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Land your next customer with total confidence you’ll keep them for the long-term. Keep Your
Customers shares a fresh perspective on the old problem of customer relations. Ali Cudby
shares with business leaders how to set up customer engagement for loyalty with a company
culture to support it. Keep Your Customers provides from real-world consumer behavior
stories, business best practices and CEO-led case studies featuring industries ranging from
technology (ClusterTruck, PERQ), consumer packaged goods (Soapbox) and retail (Esprit de
la Femme, Urban Stems). Interviews with renown venture capitalists Mark Suster and Kara
Nortman of Upfront Ventures, Square Capital executive Jackie Reses, and indie music
Shudder To Think’s frontman Craig Wedren are also featured. Forward by Springboard
Enterprises Founder Kay Koplovitz. Keep Your Customers is ideal for business leaders who
want to grow without being stuck in the endless grind of new customer acquisition. It shares
the strategies and tactics that boost long-term customer value. Who can benefit from reading
Keep Your Customers? Business Leaders interested in tying consumer behavior to customer
retention through brand loyalty. Entrepreneurs looking to crack the customer relations mystery
wide open while they grow their business - not losing clients. Managers and leaders at all
levels in all industries who want to improve communication skills across their teams while
massively improving the overall customer experience in ways that actually make a difference.
Waste to Wealth proves that 'green' and 'growth' need not be binary alternatives. The book
examines five new business models that provide circular growth from deploying sustainable
resources to the sharing economy before setting out what business leaders need to do to
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implement the models successfully.
Know. Be. Live.® is a groundbreaking work that addresses cultural challenges and potential
solutions to making disciples of Generation Z. Over the last few years, the literature on
Generation Z has grown rapidly. However, there is little that directly addresses the destructive
cultural challenges to proactive disciplemaking in this generation. Know. Be. Live.® offers a
holistic 360-degree approach to discipleship in a post-Christian era. It combines expert thought
on faith and culture to equip Christ-following parents of teenagers, college students, campus
ministers, and pastors. Addressing the obstacles to deep discipleship and spiritual formation
within Gen Z, Know. Be. Live.® approaches this subject matter from a comprehensive biblical
perspective that ties together the intellectual (Know), character (Be), and calling (Live)
elements of discipleship. Contributors: Philip Alsup, John Basie, Hunter Baker, Ed and Dana
Bort, Stephanie Shackelford, Gene Fant, Nathan Finn, Melissa Pellew, Sean McDowell, J. P.
Moreland, Jonathan Morrow, Jacob Shatzer, John Stonestreet, Kyle Strobel, and John W.
White III. Praise for KNOW. BE. LIVE.® “With a focus on serious Christian thinking, whole life
discipleship, spiritual formation, cultural engagement, and readiness for ministry, these timely
and thoughtful essays will serve as a remarkable resource for readers.” — David S. Dockery,
president, International Alliance for Christian Education and distinguished professor of
Theology, Southwestern Baptist Theological Seminary • • • “Know. Be. Live. is a muchneeded resource that will provide Christ-following business leaders, ministry leaders, and
anyone who has the opportunity to develop Gen Z leaders with tools to disciple them in a
transformative, biblically-faithful way.” — Cheryl Bachelder, board member at Chick-fil-A Inc.
and US Food Holdings Corp., author, Dare to Serve • • • “When co-founding Impact 360
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Institute fifteen years ago, my husband, John, and I were burdened to equip the next
generation of Christlike believers to Know, Be, and Live out the Gospel. The Institute has far
exceeded our vision to include multiple programs, resources, and now, the book you hold in
your hand. For Christian leaders discipling the next generation, you’ll find this to be an
excellent resource to challenge and inspire you to holistically develop Gen Z and beyond.”
—Trudy Cathy White, Chick-fil-A ambassador • • • “Know. Be. Live. is for all who desire to live
faithfully and for all those who want to encourage and equip the younger generation to do just
that. Dig in; there is much wisdom in these pages.” —Samuel “Dub” Oliver, president, Union
University • • • “Know. Be. Live. is an absolute treasure trove of insight for discipling Gen Z.
An ensemble of experienced experts navigate readers through the conundrums of our strange
and confused cultural moment with biblical clarity and conviction. If you care about seeing upand-coming generations marked by a deep passion for the Great Commission, the Great
Commandment, and the Cultural Mandate, then this is the resource for you!” — Thaddeus
Williams, professor of Systematic Theology, Biola University/Talbot School of Theology,
author, Reflect, Confronting Injustice without Compromising Truth, and God Reforms Hearts.
From the Nobel Prize-winning author of Thinking, Fast and Slow and the coauthor of Nudge, a
revolutionary exploration of why people make bad judgments and how to make better ones--"a
tour de force” (New York Times). Imagine that two doctors in the same city give different
diagnoses to identical patients—or that two judges in the same courthouse give markedly
different sentences to people who have committed the same crime. Suppose that different
interviewers at the same firm make different decisions about indistinguishable job
applicants—or that when a company is handling customer complaints, the resolution depends
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on who happens to answer the phone. Now imagine that the same doctor, the same judge, the
same interviewer, or the same customer service agent makes different decisions depending on
whether it is morning or afternoon, or Monday rather than Wednesday. These are examples of
noise: variability in judgments that should be identical. In Noise, Daniel Kahneman, Olivier
Sibony, and Cass R. Sunstein show the detrimental effects of noise in many fields, including
medicine, law, economic forecasting, forensic science, bail, child protection, strategy,
performance reviews, and personnel selection. Wherever there is judgment, there is noise.
