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What’s the secret to succeeding at sales? In Continuous Sales Improvement, master sales trainer Eric Lofholm reveals the simple
but powerful strategy he’s taught to tens of thousands of students that anyone can use to improve their sales performance. Eric’s
message is that those who are not good at sales can become good, and those who are already good can become great simply by
making small, continuous improvements in four key areas: self-improvement, sales skills, product and service knowledge, and
technology. He gives readers a game plan for making improvements in each of these areas and provides hundreds of detailed
strategies, practical exercises, and actionable instructions to use immediately to begin improving sales results. Each chapter
includes a convenient at-a-glance summary, and there’s a quick-review guide so that readers can easily use Continuous Sales
Improvement as an ongoing reference. Continuous Sales Improvement includes case studies from legendary figures in the history
of sales, plus interviews with some of today’s top performers. It also includes tips for selling in specific industries, including real
estate, insurance, financial services, and network marketing. Those who are a salesperson, a sales trainer, or just a business
owner who wants better sales results, Continuous Sales Improvement is a must-have.
Complex Adaptive Leadership argues leadership should not be something only exercised by nominated leaders. It is a complex
dynamic process involving all those engaged in a particular enterprise. The theoretical background to this lies in complexity
science and chaos theory - spoken and written about in the context of leadership for the last 20 years, but still little understood. We
all seem intuitively to know leadership 'isn't what it used to be' but we still cling to old assumptions which look anachronistic in
changing and challenging times. Organisations and their contexts are increasingly paradoxical and uncertain. A broader approach
to leadership is needed. Nick Obolensky has practised leadership in the public, private and voluntary sectors. He has also
researched it, and taught it over many years in leading business schools. In this exciting book he brings together his knowledge of
theory, his own experience, and the results of 15 years of research involving 1,500 executives in 40 countries around the world.
The main conclusion from that research is that the more complex things become, the less traditional directive leadership is
needed. Those operating in the real world, nonetheless, need ways of coping. The book is focused on helping practitioners
struggling to interpret and react to increasingly complex events. Arranged in four parts, it provides a number of exercises, tools
and models that will help the reader to understand: - why the context for leadership has changed, and why complexities in
organisations have emerged - what complexity is and what lessons can be drawn from this emergent area of scientific study - how
Complex Adaptive Leadership can be exercised in a very practical way at two levels: organisationally and individually, and how to
get more for less - the actions that can be taken when Complex Adaptive Leadership is applied. The book will particularly appeal
to practitioners wishing to add to their knowledge of leadership theory.
"This book provides a comprehensive collection of research on current technological developments and organizational
perspectives on the scale of small and medium enterprises"--Provided by publisher.
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How do you sell a totally new kind of product to a market that does not yet exist? Entrepreneurial businesses often create products
and services based on radically new technology that has the power to change the marketplace. This means that existing market
research will have produced data about market categories and structures that are largely irrelevant to the entrepreneur. This
complicates the sales and marketing functions for new products that may be hard for the market to understand in the first place.
Entrepreneurial Marketing focuses on this special challenge: new marketing methods for new products. Classic core marketing
concepts, such as segmentation, positioning, and the marketing mix undergo an "extreme makeover" in the context of innovative
products hitting the market. The author stresses effectuation, iterative thinking, principles of affordable loss, adjustment for
emerging opportunities, and cooperation with first customers. This new textbook provides students of entrepreneurial marketing
with everything they need to know to succeed in their classes as well as practical tools and techniques that will be useful after the
exams have finished.
This fourth edition of the best-selling Marketing Book has been extensively revised, updated and substantially extended. All the
original chapters have been reviewed and many of them have been completely rewritten to reflect changes and trends in current
marketing thinking and practice. Professor Michael Baker, with specially commissioned contributions from top UK marketing
educators and writers, sets out the scope and nature of the marketing function, its managerial application and its contribution to
corporate success. The Marketing Book is an indispensable reference work and textbook for students and practitioners, all over
the world. It will be essential reading for those students taking CIM Certificate and Diploma, business studies management and
marketing degrees, MBA, DMS, and BTEC Higher National and equivalent courses. Fourth edition of the best-selling Marketing
Book Fully revised, updated and substantially extended. All the original chapters have been reviewed and many of them have
been completely rewritten to reflect changes and trends in current marketing thinking and practice
Peels away the mystery that surrounds the psychology of influence and reveals how the world's most persuasive politicians,
advertisers, salespeople, and spin doctors work their magic. Case studies in human behavior, examples of masterful persuaders
such as Churchill and Lincoln, and step-by-step guidelines help readers put the power of persuasion to work.
