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With the radical growth in the ubiquity of digital platforms, the sharing economy is here
to stay. This Handbook explores the nature and direction of the sharing economy,
interrogating its key dynamics and evolution over the past decade and critiquing its
effect on society.
Financial regulation has entered into a new era, as many foundational economic
theories and policies supporting the existing infrastructure have been and are being
questioned following the financial crisis. Goodhart et al’s seminal monograph
"Financial Regulation: Why, How and Where Now?" (Routledge:1998) took stock of the
extent of financial innovation and the maturity of the financial services industry at that
time, and mapped out a new regulatory roadmap. This book offers a timely exploration
of the "Why, How and Where Now" of financial regulation in the aftermath of the crisis
in order to map out the future trajectory of financial regulation in an age where financial
stability is being emphasised as a key regulatory objective. The book is split into four
sections: the objectives and regulatory landscape of financial regulation; the regulatory
regime for investor protection; the regulatory regime for financial institutional safety and
soundness; and macro-prudential regulation. The discussion ranges from theoretical
and policy perspectives to comprehensive and critical consideration of financial
regulation in the specifics. The focus of the book is on the substantive regulation of the
UK and the EU, as critical examination is made of the unravelling and the future of
financial regulation with comparative insights offered where relevant especially from the
US. Running throughout the book is consideration of the relationship between financial
regulation, financial stability and the responsibility of various actors in governance. This
book offers an important contribution to continuing reflections on the role of financial
regulation, market discipline and corporate responsibility in the financial sector, and
upon the roles of regulatory authorities, markets and firms in ensuring the financial
health and security of all in the future.
New Perspectives on Marketing by Word-of-Mouth offers insight to a world where
consumers play an even bigger part in the building or breaking of a company's
reputation. Some of the things the book will explain include:- How brand love is built in
the fashion industry - How larger organisations effectively respond to negative social
media.
Volume 9, Tourists' and Customers' Behaviors and Evaluations, describes the benefits
of taking a behaviorstoevaluations perspective in tourism and customer research. The
thirteen papers in the volume include "the general theory of guest evaluations of service
design/performances" by Woodside and Kozak
The essential guide by one of America's leading doctors to how digital technology
enables all of us to take charge of our health A trip to the doctor is almost a guarantee
of misery. You'll make an appointment months in advance. You'll probably wait for
several hours until you hear "the doctor will see you now"-but only for fifteen minutes!
Then you'll wait even longer for lab tests, the results of which you'll likely never see,
unless they indicate further (and more invasive) tests, most of which will probably prove
unnecessary (much like physicals themselves). And your bill will be astronomical. In
The Patient Will See You Now, Eric Topol, one of the nation's top physicians, shows
why medicine does not have to be that way. Instead, you could use your smartphone to
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get rapid test results from one drop of blood, monitor your vital signs both day and
night, and use an artificially intelligent algorithm to receive a diagnosis without having to
see a doctor, all at a small fraction of the cost imposed by our modern healthcare
system. The change is powered by what Topol calls medicine's "Gutenberg moment."
Much as the printing press took learning out of the hands of a priestly class, the mobile
internet is doing the same for medicine, giving us unprecedented control over our
healthcare. With smartphones in hand, we are no longer beholden to an impersonal
and paternalistic system in which "doctor knows best." Medicine has been digitized,
Topol argues; now it will be democratized. Computers will replace physicians for many
diagnostic tasks, citizen science will give rise to citizen medicine, and enormous data
sets will give us new means to attack conditions that have long been incurable.
Massive, open, online medicine, where diagnostics are done by Facebook-like
comparisons of medical profiles, will enable real-time, real-world research on massive
populations. There's no doubt the path forward will be complicated: the medical
establishment will resist these changes, and digitized medicine inevitably raises serious
issues surrounding privacy. Nevertheless, the result-better, cheaper, and more human
health care-will be worth it. Provocative and engrossing, The Patient Will See You Now
is essential reading for anyone who thinks they deserve better health care. That is, for
all of us.
Though based on an economic transition, retailer-consumer relationship is also
influenced by non-economic factors and is a context of social interaction. With the
emergence of modern merchandising techniques and a rise in large retail companies,
consumers have become increasingly vigilant of practice within the retail industry.