Yet, most of the time, individuals and organizations alike are unaware of it. They neglect noise.
With a few simple remedies, people can reduce both noise and bias, and so make far better
decisions. Packed with original ideas, and offering the same kinds of research-based insights
that made Thinking, Fast and Slow and Nudge groundbreaking New York Times bestsellers,
Noise explains how and why humans are so susceptible to noise in judgment—and what we can
do about it.
An expert guide for senior executives who want to quickly understand what really matters in
digital business and what it takes to win. Today's technology demands lightning-fast changes.
But speed without purpose is not progress. In Fast Times, McKinsey leaders cut through the
hype to provide a readable inside look into what digital winners do best: set direction, learn,
and adapt faster than anyone else. For executives frustrated with their pace of change, Fast
Times digs into the root questions that shine a light on the issues that keep companies like
yours from setting direction, learning, and adapting: Do you really know how your company is
performing? How do you make it safe for people to experiment so you can build a proactive
culture? How do you balance fast execution with deliberate decision-making? Are your training
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programs up to the challenge of reskilling the talent you need tomorrow? Do your IT people
have the skills needed to build the tech that's needed and incorporate cybersecurity? The
experts at McKinsey & Company draw from decades of experience and detailed analysis to
highlight what matters most in order to become a digital winner. With illuminating sidebars and
real-life scenarios, Fast Times is an invaluable shortcut to setting direction, learning, and
adapting to win.
Big Data is the biggest game-changing opportunity for marketing and sales since the Internet
went mainstream almost 20 years ago. The data big bang has unleashed torrents of terabytes
about everything from customer behaviors to weather patterns to demographic consumer shifts
in emerging markets. This collection of articles, videos, interviews, and slideshares highlights
the most important lessons for companies looking to turn data into above-market growth: Using
analytics to identify valuable business opportunities from the data to drive decisions and
improve marketing return on investment (MROI) Turning those insights into well-designed
products and offers that delight customers Delivering those products and offers effectively to
the marketplace.The goldmine of data represents a pivot-point moment for marketing and
sales leaders. Companies that inject big data and analytics into their operations show
productivity rates and profitability that are 5 percent to 6 percent higher than those of their
peers. That's an advantage no company can afford to ignore.
The modern retail system has worked to dazzling effect. From the 19th century, store owners
emerged from small beginnings to set in train an industry that has seen some operators
become nationally, even globally, dominant. Along the way, they turned retailing into an art,
and then a science. Now retailers in emerging markets appear to be repeating the story all
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over again, except on a scale and at a speed beyond anything we have seen before. Given all
of this, it can be hard for those who work in retailing to accept that the industry as we know it is
living on borrowed time, on the brink of transformation. There is now an urgency with which
conventional store-based retailers must now act and the extent of the challenges this change
represents in strategic, organizational, and above all, technological terms. Reshaping Retail
sets out the driving causes, current trends and consequences of a transformation in retail
triggered by technology. The changes go far beyond making items available for sale on the
internet. Starting by briefly setting the historical and business system contexts for retail and
describe the role that technology has played in the creation of modern retail it then explains the
underlying technological drivers behind the current revolution – radical changes in the capacity
of both hardware and software, mobile telecommunications changes and the advances of the
Internet. Ultimately, success will hinge on more than competence; it will come down to a way of
thinking. Customer-centricity will need to be valued not just by the store owner, as in the past,
but also by all employees in the organization. It will need to become embedded in their daily
tasks. The same applies to technology, which must be at the center of the organization and
recognized as such by everyone. With a combination of extensive desk and field research,
interviews with leading retailers and technologists, together with the real world experience of
practitioners in this area, Reshaping Retail will inspire and help store retailers to make the
necessary transformation now to win in the new consumer driven world.
Do you want to achieve startup speed at enterprise scale? Growth. It's what every company
strives for. But it's become more and more elusive as companies struggle to hit their projected
growth rates in an increasingly competitive market. While zero-based budgeting (ZBB) has
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been wielded for decades to cut costs, it falls short when it comes to spurring growth. But a
zero-based mindset (ZBx) does that and more. ZBx facilitates forensic oversight into resource
allocation that funnels savings back into growth initiatives and encourages new sources of
innovation. The Big Zero shows how a ZBx approach focuses on agility over austerity, visibility
over guesswork and the future over the past to fuel growth and competitiveness.
A behind-the-scenes, revelatory history of the controversial consulting firm traces its decadeslong influence in both business and political arenas, citing its role in the establishment of
mainstream practices and modern understandings about capitalism while evaluating the
failures that have compromised its reputation. 60,000 first printing.