The sales function is the front-line of any business. Keeping up with the latest sales techniques is essential, as well as ensuring
you have a motivated, incentivised and focused sales team well-versed in the basics of selling, from identifying new prospects and
getting repeat business to closing the deal. This module gives essential insight into all the key sales drivers such as account
management, handling complex sales, selling services, FMCG selling, customer relationships and self-development for sales
people.
Professional Selling and Sales Management have become more complex and multifaceted than ever before, but also a more
exciting and stimulating function and profession. Sales Management provides a comprehensive introduction to selling and sales
management. Packed full of insightful real-world case studies, the fully updated and revised fourth edition of this highly successful
text includes new chapters on Defining and Implementing Sales Strategies and Key Account Management. The book features an
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increased emphasis on the practical approaches to Professional Selling and extensive up-to-date coverage of Motivation and
Leadership of the Sales Force, Technology, Sales Training and Sales Performance. With a wealth of international examples, it
contains a unique combination of academic rigor and practical focus, based on the authors' invaluable combination of industry
experience, expertise in sales consultancy and years of teaching and research in sales. It is the definitive text for undergraduate,
postgraduate and MBA students of selling and sales management.
When you think of marketing you may think of the adverts that pop up at the side of your screen or the billboards you see when you're out all those moments in the day when somebody is trying to grab your attention and sell you something! Marketing is about advertising and
communications in part, but it's also about many other things which all aim to create value for customers, from product research and
innovation to after-care service and maintaining relationships. It's a rich and fascinating area of management waiting to be explored - so
welcome to Marketing! Jim Blythe's Principles and Practice of Marketing will ease you into the complexities of Marketing to help you achieve
success in your studies and get the best grade. It provides plenty of engaging real-life examples, including brands you know such as Netflix
and PayPal - marketing is not just about products, but services too. Marketing changes as the world changes, and this textbook is here to
help, keeping you up to speed on key topics such as digital technologies, globalization and being green. The companion website offers a
wealth of resources for both students and lecturers and is available at www.sagepub.co.uk/blythe3e. An electronic inspection copy is also
available for instructors.
Fully updated for this 7th annual edition, the Good Small Business Guide 2013 is packed with essential advice for small business owners or
budding entrepreneurs. Offering help on all aspects of starting, running and growing a small business, including: planning, setting up or
acquiring a business, getting to grips with figures, marketing, selling online, and managing yourself and others. Containing over 140 easy-toread articles and an extensive information directory this fully updated guide offers help on all aspects of starting and growing a small
business. Features a foreword from the National Chairman of the Federation of Small Businesses.
Learn how to harness the power of personal impact so you can earn more, live more and be more. Impact is everything. It gives us huge
competitive advantages as we impress others and are remembered when it matters the most. It gives us the confidence to succeed and
achieve our personal and professional goals and enables us persuade and influence others so we can get what we want, when we want. This
book will show anybody how to use the power of impact to make a great first impression; raise their profile; secure that promotion; land their
dream job; be the person everyone remembers; make amazing presentations and impress everyone they meet in any situation. Covering
topics such as confidence and positive thinking, this book is relevant to everyone from graduates, to top managers and everyone else in
between.
"From cover to cover, this book provides a wonderfully detailed catalogue of behaviours, techniques and knowledge for the leader and the
coach" People Management, 14 May 2012
A revolutionary, new service excellence model that creates more accurate alignment between service providers and business customers is
central to this radical re-think on service delivery.IT remains crucial to the ongoing success of most businesses, and David Miller’s new
model helps service providers gain a clear understanding of the businesses they seek to serve.
Business to business markets are considerably more challenging than consumer markets and as such demand a more specific skillset from
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marketers. Buyers, with a responsibility to their company and specialist product knowledge, are more demanding than the average consumer.
