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MARKETING

NEW EDITION

Sales Management Sales Management
Analysis and Decision Making Analysis and Decision Making
EIGHTH EDITION

Thomas N. Ingram, Colorado State University; Raymond W. LaForge, EICHTH EDITION
University of Louisville; Ramon A. Avila, Ball State University;

Charles H. Schwepker, Jr., University of Central Missouri;
Michael R. Williams, Oklahoma City University
&c

“The eighth edition continues the tradition of providing
outstanding topical coverage and an appropriate level of
rigor for university students. This text does a terrific job of
capturing student interest. The outstanding variety of learning methods provided in
this text helps make the course even more relevant, engaging, and useful in the
development of sales professionals.” — Jon M. Hawes, Indiana State University

Updated throughout, this classic text blends the most recent sales management
research with real-life “best practices” of leading sales organizations. The authors

focus on the importance of employing different sales strategies for different consumer
groups, and on integrating corporate, business, marketing, and sales strategies. It
equips students with a strong foundation in current trends and issues, and equips
them with the skills needed for the 21st century. An instructor’s manual with learning
objectives, a test bank, PowerPoint presentation materials, and more is available online
to adopters.

Updates for this edition include:

* New Opening Vignettes provide recent examples of leading sales organizations.

® The “Sales Management in the 21st Century” boxes include new sales executives and
personal comments.

e New “Ethical Dilemma” boxes give students the opportunity to address important
ethical issues, many as role-play exercises.

e New and revised chapter cases with related sales management role-playing activities.

e New and revised techniques in the “Developing Sales Management Knowledge” and
“Developing Sales Management Skills” activities.

e New or expanded coverage to social networking in recruiting and selecting; virtual
sales training; promoting ethical behavior in sales organizations; compensation of
sales managers; and how to optimize the use of sales contests.

CONTENTS: Preface; Changing World of Sales Management; I. Describing the Personal Selling Function; Overview
of Personal Selling; II. Defining the Strategic Role of the Sales Function; Organizational Strategies and the Sales
Function; Sales Organization Structure and Salesforce Deployment; Appendix: Developing Forecasts; III. Developing the
Salesforce; Acquiring Sales Talent: Recruitment and Selection; Continual Development of the Salesforce: Sales Training;
IV. Directing the Salesforce; Sales Leadership, Management, and Supervision; Motivation and Reward System
Management; V. Determining Salesforce Effectiveness and Performance; Evaluating the Effectiveness of the
Organization; Evaluating the Performance of Salespeople; Cases; Glossary; Notes; Index.

2012 « 424 pages * Tables, figures, cases, bibliographic references, index, online instructor’s materials.
ISBN 978-0-7656-2640-0 Paperback $134.95
Sharpe e-textbook ISBN: 978-0-7656-3358-3 $79.95

WEBSITE CALL TOLL-FREE FAX EXAMINATION COPIES SHARPE E-TEXTS
www.mesharpe.com  800-541-6563 914-273-2106  exams@mesharpe.com ~ www.sharpe-etext.com
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MARKETING

Marketing Theory MARKETING
Foundations, Controversy, Strategy, )
Resource-Advantage Theory T H E O RY
Shelby D. Hunt, Texas Tech University

&rc

“This edition of Hunt’s classic marketing book has

evolved into something much more than a reference or

text. The addition of research-advantage theory offers

new perspectives and makes the book a must-read

compendium of insights for students of marketing as

well as practitioners of marketing.” sl bl
— Robert A. Peterson, University of Texas

The most widely adopted, most comprehensive text for marketing theory courses
and seminars is thoroughly revised and updated. The book combines earlier
editions’ articulation of a philosophy of science-based “tool kit” for developing and
analyzing marketing theories with a new focus on arguing that Resource-Advantage
theory provides the foundation for a general theory of marketing. Also new to this
edition are four chapters adapted and updated from the author’s Controversy in
Marketing Theory that analyze the major controversies in the “philosophy debates”
within the field of Marketing.

2010 » 512 pages * Tables, figures, bibliography, name index, subject index.

ISBN 978-0-7656-2363-8 Hardcover $115.95
Sharpe e-textbook ISBN: 978-0-7656-2492-5 $57.95

NEW

: Marketpl
Marketplace Lifestyles e e
in an Age of Social Media of Social Media
Theory and Methods

Lynn R. Kahle, University of Oregon; Pierre Valette-Florence,
Université Pierre Mendes, France
E]

“Kahle and Valette-Florence superbly provide the
historical, theoretical and methodological background for
understanding the role of personal values and
‘characteristic’ value systems as a foundation to define
societal trends. This seminal work supplies both the
practitioner and academic with the knowledge required to
address and extend their thinking to utilize these concepts to better define their
marketing problem space.” — Thomas J. Reynolds, Ph.D., Managing Director,
Strategic Research, Development and Assessment, LLC

Lifestyle is an important concept in advertising and applied marketing research, although
casual use of the term has rendered it suspect among scholars. Exceptionally current, this
book approaches the concept of lifestyle from a scholarly perspective, and subjects it to
rigorous theoretical standards with an integrated, applied psychological point of view.