Negotiation Excellence: Successful Deal Making is written by leading negotiation experts from
top-rated universities in the US and in Asia and its objective is to introduce readers to the
theory and best practices of effective negotiation. The book includes chapters ranging from:
preparing and planning for successful negotiations; building relationships and establishing trust
between negotiators; negotiating creatively to create mutual value and win-win situations;
understanding and dealing with negotiators from different cultures; to managing ethical
dilemmas.In addition to emphasizing the link between theory and practice, the book includes
deal examples such as: Renault-Nissan alliance; mega-merger between Arcelor and Mittal
Steel; Kraft Foods' acquisition of Cadbury PLC, Walt Disney Company's negotiation with the
Hong Kong government; and Komatsu, a Japanese firm's negotiation with Dresser, an
American firm.Following the success of the first edition, the second edition re-emphasizes the
spirit of linking theory to practice with two new chapters on emotions in negotiation and the
Indian negotiation style.
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The number one guide to corporate valuation is back and better than ever Thoroughly revised
and expanded to reflect business conditions in today's volatile global economy, Valuation, Fifth
Edition continues the tradition of its bestselling predecessors by providing up-to-date insights
and practical advice on how to create, manage, and measure the value of an organization.
Along with all new case studies that illustrate how valuation techniques and principles are
applied in real-world situations, this comprehensive guide has been updated to reflect new
developments in corporate finance, changes in accounting rules, and an enhanced global
perspective. Valuation, Fifth Edition is filled with expert guidance that managers at all levels,
investors, and students can use to enhance their understanding of this important discipline.
Contains strategies for multi-business valuation and valuation for corporate restructuring,
mergers, and acquisitions Addresses how you can interpret the results of a valuation in light of
a company's competitive situation Also available: a book plus CD-ROM package
(978-0-470-42469-8) as well as a stand-alone CD-ROM (978-0-470-42457-7) containing an
interactive valuation DCF model Valuation, Fifth Edition stands alone in this field with its
reputation of quality and consistency. If you want to hone your valuation skills today and
improve them for years to come, look no further than this book.
An introduction to African history and politics since decolonization, emphasising the political,
economic and socio-economic diversity of the continent.
This book investigates spatial institutional variation and its influence on entrepreneurial activity
in the Russian Federation, building on an innovative geometric clustering approach. The book
looks into how entrepreneurial entry can be explained by institutional factors at the regional
level. Furthermore, it examines the relevance of understanding entrepreneurial ecosystems as
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systems of interrelated elements whose overall function may be impeded by individual
components. Most importantly, substantial evidence is presented that higher levels of regional
democratization and the liberties that come with them are essential prerequisites for higher
rates of entrepreneurial entry and innovation in Russia. The author draws on a comprehensive
panel dataset and an unconventional prediction model approach to account for the
interrelatedness of institutions with regard to their effects on entrepreneurship. The
heterogeneous transition context of the Russian Federation, which continues to have one of
the lowest shares of innovative founders, provides an ideal setting for investigating the tedious
efforts to tilt at the windmills of transition. Accordingly, the book is a must-read for researchers,
scholars, practitioners and policymakers seeking a better understanding of spatial economics,
entrepreneurship, economic development, transition economics, public administration and
political studies.
Every day, individuals take action based on how they believe innovation will change industries.
Yet these beliefs are largely based on guesswork and incomplete data and lead to costly errors
in judgment. Now, internationally renowned innovation expert Clayton M. Christensen and his
research partners Scott D. Anthony and Erik A. Roth present a groundbreaking framework for
predicting outcomes in the evolution of any industry. Based on proven theories outlined in
Christensen's landmark books The Innovator's Dilemma and The Innovator's Solution, Seeing
What's Next offers a practical, three-part model that helps decision-makers spot the signals of
industry change, determine the outcome of competitive battles, and assess whether a firm's
actions will ensure or threaten future success. Through in-depth case studies of industries from
aviation to health care, the authors illustrate the predictive power of innovation theory in action.
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Our intuition on how the world works could well be wrong. We are surprised when new
competitors burst on the scene, or businesses protected by large and deep moats find their
defenses easily breached, or vast new markets are conjured from nothing. Trend lines
resemble saw-tooth mountain ridges. The world not only feels different. The data tell us it is
different. Based on years of research by the directors of the McKinsey Global Institute, No
Ordinary Disruption: The Four Forces Breaking all the Trends is a timely and important
analysis of how we need to reset our intuition as a result of four forces colliding and
transforming the global economy: the rise of emerging markets, the accelerating impact of
technology on the natural forces of market competition, an aging world population, and
accelerating flows of trade, capital and people. Our intuitions formed during a uniquely benign
period for the world economy—often termed the Great Moderation. Asset prices were rising,
cost of capital was falling, labour and resources were abundant, and generation after
generation was growing up more prosperous than their parents. But the Great Moderation has
gone. The cost of capital may rise. The price of everything from grain to steel may become
more volatile. The world's labor force could shrink. Individuals, particularly those with low job
skills, are at risk of growing up poorer than their parents. What sets No Ordinary Disruption
apart is depth of analysis combined with lively writing informed by surprising, memorable
insights that enable us to quickly grasp the disruptive forces at work. For evidence of the shift
to emerging markets, consider the startling fact that, by 2025, a single regional city in
China—Tianjin—will have a GDP equal to that of the Sweden, of that, in the decades ahead, half
of the world's economic growth will come from 440 cities including Kumasi in Ghana or Santa
Carina in Brazil that most executives today would be hard-pressed to locate on a map. What
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we are now seeing is no ordinary disruption but the new facts of business life— facts that
require executives and leaders at all levels to reset their operating assumptions and
management intuition.
