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Traditional marketing coverage with an e-marketing twist. Strauss/Frost offers traditional marketing coverage with a twist: its focus
is on the Internet and other technologies that have had a profound effect on marketing. The sixth edition focuses more on emarketing strategy and practice, and less on principles of marketing refresher material.
E-marketingRoutledge
Global Marketing Management, Eighth Edition, presents the latest developments in global marketing within the context of the
whole organization, making internal and external connections where appropriate for a deeper understanding of global business
from a managerial point of view.
One of the preeminient political philosophers of the 20th century makes a compelling argument for the political cogency of literary
writing in this book which among to his intellectual autobiography and an introduction to his work.
Throughout the book, theoretical foundations necessary for understanding Electronic Commerce (EC) are presented, ranging from
consumer behavior to the economic theory of competition. Furthermore, this book presents the most current topics relating to EC
as described by a diversified team of experts in a variety of fields, including a senior vice president of an e-commerce-related
company. The authors provide website resources, numerous exercises, and extensive references to supplement the theoretical
presentations. At the end of each chapter, a list of online resources with links to the websites is also provided. Additionally,
extensive, vivid examples from large corporations, small businesses from different industries, and services, governments, and
nonprofit agencies from all over the world make concepts come alive in Electronic Commerce. These examples, which were
collected by both academicians and practitioners, show the reader the capabilities of EC, its cost and justification, and the
innovative ways corporations are using EC in their operations. In this edition (previous editions published by Pearson/Prentice
Hall), the authors bring forth the latest trends in e-commerce, including social businesses, social networking, social collaboration,
innovations, and mobility.
This is a multidisciplinary textbook on social commerce by leading authors of e-commerce and e-marketing textbooks, with
contributions by several industry experts. It is effectively the first true textbook on this topic and can be used in one of the following
ways: Textbook for a standalone elective course at the undergraduate or graduate levels (including MBA and executive MBA
programs) Supplementary text in marketing, management or Information Systems disciplines Training courses in industry Support
resources for researchers and practitioners in the fields of marketing, management and information management The book
examines the latest trends in e-commerce, including social businesses, social networking, social collaboration, innovations and
mobility. Individual chapters cover tools and platforms for social commerce; supporting theories and concepts; marketing
communications; customer engagement and metrics; social shopping; social customer service and CRM contents; the social
enterprise; innovative applications; strategy and performance management; and implementing social commerce systems. Each
chapter also includes a real-world example as an opening case; application cases and examples; exhibits; a chapter summary;
review questions and end-of-chapter exercises. The book also includes a glossary and key terms, as well as supplementary
materials that include PowerPoint lecture notes, an Instructor’s Manual, a test bank and five online tutorials.
The key ideas of Abraham Kuyper's Neo-Calvinism do not come from Calvin or from Reformed sources. Their source is the
Christian theosophy of Franz von Baader (1765-1841). Among the many ideas derived from Baader are the ideas of a Christian
worldview, a Christian philosophy, the idea of sphere sovereignty, opposition to the autonomy of thought, a Free University, the
importance of an embodied spirituality, and the idea of our supratemporal heart, the center of our existence. Seeing these ideas in
their historical context of Christian theosophy will challenge many of the current assumptions of evangelicals and reformational
philosophers who claim to base their worldview and philosophy on Kuyper's ideas or on the development of these ideas in the
Christian philosophy of Herman Dooyeweerd (1894-1977). Part 1 of this book traces the reception of Baader's ideas by Daniel
Chantepie de la Saussaye and J.H. Gunning Jr., who then introduced Baader's Christian theosophy ideas to Dutch Reformed
theology. Chantepie de la Saussaye and Gunning transmitted these ideas to Kuyper, who acknowledges their influence. Kuyper
refers to Baader's writings with approval, and incorporates many of his ideas. Part 2 is a history of the development of
Dooyeweerd's Christian philosophy, and of the very different philosophy of his brother-in-law Dirk Vollenhoven. Whereas
Dooyeweerd chose to incorporate the ideas of Christian theosophy, Vollenhoven did not. They disagreed with respect to almost
every idea in their philosophies. Part 3 is a detailed examination of Dooyeweerd's Christian philosophy. Although Dooyeweerd was
not at all forthcoming about his sources, it is clear that there is a deep historical connection of his philosophy to Baader's Christian
theosophy, as well as to other mystical and non-Reformed sources. This insight allows us to understand many previously obscure
parts of his philosophy and to correct previous misinterpretations of his work. It also opens the way for ecumenical and interreligious dialogue."