Spring 2012 « 320 pages * Tables, figures, references, index.
2011 » 320 pages * Tables, figures, references, index.
ISBN 978-0-7656-2561-8 Paperback $74.95

For Contents, Contributors, Reviews, and more visit www.mesharpe.com - M.E. Sharpe 3
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MARKETING

Consumer Behavior in Action Cone el
Real-Life Applications for Marketing Managers Behavior
Geoffrey P. Lantos, Stonehill College mn A_rcptm"

&Ic
“Understanding both individual and collective
consumer behavior is one of today’s top challenges
for all B2C marketing organizations. It is extremely
important to be able to correctly predict consumer
reaction to a product or a marketing communications
program launched to a specific target market. This text
clearly describes the steps, processes and actions
marketers need to take in this regard. Included in the book are many helpful
applications for students to develop a thorough understanding of consumer
behavior and its importance to any marketing organization.”

— George R. Cook, University of Rochester

Geoffrey P. Lantos

Down-to-earth, highly engaging, and thorough, Consumer Behavior in Action does
more than any other consumer behavior textbook to generate student interest and
involvement with extensive in-class and written application exercises. This text
features ten different types of engaging exercises, and an online instructor’s manual
is available to adopters.

CONTENTS: I. INTRODUCTION TO CONSUMER BEHAVIOR AND MARKETING MANAGEMENT;
Overview of Consumer Behavior; Market Segmentation; II. THE CONSUMER DECISION-MAKING PROCESS;
Overview of Consumer Decision Making; Stages in Consumer Decision Making; III. EXTERNAL
SOCIOCULTURAL INFLUENCES; Cultural Influences; Subcultural Influences; Social Class Influences; Reference
Groups and Social Influences; Family Influences; Group and Interpersonal Communications for Innovations: Adoption
and Diffusion Processes; IV. INTERNAL INDIVIDUAL PSYCHOLOGICAL INFLUENCES; Personality and
Lifestyle; Motivation; Perception and Information Processing; Learning; Attitude Formation and Change; Glossary;
Index.

2011 « 648 pages * Exhibits; glossary; bibliographic references; index; online instructor’s manual; test bank of true/false questions,
multiple choice questions, and short answer questions; PowerPoint slides.

ISBN 978-0-7656-2090-3 Paperback $139.95

Sharpe e-textbook ISBN: 978-0-7656-2788-9 $69.95

%(;1;:;;?;/ ggrsl‘ir(;(lenigc Foundations POLITICAL
& _ 9" , MARKETING
Wojciech Cwalina, and Andrzej Falkowski, both, Warsaw School FHEORETICALAND STRATEGH: FOUMDATIONS

of Social Psychology; Bruce I. Newman, DePaul University

&lc

This is the first integrated theory-to-practice text on
marketing’s role in the political process. It incorporates
insights and concepts from the disciplines of Marketing,
Psychology, and Political Science, and covers every aspect of
marketing’s infiltration into politics, including campaign
strategy, market segmentation, and media strategy.

2011 « 352 pages * Tables, figures, references, name index, subject index.
ISBN 978-0-7656-2291-4 Hardcover $89.95

ISBN 978-0-7656-2916-6 Paperback $44.95

Sharpe e-textbook ISBN: 978-0-7656-2919-7 $27.95

Visit www.mesharpe.com to browse thousands of titles on a wide range of topics.
Discount Code CAT11 saves you 20% on any title when you order online!
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MARKETING

NEW EDITION

Product Planning Essentials _ »
SECOND EDITION Product Planning Essentials

Kenneth B. Kahn, Virginia Commonwealth University SECOND EDITION
&Ilc
‘A useful book for students of all levels—undergraduate
and graduate. Kahn discusses all of the foundational = Foe,
information needed for understanding product %L:,’S:S*
development and product management-the two processes
involved in Product Planning. He uses clear company
examples to illustrate particular concepts and provides
students with current thinking and research as illustrated
by the inclusion of chapters on design and IP”

— Gloria Barczak, Northeastern University

Kenneth B Kahn

Concise and comprehensive, this engaging text addresses the complex,
interdisciplinary nature of product development and product management. It covers
strategic issues that emerge during the product life cycle, including identifying
opportunities, idea generation and evaluation, technical development,
commercialization, and eventual product dismissal in a practical, down-to-earth style
that will appeal to instructors, students, and practitioners.

This edition includes two new chapters on design and legal considerations. The
discussion of global considerations now includes sustainable product development and
Base of Pyramid product development. Many of the technical discussions of planning
techniques have been simplified to improve comprehension, and the final chapter has
been expanded to present product planning best practices from recent noteworthy
cases and studies.

