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Brand Metrics Gauging And Linking Brands With Business
Überblick über aktuelle Themen der Werbe- und Markenforschung auf der Basis internationaler Forschungsergebnisse,
neuer eigener Untersuchungen und Fallstudien.
Following the success of international bestseller How Brands Grow: What Marketer's Don't Know comes a new book that
takes readers further on a journey to smarter, evidence-based marketing. How Brands Grow Part 2, by Jenni Romaniuk
and Byron Sharp, is about fundamentals of buying behaviour and brand performance - fundamentals that provide a
consistent roadmap for brand growth, and improved marketing productivity. Ride the next wave of marketing knowledge
with insights such as how to build Mental Availability, metrics to assess the strength of your brand's Distinctive Assets
and a framework to underpin your brand's Physical Availability strategy. Learn practical insights such as smart ways to
look at word of mouth and the sort of advertising needed to attract new brand buyers. This book is also a must read for
marketers working in emerging markets, services, durables and luxury categories, with evidence that will challenge
conventional wisdom about growing brands in these markets. If you've ever wondered if word of mouth has more impact
in China, if luxury brands break all the rules of marketing or if online shoppers are more loyal to brands or retailers, this
book is for you. If you read and loved How Brands Grow, it's time to move to the next level of marketing. And if you
haven't, get ready -- this book will change the way you think about marketing forever.
Hundreds of online marketing books have been written about search engine optimization (SEO), search engine
marketing (SEM) and pay-per-click advertising (PPC), this is the first to elaborate on the most fundamental marketing
tactic of all: links and link building. The world's most recognized authority on link building, Eric Ward, clearsThe web
today is comprised of trillions of links: links between websites, links within social media venues like Facebook and
Twitter, and even links in email inboxes. Who links to a site and how they link to it is one of the most important factors
that search engines rely on when ranking results. But how do marketers control this? Link building expert Eric Ward
provides the answers.Sharing little-known techniques for link building via social media platforms, blogs, partnerships,
public relations, articles, and more, Ward teaches marketers which link-building techniques will maximize the quality links
that point to their site, allowing them to charm both search engines and customers and which methods to avoid.This oneof-a-kind guide details a variety of link building tools, tactics, and techniques illustrated by case studies, expert interviews,
and resources. Ward leaves no opportunity unexplored, and no link-building questions unanswered.
Shift your strategy downstream. Why do your customers buy from you rather than from your competitors? If you think the
answer is your superior products, think again. Products are important, of course. For decades, businesses sought
Page 1/11

Download Free Brand Metrics Gauging And Linking Brands With Business

competitive advantage almost exclusively in activities related to new product creation. They won by building bigger
factories, by finding cheaper raw materials or labor, or by coming up with more efficient ways to move and store
inventory—and by inventing exciting new products that competitors could not replicate. But these sources of competitive
advantage are being irreversibly leveled by globalization and technology. Today, competitors can rapidly decipher and
deploy the recipe for your product’s secret sauce and use it against you. “Upstream,” product-related advantages are
rapidly eroding. This does not mean that competitive advantage is a thing of the past. Rather, its center has shifted. As
marketing professor Niraj Dawar compellingly argues, advantage is now found “downstream,” where companies interact
with customers in the marketplace. Tilt will help you grasp the global nature of this downstream shift and its profound
implications for your strategy and your organization. With vivid examples from around the world, ranging across
industries and sectors, Dawar shows how companies are reorienting their strategies around customer interactions to
create and capture unique value. And he demonstrates how, unlike product-related advantage, this value is cumulative,
continuously building over time. In an increasingly customer-centered world marketplace, let Tilt serve as your guide to
shifting your strategy downstream—and achieving enduring competitive advantage.
Attract the very best talent with a compelling employer brand! Employer Branding For Dummies is the clear, no-nonsense
guide to attracting and retaining top talent. Written by two of the most recognized leaders in employer brand, Richard
Mosley and Lars Schmidt, this book gives you actionable advice and expert insight you need to build, scale, and measure
a compelling brand. You'll learn how to research what makes your company stand out, the best ways to reach the people
you need, and how to convince those people that your company is the ideal place to exercise and develop their skills.