Publishers Weekly Most Anticipated Books of Fall 2019 A New York Times Editor’s Pick People Best Books Fall 2019
Chicago Tribune 28 Books You Need to Read Now Booklist’s Top Ten Sci-Tech Books of 2019 “It blew my mind to
discover that teenage animals and teenage humans are so similar. Both are naive risk-takers. I loved this book!”
—Temple Grandin, author of Animals Make Us Human and Animals in Translation A revelatory investigation of human and
animal adolescence and young adulthood from the New York Times bestselling authors of Zoobiquity. With Wildhood,
Harvard evolutionary biologist Barbara Natterson-Horowitz and award-winning science writer Kathryn Bowers have
created an entirely new way of thinking about the crucial, vulnerable, and exhilarating phase of life between childhood
and adulthood across the animal kingdom. In their critically acclaimed bestseller, Zoobiquity, the authors revealed the
essential connection between human and animal health. In Wildhood, they turn the same eye-opening, species-spanning
lens to adolescent young adult life. Traveling around the world and drawing from their latest research, they find that the
same four universal challenges are faced by every adolescent human and animal on earth: how to be safe, how to
navigate hierarchy; how to court potential mates; and how to feed oneself. Safety. Status. Sex. Self-reliance. How human
and animal adolescents and young adults confront the challenges of wildhood shapes their adult destinies. NattersonHorowitz and Bowers illuminate these core challenges through the lives of four animals in the wild: Ursula, a young king
penguin; Shrink, a charismatic hyena; Salt, a matriarchal humpback whale; and Slavc, a roaming European wolf.
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Through their riveting stories—and those of countless others, from adventurous eagles and rambunctious high schooler to
inexperienced orcas and naive young soldiers—readers get a vivid and game-changing portrait of adolescent young adults
as a horizontal tribe, sharing behaviors and challenges, setbacks and triumphs. Upending our understanding of
everything from risk-taking and anxiety to the origins of privilege and the nature of sexual coercion and consent,
Wildhood is a profound and necessary guide to the perilous, thrilling, and universal journey to adulthood on planet earth.
Resolving Moral Issues in Business. The ethical landscape of business is constantly changing, and the new edition of
Business Ethics: Concepts and Cases has been revised to keep pace with those changes most effecting business:
accelerating globalization, constant technological updates, proliferating of business scandals. Business Ethics: Concepts
and Cases introduces the reader to the ethical concepts that are relevant to resolving moral issues in business; imparts
the reasoning and analytical skills needed to apply ethical concepts to business decisions; identifies moral issues specific
to a business; provides an understanding of the social, technological, and natural environments within which moral issues
in business arise; and supplies case studies of actual moral conflicts faced by businesses. This Books á la Carte Edition
is an unbound, three-hole punched, loose-leaf version of the textbook and provides students the opportunity to
personalize their book by incorporating their own notes and taking only the portion of the book they need to class – all at
a fraction of the bound book price. Teaching and Learning Experience Personalize Learning - MyThinkingLab delivers
proven results in helping students succeed, provides engaging experiences that personalize learning, and comes from a
trusted partner with educational expertise and a deep commitment to helping students and instructors achieve their
goals. Improve Critical Thinking - Business Ethics: Concepts and Cases provides summaries of basic ideas discussed
within the text in its margins; presents conceptual materials first, and then offers discussion cases second through
standardized chapters; all providing students the chance to critically think about the material they are learning. Engage
Students - Study questions at the beginning of each chapter, definitions of key terms in the margins, a glossary, chapterend study and discussion questions, end-of-chapter web resources, and chapter-opening concrete examples / cases all
ensure students' complete understanding of the material. Support Instructors - Teaching your course just got easier! You
can create a Customized Text or use our Instructor's Manual, Electronic “MyTest” Test Bank or PowerPoint Presentation
Slides. Note: MyThinkingLab does no come automatically packaged with this text. To purchase MyThinkingLab, please
visit www.MyThinkingLab.com or you can purchase a valuepack of the text + MyThinkingLab(VP ISBN-10: 0205029760,
VP ISBN-13: 9780205029761)
This work shows how the various elements of consumer analysis fit together in an integrated framework, called the
Wheel of Consumer Analysis. Psychological, social and behavioural theories are shown as useful for understanding
consumers and developing more effective marketing strategies. The aim is to enable students to develop skills in
analyzing consumers from a marketing management perspective and in using this knowledge to develop and evaluate
marketing strategies. The text identifies three groups of concepts - affect and cognition, behaviour and the environment and shows how these they influence each other as well as marketing strategy. The focus of the text is managerial, with a
distinctive emphasis on strategic issues and problems. Cases and questions are included in each chapter.