Handbook of Research on Retailer-Consumer Relationship Development offers a
complete and updated overview of various perspectives relating to customer
relationship management within the retail industry and stimulates the search for greater
integration of these views in further research. Offering different angles to analyze the
exchange between the retailer and the consumer, this handbook is a valuable tool for
professionals and scholars seeking to upgrade their knowledge, as well as for upperlevel students.
Cutting edge and relevant to the local context, this first Australia and New Zealand
edition of Hoyer, Consumer Behaviour, covers the latest research from the academic
field of consumer behaviour. The text explores new examples of consumer behaviour
using case studies, advertisements and brands from Australia and the Asia-Pacific
region. The authors recognise the critical links to areas such as marketing, public policy
and ethics, as well as covering the importance of online consumer behaviour with
significant content on how social media and smartphones are changing the way
marketers understand consumers. * Students grasp the big picture and see how the
chapters and topics relate to each other by reviewing detailed concept maps *
Marketing Implications boxes examine how theoretical concepts have been used in
practice, and challenge students to think about how marketing decisions impact
consumers * Considerations boxes require students to think deeply about technological,
research, cultural and international factors to consider in relation to the contemporary
consumer * Opening vignettes and end-of-chapter cases give students real-world
insights into, and opportunities to analyse consumer behaviour, with extensive
Australian and international examples providing issues in context
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Consumer BehaviourOxford University Press, USA
How will law, regulation and ethics govern a future of fast-changing technologies?
Bringing together cutting-edge authors from academia, legal practice and the
technology industry, Future Law explores and leverages the power of human
imagination in understanding, critiquing and improving the legal responses to
technological change. It focuses on the practical difficulties of applying law, policy and
ethical structures to emergent technologies both now and in the future. It covers crucial
current issues such as big data ethics, ubiquitous surveillance and the Internet of
Things, and disruptive technologies such as autonomous vehicles, DIY genetics and
robot agents. By using examples from popular culture such as books, films, TV and
Instagram - including 'Black Mirror', 'Disney Princesses', 'Star Wars', 'Doctor Who' and
'Rick and Morty' - it brings hypothetical examples to life. And it asks where law might go
next and to regulate new-phase technology such as artificial intelligence, 'smart homes'
and automated emotion recognition.
Why should anyone care about the medium of communication today, especially when
talking about media law? In today’s digital society, many emphasise convergence and
seek new regulatory approaches. In Medium Law, however, the ‘medium theory’
insights of Harold Innis, Marshall McLuhan and the Toronto School of Communication
are drawn upon as part of an argument that differences between media, and
technological definitions, continue to play a crucial role in the regulation of the media.
Indeed, Mac Síthigh argues that the idea of converged, cross-platform, medium-neutral
media regulation is unattainable in practice and potentially undesirable in substance.
This is demonstrated through the exploration of the regulation of a variety of platforms
such as films, games, video-on-demand and premium rate telephone services.
Regulatory areas discussed include content regulation, copyright, tax relief for
producers and developers, new online services, conflicts between regulatory systems,
and freedom of expression. This timely and topical volume will appeal to postgraduate
students and postdoctoral researchers interested in fields such as Law, Policy,
Regulation, Media Studies, Communications History, and Cultural Studies.
"This 10-volume compilation of authoritative, research-based articles contributed by
thousands of researchers and experts from all over the world emphasized modern
issues and the presentation of potential opportunities, prospective solutions, and future
directions in the field of information science and technology"--Provided by publisher.