Retail Marketing and Branding, 2nd Edition looks at how retailers can make more out of their
marketing money with retail best practices in branding and marketing spend optimization. The
second edition of Retail Marketing and Branding includes the following updates: * New and
updated case examples * Updated figures and examples throughout * New interviewers with
recent experiences * Additional chapters
While growth is a top priority for companies of all sizes, it can be extremely difficult to create
and maintain—especially in today’s competitive business environment. The Granularity of
Growth will put you in a better position to succeed as it reveals why growth is so important,
what enables certain companies to grow so spectacularly, and how to ensure that growth
comes from multiple sources as you take both a broad and a granular view of your markets.
"If more business books were as useful, concise, and just plain fun to read as THE MCKINSEY
WAY, the business world would be a better place." --Julie Bick, best-selling author of ALL I
REALLY NEED TO KNOW IN BUSINESS I LEARNED AT MICROSOFT. "Enlivened by witty
anecdotes, THE MCKINSEY WAY contains valuable lessons on widely diverse topics such as
marketing, interviewing, team-building, and brainstorming." --Paul H. Zipkin, Vice-Dean, The
Fuqua School of Business It's been called "a breeding ground for gurus." McKinsey &
Company is the gold-standard consulting firm whose alumni include titans such as "In Search
of Excellence" author Tom Peters, Harvey Golub of American Express, and Japan's Kenichi
Ohmae. When Fortune 100 corporations are stymied, it's the "McKinsey-ites" whom they call
Page 11/28

Download File PDF Consumer Packaged Goods Americas Mckinsey
for help. In THE MCKINSEY WAY, former McKinsey associate Ethan Rasiel lifts the veil to
show you how the secretive McKinsey works its magic, and helps you emulate the firm's wellhoned practices in problem solving, communication, and management. He shows you how
McKinsey-ites think about business problems and how they work at solving them, explaining
the way McKinsey approaches every aspect of a task: How McKinsey recruits and molds its
elite consultants; How to "sell without selling"; How to use facts, not fear them; Techniques to
jump-start research and make brainstorming more productive; How to build and keep a team at
the top its game; Powerful presentation methods, including the famous waterfall chart, rarely
seen outside McKinsey; How to get ultimate "buy-in" to your findings; Survival tips for working
in high-pressure organizations. Both a behind-the-scenes look at one of the most admired and
secretive companies in the business world and a toolkit of problem-solving techniques without
peer, THE MCKINSEY WAY is fascinating reading that empowers every business decision
maker to become a better strategic player in any organization.
Leads job seekers to the 500 most successful companies that are hiring in America. This work
includes information, such as benefit plans, stock plans, salaries, hiring and recruiting plans,
training and corporate culture, growth, facilities, research and development, fax numbers, tollfree numbers and Internet addresses.
In this book former McKinsey Partner Mickey Huibregtsen shares his vision and ideas with next
generations of leaders. This book is relevant for managers at any level in any type of
organization who aspire to "see the forest through the trees".
Value Creation and its effects on Transfer Pricing and tax law Emerging from the OECD/G20
BEPS Project, a new, somewhat fuzzy notion of Value Creation came to permeate not only
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Transfer Pricing language but also wider allocation rules and anti-abuse provisions in
international tax law. The notion of ‘Value Creation’ reframes the interpretation and
application of the Arm’s Length Principle (ALP) that is embedded in Articles 7 and 9 of the
OECD Model Convention. This new Value Creation notion and approach assist in
understanding key enterprise functions while different industry sectors manifest these concepts
in various ways. Situating such notions and this approach within the law of tax treaties and
analyzing terms of the OECD Transfer Pricing Guidelines alongside their factual context is the
aim of this book. Here, law students address Transfer Pricing and Value Creation in sectors as
varied as commodities trade, automotive, consumer products, food and beverages,
pharmaceutical and life sciences, telecommunications, and the key topic of value creation in a
digitalized economy. Our LL.M. students were required to address issues not explored in legal
research and to discuss factual topics relevant for Transfer Pricing. All students focused on
topics that are new to the international tax debate that keep evolving and on factual matters
that often escape legal research.