For courses in Internet Marketing or E-marketing. Traditional marketing coverage with an e-marketing twist. Strauss/Frost
offers traditional marketing coverage with a twist: its focus is on the Internet and other technologies that have had a
profound effect on marketing. This edition reflects the disruption to the marketing field based on social media.
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.
Principles of Internet Marketing: New Tools and Methods for Web Developers, International Edition helps readers
understand the "why" behind the "how" of Web site development. It teaches the importance of the brand and how that
relates to Web site development, the reasons sites are developed, how they build an audience, and most importantly,
how companies use the Web to earn revenue and build recognition among their desired market. You will learn the
strategies used to drive traffic to a site, the tools that are available to keep audiences coming back (with a focus on social
media tools), and the role marketing plays in the building a successful Web site.
Alphabetically arranged and followed by an index of terms at the end, this handy reference of literary terms is bound to
be of invaluable assistance to any student of English literature.
An introduction to marketing concepts, strategies and practices with a balance of depth of coverage and ease of learning.
Principles of Marketing keeps pace with a rapidly changing field, focussing on the ways brands create and capture
consumer value. Practical content and linkage are at the heart of this edition. Real local and international examples bring
ideas to life and new feature 'linking the concepts' helps students test and consolidate understanding as they go. The
latest edition enhances understanding with a unique learning design including revised, integrative concept maps at the
start of each chapter, end-of-chapter features summarising ideas and themes, a mix of mini and major case studies to
illuminate concepts, and critical thinking exercises for applying skills.
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This lively, practical text presents a fresh and comprehensive approach to doing qualitative research. The book offers a
unique balance of theory and clear-cut choices for customizing every phase of a qualitative study. A scholarly mix of
classic and contemporary studies from multiple disciplines provides compelling, field-based examples of the full range of
qualitative approaches. Readers learn about adaptive ways of designing studies, collecting data, analyzing data, and
reporting findings. Key aspects of the researcher's craft are addressed, such as fieldwork options, the five phases of data
analysis (with and without using computer-based software), and how to incorporate the researcher's “declarative” and
“reflective” selves into a final report. Ideal for graduate-level courses, the text includes:* Discussions of ethnography,
grounded theory, phenomenology, feminist research, and other approaches.* Instructions for creating a study bank to get
a new study started.* End-of-chapter exercises and a semester-long, field-based project.* Quick study boxes, research
vignettes, sample studies, and a glossary.* Previews for sections within chapters, and chapter recaps.* Discussion of the
place of qualitative research among other social science methods, including mixed methods research.
