
acceleration in the introduction of ICT-based "smart city". As people’s lives are
drastically changed by COVID-19, a new form of city is being explored. The new
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concept of a "smart sharing city" is introduced as an urban model that wisely integrates
physical and cyber space, and presents a way to solve future urban issues with new
technologies.
In order for High Technology (HT) companies to tackle contemporary demanding
market challenges, they frequently deploy time-reduction strategies with respect to
product launch. Marketing of technology related products – and especially cutting edge
ones – involves a complex and multidimensional bundle of specific and unique
characteristics, such as the complexity of products, the intensity of the competition,
confusion and/ or fear of adoption among consumers, fast pacing changes in the
external environment. The very nature of the interrelations that evolve as part of the
dynamic process of strategy formulation contributes further to the formulation of a very
challenging environment which is described as tumultuous, volatile and turbulent.
These specific features, qualities and characteristics constitute the core of the innate
need for an integrated approach that requires and depends on the cooperation and
coordination of specific functional competencies. This book employs a systemic
approach that accommodates the integration of specialized departmental capabilities as
a fundamental prerequisite and a cornerstone for the successful navigation of high-tech
organizations in their extremely competitive environments. It provides a solid and extant
context of compact and consistent cognitive background that is specific to the HT
strategic marketing field, and a strategic tool that utilizes, relies and is built on the
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turbulent environment of HT rather than just overlooking, avoiding or ignoring it, and
that assumes a proactive point of view, capitalizing on characteristics specific to this
field, through the provision of a strategic managerial and marketing model that is
overlaid onto a reliably assessed foundation of dynamic qualities, with a long-term
orientation and scope, albeit one that would be easy to apply and which will generate
immediate results.
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