Most businesspeople are well aware that marketing has changed dramatically in recent
years. For many, this shift is mainly about different ways to market--through social
media, online engagement, and so on. But beyond the new tools available to
businesses today, there have also been sweeping changes to how consumers behave
in the retail environment, and what underlies our decisions as consumers. How can
marketers understand--and profit from--these shifts in how we buy? DECODING THE
CONSUMER MIND provides retail marketers with an action plan based on new
psychological insights about how, when and why today's radically different consumer
shops and buys. A trifecta of socio-cultural trends has forever altered the psyche of the
American consumer--and understanding these 3 significant shifts is critical for any
marketer to understand. Based on her extensive research, consumer expert Kit Yarrow
classifies the changes as follow: ANXIETY: Diagnosed anxiety disorders have
increased 1,200% since 1980. A 1994 survey of randomly selected households found
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15% of American had experienced elevated anxiety the previous year. In 2009 that
number rose to 49.5%. This has numerous implications for how consumers buy,
explaining our love of the ratings and reviews of other shoppers; the mental relief and
distraction of online shopping, and why people are more responsive to brands that
demonstrate emotional benefits than those who tout product characteristics. "THE NEW
INDIVIDUALISM": A more "me"-oriented society increasingly uses brands, retailers,
and shopping strategies as a way to connect with others. Awash with choices and
unfettered by the social rules that provided guard rails in previous decades, today's
consumers are more individualistic and more likely to use what they buy and how they
shop as a way to communicate and bond with others. This trend explains why "Pick
Your Favorite" campaigns on Facebook have an astonishing 27% response rate, why
Etsy is so successful, and much more. REWIRED BRAINS: Because of our rampant
technology use, we literally think differently now, a shift that has broad implications for
retail. As a society that "views" more than it reads, we want everything faster, get bored
more easily and gravitate more toward the quick takeaways of symbolic
communication. For example, on eBay, merchandise displayed on red backgrounds
receives higher bids than similar merchandise shown on blue backgrounds; and trends
have given way to "trending." Grounded in Yarrow's award-winning research on
consumer psychology, DECODING THE CONSUMER MIND provides rich examples of
these shifts in action in the marketing strategies and consumer behavior seen by major
firms and brands, many of whom are Yarrow's clients, including: Kleenex, Desigual,
Kraft Foods, eBay, Hershey's, and many more. For any marketer hoping to profit from
the transformed consumer brain, DECODING THE CONSUMER MIND is essential
reading.
Pride and Ferrell's MARKETING 2016 provides a thorough overview of essential
marketing principles within a visually engaging, reader-friendly presentation. This
popular, proven text helps students develop the knowledge and decision-making skills
they need to succeed in today's competitive business environment. MARKETING 2016
delivers in-depth coverage of fundamental marketing concepts and strategies, along
with practical applications and real-world examples, including up-to-date material on
social networking, digital marketing, social and environmental responsibility,
globalization, entrepreneurship, and marketing in times of transition. The current edition
also features a new chapter on managing services and branding, a new section
exploring the importance and uses of Big Data, and updated learning objectives.
Perfect for students of all backgrounds and interest levels, MARKETING 2016 is an
essential resource for classroom and career success. Important Notice: Media content
referenced within the product description or the product text may not be available in the
ebook version.
The contents of the June 2015 issue (Volume 124, Number 8) of the Yale Law Journal
are: Article, "The New Corporate Web: Tailored Entity Partitions and Creditors'
Selective Enforcement," Anthony J. Casey Note, "A Reassessment of Common Law
Protections for 'Idiots,'" Michael Clemente Feature: Arbitration, Transparency, and
Privatization: "Diffusing Disputes: The Public in the Private of Arbitration, the Private in
Courts, and the Erasure of Rights," Judith Resnik "Arbitration and Americanization: The
Paternalism of Progressive Procedural Reform," Amalia D. Kessler "Arbitration’s
Counter-Narrative: The Religious Arbitration Paradigm," Michael A. Helfand
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"Disappearing Claims and the Erosion of Substantive Law," J. Maria Glover Feature,
"Constitutional Law in an Age of Proportionality," Vicki C. Jackson Quality digital
formatting includes fully linked footnotes and an active Table of Contents (including
linked Contents for all individual Articles, Notes, and Essays), proper Bluebook
formatting, and active URLs in footnotes. This ebook is the last issue of the academic
year 2014-2015, Number 8 of Volume 124. It includes a cumulative Index for the
volume.
This edited collection presents cutting edge research into the topic of green messages
and subsequent consumer responses. The research studies draw on a rich tradition of
communication, psychological and sociological theories that examine consumer
responses in a nuanced way. At the same time, the studies present important
implications for advertising practitioners and academics alike. Written by
communications scholars from North America, Europe and Asia, the studies
encompass a range of research techniques including experiments, surveys, content
analyses and depth interviews. The book provides important insights into current
practice as well as directions for future research. This book was originally published as
a special issue of the Journal of Advertising.
This book contains selected papers which were presented at the 3rd International Halal
Conference (INHAC 2016), organized by the Academy of Contemporary Islamic
Studies (ACIS), Universiti Teknologi MARA (UiTM) Shah Alam, Malaysia. It addresses
halal-related issues that are applicable to various industries and explores a variety of
contemporary and emerging issues. Highlighting findings from both scientific and social
research studies, it enhances the discussion on the halal industry (both in Malaysia and
at the international level), and serves as an invitation to engage in more advanced
research on the global halal industry.