An Introduction to e-Business provides the contemporary knowledge of the key issues affecting the modern e-business
environment and links theory and practice of management strategies relating to e-business. This book brings together the
most cogent themes for an introduction to e-business and constitutes a valuable contribution to formalising common
themes for teaching the subject in higher education. It brings together theoretical perspectives based on academic
research and the application of e-business strategies. These concepts are further explored in the six case studies that
follow the set chapters. This new textbook integrates the main themes to provide a complete picture of the key elements
relevant to an introductory text in e-business. To fully appreciate the e-business environment it is necessary to
understand the links between the different disciplines that come together to form
Banksy, the Yes Men, Gandhi, Starhawk: the accumulated wisdom of decades of creative protest is now in the hands of
the next generation of change-makers, thanks to Beautiful Trouble. Sophisticated enough for veteran activists, accessible
enough for newbies, this compact pocket edition of the bestselling Beautiful Trouble is a book that’s both handy and
inexpensive. Showcasing the synergies between artistic imagination and shrewd political strategy, this generously
illustrated volume can easily be slipped into your pocket as you head out to the streets. This is for everyone who longs for
a more beautiful, more just, more livable world – and wants to know how to get there. Includes a new introduction by the
editors. Contributors include: Celia Alario • Andy Bichlbaum • Nadine Bloch • L. M. Bogad • Mike Bonnano • Andrew
Boyd • Kevin Buckland • Doyle Canning • Samantha Corbin • Stephen Duncombe • Simon Enoch • Janice Fine • Lisa
Fithian • Arun Gupta • Sarah Jaffe • John Jordan • Stephen Lerner • Zack Malitz • Nancy L. Mancias • Dave Oswald
Mitchell • Tracey Mitchell • Mark Read • Patrick Reinsborough • Joshua Kahn Russell • Nathan Schneider • John
Sellers • Matthew Skomarovsky • Jonathan Matthew Smucker • Starhawk • Eric Stoner • Harsha Walia
The rules of business are changing dramatically. The Aspen Institute's Judy Samuelson describes the profound shifts in
attitudes and mindsets that are redefining our notions of what constitutes business success. Dynamic forces are
conspiring to clarify the new rules of real value creation—and to put the old rules to rest. Internet-powered transparency,
more powerful worker voice, the decline in importance of capital, and the complexity of global supply chains in the face of
planetary limits all define the new landscape. As executive director of the Aspen Institute Business and Society Program,
Judy Samuelson has a unique vantage point from which to engage business decision makers and identify the forces that
are moving the needle in both boardrooms and business classrooms. Samuelson lays out how hard-to-measure
intangibles like reputation, trust, and loyalty are imposing new ways to assess risk and opportunity in investment and
asset management. She argues that “maximizing shareholder value” has never been the sole objective of effective
businesses while observing that shareholder theory and the practices that keep it in place continue to lose power in both
business and the public square. In our globalized era, she demonstrates how expectations of corporations are set far
beyond the company gates—and why employees are both the best allies of the business and the new accountability
mechanism, more so than consumers or investors. Samuelson's new rules offer a powerful guide to how businesses are
changing today—and what is needed to succeed in tomorrow's economic and social landscape.
For advanced undergraduate and/or graduate-level courses in Distribution Channels, Marketing Channels or Marketing
Systems. Marketing Channel Strategy shows students how to design, develop, maintain and manage effective
relationships among worldwide marketing channels to achieve sustainable competitive advantage by using strategic and
managerial frames of reference. This program will provide a better teaching and learning experience—for you and your
students. Here’s how: Bring Concepts to Life with a Global Perspective: Varied topics are covered, bringing in findings,
practice, and viewpoints from multiple disciplines. Teach Marketing Channels in a More Flexible Manner: Chapters are
organized in a modular format, may be read in any order, and re-organized. Keep your Course Current and Relevant:
New examples, exercises, and research findings appear throughout the text.
Praise for How Learning Works "How Learning Works is the perfect title for this excellent book. Drawing upon new
research in psychology, education, and cognitive science, the authors have demystified a complex topic into clear
explanations of seven powerful learning principles. Full of great ideas and practical suggestions, all based on solid
research evidence, this book is essential reading for instructors at all levels who wish to improve their students' learning."