The book includes ways to identify the specific traits of your company that aligns with specific talent, and how to translate
those traits into employer brand tactic that help you draw the right talent, while repelling the wrong ones. You'll learn how
to build and maintain your own distinctive, credible employer brand; and develop a set of relevant, informative success
metrics to help you measure ROI. This book shows you how to discover and develop your employer brand to draw the
quality talent you need. Perfect your recruitment marketing Develop a compelling employer value proposition (EVP)
Demonstrate your employer brand ROI Face it: the very best employees are the ones with the most options. Why should
they choose your company? A strong employer brand makes the decision a no-brainer. It's good for engagement, good
for retention, and good for the bottom line. Employer Branding For Dummies helps you hone in on your unique,
compelling brand, and get the people you need today.
? ???????? ???????? ???????????? ???????? ??????? ?????????? ???????? ? ??????????? ?????????. ???????????
??????? ????????, ???????????????? ? ??????????? ???????, ???????????? ????????? ???????? ? ?????????? ??????
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???????? ??????-??????????? ???????.
?Brands...Brands...Brands Which brand will win? That is the million dollar question in a world that is swarmed by a
plethora of brands. This book lays down the crucial elements which need reviewing by a brand manager in order to
create Brands that Win in the marketplace. Taking into account the findings of leading researchers, the book uses
numerous illustrative examples to elucidate useful concepts and practices from: brand strategy, brand experience,
tracking brand performance, managing brand extensions and architecture and global branding to building strong brands,
enabling brand resilience and brand sustainability. With a tool-kit attached to each chapter, this volume is essential
reading for brand managers and professionals working on branding, marketing and advertising, and will also prove useful
for students of management studies.
These are exciting times for business marketing professionals, yet the challenges imposed by ongoing social and technological
developments are daunting. This book calls on marketers to make a choice: embrace the ongoing changes as opportunities for
reshaping relationships with consumers, or cling to the past at the risk of becoming irrelevant.
"In this thoroughly updated and significantly expanded book, four leading marketing researchers show exactly how to choose the
right metrics for every challenge. The authors show how to use marketing dashboards to view market dynamics from multiple
perspectives, maximize accuracy, and "triangulate" to optimal solutions. You'll discover high-value metrics for virtually every facet
of marketing: promotional strategy, advertising, and distribution; customer perceptions; market share; competitors' power; margins
and pricing; products and portfolios; customer profitability; sales forces and channels; and more. This edition introduces essential
new metrics ranging from Net Promoter to social media and brand equity measurement. Last, but not least, it shows how to build
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comprehensive models to support planning--and optimize every marketing decision you make."--Publisher description.
The authors present a practical and highly informative perspective on the elements that are crucial to the success of a marketing
campaign. Unlike books that are either too theoretical to be of practical use to practitioners, or too soft to serve as solid and
measurable implementation guidelines, this book focuses on the integration of established quantitative techniques into real life
case studies that are immediately relevant to marketing practitioners.
As customer orientation continues to gain importance in the marketing field, there has been a growing concern for organizations to
implement effective customer centric policies. Customer-Centric Marketing Strategies: Tools for Building Organizational
Performance provides a more conceptual understanding on customer-centric marketing strategies as well as revealing the
success factors of these concepts. This book will discuss how to improve the organization’s financial and marketing performance.
New ideas change the world. From social movements to scientific discovery the power of an idea is to reshape the world, who we
are, and how we live. Changes in the increasingly dynamic competitive environment require a focus on what should be done, not
just what is currently done. The inspiration for this book is to provide an outlet for cogent ideas that will help managers build and
maintain brands in the future marketplace. Written by the leading minds management from around the globe who are redefining
best practices in managing brands, It examines the future of branding on key concepts including brand performance management,
brand strategy, brand building, revitalizing brands, brand valuation, brand analysis, brand protection, and brand experience. The
all-star team includes: Martin Roll, Kevin Lane Keller, Don E. Schultz, Bernd Schmitt, Jean-Noel Kapferer, , V. Kumar, Bharath
Rajan, Lluis Martinez-Ribes, Shi Zhang, Jean Yannis Suvatjis, Leslie de Chernatony, Vanessa M. Patrick and Henrik Hagtvedt,
Gregory M Thomas, Jeffrey Parkhurst Srinivas Reddy, Anupam Jaju, Werner Reinartz, Jeffery Andrien, Paul Benoit, Philip C
Zerrillo, Cem Bahadir, and Rajendra K Srivastava.
“A remarkable book that eases you into the important world of search engine advertising. Read it before your competitors do!”