Given that the products themselves may be highly complex, this often requires a sophisticated buyer to understand them. Increasingly, B2B
relationships are conducted within a global context. However all textbooks are region-specific despite this growing move towards global
business relationships – except this one. This textbook takes a global viewpoint, with the help of an international author team and cases from
across the globe. Other unique features of this insightful study include: placement of B2B in a strategic marketing setting; full discussion of
strategy in a global setting including hypercompetition; full chapter on ethics and CSR early in the text; and detailed review of global B2B
services marketing, trade shows, and market research. This new edition has been fully revised and updated with a full set of brand new case
studies and features expanded sections on digital issues, CRM, and social media as well as personal selling. More selective, shorter, and
easier to read than other B2B textbooks, this is ideal for introduction to B2B and shorter courses. Yet, it is comprehensive enough to cover all
the aspects of B2B marketing any marketer needs, be they students or practitioners looking to improve their knowledge.
Through six previous editions, Airline Marketing and Management has established itself as the leading textbook for students of marketing and
its application to today's airline industry, as well as a reference work for those with a professional interest in the area. Carefully revised, the
seventh edition of this internationally successful book examines an exceptionally turbulent period for the industry. It features new material on:
*Changes in customer needs, particularly regarding more business travellers choosing - or being forced - to travel economy, and analysis of
the bankruptcy of 'All Business Class' airlines. * An explanation of the US/EU 'Open Skies' agreement and analysis of its impact. *The
increase in alliance activity and completion of several recent mergers, and the marketing advantages and disadvantages that have resulted. *
Product adjustments that airlines must make to adapt to changes in the marketing environment, such as schedule re-adjustments and the
reconfiguration of aircraft cabins. *Changes in pricing philosophies, with, for example, airlines moving to 'A La Carte' pricing, whereby
baggage, catering and priority boarding are paid for as extras. *Airline websites and their role as both a selling and distributing tool. *The
future of airline marketing. A review of the structure of the air transport market and the marketing environment is followed by detailed chapters
examining business and marketing strategies, product design and management, pricing and revenue management, current and future
distribution channels, and selling, advertising and promotional policies. The reader will benefit from greater understanding of both marketing
and airline industry jargon and from knowledge obtained regarding the extraordinary strategic challenges now facing aviation. Written in a
straightforward, easy-to-read style and combining up-to-date and relevant examples drawn from the worldwide aviation industry, this new
edition will further enhance the book's reputation for providing the ideal introduction to the subject.
In order to increase the economic opportunities available, enterprise development plays a crucial role in the progression of socio-economic
development for small and medium enterprises. Enterprise Development in SMEs and Entrepreneurial Firms: Dynamic Processes explores
the process of enterprise development and its reconstruction of entrepreneurial identities, critical competencies as well as market turnaround
for SMEs. This book aims to be a critical resource in the understanding of enterprise strategies adopted and lessons learned for management
development. It is a successful resource for students, researchers and professionals interested in the growth SMEs.

Containing over 140 easy-to-read articles and an extensive information directory this fully updated guide offers help on all
aspects of starting and growing a small business.
Written by a sales veteran with a track record spanning millions of dollars in sealed deals, this book blends the best
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psychological, NLP (Neuro Linguistic Programming), and classical persuasion techniques with a street-wise, gritty
success system based on the author's own hard experience.
True or false? In selling high-value products or services: âe¢ 'closing' increases your chance of success âe¢ it is
essential to describe the benefits of your product or service to the customer âe¢ objection handling is an important skill
âe¢ open questions are more effective than closed questions. All false, says Neil Rackham. He and his team studied
more than 35,000 sales calls made by 10,000 sales people in 23 countries over 12 years. Their findings revealed that
many of the methods developed for selling low-value goods just donâe(tm)t work for major sales. Rackham went on to
introduce his SPIN®-Selling method, where SPIN® describes the whole selling process - Situation questions, Problem
questions, Implication questions, Need-payoff questions. SPIN®-Selling provides you with a set of simple and practical
techniques which have been tried in many of todayâe(tm)s leading companies with dramatic improvements to their sales
performance.