In A Better World, Inc., Korngold shows companies and their executives how to profit by
developing solutions to the world's most daunting challenges – those that governments
cannot and have not addressed. Using case studies of various global companies from
Nike to Pfizer to Vodafone and GlaxoSmithKline, A Better World, Inc. delineates best
practices for corporations to maximize profits, decrease costs, and build the longer-term
value of their companies by ensuring a more sustainable and humane world. In
declaring that 'only global corporations have the resources, global reach, and selfinterest to build a better world,' Korngold shows how to ensure that this is a mutually
beneficial and equitable relationship for business and society. A Better World, Inc.
provides a roadmap to success, including stakeholder engagement; partnerships
among businesses, NGOs, and governments; measurement, accountability and
reporting; and effective corporate governance. Korngold also discusses the most
powerful drivers for companies to further intensify their innovations in solving global
challenges: consumers, employees, and investors.
As consumer markets have developed and become more crowded and competitive, so
brands have become more important in enabling consumers to make informed choices.
This book shows how children become engaged with brands and understand what they
mean, and how their relationship with brands changes over time as they mature as
consumers. It sets this development against the changes that have occurred in styles of
brand promotion in the digital world where more subtle ways of reaching consumers
have been developed by brand marketers. Children become aware of brands from an
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early age. Even before they start school, they can recognise brand names and ask for
brands by name. The meaning of brands to children can vary dramatically with age. As
with other aspects of consumer socialisation, children's initial orientation towards
brands occurs at a superficial level because their level of cognitive development does
not allow them to understand deeper-seated symbolic meanings of brands. Children's
understanding of brands and the relationships they have with them may also be
influenced by the new promotional techniques developed by marketers. Children's
recognition of advertisements depends upon being able to identify specific features
which signal a persuasive message. In the online world of social media and computer
games, the presence of brands may not be recognized as 'advertising' and so the usual
learned defenses against persuasion are not triggered. This could place young
consumers at a disadvantage. This phenomenon has raised important questions for
parents, educators and marketing regulators and these are addressed in this book
through reference to the latest research and writings from around the world.
Market-leading ADVERTISING, PROMOTION, AND OTHER ASPECTS OF
INTEGRATED MARKETING COMMUNICATIONS, 9th Edition discusses all aspects of
marketing communications, from time-honored methods to the newest developments in
the field. Comprehensive treatment of the fundamentals focuses on advertising and
promotion, including planning, branding, media buying, sales, public relations, and
much more. Emerging topics get special attention in this edition, such as the enormous
popularity of social media outlets, online and digital practices, viral communications,
and personal selling, along with all of their effects on traditional marketing. Revised to
make ADVERTISING, PROMOTION, AND OTHER ASPECTS OF INTEGRATED
MARKETING COMMUNICATIONS, 9th Edition the most current I.M.C. text on the
market, chapters address must-know changes to environmental, regulatory, and ethical
issues, as well as Marcom insights, place-based applications, privacy, global marketing,
and of course, memorable advertising campaigns. Important Notice: Media content
referenced within the product description or the product text may not be available in the
ebook version.
"An engaging introduction to an exciting multidisciplinary field where positive impact
depends less on technology than on understanding and responding to human
motivations, specific information needs, and life constraints." -- Betsy L. Humphreys,
former Deputy Director, National Library of Medicine This is a book for people who want
to design or promote information technology that helps people be more active and
informed participants in their healthcare. Topics include patient portals, wearable
devices, apps, websites, smart homes, and online communities focused on health.
Consumer Healthcare Informatics: Enabling Digital Health for Everyone educates
readers in the core concepts of consumer health informatics: participatory healthcare;
health and e-health literacy; user-centered design; information retrieval and trusted
information resources; and the ethical dimensions of health information and
communication technologies. It presents the current state of knowledge and recent
developments in the field of consumer health informatics. The discussions address
tailoring information to key user groups, including patients, consumers, caregivers,
parents, children and young adults, and older adults. For example, apps are considered
as not just a rich consumer technology with the promise of empowered personal data
management and connectedness to community and healthcare providers, but also a
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domain rife with concerns for effectiveness, privacy, and security, requiring both
designer and user to engage in critical thinking around their choices. This book’s
unique contribution to the field is its focus on the consumer and patient in the context of
their everyday life outside the clinical setting. Discussion of tools and technologies is
grounded in this perspective and in a context of real-world use and its implications for
design. There is an emphasis on empowerment through participatory and peoplecentered care.