2011 « 280 pages * Tables, figures, bibliographic references, index.
ISBN 978-0-7656-2607-3 Hardcover $99.95

ISBN 978-0-7656-2608-0 Paperback $49.95

Sharpe e-textbook ISBN: 978-0-7656-2978-4 $29.95

Choice Outstanding Academic Title

New Product Forecasting New
An Applied Approach Product
Kenneth B. Kahn, Virginia Commonwealth University

Forecasting

‘An excellent presentation of forecasting, specifically as it
applies to new product development. ...Great job!”
— Anthony Di Benedetto, Temple University;
Editor, Journal of Product Innovation Management
2006 « 176 pages * Tables, figures, references, index.

ISBN 978-0-7656-1609-8 Hardcover $116.95 . a] ann
ISBN 978-0-7656-1610-4 Paperback $49.95 Kenne{ B. Kan

M.E. Sharpe books are available as e-books through a variety of vendors.
Please see page 1 for the e-books programs in which we participate.
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Essentials of Business Research

Methods

SECOND EDITION

Joseph F. Hair, Jr., Kennesaw State University; Mary Wolfinbarger BU.SII.'\ESS
Celsi, California State University, Long Beach; Arthur H. Money, Research
Henley Management College; Phillip Samouel, Kingston University; Method%
Michael J. Page, Bentley University i

&

This text provides research techniques for people who aren’t
data analysts. The authors offer a straightforward, hands-on
approach to the vital managerial process of gathering and
using data to make clear business decisions. This is the only current text that
includes a chapter on qualitative data analysis, the coverage of which is more
extensive and much easier to understand than in other texts. The book features a

realistic continuing case throughout the text that enables students to see how
business research information is used in the real world. It includes applied research
examples in all chapters, as well as Ethical Dilemma mini cases, and interactive
Internet applications and exercises. An online instructor’s manual is available to
adopters.

CONTENTS: Preface; I. INTRODUCTION; Business Research for the Twenty-First Century; Overview of the
Research Process; Ethics in Business Research; II. BEGINNING THE RESEARCH PROCESS; Defining the
Research Problem and Reviewing the Literature; The Nature and Sources of Secondary Business Data;
Conceptualization and Research Design; III. SAMPLING AND DATA COLLECTION; Sampling Approaches and
Considerations; Data Collection Methods; Measurement and Scaling; Questionnaire Design; IV. ANALY SIS AND
INTERPRETATION OF DATA; Basic Data Analysis for Qualitative Research; Basic Data Analysis for Quantitative
Research; Testing Hypotheses in Quantitative Research; Examining Relationships Using Correlation and Regression;
Other Multivariate Techniques; V. COMMUNICATING THE RESULTS; Reporting and Presenting Results;
Glossary; Index.

2011 « 576 pages  Exhibits, boxes, case studies, glossary, review questions, bibliographic references, index, online instructor’s manual.
ISBN: 978-0-7656-2631-8 Paperback $99.95
Sharpe e-textbook ISBN 978-0-76562632-5 $53.95

NEW EDITION

The Art and Craft of Case Writing The
THIRD EDITION Art & Craft of

William Naumes, and Margaret J. Naumes, both, C Writi
University of New Hampshire ase VVriting

THIRD EDITION
“Bill and Peggy Naumes show how students learn via the
case vehicle and, more importantly, WHY cases work. In the
current ‘assurance of learning’ climate, their book is
invaluable.” — Gina Vega, Salem State University;
Editor, The CASE Journal

Anyone conducting case research in business or the social

sciences should own a copy of this book. It is a practical, comprehensive, and
multidisciplinary guide that blends an informal, workshop style with solid
theory and practice.

2012 » 336 pages * Exhibits, appendices, references, recommended readings, index.

ISBN 978-0-7656-2776-6 Hardcover $99.95
ISBN 978-0-7656-2777-3 Paperback $44.95

WEBSITE CALL TOLL-FREE FAX EXAMINATION COPIES SHARPE E-TEXTS
www.mesharpe.com  800-541-6563 914-273-2106  exams@mesharpe.com ~ www.sharpe-etext.com
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MARKETING

Satisfaction
A Behavioral Perspective on the Consumer
SECOND EDITION
Richard L. Oliver, Vanderbilt University
&Ilc
“Oliver’s original Satisfaction book was the standard
reference on the topic for 10 years. This impressive new
edition updates the previous one and should become the
authoritative reference in the area.”

— Roland Rust, University of Maryland

Designed for advanced MBA and doctoral courses in

Consumer Behavior and Customer Satisfaction, this is the definitive text on the
meaning, causes, and consequences of customer satisfaction. It covers every
psychological aspect of satisfaction formation and the contents are applicable to
all consumables—product or service.

2010 « 544 pages * Tables, figures, references, name and subject indexes.

ISBN 978-0-7656-1770-5 Hardcover $135.95
Sharpe e-textbook ISBN: 978-0-7656-2592-2 $64.95

Customer Visits

Building a Better Market Focus Cust
THIRD EDITION
Edward F. McQuarrie, Santa Clara University V

“We’ve asked hundreds of marketers and thought leaders
for the most important thing a marketer can do for a firm.
Answer: Bring new techniques for discerning real Better Matl
customer needs. That’s where Customer Visits comes in.
This jewel of a book shows you how to make customer
visits powerful tools for customer insight. It’'s a great read
and a powerful resource.”