It is widely recognized that communication is at the very heart of effective management. There is therefore an everexpanding demand for valid and generalizable information on how best to relate to people in organizational contexts.;
Communication Skills for Effective Management demonstrates how, for managers to be successful, they need to employ
a range of key communication skills, styles and strategies. The contents are based upon the authors' experiences of
researching, teaching and consulting in a range of private and public sector organizations. From their academic and realworld involvement they have identified the core skills of effective management.; Presented in an academically rigorous
yet student-friendly way, the reader is encouraged to interact with the material covered. Each chapter contains a series of
boxed text, diagrams, tables and illustrations which summarize core points. Exercises are also provided to enable
managers to put the material reviewed into practice. A text for undergraduate business and management students
studying business communication and MBA students, this book should also be useful for practising managers.
The 6th edition of the best-selling Marketing Book has been extensively updated to reflect changes and trends in current
marketing thinking and practice. Taking into account the emergence of new subjects and new authorities, Michael Baker
and the new co-editor Susan Hart have overhauled the contents and contributor lists of the previous edition to ensure this
volume addresses all the necessary themes for the modern marketer. In particular, the 'Marketing Book' now looks at
broader range of international issues with a broader group of international contributors. Based, as in previous editions, on
seminal articles form thought leaders in each subject the 'Marketing Book 6th edition' is bursting with salient articles. It
amounts to an all-embracing one-volume companion to modern marketing thought, ideal for all students of marketing.
Stewart presents a practical book which will help managers manage more effectively in the real world of business today.
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Each chapter focuses on detailed practical guidance and ends with a checklist of key points.
?????????
This book offers both marketing and sales professionals a rare combined insight into both worlds to continuously capture
customer intelligence and create value, by blending detailed research with academic rigor and commercial experience of
the authors in both Europe and North America. It has never been easier to produce great marketing content and sales
collateral. And yet, 90% of the content that marketing produces is NEVER used by sales. Why not? Because it’s not
relevant to the audience or the prospect doesn’t even know the content exists. Furthermore 58% of deals end up in “no
decision” because Sales has not presented value effectively. Companies are creating lots of noise but failing to resonate
with the customers. So what? The danger, aside from marketing wasting tens of millions of dollars on ineffective content
and tools, is that customers will disengage. 94% of prospects say they have completely disengaged with vendors
because of irrelevant content. In order to grow fast, the authors argue, Sales and Marketing teams need to slow down.
They need to work together to truly understand their customers’ needs, wants, motivations and pain points so that they
can offer customized “value”. The book sets out how to establish a formal program to continuously capture customer
intelligence and insights – the shiny gems of understanding that help prospects to connect the dots – so that value can be
consistently articulated in marketing and sales conversations. By integrating the best ideas and practice from commercial
experience and academic research the authors show how to create value across the entire marketing and sales value
chain – not only get a new customer, but to continue to create value for future purchases by creating “post-sales” value.
Retaining international scope and a balance between theory and practice, this new edition of Bill Donaldson's highly
successful textbook is fully updated throughout, making it the definitive text for undergraduate, postgraduate and MBA
students of selling and sales management. Also available is a companion website with extra features to accompany the
text, please take a look by clicking below - http://www.palgrave.com/business/donaldson/
Despite the fact that vast engineering networks are the foundations of modern society, the services that technology
companies provide over them have been a relatively neglected area of study. As a result, marketing in some technology
businesses has been depressingly tactical and inconsistent. Marketers with little experience, and even less professional
training, run around presenting PowerPoint decks to each other, chasing after the latest fad and throwing erratic,
changing activities at the market each quarter. Many work on the unchallenged assumption that markets are fast
changing and that customers only want the lowest prices. Yet this industry has liberated human imagination in the
internet and convinced the world that they must have a PC and a mobile phone. Now, as a result of profound, relentless,
global forces, some of the leading firms and greatest minds in it are at last turning their attention to service. With the
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advent of ‘cloud computing’ and radical changes in the engineering of some utilities, the marketing of services that are
based on a technical infrastructure is about to become as important and sophisticated as in, say, consumer products.