–Danny Sullivan, Editor SearchEngineWatch.com Nothing delivers high-quality traffic like the search engines, but if you’re not
showing up prominently in the results for your desired keywords, that means your competition is. The way to gain control and
maximize profit is to take advantage of paid search results. Paid search engine listings can deliver site visitors who want to buy
what you sell. And they can pinpoint exactly the right landing pages using not only keywords, but also geography, time of day, and
more. With a little education and pre-planning, any company can launch a profitable search engine advertising program. Key
features in this book include learning how to: • Buy top positions on the major search engines profitably • Transform poor ad copy
into ads that deliver results • Increase visitor-to-buyer conversions • Begin paid search advertising now, even if you’re a novice •
Use advanced techniques to evaluate and improve your results • Leverage successes from Google into Yahoo, Microsoft, and
more • Leave the unprofitable clicks to your competition while grabbing the most profitable ones
Diffusion, or the widespread adoption of innovations, is a critical yet under-researched topic. There is a wide gap between
development and successful adoption of an innovation. Therefore, a better understanding of why and how an innovation is
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adopted can help develop realistic management and business plans. Most books on this topic use a single-discipline approach to
explain the diffusion of innovations. This book adopts a multi-disciplinary and managerial process approach to understanding and
promoting the adoption of innovations, based on the latest research and practice. It will be of interest to graduates and researchers
in marketing, product development and innovation courses. Contents: Generic Factors Influencing the Diffusion of
Innovations:From Models to the Management of Diffusion (J Tidd)Understanding the Pre-diffusion Phases (J R Ortt)Achieving
Adoption Network and Early Adopters Acceptance for Technological Innovations (F Frattini)Launch Strategies for New Product
Success (S Hart & N Tzokas)Co-constructing the Brand and the Product (J K Christiansen et al.)Understanding Consumer
Responses to Innovations (Q Wang)Developing Technical and Market Standards for Innovations (D Chiaroni & V Chiesa)SectorSpecific Dynamics of Diffusion:Diffusion of Pharmaceutical Innovations in Health Systems (R A Atun et al.)Diffusion of
Telecommunications Technologies: A Study of Mobile Telephony (W-L Chu et al.)Diffusion of Environmental Products and
Services — Towards an Institutions-Theoretic Framework: Comparing Solar Photovoltaic (PV) Diffusion Patterns in Japan and the
US (K L Shum & C Watanabe)Prediction of Future Patterns of Diffusion:Forecasting Technology Diffusion (T Daim et al.)Modeling
and Forecasting Diffusion (N Meade & T Islam) Readership: Graduates and researchers; students of marketing, product
development and innovation courses. Keywords:Innovation;Diffusion;Product Development;Product MarketingKey
Features:Adopts a multi-disciplinary and managerial process approach, rather than theoretical or empirical approaches, to explain
diffusion of innovationsExplains diffusion of innovations based on the latest international research
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?????????? ? ??????????? ? ????? ????????? ????????.

This is one of the first books to probe deeply into the art and science of branding industrial products. The book comes at
a time when more industrial companies need to start using branding in a sophisticated way. It provides the concepts, the
theory, and dozens of cases illustrating the successful branding of industrial goods. It offers strategies for a successful
development of branding concepts for business markets and explains the benefits and the value a business, product or
service provides to industrial customers. As industrial companies are turning to branding this book provides the best
practices and hands-on advice for B2B brand management.
Under the contemporary business conditions of hyper-competition, incessant change and pressure for growth and
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profitability, better management of marketing budgets has become an imperative for companies. In addition, properly
monitoring and measuring marketing and brand communication strategies and tactics has become a critical factor for
success across the geographic and typological organisational spectrum. This book explores how appropriately applied
management initiatives on marketing and brand communications, through defined and measured consumer-centred
processes, can be more successful and provide significant marketing return on investment (ROI). Moreover, the notions,
methods and approaches described here ultimately constitute the tools of developing, measuring and improving strategy
design and implementation. In addition, they are linked to a number of wider business goals, such as increased customer
basis, stronger customer relationships, cost control, increased consumer loyalty, and brand building. In this vein, the
book proposes various means of generating greater returns from marketing and brand investments, maximising both their
efficiency and effectiveness. This, in turn, allows for greater financial resources to be reinvested towards consumer and
employee satisfaction, strengthening the stability and viability of the company.
A multidisciplinary book on performance measurement that will appeal to students, researchers and managers.