— Ralph A. Oliva, Penn State University

Edward . M

2008 « 232 pages * Tables, figures, bibliography, index.
ISBN 978-0-7656-2224-2 Hardcover $110.95
ISBN 978-0-7656-2225-9 Paperback $65.95

Essentials of International Marketing
Donald L. Brady, American University in Bulgaria Essentials of

elc International Marketing
This affordable text covers all the key topics for an

International Marketing course, but in a concise, no-nonsense
manner that can be easily covered in one semester. In
addition, the book offers two chapters on the metric system
and on countertrade that provide essential information for
successful international marketers. Each chapter includes an
opening case vignette, learning objectives, plentiful exhibits Donald L. Brady
and tables, a summary, key terms, and discussion questions.

2011 « 432 pages * Exhibits, glossary, bibliographic references, company index, subject index.
ISBN 978-0-7656-2475-8 Paperback $109.95
Sharpe e-textbook ISBN 978-0-7656-2787-2 $61.95

For Contents, Contributors, Reviews, and more visit www.mesharpe.com - M.E. Sharpe
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MARKETING

4 Essential Books Sponsored by the Society for Consumer Psychology

NEW
Cracking the Code

Leveraging Consumer Psychology
to Drive Profitability

Edited by Steven S. Posavac,
Vanderbilt University

“Gleans pearls of wisdom for marketing
practitioners from key cumulative
findings of academic research. It truly
bridges the gap between the academic
research of consumer psychologists
and the applications of marketing
practitioners.” — C. W. Park,
University of Southern California
Filled with solid, actionable information
and advice, this handbook focuses on how
knowledge of the principles of consumer
psychology can be used to improve
managerial decision-making and
organizational performance.
2012 « 344 pages  Tables, figures, bibliographic references, index.

ISBN 978-0-7656-2964-7 Hardcover $99.95
ISBN 978-0-7656-2965-4 Paperback $44.95

Leveraging Consumer
Psychology for Effective
Health Communications
The Obesity Challenge

Edited by Rajeev Batra, University of Michigan;
Punam Anand Keller, Dartmouth College;
Victor J. Strecher, University of Michigan

‘A very important addition to the
literature [that] enhances our
understanding of the issues and offers a
menu of interesting, fresh ideas for
combating the challenges.”
— Dogan Eroglu, Associate Director for
Communication Science, Centers for
Disease Control and Prevention

2011 « 424 pages * Tables, figures, bibliographic references, name
index, subject index.

ISBN 978-0-7656-2717-9 Hardcover $99.95

ISBN 978-0-7656-2718-6 Paperback $49.95

Cracking

ul @ Handbook
t|_|l! l:llllﬂ =ig=Igle!
ity Relationsh

Leveraging
Consumer Psychology

Virtual Social Identity

for Effective d Hd

Consumer Behavior

Health Communications

The Obesity Challenge

Rajeev Batr

a
Punam Anand Keller roa
Victor |. Strecher 2

Handbook of Brand

Relationships

Edited by Deborah J. Maclnnis, C. Whan Park,
and Joseph R. Priester, all, University of
Southern California

“Provides thoughtful, penetrating
insights from a diverse variety of
perspectives by some of the very best
academics in the business.”

— Kevin Lane Keller, Dartmouth College
2009 « 448 pages * Tables, figures, references, name index,

subject index.
ISBN 978-0-7656-2357-7 Hardcover $94.95

Virtual Social Identity and

Consumer Behavior

Edited by Natalie T. Wood, and

Michael R. Solomon, both, St. Joseph’s University
“This volume brings a number of
insightful perspectives to this issue.”

— Jeremy Bailenson, Director, Virtual
Human Interaction Lab, Stanford University
2009 « 248 pages * Tables, figures, references, name index,
subject index.

ISBN 978-0-7656-2395-9 Hardcover $83.95
ISBN 978-0-7656-2396-6 Paperback $48.95

M.E. Sharpe books are available as e-books through a variety of vendors.
Please see page 1 for the e-books programs in which we participate.
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ADVERTISING

NEW

Strategic Uses of Alternative Media

Just the Essentials

Robyn Blakeman, University of Tennessee

&lc

“Blakeman clearly covers the strategic selection, integration,
and implementation of new and emerging media. She
explains how the changing advertising landscape has
created the incontestable need to learn how to incorporate
and synchronize media multitasking in an effective way. This
book will quickly help readers navigate through this exciting,
new terrain.” — Margo Berman, Florida International University

CONTENTS: Introduction; I. Understanding Alternative Choices; Alternative Media

Strategic Uses
of Alternative

Media
Just the Essentials

Robyn Blakeman

Is Changing the Way Businesses

Reach Their Target; Brands and the Economy; The Strategy Behind Using Alternative Media; The Choice of Media;
Conceptualizing the Idea and Choice of Media; II. Media Use: How Media Speaks to and Reaches the Target
Differently; Traditional Advertising; Out-of-Home: Outdoor and Transit; Direct Marketing; Sales Promotion; Electronic
Media; Mobile Media; Guerrilla and Viral Marketing; What If It Doesn’t Fit Snugly into Any of the Other Categories?;

Glossary; Bibliography; Index.