This book examines the rise of the direct-to-consumer genetic testing industry (DTC)
and its use of 'wrap' contracts. It uses the example of DTC to show the challenges that
disruptive technologies pose for societies and for regulation. It also uses the wrap
contracts of DTC companies to explore broader issues with online contracting.
In recent years announcements of the birth of business anthropology have ricocheted
around the globe. The first major reference work on this field, the Handbook of
Anthropology in Business is a creative production of more than 60 international scholarpractitioners working in universities and corporate settings from high tech to health
care. Offering broad coverage of theory and practice around the world, chapters
demonstrate the vibrant tensions and innovation that emerge in intersections between
anthropology and business and between corporate worlds and the lives of individual
scholar-practitioners. Breaking from standard attempts to define scholarly fields as
products of fixed consensus, the authors reveal an evolving mosaic of engagement and
innovation, offering a paradigm for understanding anthropology in business for years to
come.
4LTR Press solutions give students the option to choose the format that best suits their
learning preferences. This option is perfect for those students who focus on the
textbook as their main course resource. Important Notice: Media content referenced
within the product description or the product text may not be available in the ebook
version.
This timely text overviews theories, concepts, and contexts relating to the emerging
field of behavioral economics. Research theories and data gathered across psychology,
sociology, marketing, finance, and other relevant disciplines are synthesized to identify
and elaborate on the defining aspects of consumer economic wellbeing. Against a
background of consumer rights and responsibilities, the book discusses consumer
phenomena of earning, spending, saving, and borrowing and their contributions to
improving (and in some cases to worsening) economic wellness. In addition, the author
presents effective ways consumers can be encouraged to navigate key economic
environments such as the media, advertising, and the internet, and to change negative
financial behaviors. Among the featured topics: Historical perspective on consumer
economic wellbeing. Consumer financial capability and economic wellbeing. The role of
government in promoting consumer economic wellbeing. Corporate social
responsibility. Theories of online shopping and e-banking. Desirable and undesirable
consumption behavior. Consumer Economic Wellbeing clarifies issues and provides
insights for researchers in the fields of consumer psychology and economics,
psychologists and mental health professionals, and policy analysts. It is also useful as a
text for college courses in related subjects.

Recent partisan squabbles over science in the news are indicative of a larger
tendency for scientific research and practice to get entangled in major ideological
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divisions in the public arena. This politicization of science is deepened by the key
role government funding plays in scientific research and development, the market
leading position of U.S.-based science and technology firms, and controversial
U.S. exports (such as genetically modified foods or hormone-injected livestock).
This groundbreaking, one-volume, A-to-Z reference features 120-150 entries that
explore the nexus of politics and science, both in the United States and in U.S.
interactions with other nations. The essays, each by experts in their fields,
examine: Health, environmental, and social/cultural issues relating to science and
politics Concerns relating to government regulation and its impact on the practice
of science Key historical and contemporary events that have shaped our
contemporary view of how science and politics intersect Science and Politics: An
A to Z Guide to Issues and Controversies is a must-have resource for
researchers and students who seek to deepen their understanding of the
connection between science and politics.
Policy Issues in Genetically Modified Crops: A Global Perspective contains both
theoretical and empirical evidence of a broad range of aspects of GM crop
policies throughout the world. Emphasizing world agriculture production and
ethics of GM crops, the book balances insights into the various discussions
around the use of GM crops, including soil health, effects on animals,
environmental sustainability impact and ethical issues. This book will be useful
for researchers in agricultural policy and economics, agricultural biotechnology,
soil science, genetic engineering, ethics, environmental management,
sustainable development and NGOs. Discusses ethics, varieties, research
trends, and success stories of genetic modification Includes both crop production
and human health impacts Compares and contrasts GM policies from around the
world
This volume, covering metals and minerals, contains chapters on approximately
90 commodities. In addition, this volume has chapters on mining and quarrying
trends and on statistical surveying methods used by Minerals Information, plus a
statistical summary.