REMINGINING JAPAN: Contributors to this volume include some of the world’s most brilliant
thinkers from fields as diverse as business, politics, academia, science and technology,
journalism and art and design. In the aftermath of the earthquake, tsunami and nuclear crisis of
March 2011, Japan has become a bigger part of the world’s consciousness than it has been
for years. But Japan also is grappling with other problems that, over the long run, pose a much
greater challenge to its national well-being than the devastation in Tohoku.... How can the
country compete with a rising China? Cope with a fast-aging society? Deal with its enormous
debt? Rediscover its entrepreneurial verve? Regain its position as a leader in technology and
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innovation? In Reimagining Japan, McKinsey & Company, the world’s top management
consulting firm, asked more than 80 global leaders and experts to consider these questions. In
essays brimming with insight, affection and occasional humor, the authors offer their
assessments of Japan’s past, present and --most important -- future. What sets Reimagining
Japan apart is the breadth and diversity of its contributors. They range from Fortune 500 CEOs
to acclaimed writers (including three Pulitzer Prize winners) to a star videogame creator, a
soccer coach, a school principal and a manga artist. There has not been such a
comprehensive book about Japan in the past generation - and perhaps ever. NOTABLE
CONTRIBUTORS Bernard Arnault, Ian Buruma, Gerald Curtis, John Chambers, Steven
Covey, John Dower, Bill Emmott, Victor Fung, Carlos Ghosn, Pico Iyer, Bob McDonald,
Stephen Roach, Masahiro Sakane, Masayoshi Son, Howard Schultz, Klaus Schwab, Bobby
Valentine, Steve Van Andel, Ezra Vogel, Robert Whiting, Tadashi Yanai and more than 50
others.
This book analyses state-of-the-art techniques in business process management as drivers of
advanced entrepreneurship, financial management, supply chain management, and
sustainability management. The role of management in a rapidly-changing environment and
the use of innovative methods and techniques to address and solve key management
problems are also explored.
NEW YORK TIMES BESTSELLER • A NEW YORK TIMES NOTABLE BOOK • “A tour de
force . . . a comprehensive and suitably furious guide to the political landscape of American
healthcare . . . persuasive, shocking.”—The New York Times America’s Bitter Pill is Steven
Brill’s acclaimed book on how the Affordable Care Act, or Obamacare, was written, how it is
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being implemented, and, most important, how it is changing—and failing to change—the rampant
abuses in the healthcare industry. It’s a fly-on-the-wall account of the titanic fight to pass a
961-page law aimed at fixing America’s largest, most dysfunctional industry. It’s a penetrating
chronicle of how the profiteering that Brill first identified in his trailblazing Time magazine cover
story continues, despite Obamacare. And it is the first complete, inside account of how
President Obama persevered to push through the law, but then failed to deal with the staff
incompetence and turf wars that crippled its implementation. But by chance America’s Bitter
Pill ends up being much more—because as Brill was completing this book, he had to undergo
urgent open-heart surgery. Thus, this also becomes the story of how one patient who thinks he
knows everything about healthcare “policy” rethinks it from a hospital gurney—and combines
that insight with his brilliant reporting. The result: a surprising new vision of how we can fix
American healthcare so that it stops draining the bank accounts of our families and our
businesses, and the federal treasury. Praise for America’s Bitter Pill “An energetic,
picaresque, narrative explanation of much of what has happened in the last seven years of
health policy . . . [Brill] has pulled off something extraordinary.”—The New York Times Book
Review “A thunderous indictment of what Brill refers to as the ‘toxicity of our profiteerdominated healthcare system.’ ”—Los Angeles Times “A sweeping and spirited new book
[that] chronicles the surprisingly juicy tale of reform.”—The Daily Beast “One of the most
important books of our time.”—Walter Isaacson “Superb . . . Brill has achieved the seemingly
impossible—written an exciting book about the American health system.”—The New York
Review of Books
Profiles of 750 major U.S. companies.
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The foremost authority on innovation and growth presents a path-breaking book every
company needs to transform innovation from a game of chance to one in which they develop
products and services customers not only want to buy, but are willing to pay premium prices
for. How do companies know how to grow? How can they create products that they are sure
customers want to buy? Can innovation be more than a game of hit and miss? Harvard
Business School professor Clayton Christensen has the answer. A generation ago,
Christensen revolutionized business with his groundbreaking theory of disruptive innovation.
Now, he goes further, offering powerful new insights. After years of research, Christensen has
come to one critical conclusion: our long held maxim—that understanding the customer is the
crux of innovation—is wrong. Customers don’t buy products or services; they "hire" them to do
a job. Understanding customers does not drive innovation success, he argues. Understanding
customer jobs does. The "Jobs to Be Done" approach can be seen in some of the world’s
most respected companies and fast-growing startups, including Amazon, Intuit, Uber, Airbnb,
and Chobani yogurt, to name just a few. But this book is not about celebrating these
successes—it’s about predicting new ones. Christensen contends that by understanding what
causes customers to "hire" a product or service, any business can improve its innovation track
record, creating products that customers not only want to hire, but that they’ll pay premium
prices to bring into their lives. Jobs theory offers new hope for growth to companies frustrated
by their hit and miss efforts. This book carefully lays down Christensen’s provocative
framework, providing a comprehensive explanation of the theory and why it is predictive, how
to use it in the real world—and, most importantly, how not to squander the insights it provides.