2011 « 272 pages * Figures, glossary, bibliography, index.
ISBN 978-0-7656-2555-7 Hardcover $79.95

ISBN 978-0-7656-2556-4 Paperback $39.95

Sharpe e-textbook ISBN: 978-0-7656-3101-5 $24.95

NEW

Advertising Campaign Design

Just the Essentials

Robyn Blakeman, University of Tennessee

&

Compact, yet content-rich, this guide is designed to be a
“just-the-basics” core textbook for Advertising Campaign
courses. The author’s step-by-step approach to campaign design
dissects the creative process necessary to design a successful
integrated marketing communications (IMC) campaign one
topic at a time, with numerous helpful examples throughout.

CONTENTS: Introduction; I. Understanding What Drives a Campaign; Advertising

Advertising
Campaign
Design

Just the Essentials

Robyn Blakeman

and the Campaign Process; Research Helps Define the Target and the Message; The Role of Branding and Positioning in a

Campaign; Bringing the Business of Creative to Life; Type: Giving the Brand a Voice; Copywriting and Layout Nuances;

II. Campaigns Speak Through Numerous and Diverse Media; Public Relations; Traditional Advertising;
Out-of-Home; Direct Marketing; Sales Promotion; Electronic and Mobile Media; Guerrilla and Other Forms of

Alternative Media; Glossary;
Bibliography; Index.

2011 « 256 pages * Figures, glossary, bibliography, index.
ISBN 978-0-7656-2552-6 Hardcover $79.95

ISBN 978-0-7656-2553-3 Paperback $39.95

Sharpe e-textbook ISBN: 978-0-7656-3099-5 $24.95

Visit www.mesharpe.com to browse thousands of titles on a wide range of topics.
Discount Code CAT11 saves you 20% on any title when you order online!
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NEW EDITION

Advertising Media Planning
A Brand Management Approach

THIRD EDITION
Larry D. Kelley, FogartyKleinMonroe; Donald W. Jugenheimer,
In-Telligence; Kim Bartel Sheehan, University of Oregon
&lc
“In the new edition, the process of planning is strongly tied
to brand strategy. Other books cover reach, frequency, etc.
but this one goes furthest to provide a comprehensive
understanding for both clients and agencies.”

— Richard F. Beltramini, Wayne State University

Advertising
Media Planning

and Mana ch

Updated and greatly expanded to reflect the explosive growth of new media, this
acclaimed and widely-adopted text offers practical guidance for those involved in
media planning on a daily basis as well as those who must ultimately approve
strategic media decisions. Its current, real-world business examples and
down-to-earth approach will resonate with students as well as media professionals
on both the client and agency side.

CONTENTS: Preface; The Role of Communication in Advertising and Marketing: Why Media Are Important; Outlining
the Components of a Communication Plan; How Marketing Objectives Impact Communication Planning; Working with a
Situation Analysis; Defining the Target Audience; Geography’s Role in Planning; Seasonality and Timing; Competitive
Analysis: Implications in Planning; Creative Strategy: Implications in Planning; Working with a Communication Budget;
Setting Communications Objectives; Establishing Media Objectives and Tactics; Learning the Language of Media Planning;
Learning about Media Costs; General Characteristics of Media; Broadcast Media; Print Media; Out-of-Home Media; Digital
Media; Social Media; In-Store Media; Direct Response; Alternative Media; Ethnic Media; Sponsorships; Sales Promotion;
Publicity; Preparing an Advertising Media Plan; Evaluating an Advertising Media Plan; Impact of Media Ownership on
Adpvertising Execution; Developing Test Plans; Agency Compensation Structures; Appendix: How the Advertising

Business Is Organized; Index.

2012 » 304 pages * Tables, exhibits, appendix, index.
ISBN 978-0-7656-2635-6 Hardcover $99.95
ISBN 978-0-7656-2636-3 Paperback $49.95
Sharpe e-textbook eISBN: 978-0-7656-3197-8 $27.95

NEW EDITION OF THE COMPANION WORKBOOK

Advertising Media Workbook R\sﬂ;ertli?{:;%kbook
and Sourcebook and Sourcebook

THIRD EDITION THIRD EDITION
Larry D. Kelley, FogartyKleinMonroe; Donald W. Jugenheimer,
In-Telligence; Kim Bartel Sheehan, University of Oregon

&

This combination workbook and sourcebook combines .
easy-to-understand explanations of advertising media

sources and calculations with real-world examples of source
material from advertising and media companies. It is
designed for both students and practitioners—anyone who wants to master the
process of advertising media planning—and can be used independently, or in
conjunction with the authors’ Advertising Media Planning, or any other media
planning text.