This book gathers and explains the key brand analysis tools that measure brand effectiveness and awareness along the
customer journey. Rather than considering how to build and manage a brand, Brand Metrics shows students the methods
by which they can assess the current market position of the brand and design effective strategies for the future. Each
chapter follows the same logical and accessible structure, defining each metric and its usage, presenting the calculations,
showing how the data should be interpreted, offering case studies and examples, presenting recommendations and
offering questions for further discussion. The metrics covered in the book correspond with the customer journey, moving
through measuring brand awareness, consideration and purchase, to customer loyalty and brand advocacy, and finally
an overall analysis of the brand’s strength. The book not only shows the formula for a metric and explains how it should
be interpreted, but also considers what each metric really measures, how it impacts the brand’s equity and how it is
related to other metrics. As such it should be perfect recommended reading for advanced undergraduate and
postgraduate students of Strategic Brand Management, Marketing Planning and Strategy, Marketing and Branding
Metrics.
"At last, a book that covers social media strategy in a practical, timely way that will help guide our students as they
transition to the professional world." —Gina Baleria, San Francisco State University Social Media for Strategic
Communication: Creative Strategies and Research-Based Applications teaches students the skills and principles needed
to use social media in persuasive communication campaigns. The book combines cutting-edge research with practical,
on-the-ground instruction to prepare students for the real-world challenges they’ll face in the workplace. The text
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addresses the influence of social media technologies, strategies, actions, and the strategic mindset needed by social
media professionals today. By focusing on strategic thinking and awareness, it gives students the tools they need to
adapt what they learn to new platforms and technologies that may emerge in the future. A broad focus on strategic
communication—from PR, advertising, and marketing, to non-profit advocacy—gives students a broad base of knowledge
that will serve them wherever their careers may lead. Visit the author’s blog at http://karenfreberg.com/blog/ to get tips
for teaching the course, industry related news, & more! The free, open-access Student Study site at
study.sagepub.com/freberg features carefully selected video links, flashcards, social media accounts to follow, and more!
Instructors, sign in at study.sagepub.com/freberg for additional resources!
Accountable Marketing is designed to be the definitive volume on the emerging role of accountability and performance
metrics in marketing. Sponsored and developed by the Marketing Accountability Standards Board (MASB), it provides a
multi-disciplinary, international perspective on this topic of critical importance. Stewart and Gugel have curated the work
of several leading marketing, finance and accounting professionals and academics on the topics of marketing
accountability and financial reporting to create a volume that represents the best of MASB’s work over the last few years.
The book not only emphasizes the importance of accountability in the marketing function, but also creates a dialogue
among academics and practitioners about the importance of marketing in driving consistent growth in the organization,
and the ways in which improved methods for measuring and forecasting contribute to the effectiveness of these
marketing activities. This book marks the first-ever reference point for practicing professionals, faculty and students
interested in marketing accountability, the development of standards for marketing reporting, and developing stronger
linkages between marketing activities and outcomes, and the financial performance of the firm.
We know how eager you are to learn practical workplace skills at university so that you are "job ready" following
graduation. In marketing, one of the most practical things you can learn how to do is create a sound marketing plan. This
new book guides you concisely through the marketing planning process from start to finish, drawing on examples from
large brands like Ikea and Krispy Kreme to digital start-ups like Starling Bank. Features a running case study about a
small services business that breaks the marketing plan down into easy to digestible chunks. A dedicated chapter on
marketing strategy concepts to help you understand how they link to market, firm or decision-related factors. Self-test
questions and scenarios with tasks throughout make for an active learning experience. Practical in its step-by-step
approach and inclusion of activities and scenarios and written simply whilst still underpinned by marketing strategy
scholarship, this book will help you to develop your marketing decision-making throughout by learning key skills such as
how to do a SWOT analysis and how to budget and forecast correctly. Supported by online resources for lecturers
Page 7/11

Download Free Brand Metrics Gauging And Linking Brands With Business
including PowerPoint slides, an instructor’s manual and a suggested syllabus. Suitable reading for marketing planning
and marketing strategy courses.
Brand Management: Mastering Research, Theory and Practice is a valuable resource for those looking to understand
how a brand can be conceptualized and thus managed in all its complexity. Going beyond the 'quick fixes' of branding, it
offers a comprehensive overview of brand management theories from the last 35 years. A highly regarded textbook, this
fully updated third edition brings fresh perspectives on the latest research in, and analysis of, the various approaches to
brand management. More than 1,000 academic sources have been carefully divided into a taxonomy with eight schools
of thought – offering depth, breadth and precision to one of the most elusive management disciplines of our time.