—Barbara Gross Davis, assistant vice chancellor for educational development, University of California, Berkeley, and
author, Tools for Teaching "This book is a must-read for every instructor, new or experienced. Although I have been
teaching for almost thirty years, as I read this book I found myself resonating with many of its ideas, and I discovered new
ways of thinking about teaching." —Eugenia T. Paulus, professor of chemistry, North Hennepin Community College, and
2008 U.S. Community Colleges Professor of the Year from The Carnegie Foundation for the Advancement of Teaching
and the Council for Advancement and Support of Education "Thank you Carnegie Mellon for making accessible what has
previously been inaccessible to those of us who are not learning scientists. Your focus on the essence of learning
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combined with concrete examples of the daily challenges of teaching and clear tactical strategies for faculty to consider is
a welcome work. I will recommend this book to all my colleagues." —Catherine M. Casserly, senior partner, The Carnegie
Foundation for the Advancement of Teaching "As you read about each of the seven basic learning principles in this book,
you will find advice that is grounded in learning theory, based on research evidence, relevant to college teaching, and
easy to understand. The authors have extensive knowledge and experience in applying the science of learning to college
teaching, and they graciously share it with you in this organized and readable book." —From the Foreword by Richard E.
Mayer, professor of psychology, University of California, Santa Barbara; coauthor, e-Learning and the Science of
Instruction; and author, Multimedia Learning
Earlier editions have Judy Strauss as the first named author.
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.
Research Methods in Education introduces research methods as an integrated set of techniques for investigating questions about the
educational world. This lively, innovative text helps students connect technique and substance, appreciate the value of both qualitative and
quantitative methodologies, and make ethical research decisions. It weaves actual research "stories" into the presentation of research topics,
and it emphasizes validity, authenticity, and practical significance as overarching research goals. The text is divided into three sections:
Foundations of Research (five chapters), Research Design and Data Collection (seven chapters), and Analyzing and Reporting Data (three
chapters). This tripartite conceptual framework honors traditional quantitative approaches while reflecting the growing popularity of qualitative
studies, mixed method designs, and school-based techniques. This approach provides a comprehensive, conceptually unified, and wellwritten introduction to the exciting but complex field of educational research.
For courses in Internet Marketing or E-marketing This book teaches marketers how to engage and listen to buyers, and how to use what they
learn to improve their offerings in today’s Internet- and social media-driven marketing environment. It brings traditional marketing coverage
up-to-date with a thorough, incisive look at e-marketing planning and marketing mix tactics from a strategic and tactical perspective. The
focus is on the Internet and other technologies that have had a profound effect on how marketing is approached today. Included is coverage
of marketing planning; legal and global environments; e-marketing strategy; and marketing mix and customer relationship management
strategy and implementation issues. A major revision, this seventh edition reflects the disruption to the marketing field brought about by social
media. As such it covers many new topics that represent the changes in e-marketing practice in the past two years. Because of the everchanging landscape of the Internet, the authors suggest reading this book, studying the material, and then going online to learn more about
topics of interest. Features: Better understanding of new concepts in today’s electronic marketplace is accomplished as the book puts that
new terminology into traditional marketing frameworks. Readers are encouraged to exercise critical thinking and attention to their own online
behavior in order to better understanding the e-marketer’s perspective, strategies, and tactics–to think like a marketer. Although the focus is
on e-marketing in the United States, readers also see a global perspective in the coverage of market developments in both emerging and
developed nations. An entire chapter devoted to law and ethics, and contributed by a practicing attorney, updates readers on the latest
changes in this critical area. Readers are guided in learning a number of e-marketing concepts with the help of some outstanding pedagogical
features: -Marketing concept grounding helps readers make the connection between tradition and today. Material in each chapter is
structured around a principle of marketing framework, followed by a look at how the internet has changed the structure or practice, providing
an ideal bridge from previously learned material. -Learning objectives set the pace and the goals for the material in each chapter. -Best
practices from real companies tell success stories, including new examples of firms doing it right. -Graphical frameworks serve as unique emarketing visual models illustrating how each chapter fits among others. -Chapter summaries help readers review and refresh the material
covered. -Key terms are identified in bold text within the chapter to alert readers to their importance. -Review and discussion questions are
another device to be used for refreshing readers’ understanding of the material in the chapter. -Web activities at the end of each chapter help
readers become further involved in the content. -This revision reflects the disruption to the marketing field based on social media. A major
revision from the sixth edition, it includes many new topics, as dictated by changes in e-marketing practice in the past two years. -Three
important Appendices include internet adoption statistics, a thorough glossary, and book references. NEW. Students get a broader look at
social media as it is now integrated throughout the book, instead of confined to one chapter. NEW. A look a new business models continues
and strengthens the approach of learning from real life examples. Added and described in detail are such models as social commerce (and
Facebook commerce), mobile commerce and mobile marketing, social CRM, crowsourcing, and many important be less pervasive models
such as crowfunding, freemium, and flash sales. NEW.Chapters 12, 13 and 14 were completely rewritten to reflect the move from traditional
marketing communication tools to the way practitioners current describe IMC online: owned, paid and earned media. NEW. Readers see
examples of many new and interesting technologies that are today providing marketing opportunities, both in the Web 2.0 and 3.0 sections.