Do you want to know how a traditionally French brand expands into an international market,
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how a department store can channel its business online, or how any organization can
incorporate social media into their communication campaigns? What can you learn from these
practices, how do theyincorporate sustainability and ethical practice, and how could it influence
your career, whether in marketing or not? Incorporating the big brand case studies, unique
expert insights, and engaging learning features of the best-selling Marketing by Baines, Fill,
and Rosengren, Fundamentals of Marketing is the most complete resource for students
looking for a briefer guide to help build their theoreticalunderstanding of marketing into skilful
practice. Covering the most essential theories and latest trends, this book take you from the
traditional marketing mix to the cutting-edge trends of the discipline, with a particular focus on
sustainability, ethics, and digitalization. With cases featuring international companies such as
YouTube, Kopparberg,and Nestle, and exploring issues such as greenwashing, guilt appeals,
and responsible branding, the book goes beyond marketing theory to illustrate marketing at
work in the business world, and how it can be used to promote a company's success. Review
and discussion questions conclude each chapter, prompting readers to examine the themes
discussed in more detail and critically engage with the theory. Links to seminal papers
throughout each chapter also present the opportunity to take learning further and read in depth
on selected topics. A fully integrated Online Resource Centre allows you to learn from real-life
marketers whose video interviews expand on the book's Case Insights to offer a more in-depth
view of their world. From Withers Worldwide to Aston Martin, Lanson International to Spotify,
household names as well as SMEs andonline businesses discuss their real-life marketing
dilemmas and how they navigated their way to a positive outcome. Test bank questions,
internet activities, and web links also allow you to test your learning and explore key concepts
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further. Fundamentals of Marketing has all you need to begin your journey into the fascinating
world of marketing. The book is accompanied by an Online Resource Centre that features: *
For everyone:* Case Insight videos* Library of video links* WorksheetsFor students:* Author
audio podcasts* Multiple-choice questions* Flashcard glossaries* Employability guidance and
marketing careers insights* Internet activities* Research insights* Web links For lecturers:*
VLE content* PowerPoint slides* Test bank* Essay questions* Tutorial activities* Marketing
resource bank* Pointers on answering the discussion question at the end of each chapter of
the book* Figures and tables from the book in electronic format* Transcripts of the Case
Insight videos
* Financial Times and McKinsey Business Book of the Year * Winner of the J. Anthony Lukas
Book Prize? * 800-CEO-READ Business Book of the Year * A New York Times Notable Book *
A Washington Post Notable Book * An NPR Best Book of 2017 * A Wall Street Journal Best
Book of 2017 * An Economist Best Book of 2017 * A Business Insider Best Book of 2017 * “A
gripping story of psychological defeat and resilience” (Bob Woodward, The Washington
Post)—an intimate account of the fallout from the closing of a General Motors assembly plant in
Janesville, Wisconsin, and a larger story of the hollowing of the American middle class. This is
the story of what happens to an industrial town in the American heartland when its main factory
shuts down—but it’s not the familiar tale. Most observers record the immediate shock of
vanished jobs, but few stay around long enough to notice what happens next when a
community with a can-do spirit tries to pick itself up. Pulitzer Prize–winning reporter Amy
Goldstein spent years immersed in Janesville, Wisconsin, where the nation’s oldest operating
General Motors assembly plant shut down in the midst of the Great Recession. Now, with
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intelligence, sympathy, and insight into what connects and divides people in an era of
economic upheaval, Goldstein shows the consequences of one of America’s biggest political
issues. Her reporting takes the reader deep into the lives of autoworkers, educators, bankers,
politicians, and job re-trainers to show why it’s so hard in the twenty-first century to recreate a
healthy, prosperous working class. “Moving and magnificently well-researched...Janesville
joins a growing family of books about the evisceration of the working class in the United States.
What sets it apart is the sophistication of its storytelling and analysis” (Jennifer Senior, The
New York Times). “Anyone tempted to generalize about the American working class ought to
meet the people in Janesville. The reporting behind this book is extraordinary and the story—a
stark, heartbreaking reminder that political ideologies have real consequences—is told with rare
sympathy and insight” (Tracy Kidder, Pulitzer Prize–winning author of The Soul of a New
Machine).
Packed with insights and brainstorming exercises for establishing the McKinsey mind-set, this
book is an in-depth guidebook for applying McKinsey methods in any industry and
organizational environment.Taking a step-by-step approach, The McKinsey Mind looks at the
McKinsey mystique from every angle. Owners, executives, consultants, and team leaders can
look to this comprehensive treatment for ways to:Follow McKinsey's MECE (mutually
exclusive, collectively exhaustive) line of attack Frame business problems to make them
susceptible to rigorous fact-based analysis Use the same fact-based analysisin conjunction
with gut instinctto make strategic decisions Conduct meaningful interviews and effectively
summarize the content of those interviews Analyze the data to find out the so what Clearly
communicate fact-based solutions to all pertinent decision makers Capture and manage the
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knowledge in any organization to maximize its value
The broad foundation of this book is laid on the conceptual discussions on consumer theories
and applied arguments on shifts in consumer behavior. This book develops knowledge and
skills on building market-centric and competition-oriented models. Discussions in the book
illustrate strategies for managing competitive market interventions through advanced marketingmix elements across nine chapters. Various perspectives on innovation and technology for
expanding and establishing business in competitive markets are critically reviewed in these
chapters. This book examines advanced marketing-mix and several consumer-centric
strategies to co-create new businesses in new markets by associating consumers.
Johnson focuses not so much on the development of new technologies and products as on the
implementation of new business models. A successful business model depends on four
aspects--a customer value proposition (CVR), a profit formula, and the key resources and
processes that need to be in place in order to deliver value to the custstomer. Building on this
simple model, Johnson explores, using a number of case studies, how companies can move
into transforming existing markets, creating new markets, and emerging in a strong posisition
from times of industry upheaval.