Presenting a brand new approach to teaching consumer behaviour, Szmigin and
Piacentini move beyond traditional psychological learning to acknowledge more
holistic perspectives of consumer behaviour and incorporate new areas of
research, such as Consumer Culture Theory, which are enhancing
ourunderstanding of this fascinating subject. The latest behavioural,
psychological and sociological approaches are presented alongside emerging
techniques, such as neuromarketing, with their application to marketing explicitly
drawn out. Theory is firmly set in context for students through extensive use of
international examples and extended cases on topics such as repertoire
shopping in China, lifestyles of Indian consumers, and learning about brands
through Havaianas in Brazil.Each chapter includes Consumer Insights covering
topics such as social media marketing in the Netherlands, repositioning
Lucozade in the UK, and finding the right celebrity endorser. These features bring
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together the themes discussed and encourage students to engage with the
material on a morepractical level.Central to the book is the recognition of how
businesses and government are likely to use knowledge of these theories and
techniques in marketing strategies and business decision making. Each chapter
includes a Practitioner Insight from a professional working in marketing,
advertising, government ora charity, including Dubit, Thinkbox and Age UK to
provide real world views on the topics being discussed and the possible future
direction of these areas.The authors acknowledge consumer behaviour as a
research discipline. To reflect this, Research Insights features throughout each
chapter include links to seminal papers to present students with the opportunity
to take their learning further.The accompanying Online Resource Centre provides
superior ready-to-use support for both students and lecturers: For students:*
Author blog, responding to changes within the subject and supporting the
currency of the textbook;* Web links illustrating consumer behaviour in practice
including examples from print, video and web;* Multiple choice questions with
instant feedback;* Links to seminal articles as highlighted in the Research
Insights feature; * Web exercises to encourage students to test their knowledge
and apply their learning;* Flashcard glossary to test understanding of key
terms.For lecturers:* Comprehensive customizable PowerPoint slides; * Learning
activities (including, more detailed workshop-based activities, shorter lecturebased in-class exercises and suggestions for assessment approaches)* An
instructor's manual (containing guidance on how to use the case studies and
Practitioner Insights in class, indicative answers, and some additional questions).
This book provides insights into the inspiring and multifaceted field of advertising
research, which is confronted with challenges regarding ad content and
execution, media placement, as well as online and social media. Distinguishing
between digital, classic, subtle, and alternative advertising formats, renowned
scholars from around the globe contribute state-of-the-art research on these
issues in 30 chapters. Advances in Advertising Research are published by the
European Advertising Academy (EAA). This volume is a compilation of research
presented at the 13th International Conference in Advertising (ICORIA), which
was held in Amsterdam (The Netherlands) in June 2014. The conference
gathered around 150 participants from diverse countries from Europe, NorthAmerica, Asia, and Australia.
An increasing number of scholars have begun to see science and technology as
relevant issues in International Relations (IR), acknowledging the impact of
material elements, technical instruments, and scientific practices on international
security, statehood, and global governance. This two-volume collection brings the
debate about science and technology to the center of International Relations. It
shows how integrating science and technology translates into novel analytical
frameworks, conceptual approaches and empirical puzzles, and thereby offers a
state-of-the-art review of various methodological and theoretical ways in which
sciences and technologies matter for the study of international affairs and world
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politics. The authors not only offer a set of practical examples of research
frameworks for experts and students alike, but also propose a conceptual space
for interdisciplinary learning in order to improve our understanding of the global
politics of science and technology. This first volume summarizes various timetested approaches for studying the global politics of science and technology from
an IR perspective. It also provides empirical, theoretical, and conceptual
interventions from geography, history, innovation studies, and science and
technology studies that indicate ways to enhance and rearticulate IR approaches.
In addition, several interviews advance possibilities of multi-disciplinary
collaboration.
A smart, funny dive into the weight-loss industry, from a journalist on a quest to
master healthy living Like many of us, Andy Boyle struggled with his weight all his
life. But it wasn't until one fateful pants-splitting incident that he realized he really
ought to do something about it. Since then he has lost the weight. And put it back
on. And lost it again. As he fumbled through his weight-loss journey, Andy
learned the hard way that there's a difference between real, effective methods
and the crap that big businesses are trying to sell you. In Big Problems, Andy
explores the reasons why we've gotten fat in the first place as well as real ways
to lose those extra pounds. Through interviews with health experts, doctors,
runners, bodybuilders and more, he unpacks the truths hidden beneath the hype,
including: • Are superfoods really all that super? • Why the heck are you so
hungry all the time? • Is it better to go for a run or lift weights? • Does dieting
work? (Spoiler alert: No) While he is by no means an expert, Andy Boyle's handson experience and insightful research cuts through the bullshit and gives it to you
straight. This funny and useful book will have you lacing up your workout shoes
and saying "no" to that second beer. (Well, maybe sometimes...)
