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TOPIC COLLECTIONSTopic Collections

Marketing & Customer  
Relationship Management 
A Book Bundle of 16 Scholarly Titles

Marketing business processes, services, and  
communications are important factors in the  
management of superior customer relationships.

The Marketing and Customer Relationship Management 
collection includes case studies and research on the technolo-

gies, strategies, and services involved in marketing and custom-

er relationship management. This fundamental set of 16 schol-

arly titles covers topics on marketing, consumer management, 

customer relationship management, business technologies, 

electronic services, e-commerce, and many more. These titles 

represent IGI Global’s distinct coverage on the importance 

of a cohesive connection between customer relations and 

marketing strategies. 



Cases on Consumer-Centric Marketing Management
ISBN: 978-1-4666-4357-4; © 2014; 373 pp.
Vimi Jham (Institute of Management Technology,  
Ghaziabad and Dubai), et al.

Presents a collection of case studies highlighting the importance of 
customer loyalty, customer satisfaction, and consumer behavior for 
marketing strategies. 

Fuzzy Methods for Customer Relationship Management and 
Marketing: Applications and Classifications
ISBN: 978-1-4666-0095-9; © 2012; 388 pp.
Andreas Meier (University of Fribourg, Switzerland), et al.

Explores the possibilities and advantages created by fuzzy methods 
through the presentation of thorough research and case studies. 

Consumption Culture in Europe:  
Insight into the Beverage Industry
ISBN: 978-1-4666-2857-1; © 2013; 414 pp.
Carmen R. Santos (University of Leon, Spain), et al.

Brings the most relevant theories about culture and European market 
segmentation as well as providing updated data for the evaluation 
and analyses of the European consumption patterns in the beverage 
market. sted in end-markets and consumer affairs. 

Marketing Online Education Programs:  
Frameworks for Promotion and Communication
ISBN: 978-1-60960-074-7; © 2011; 462 pp.
Ugur Demiray (Anadolu University, Turkey), et al. Serdar Sever

Provides relevant theoretical frameworks and the latest empirical 
research findings in this field. 

Marketing Decision Making and the Management of Pricing: 
Successful Business Tools
ISBN: 978-1-4666-4094-8; © 2013; 358 pp.
Rajagopal (EGADE Business School, Tecnologico de Monterrey 
(ITESM), Mexico) 

Provides the latest research studies, market analysis, and best prac-
tices utilized in emerging markets to gain competitive advantage and 
market leadership. 

Customer Relationship Management and the Social and 
Semantic Web: Enabling Cliens Conexus
ISBN: 978-1-61350-044-6; © 2012; 360 pp.
Ricardo Colomo-Palacios 
(Universidad Carlos III de Madrid, Spain), et al.

Provides an overview of the field of the Semantic Web, social Web 
and CRM by uniting various research studies from different subfields. 

Services Customization Using Web Technologies
ISBN: 978-1-4666-1604-2; © 2012; 319 pp.
Dimitrios Kardaras (Athens University of Economics and Business, 
Greece), et al.

Aims to advance our understanding of Web-related concepts,  
approaches, and technologies revolving around the core theme  
of e-service customization.  

Handbook of Research on Digital Media and Advertising:  
User Generated Content Consumption
ISBN: 978-1-60566-792-8; © 2011; 768 pp.
Matthew S. Eastin (University of Texas, Austin, USA), et al.

Bridges the gap between professional and academic perceptions of 
advertising in new media environments through defining the evolution 
of consumerism within the context of media change. 

Consumer Information Systems and Relationship  
Management: Design, Implementation, and Use
ISBN: 978-1-4666-4082-5; © 2013; 256 pp.
Angela Lin (University of Sheffield, UK), et al.

Highlights empirical research, theoretical frameworks, and relevant 
models on the understanding and implementation of consumer 
information systems. 

Branding and Sustainable Competitive Advantage:  
Building Virtual Presence
ISBN: 978-1-61350-171-9; © 2012; 294 pp.
Avinash Kapoor (Management Development Institute  
(MDI), India), et al.

Explores the processes involved in managing brands for long-term 
sustainable competitive advantage. 

Customer-Centric Marketing Strategies:  
Tools for Building Organizational Performance
ISBN: 978-1-4666-2524-2; © 2013; 478 pp.
Hans Ruediger Kaufmann (University of Nicosia, Cyprus & Interna-
tional Business School at Vilnius University, Lithuania), et al.

Provides a more conceptual understanding on customer-centric  
marketing strategies as well as revealing the success factors of  
these concepts. 

Advanced Technologies Management for Retailing:  
Frameworks and Cases
ISBN: 978-1-60960-738-8; © 2011; 408 pp.
Eleonora Pantano (University of Calabria, Italy), et al.

Contributes to our understanding of applications of new technolo-
gies and their impact on the design and development of point of sale 
systems and on consumers’ behavior. 

E-Marketing in Developed and Developing Countries:  
Emerging Practices
ISBN: 978-1-4666-3954-6; © 2013; 372 pp.
Hatem El-Gohary (Birmingham City University Business School, UK– 
Cairo University Business School, Egypt), et al.

Aims to create a deeper understanding of the policies and practices 
that are involved in a successful e-marketing environment. 

Customer-Centric Knowledge Management:  
Concepts and Applications
ISBN: 978-1-61350-089-7; © 2012; 315 pp.
Minwir Mallouh Al-Shammari (University of Bahrain, Bahrain) 

A comprehensive collection addressing managerial and technical 
aspects of customer-centric knowledge implementation. 

Online Advertising and Promotion:  
Modern Technologies for Marketing
ISBN: 978-1-4666-0885-6; © 2012; 248 pp.
Payam Hanafizadeh (Allameh Tabataba’i University, Iran), et al.

Educates executives and students on how to meet online advertising 
and Internet marketing challenges for both present and future tactics. 

Handbook of Research on Mobile Marketing Management
ISBN: 978-1-60566-074-5; © 2010; 582 pp.
Key Pousttchi (University of Augsburg, Germany), et al.

Provides a compelling and relevant collection of innovative mobile 
marketing practice. 