2012 « 360 pages * Tables, exhibits, glossary, online instructor’s answer key.
ISBN 978-0-7656-2638-7 Paperback $49.95
Sharpe e-textbook ISBN: 978-0-7656-3199-2 $27.95

WEBSITE CALL TOLL-FREE FAX EXAMINATION COPIES SHARPE E-TEXTS
www.mesharpe.com  800-541-6563 914-273-2106  exams@mesharpe.com ~ www.sharpe-etext.com
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Advertising and Public Relations

Research

Donald W. Jugenheimer, In-Telligence; Samuel D. Bradley, Texas
Tech University; Larry D. Kelley, FogartyKleinMonroe;
Jerry C. Hudson, Texas Tech University

elc

“One of the challenges that we face in public relations
is proving worth. Without structured research,
measuring PR’s value to an organization has been left to _

intuition, which can be fuzzy. This book takes the issue SR gt
of PR value into the classroom, preparing prospective
practitioners with real research methods to solve real problems and provide real
value to their organizations. Students of this text will help the public relations
industry take a critical step forward.” — Brian G. Smith, University of Houston

Advertising and
Public Relations

Research

This comprehensive volume is designed to serve as a primary textbook for research
methods courses in Advertising and/or Public Relations programs at both the
undergraduate and masters levels. While it covers the design and conduct of
research in ample detail, the book concentrates on the wses and applications of
research in advertising and public relations situations.

2010 « 336 pages * Exhibits, bibliographic references, index.
ISBN 978-0-7656-2418-5 Paperback $84.95
Sharpe e-textbook ISBN: 978-0-7656-2517-5 $42.95

NEW EDITION

Adpvertising Account Planning ﬁg\é%\)LTJI;lTNC
Planning and Managing an IMC Campaign .
SECOND EDITION PLANNING
Larry D. Kelley, FogartyKleinMonroe; Donald W. Jugenheimer, AR ELILAD,
In-Telligence

g

“In addition to being the must-have text for an account
planning course, this book is also a perfect addition to
campaign development and consumer behavior courses. .
The real-world examp/es, attention to the Changing media DONALD W. JUGENHEIMER
landscape, and emphasis on branding make Advertising —
Account Planning a valuable resource for students and industry professionals.”
— Kris Kranenburg, University of Wisconsin-Whitewater

LARRY D). KELLEY

Concise yet comprehensive, this practical, campaign-oriented guide follows

the logical progression of the account planning process from start to finish.
This edition includes expanded coverage of the role of advertising in the overall
marketing process.

2011 » 224 pages « Tables, figures, index.

ISBN 978-0-7656-2563-2 Hardcover $99.95

ISBN 978-0-7656-2564-9 Paperback $46.95
Sharpe e-textbook ISBN: 978-0-7656-2565-6 $24.95

For Contents, Contributors, Reviews, and more visit www.mesharpe.com - M.E. Sharpe 11
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Advertising Management .
Donald W. Jugenheimer, In-Telligence; Larry D. Kelley, AdverIISIng

FogartyKleinMonroe Management
ee '

“Finally! A text for the Ad Management class that describes
both the nuts and bolts of the day-to-day tasks and also the
importance of strategy to advertising development. This
book gives students the tools to be account managers in e
the 21st century agency.”
— Kim Sheehan, University of Oregon

This comprehensive book is designed to serve as a primary text for the Advertising
Management course that follows the more general Principles of Advertising course. It
can stand alone or be used together with the authors’ companion Cases in Advertising
Management.

2009 « 232 pages * Tables, figures, sidebars, references, index.

ISBN 978-0-7656-2260-0 Paperback $65.95
Sharpe e-textbook ISBN: 978-0-7656-2585-4 $33.95

Cases in Advertising Management Cases in

Larry D. Kelley, FogartyKleinMonroe; Donald W. Jugenheimer, Ad\lel'“Slng
In-Telligence Management
glc

This workbook is designed to illuminate the topics covered in
an Advertising Management course. It can stand alone or be
adopted alongside any standard text.
Larry D. Kelley and
2009 « 144 pages * Cases, exhibits online Instructor’s Notes are available through M. E. Sharpe. Donald W. Jugenheimer

ISBN 978-0-7656-2261-7 Paperback $43.95
Sharpe e-textbook ISBN: 978-0-7656-2588-5 $21.95

For Your Reference Shelf

When Ads Work Humor in Advertising
New Proof That Advertising Triggers A Comprehensive Analysis

Sales Charles S. Gulas, Wright State University;
SECOND EDITION Marc G. Weinberger, University of

John Philip Jones, Syracuse University Massachusetts

2007 + 232 pages * Tables, figures, appendices, bibliographic 2006 + 256 pages * Tables, figures, references, index.
references, index. ISBN 978-0-7656-1613-5 Hardcover $88.95

ISBN 978-0-7656-1738-5 Hardcover $104.95
ISBN 978-0-7656-1739-2 Paperback $49.95

Go Figure! New Directions

Advertising, Promotion, in Advertising Rhetoric

B Edited by Edward F. McQuarrie, Santa Clara
and New Media University; Barbara J. Phillips, University of
Edited by Marla R. Stafford, University of Saskatchewan
Memphis; Ronald J. Faber, University of
Minnesota