Comprised of fifteen chapters written by experienced consumer health librarians,
The Medical Library Association Guide to Providing Consumer and Patient
Health Information is designed for library and information science graduate
students as well as librarians new to health and medical librarianship, regardless
of library setting. It is comprehensive in scope, covering all aspects of consumer
and patient health and medical information from their humble, grassroots
beginnings to the ever-evolving applications of new technology and social media.
In between, the mundane aspects of health and medical librarianship, such as
needs assessment, costs, budgeting and funding, and staffing are discussed.
Adding richness to this discussion are the coverage of more sensitive topics such
as patient-friendly technology, ethical issues in providing consumer and patient
health information, meeting the needs of diverse populations, and responding to
individuals from various cultural backgrounds. No comprehensive picture of
consumer and patient health librarianship would be complete without addressing
the critical importance of marketing and strategic partnerships; such discussions
round out this invaluable guide.. Patients today must be knowledgeable enough
to participate in their health and well-being. Shorter hospital stays, changing
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reimbursement patterns and the gradual shift towards focusing on proactively
maintaining health and managing disease require patients to be informed and
actively engaged. Education, information and understanding are important
components of actively-engaged patients. Correspondingly, in today’s e-world,
there is a glut of information resources available through the Internet – from
YouTube videos to Googling to blogs and Twitter feeds. What is lacking in these
information-rich times is the relevance of meaning and context for those who ask,
“Does this health and medical information apply to me and my unique clinical
picture?” or “How do I use this information?” As knowledge navigators,
information technology wizards and content experts, librarians offer focused
responses to individuals’ specific and highly personal health and medical
information queries. In a new healthcare world order of optimizing health and
minimizing hospitalizations, such a service is invaluable. Sadly, there still exists
in our highly networked and technological age an information gap for those who
struggle in obtaining meaningful health or medical information. These individuals
may be foreign-born, non-English speaking, poor, rural, aged or semi-literate.
Whatever their status, librarians must have the wherewith-all to find germane
resources and also help create responsive mechanisms to bridge that health
information gap for vulnerable citizens. The Medical Library Association Guide to
Providing Consumer and Patient Health Information will guide you on the road to
providing that response.
This wide-ranging yet focused text provides an informative introduction to consumer
behavior supported by in-depth, scientifically grounded coverage of key principles and
applications. CONSUMER BEHAVIOR, Second Edition, devotes ample attention to
classic consumer behavior topics, including consumer information processing,
consumer decision making, persuasion, social media and the role of culture and society
on consumer behavior. In addition, this innovative text explores important current topics
and trends relevant to modern consumer behavior, such as international and ethical
perspectives, an examination of contemporary media, and a discussion of online tactics
and branding strategies. This versatile text strikes an ideal balance among theoretical
concepts, cutting-edge research findings, and applied real-world examples that
illustrate how successful businesses apply consumer behavior to develop better
products and services, market them more effectively, and achieve a sustainable
competitive advantage. With its strong consumer-focused, strategy-oriented approach,
CONSUMER BEHAVIOR, Second Edition, will serve you well in the classroom and help
you develop the knowledge and skills to succeed in the dynamic world of modern
business. Important Notice: Media content referenced within the product description or
the product text may not be available in the ebook version.
It’s no secret that some of the most successful companies, such as 3M, Procter &
Gamble, Microsoft, and Mercedes-Benz, are also known for their new product
development strategies. Creating and Marketing New Products and Services teaches
the key business and marketing principles needed to successfully design and launch
new products and services in today’s global market. It begins by providing the
foundation required to understand the role of new product development in the
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innovating organization. The book emphasizes marketing research techniques that can
help firms identify the voice of the customer and incorporate these findings into their
new product development process. It addresses the role of sustainability in innovation,
open innovation strategies, and international co-development efforts of new products
and services. Explaining how to manage the development and marketing of new
products and services, this book will teach you how to: Select a new product strategy
that matches the needs of your organization Set up a disciplined process for new
product development Define target market opportunities and search out high potential
ideas Understand customer needs, structure them, and prioritize the needs to clearly
define the benefits and values that your product will deliver Integrate marketing,
engineering, R&D, and production resources to design a high-quality product that
satisfies customer needs and delivers value Forecast sales before market launch based
on testing of the product and the marketing plan The concepts discussed in the book
can help to boost innovation and improve the performance of any type of organization.