Perfectly marrying theory with practice, this comprehensive text is particularly useful for advanced undergraduate and
postgraduate students of brand management, strategy and marketing.
"This book provides valuable and insightful research as well as empirical studies that allow audiences to develop, implement, and maintain
branding strategies"--Provided by publisher.
Björn Schultheiss entwickelt und überprüft ein kausales Untersuchungsmodell, womit er die Relevanz der Marke und die Auswirkung der
Markenorientierung auf den wirtschaftlichen Erfolg von Familienunternehmen im B-to-B-Geschäft zu erklären vermag.
The heightened intensity of global competition has increased the necessity of manufacturing and distribution organizations to continuously
improve production, product quality, cost, and delivery. Supply chain professionals must be knowledgeable about the relevance of supply
chain concepts—adapt supply chain to customer needs, customize logistics networks, align demand planning across the entire supply chain,
and differentiate products close to customers.The goal of The Global Supply Chain and Risk Management is to assist in meeting these
challenges as to the education of many supply chain practitioners, the implementation of formal supply chain contingency and control
systems and the continued edification in recent global developments for all those working in the field. It is written for two groups, those who
are preparing for a career in supply chain and for those seeking to improve their proficiency. The book will teach the best practices, high-tech
and analytical solutions for the entire global supply chain—customer service to inventory planning to transportation to warehousing.
Praise for Marketing Champions "Much has been written about the importance of using marketing principles and tools effectively. But we've
paid far less attention to how marketing works within an organization--and how marketers can better interact with other prime movers in their
companies. This book really delivers on this much-neglected subject--sounding a wake-up call to marketers everywhere on how to exert their
influence and improve their contribution to cash flow." --Philip Kotler, S.C. Johnson Distinguished Professor of International Marketing,
Kellogg School of Management, Northwestern University "The authors understand that marketing is now the most important force within an
organization--if you can figure out how to coordinate the rest of your colleagues. This book shows you how." --Seth Godin, author of Small Is
the New Big "This leadership guide is a must-read for every executive who wants to understand the crucial connection between marketing
and bottom-line results." --Warren Bennis, Distinguished Professor of Business Administration, University of Southern California, and author
of On Becoming a Leader "The best marketing leaders are those who can harness the power of the enterprise--not just lead the marketing
team. This book will give you the ability to align and inspire the entire company." --Jerry Noonan, Spencer Stuart
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The Encyclopedia of New Venture Management explores the skills needed to succeed in business, along with the potential risks and rewards
and environmental settings and characteristics.
How can we make sense of the ongoing technological changes affecting journalism and journalists today? Will the new digital generation
break down barriers for journalism, or will things just stay the same? These and other pertinent questions will be asked and explored
throughout this exciting new book that looks at the changing dynamics of journalism in a digital era. Examining issues and debates through
cultural, social, political and economic frameworks, the book gets to grip with today's new journalism by understanding its historical threats
and remembering its continuing resilience and ability to change with the times. In considering new forms of journalistic practice the book
covers important topics such as: • truth in the new journalism • the changing identity of the journalist • the economic implications for the
industry • the impact on the relationship between the journalist and their audience • the legal framework of doing journalism online. Vibrant in
style and accessible to all, Digital Journalism is a captivating read for anyone looking to understand the advent of a new journalism that has
been altered by the latest digital technologies.
Lucrarea este dedicat? unui subiect de foarte mare actualitate – marca de destina?ie, ?i rela?ia acesteia cu marca de ?ar?. Cartea dore?te s?
ofere atât un cadru teoretic legat de marca de ?ar? ?i cea de destina?ie, cât ?i o aplicare practic? a acestor concepte în cazul României.
Importan?a temei alese este una deosebit?, mai ales ca în România au fost ini?iate, în ultimii câ?iva ani, demersuri care vizeaz? tocmai
procesul de construire a m?rcii de ?ar? ?i de destina?ie, ?i este nevoie de o mai bun? informare asupra domeniului a tuturor p?r?ilor implicate.
Demersul doctoral î?i propune s? ofere o viziune interdisciplinar? ?i s? prezinte strategii de marc? pentru destina?ia turistic? România, în
contextul procesului de construire a m?rcii de ?ar?. Acest demers va ajuta la popularizarea unei viziuni integrate referitoare la marketingul de
?ar?, în cercurile ?tiin?ifice de specialitate, în rândul organismelor publice ?i a stakeholderilor implica?i în acest proces.