2008 = 336 pages * Tables, figures, bibliographic references, index.
ISBN 978-0-7656-1801-6 Hardcover $93.95
2005 « 392 pages * Tables, figures, bibliography, index.
ISBN 978-0-7656-1315-8 Hardcover $98.95
ISBN 978-0-7656-1316-5 Paperback $49.95

12 M.E. Sharpe books are available as e-books through a variety of vendors.
Please see page 1 for the e-books programs in which we participate.
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Advertising, Society,
and Consumer Culture

Advertising,

Roxanne Hovland, University of Tennessee; Society,
. . I

Joyce M. Wolburg, Marquette University and Consumer
8lc Culture

“This well-written and well-organized book contains critical
knowledge and insights that all advertising students should
contemplate as they prepare for careers in this field.”

— David W. Schumann, University of Tennessee

Roxanne Hoviand and Joyce M. Wolburg

2010 » 206 pages * Tables, figures, references, index.
ISBN 978-0-7656-1546-6 Hardcover $94.95

ISBN 978-0-7656-1547-3 Paperback $44.95

Sharpe e-textbook ISBN: 978-0-7656-2618-9 $23.95

Readings in Advertising, Society, and

Consumer Culture

Edited by Roxanne Hovland, University of Tennessee; Joyce M. Wolburg,
Marquette University; Eric Haley, University of Tennessee

“For the educator in search of a comprehensive reader for
the Advertising and Society course, the search is over. [This
text] fills a gap in the literature that has existed for the past
ten years or so. | for one am glad to have a text that brings
together significant and relevant writings on a wide-range of
topics for my students.” — Leonard Reid, University of Georgia

2007 « 440 pages * Tables, figures, references, index.
ISBN 978-0-7656-1544-2 Hardcover $122.95
ISBN 978-0-7656-1545-9 Paperback $65.95

Visual Identity

Promoting and Protecting the Public Face

of an Organization

Susan Westcott Alessandri, Suffolk University

&

“Well-researched and clearly presented, Alessandri’s guide
covers the nuances of how to be consistent in presenting all ptae el
stakeholders with a thoroughly unified identity, regardless of | Public Face of an Organization
how diversified the organization might be. Each point is
accompanied by useful references to real situations.
Exercises offer activities for instructors to apply in a
classroom setting, but also can be used in a workplace in helping communication
teams think through plans, policies, and practices. Whatever your job or
perspective, Alessandri’s book is a useful reference.” — Public Relations Review

Susan Westcott Alessandri

2009 « 176 pages * Tables, figures, bibliographic references, index.
ISBN 978-0-7656-2266-2 Hardcover $83.95

ISBN 978-0-7656-2267-9 Paperback $42.95

Sharpe e-textbook ISBN 978-0-7656-2686-8 $22.95

Visit www.mesharpe.com to browse thousands of titles on a wide range of topics. 13
Discount Code CAT11 saves you 20% on any title when you order online!
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The Science and Art of Branding

Giep Franzen, University of Amsterdam; Sandra Moriarty,
University of Colorado

“Franzen and Moriarty bring some rigorous, fresh thinking
to the complex study of brands and branding. There is no
question that holistic marketing is the wave of the future in
branding, and the balanced, dynamic approach espoused
by this text couldn’t be more timely or important. This is
essential reading.” — Kevin Lane Keller, Dartmouth College

The
Science and Art
of Branding

o —

Giep Franzen and Sandra Moriarty

2009 « 592 pages * Tables, figures, references, index.
ISBN 978-0-7656-1790-3 Hardcover $110.95

ISBN 978-0-7656-1791-0 Paperback $65.95

Sharpe e-textbook ISBN: 978-0-7656-2583-0 $32.95

What’s in a Name?

Advertising and the Concept of Brands

SECOND EDITION
John Philip Jones, Syracuse University; Jan S. Slater, Ohio University

S
‘A must read for students concentrating in account
planning, account management, or branding.” \idvertising

— Patricia B. Rose, Florida International University ('unrvi:::[!l:‘rrilmnd\

ot -

WM’I"S

Seqoml Editwn

‘A most welcome addition to the literature that will

o
r

undoubtedly find its place on reading lists.” $

— Journal of Product & Brand Management

2003 « 336 pages * Tables, figures, references, index.
ISBN 978-0-7656-0973-1 Hardcover $98.95
ISBN 978-0-7656-1112-3 Paperback $47.95

Building Customer-Brand Relationships Building
Don E. Schultz, Northwestern University; Beth E. Barnes, University of (hlsluuu-r-BraHH
Kentucky; Heidi F. Schultz, Northwestern University; Marian Azzaro, Relationships
Roosevelt University

€lc

“Don takes us beyond tired, old concepts into a new world
of accountability and consumer-focused marketing
communication programs, with fresh new models and

systems for starting and keeping that consumer-brand ke
relationship.” W, Sehake

— Bruce Vanden Bergh, Michigan State University

2009 « 368 pages * Tables, figures, bibliographic references, index.
ISBN 978-0-7656-1799-6 Paperback $114.95
Sharpe e-textbook ISBN: 978-0-7656-2700-1 $59.95

WEBSITE CALL TOLL-FREE FAX EXAMINATION COPIES SHARPE E-TEXTS
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JOURNALS

TAKE ADVANTAGE OF TWO SUBSCRIBER
BENEFITS

Free Back File Access for all Institutional Subscribers

Digitized back files of these journals are now available to current
institutional subscribers at no additional cost for the life of a library’s
subscription. The starting volume of the digitized back file varies with
each journal. See the “online Archive” note in the subscription
information for each journal.