Generation Z (Gen Z) is the demographic cohort also known as Post-Millennials, the
iGeneration or the Homeland Generation. Referring to individuals born roughly between the
mid-1990s and the early 2000s, they are our youngest consumers, students, colleagues, and
voters. Understanding them is a key aspect. In the context of the hospitality and tourism, Gen
Z-ers represent the future in human resources, and service production and consumption. This
book focuses on the aspirations, expectations, preferences and behaviours related to
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individuals within this demographic. It critically discusses their dynamism in driving the tourism
sector and offers insights into the roles that Gen Z will inhabit as visitors, guests, consumers,
employees, and entrepreneurs. This book is a valuable resource for managers, scholars and
students interested in acquiring concrete knowledge on how Gen Z will shape the marketing
and management of tourism-related services. Nikolaos Stylos is Senior Lecturer/Associate
Professor of Marketing, University of Bristol. He is also an Honorary Professor of Hotel
Management at Tainan University of Technology, Taiwan. Nikolaos has published in leading
academic journals, e.g. Tourism Management, Journal of Travel Research, and Psychology &
Marketing. Dr Stylos served as professional management consultant for a decade. Roya
Rahimi is Reader in Marketing and Leisure Management, University of Wolverhampton. Her
research has been published in top-tier journals, e.g. Annals of Tourism Research, and
International Journal of Contemporary Hospitality Management. Dr Rahimi sits on the editorial
board of leading academic journals, and her industry experience includes seven years working
in the hotel industry. Bendegul Okumus is Assistant Professor, University of Central Florida. Dr
Okumus has authored/co-authored numerous academic journal articles and has completed
numerous research grants. She also has work experience in the hospitality industry,
particularly in food services and event management. Sarah Williams is Associate Director of
the Business School at the University of Wolverhampton. Sarah has been teaching and
researching in public relations, marketing and digital marketing communications for over 16
years. She had a previous career working for international marketing agencies.

Drive marketing ROI with an investor's mindset and a proven toolkit Top marketers
today don't shy away from financial accountability. In fact, they actively seek to account
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for the return on their companies' investments in marketing – because they want their
budget to make a difference for their brands and for their business: more relevant
messages, more effective campaigns, more satisfied customers, more profitable
promotions, higher returns to shareholders. If this is how you think about marketing, this
book is for you. It is a book for CMOs who adopt an investor's mindset, and it deals with
the most pressing marketing performance questions. This isn't a work of theory. This is
a hands-on guide to better marketing for top managers, neatly packaged into ten
concise chapters that are just right for a short-haul flight. Learn how to: Increase sales
with smarter fund allocation Reduce marketing costs without sacrificing effectiveness
Strengthen the role of marketing with quantified ROI Build capabilities for sustainable
performance improvements Marketing Performance delivers expert insight, a wealth of
proven success factors, and real-life case studies that will help you drive marketing
performance and grow your business.
Beat the odds with a bold strategy from McKinsey & Company “Every once in a while, a
genuinely fresh approach to business strategy appears” – legendary business
professor Richard Rumelt, UCLA McKinsey & Company’s newest, most definitive, and
most irreverent book on strategy—which thousands of executives are already using—is a
must-read for all C-suite executives looking to create winning corporate strategies.
Strategy Beyond the Hockey Stick is spearheading an empirical revolution in the field of
strategy. Based on an extensive analysis of the key factors that drove the long-term
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performance of thousands of global companies, the book offers a ground-breaking
formula that enables you to objectively assess your strategy’s real odds of future
success. "This book is fundamental. The principles laid out here, with compelling data,
are a great way around the social pitfalls in strategy development.” — Frans Van
Houten, CEO, Royal Philips N.V. The authors have discovered that over a 10-year
period, just 1 in 12 companies manage to jump from the middle tier of corporate
performance—where 60% of companies reside, making very little economic profit—to the
top quintile where 90% of global economic profit is made. This movement does not
happen by magic—it depends on your company’s current position, the trends it faces,
and the big moves you make to give it the strongest chance of vaulting over the
competition. This is not another strategy framework. Rather, Strategy Beyond the
Hockey Stick shows, through empirical analysis and the experiences of dozens of
companies that have successfully made multiple big moves, that to dramatically
improve performance, you have to overcome incrementalism and corporate inertia. “A
different kind of book—I couldn’t put it down. Inspiring new insights on the facts of what
it takes to move a company’s performance, combined with practical advice on how to
deal with real-life dynamics in management teams.” —Jane Fraser, CEO, Citigroup
Latin America
As the "Giant of Africa" Nigeria is home to about twenty percent of the population of
Sub-Saharan Africa, serves as Africa's largest producer of oil and natural gas,
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comprises Africa's largest economy, and represents the cultural center of African
literature, film, and music. Yet the country is plagued by problems that keep it from
realizing its potential as a world power. Boko Haram, a radical Islamist insurrection
centered in the northeast of the country, is an ongoing security challenge, as is the
continuous unrest in the Niger Delta, the heartland of Nigeria's petroleum wealth. There
is also persistent violence associated with land and water use, ethnicity, and religion. In
Nigeria: What Everyone Needs to Know®, John Campbell and Matthew Page provide a
rich contemporary overview of this crucial African country. Delving into Nigeria's recent
history, politics, and culture, this volume tackles essential questions related to widening
inequality, the historic 2015 presidential election, the persistent security threat of Boko
Haram, rampant government corruption, human rights concerns, and the continual
conflicts that arise in a country that is roughly half Christian and half Muslim. With its
continent-wide influence in a host of areas, Nigeria's success as a democracy is in the
fundamental interest of its African neighbors, the United States, and the international
community. This book will provide interested readers with an accessible, one-of-a-kind
overview of the country.