NEW. The chapter-opening vignettes continue to play an important role in illustrating key points. Two new vignettes and new discussion
questions about each chapter opening vignette are included. NEW.Included are many new images in every chapter, plus updated “Let’s Get
Technical” boxes. NEW.Other chapter-specific additions that further enhance understanding of the concepts include: -More social media
performance metrics (Ch. 2) -“Big data” and social media content analysis (Ch. 6) -New consumer behavior theory and “online giving” as a
new exchange activity (Ch. 7) -Social media for brand building (Ch. 9) -App pricing and web page pricing tactics (Ch. 10)
An analysis of the invasion of our personal lives by logo-promoting, powerful corporations combines muckraking journalism with
contemporary memoir to discuss current consumer culture
Aiming to bridge the gap between theory and application, this work focuses on strategic management.
This textbook shows what makes the Internet new and different, the techniques that work and those which don't, and how the Internet is
creating value for customers and profits for companies.

The explosion of social media blogs, social networking sites, and video sharing sites has ushered in a new era of digital
transparency that puts the power to enhance or destroy a reputation in the hands of the consumer. This timely and practical book
shows you how to harness the power of social media with crucial, proven tactics and strategies for every phase of online
reputation management. Using step-by-step instruction and tested techniques, the expert authors unveil a detailed blueprint for
building, managing, monitoring, and repairing your reputation.
For one-semester, undergraduate/graduate level courses in Organizational Behavior. This title is a Pearson Global Edition. The
Editorial team at Pearson has worked closely with educators around the world to include content which is especially relevant to
students outside the United States. Vivid examples, thought-provoking activities—get students engaged in OB. George/Jones uses
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real-world examples, thought- and discussion-provoking learning activities to help students become more engaged in what they
are learning. This text also provides the most contemporary and up-to-date account of the changing issues involved in managing
people in organizations. The sixth edition features new cases, material addressing the economic crisis, and expanded coverage of
ethics and workplace diversity. Accompanied by mymanagementlab! See the hands in the air, hear the roar of discussion–be a
rock star in the classroom. mymanagementlab makes it easier for you to rock the classroom by helping you hold students
accountable for class preparation, and getting students engaged in the material through an array of relevant teaching and media
resources. Visit mymanagementlab.com for more information.
Today's mature, established companies must find ways to rejuvenate themselves--or risk losing their way. By working with startup
companies, legacy companies can acquire new technology and lines of business, relearn the need for speed, increase strategic
risk-taking, spark innovation, improve the intimacy of their relationships with customers, and streamline their operations from
within. Former global marketing officer for Procter and Gamble and business consultant Jim Stengel saw firsthand the importance
of establishing partnerships and learning key insights from the startup world. In an eye-opening book, he looks at such established
companies as GE and Western Union, Wells Fargo and IBN, Target and Motorola Solutions, Toyota and Bayer to see what they
are learning from their alliances with entrpreneurs and startups--as well as the potential pitfalls and course corrections when a
partnership goes awry. Jim closes by looking at how 10, 20, and 30-year-old "startups" like Microsoft, Google, and Apple are
reinventing themselves--and what that bodes for legacy companies everywhere.
In the past decade there has been an intense growth in the number of library publishing services supporting faculty and students.
Unified by a commitment to both access and service, library publishing programs have grown from an early focus on backlist
digitization to encompass publication of student works, textbooks, research data, as well as books and journals. This growing
engagement with publishing is a natural extensions of the academic library's commitment to support the creation of and access to
scholarship.
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