20% Discount on all New Subscriptions

This 20% savings applies to both institutions and individuals.
Contact Customer Service at 1-800-541-6563 to place your order.

The Journal of the
American Academy of Advertising i Joumal o

Journal of Advertising ADVERTISING

Editor: Wei-Na Lee, University of Texas

“The world’s leading academic journal exclusively
devoted to the field of advertising.”
— Roland T. Rust, University of Maryland

The Journal of Advertising is the premier academic

publication covering significant intellectual

development pertaining to advertising theories and

ADVERTISING

their relationship with practice. The goal of this
journal is to provide a public forum that reflects the current understanding
of advertising as a process of communication, its role in the changing
environment, and the relationship between these and other components of the
advertising business and practice. All papers published in JOA go through a

rigorous, double-blind, peer review process.

Abstracted/Indexed by Communication Abstracts, Current Contents/Social and Behavioral Sciences, Emerald Management
Reviews, International Bibliography of the Social Sciences, Journal Citation Reports/Social Sciences Edition, PsycINFO,
ProQuest Database, Scopus, Social Sciences Citation Index, and Social Scisearch.

ISSN 0091-3367 (print); ISSN 1557-7805 (online)/Frequency 4
2012 Volume 41 (Spring 2012—Winter 2012/13)

US/Foreign Institutional Rate, ONLINE ONLY: $250.00
Institutional Rate, Print + Online: US $285.00/Foreign $322.00
Individual Rate, PRINT ONLY: US $79.00/Foreign $99.00

Online Archive begins with Vol. 32

Visit www.mesharpe.com/journals.asp to view sample issues/contents, register for tables
of contents and e-alerts, or to subscribe to RSS feeds.
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JOURNALS

Journal of Marketing Theory
and Practice .]MTRMNM

MARKETING THEORY AND PRACTICE
Editor: Greg W. Marshall, Rollins College

SUNER ID10.v0L 184D 3

“It belongs in every collection.”

—Shelby D. Hunt, Texas Tech University
The Journal of Marketing Theory and Practice is devoted to
the publication of peer-reviewed articles addressing
substantive, managerial issues in marketing. In the
context of developing, enhancing, and disseminating
marketing knowledge, JMTP publishes both conceptual [ s
and empirical work, so long as the work provides strong
implications for the managerial practice of marketing.

Abstracted/Indexed by ProQuest Database and Scopus

Sponsored by |M| Society for Marketing Advances

ISSN 1069-6679 (print); ISSN 1944-7175 (online)/Frequency 4
2012 Volume 20 (Winter 2011/12—Fall 2012)

US/Foreign Institutional Rate, ONLINE ONLY: $280.00
Institutional Rate, Print + Online: US $315.00/Foreign $347.00
Individual Rate, PRINT ONLY: US $89.00/Foreign $105.00
Online Archive begins with Vol. 14

Now available online
to institutional subscribers!

Marketing Education Review

The Journal for the Scholarship

of Teaching in Marketing Education

Editor: K. Douglas Hoffman, Colorado State University

Associate Editor: Kevin J. Shanahan, Mississippi State University

“Filled with time-tested and research-based teaching

tools, critical pedagogy for a technological world, and mi—

innovative insights from respected scholars—all of which

motivate instructors toward teaching and learning TN

excellence.” — Debbie M. Thorne,
Texas State University-San Marcos

The focus of Marketing Education Review is to promote innovative approaches to
curricular development, course content and delivery systems, student learning,
career development and other issues which are important to marketing faculty. MER
is published three times a year (spring, summer, fall) with a special issue in the
spring devoted to Teaching Innovations in Marketing.

Abstracted/Indexed by Education Research Abstracts Online.

Sponsored by |M| Society for Marketing Advances

ISSN 1052-8008 (print); ISSN 2153-9987 (online)/Frequency 3
2012 Volume 22 (Spring 2012—Fall 2012)

US/Foreign Institutional Rate, ONLINE ONLY: $147.00 ) i ) )
Institutional Rate, Print + Online: US $168.00/Foreign $200.00 SMA members receive online access to both journals on this page
Individual Rate, PRINT ONLY: US $55.00/Foreign $75.00 as part of their annual dues. For information about SMA membership
Online Archive begins with Vol. 20 IS R I R

16  Institutional subscribers to the current volume of any M.E. Sharpe journal will enjoy free access to
the entire available online archive, for the life of the subscription.
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