Some of the concepts presented are generic and others must be modified for each
application. Together, they can lead to greater profitability and reduced risk in the new
product development activities within your organization.
Genetic methodologies are having a significant impact on the study of neurological and
psychiatric disorders. Using genetic science, researchers have identified over 200
genes that cause or contribute to neurological disorders. Still an evolving field of study,
defining the relationship between genes and neurological and psychiatric disorders is
evolving rapidly and expected to grow in scope as more disorders are linked to specific
genetic markers. Part I covers basic genetic concepts and recurring biological themes,
and begins the discussion of movement disorders and neurodevelopmental disorders,
leading the way for Part II to cover a combination of neurological, neuromuscular,
cerebrovascular, and psychiatric disorders. This volume in the Handbook of Clinical
Neurology will provide a comprehensive introduction and reference on neurogenetics
for the clinical practitioner and the research neurologist. Presents a comprehensive
coverage of neurogenetics Details the latest science and impact on our understanding
of neurological psychiatric disorders Provides a focused reference for clinical
practitioners and the neuroscience/neurogenetics research community
Consumer behaviour is more than buying things; it also embraces the study of how
having (or not having) things affects our lives and how possessions influence the way
we feel about ourselves and each other - our state of being. The 3rd edition of
Consumer Behaviour is presented in a contemporary framework based around the
buying, having and being model and in an Australasian context. Students will be
engaged and excited by the most current research, real-world examples, global
coverage, managerial applications and ethical examples to cover all facets of consumer
behaviour. With new coverage of Personality and incorporating real consumer data,
Consumer Behaviour is fresh, relevant and up-to-date. It provides students with the
best possible introduction to this fascinating discipline.
Principles of Nutrigenetics and Nutrigenomics: Fundamentals for Individualized
Nutrition is the most comprehensive foundational text on the complex topics of
nutrigenetics and nutrigenomics. Edited by three leaders in the field with contributions
from the most well-cited researchers conducting groundbreaking research in the field,
the book covers how the genetic makeup influences the response to foods and
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nutrients and how nutrients affect gene expression. Principles of Nutrigenetics and
Nutrigenomics: Fundamentals for Individualized Nutrition is broken into four parts
providing a valuable overview of genetics, nutrigenetics, and nutrigenomics, and a
conclusion that helps to translate research into practice. With an overview of the
background, evidence, challenges, and opportunities in the field, readers will come
away with a strong understanding of how this new science is the frontier of medical
nutrition. Principles of Nutrigenetics and Nutrigenomics: Fundamentals for
Individualized Nutrition is a valuable reference for students and researchers studying
nutrition, genetics, medicine, and related fields. Uniquely foundational, comprehensive,
and systematic approach with full evidence-based coverage of established and
emerging topics in nutrigenetics and nutrigenomics Includes a valuable guide to ethics
for genetic testing for nutritional advice Chapters include definitions, methods,
summaries, figures, and tables to help students, researchers, and faculty grasp key
concepts Companion website includes slide decks, images, questions, and other
teaching and learning aids designed to facilitate communication and comprehension of
the content presented in the book
Having a grasp on what appeals to consumers and how consumers are making
purchasing decisions is essential to the success of any organization that thrives by
offering a product or service. Despite the importance of consumer knowledge and
understanding, research-based insight into the buying patterns and consumption habits
of individuals in emerging nations remains limited. The Handbook of Research on
Consumerism and Buying Behavior in Developing Nations takes a critical look at the
often overlooked opportunities available for driving consumer demand and interest in
developing countries. Emphasizing the power of the consumer market in emerging
economies and their overall role in the global market system, this edited volume
features research-based perspectives on consumer perception, behavior, and
relationship management across industries. This timely publication is an essential
resource for marketing professionals, consumer researchers, international business
strategists, scholars, and graduate-level students.
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