NEW YORK TIMES BEST SELLER • A grand, devastating portrait of three generations
of the Sackler family, famed for their philanthropy, whose fortune was built by Valium
and whose reputation was destroyed by OxyContin. From the prize-winning and
bestselling author of Say Nothing, as featured in the HBO documentary Crime of the
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Century. The Sackler name adorns the walls of many storied institutions—Harvard, the
Metropolitan Museum of Art, Oxford, the Louvre. They are one of the richest families in
the world, known for their lavish donations to the arts and the sciences. The source of
the family fortune was vague, however, until it emerged that the Sacklers were
responsible for making and marketing a blockbuster painkiller that was the catalyst for
the opioid crisis. Empire of Pain begins with the story of three doctor brothers,
Raymond, Mortimer and the incalculably energetic Arthur, who weathered the poverty
of the Great Depression and appalling anti-Semitism. Working at a barbaric mental
institution, Arthur saw a better way and conducted groundbreaking research into drug
treatments. He also had a genius for marketing, especially for pharmaceuticals, and
bought a small ad firm. Arthur devised the marketing for Valium, and built the first great
Sackler fortune. He purchased a drug manufacturer, Purdue Frederick, which would be
run by Raymond and Mortimer. The brothers began collecting art, and wives, and grand
residences in exotic locales. Their children and grandchildren grew up in luxury. Forty
years later, Raymond’s son Richard ran the family-owned Purdue. The template Arthur
Sackler created to sell Valium—co-opting doctors, influencing the FDA, downplaying the
drug’s addictiveness—was employed to launch a far more potent product: OxyContin.
The drug went on to generate some thirty-five billion dollars in revenue, and to launch a
public health crisis in which hundreds of thousands would die. This is the saga of three
generations of a single family and the mark they would leave on the world, a tale that
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moves from the bustling streets of early twentieth-century Brooklyn to the seaside
palaces of Greenwich, Connecticut, and Cap d’Antibes to the corridors of power in
Washington, D.C. Empire of Pain chronicles the multiple investigations of the Sacklers
and their company, and the scorched-earth legal tactics that the family has used to
evade accountability. The history of the Sackler dynasty is rife with drama—baroque
personal lives; bitter disputes over estates; fistfights in boardrooms; glittering art
collections; Machiavellian courtroom maneuvers; and the calculated use of money to
burnish reputations and crush the less powerful. Empire of Pain is a masterpiece of
narrative reporting and writing, exhaustively documented and ferociously compelling. It
is a portrait of the excesses of America’s second Gilded Age, a study of impunity
among the super elite and a relentless investigation of the naked greed and indifference
to human suffering that built one of the world’s great fortunes.
Argues that in the future, customers will control and provide information about
themselves only through intermediaries that work in their interest
Winner of the William G. Bowen Prize Named a "Triumph" of 2018 by New York Times
Book Critics Shortlisted for the 800-CEO-READ Business Book Award The untold
history of the surprising origins of the "gig economy"--how deliberate decisions made by
consultants and CEOs in the 50s and 60s upended the stability of the workplace and
the lives of millions of working men and women in postwar America. Over the last fifty
years, job security has cratered as the institutions that insulated us from volatility have
Page 26/28

Download File PDF Consumer Packaged Goods Americas Mckinsey
been swept aside by a fervent belief in the market. Now every working person in
America today asks the same question: how secure is my job? In Temp, Louis Hyman
explains how we got to this precarious position and traces the real origins of the gig
economy: it was created not by accident, but by choice through a series of deliberate
decisions by consultants and CEOs--long before the digital revolution. Uber is not the
cause of insecurity and inequality in our country, and neither is the rest of the gig
economy. The answer to our growing problems goes deeper than apps, further back
than outsourcing and downsizing, and contests the most essential assumptions we
have about how our businesses should work. As we make choices about the future, we
need to understand our past.
A blueprint for reinventing the core of your business Value in the next phase of the
digital era will go to those companies that don't just try digital but also scale it.
Digital@Scale examines what it takes for companies to break through the gravitational
pull of their legacy organizations and capture the full value of digital. Digging into more
than fifty detailed case studies and years of McKinsey experience and data, the
authors, along with a group of expert contributors, show how companies can move
beyond incremental change to transform the business where the greatest value is
generated—at its core. The authors provide practical insights into the three pillars of
digital transformations that successfully scale: reinventing the business model, building
out a business architecture from the customer back into the organization, and
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establishing an 'amoeba' IT and organizational foundation that learns and evolves. This
is the ideal guide for all leaders who recognize the power and promise of a digital
transformation.
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