Customer Loyalty Isn't Enough—Grow Your Share of Wallet The Wallet Allocation Rule is a revolutionary, definitive guide for winning the battle
for share of customers' hearts, minds, and wallets. Backed by rock-solid science published in the Harvard Business Review and MIT Sloan
Management Review, this landmark book introduces a new and rigorously tested approach—the Wallet Allocation Rule—that is proven to link
to the most important measure of customer loyalty: share of wallet. Companies currently spend billions of dollars each year measuring and
managing metrics like customer satisfaction and Net Promoter Score (NPS) to improve customer loyalty. These metrics, however, have
almost no correlation to share of wallet. As a result, the returns on investments designed to improve the customer experience are frequently
near zero, even negative. With The Wallet Allocation Rule, managers finally have the missing link to business growth within their grasp—the
ability to link their existing metrics to the share of spending that customers allocate to their brands. Learn why improving satisfaction (or NPS)
does not improve share. Apply the Wallet Allocation Rule to discover what really drives customer spending. Uncover new metrics that really
matter to achieve growth. By applying the Wallet Allocation Rule, managers get real insight into the money they currently get from their
customers, the money available to be earned by them, and what it takes to get it. The Wallet Allocation Rule provides managers with a
blueprint for sustainable long-term growth.

There now exists a wealth of tools and techniques that can determine if and how a Web site is providing business value to its
owners. This book is a survey of those metrics and is as important to IT executives as it is to marketing professionals. Jim Sterne
is recognized worldwide as a leading Internet business expert and is the author of several Wiley books, including WWW
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Marketing, Third Edition (0-471-41621-5) Explains the criteria for building a successful site, surveying the tools, services,
techniques, and standards for Web measurement, and fully integrating those metrics with the customer experience Companion
Web site contains links to online tools, resources, and white papers
Complete proceedings of the 2nd European Conference on Social Media Porto Portugal Published by Academic Conferences and
Publishing International Limited
Nadine Bausback untersucht das Spannungsfeld von Rationalität und Emotionalität bei der Positionierung von Marken im B2BKontext. Sie liefert einen detaillierten Überblick über den Status quo der Forschung, untersucht die Thematik im Rahmen einer
empirischen Studie bei 183 Unternehmen mit modernen multivariaten Verfahren und gibt abschließend Empfehlungen für die
Praxis.
Marketing Strategy offers a unique and dynamic approach based on four underlying principles that underpin marketing today: All
customers differ; All customers change; All competitors react; and All resources are limited. The structured framework of this
acclaimed textbook allows marketers to develop effective and flexible strategies to deal with diverse marketing problems under
varying circumstances. Uniquely integrating marketing analytics and data driven techniques with fundamental strategic pillars the
book exemplifies a contemporary, evidence-based approach. This base toolkit will support students' decision-making processes
and equip them for a world driven by big data. The second edition builds on the first's successful core foundation, with additional
pedagogy and key updates. Research-based, action-oriented, and authored by world-leading experts, Marketing Strategy is the
ideal resource for advanced undergraduate, MBA, and EMBA students of marketing, and executives looking to bring a more
systematic approach to corporate marketing strategies. New to this Edition: - Revised and updated throughout to reflect new
research and industry developments, including expanded coverage of digital marketing, influencer marketing and social media
strategies - Enhanced pedagogy including new Worked Examples of Data Analytics Techniques and unsolved Analytics Driven
Case Exercises, to offer students hands-on practice of data manipulation as well as classroom activities to stimulate peer-to-peer
discussion - Expanded range of examples to cover over 250 diverse companies from 25 countries and most industry segments Vibrant visual presentation with a new full colour design
?In four empirical studies, this cumulative work provides valuable insights for marketing executives of statutory health insurance
funds and social media responsible. Paper I and II provide evidence about the importance and interplay of price and corporate
reputation on the market of statutory health insurance. The second part changes perspective to corporate communication issues in
the social media environment. By introducing the “social media brand value chain” paper III conducts a literature review of state of
the art social media research. By means of a field experiment on Facebook, paper IV shows that brands do not necessarily have
to communicate via their brand fan pages in a highly interactive and vivid way to positively influence attitudinal measures among
their fan base.
"This book provides relevant theoretical frameworks and the latest empirical research findings relating to consumer confidence,
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marketing strategies, and the influence of trust during a time of economic crisis"--Provided by publisher.
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