This book explores their story and experience. “I really enjoyed the book From Products to Services by Mr Laurie Young.
Encouraged by it, Haier accelerated its changeover from a traditional product-driven to a more customer-centric
company. This new book Marketing Technology as a Service is another major contribution to technology companies for
the cultivation of service needs worldwide.” – Mr Zhang Ruimin, CEO and Chairman, Haier Group, Beijing “Young and
Burgess describe a shift in mindset and pragmatic techniques that are quite doable – Rae Sedel, MD, Global Technology
Practice, Russell Reynolds Associates. “This book provides practical and insightful advice on how to use services to turn
technology into value add solutions for real people – Rudy Provoost, CEO, Philips Lighting “Business leaders in India
have been remarkably successful at offering technology based services like outsourcing across the world. Currently
worth $60 billion, they intend to reach $300 billion by 2020. To succeed, the Indian business community must offer new
value propositions and adapt to emerging trends, like cloud computing. Burgess and Young have put together the first
comprehensive and practical guide for business leaders to meet their challenges of exponential growth.” – Dr Mukesh
Aghi, Chairman and CEO, Steria (India)
In this book, the authors look in turn at each of the key management tasks, from meetings to negotiation, from writing
reports to using the telephone, and they provide practical guidance for increased effectiveness. Other chapters cover nonverbal communication and 'doing things right and doing the right thing'. The text is presented in a lively way but also with
academic rigour, and is supported throughout by exercises, checklists and ready-to-use formats.
This book, written by a senior marketer with over thirty years experience of using marketing techniques and concepts,
sets out to describe, contextualize and rate them. Its prime emphasis is on understanding their status so that they can be
used to direct the use of shareholder funds effectively. Its conclusion is that seasoned professionals must use their
judgement about when and how to use them, but they also need to understand them in depth if they are going to make
well-rounded, effective investment decisions. Above all it asks: “how useful and relevant is this concept? Will it improve
decision making? Does the damn thing have any credibility and does it work?” “This book combines a rigorous review of
a wide range of marketing concepts with many practical examples and case studies. It can be read or dipped into both by
seasoned professionals and by those just embarking on their marketing career.” Sir Paul Judge, President, Chartered
Institute of Marketing “Laurie Young casts an experienced and skeptical eye on many cherished marketing concepts and
techniques. He provides an antidote to the tendency to adopt them without understanding their limitations and
possibilities.” Professor George Day, The Wharton School, Chairman of the American Marketing Association “Laurie
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Young has produced nothing less than the A-Z of marketing. He has journeyed far and wide mapping out hundreds of
business, marketing and communications models to produce an extremely useful industry atlas. Certainly it will find a wellthumbed home on my bookshelf.” Hamish Pringle, Director General, Institute of Practitioners in Advertising “This book is
much needed by marketing. Its value is in challenging concepts, some of which have been the accepted norm for a long
time. But as this book shows, some of these may no longer be relevant and appropriate for marketers in today’s
consumer environment.” Mike Johnston, CEO, Dairy Council of Northern Ireland and former Chairman of the Chartered
Institute of Marketing “Senior marketers, like those who make up the membership of the Marketing Society, hone the
methods and techniques they favour as their career develops. Laurie Young clearly did that and an experienced voice
shines through this critique. It is heartening to find that so many concepts have a long history of producing real value for
businesses but alarming to find so many of the theorists’ favourites to be so groundless.” Hugh Burkitt, CEO, The
Marketing Society
This book shows readers the smarter way to sell -by building trusted consultative relationships with their customers.
Whatever you are selling, this book will help you do it better, and feel better about doing it. By switching your focus from
the hard sell to building more trust and adding more value, you will end up not just with more satisfied customers, but with
more sales as well.
Think negotiation is a boardroom battlefield? Think again. We all need to negotiate in our professional and personal lives,
but negotiation doesn’t have to be a fight to get what you want. In fact, you’ll create better deals and better relationships
through collaboration. In Negotiation, Gavin Presman shares his ethical and mutually-beneficial approach, showing you
how to prepare for and engage in every negotiation to achieve better results for yourself and others – whether you’re
drawing up a contract with a new client, buying a house or, often the trickiest of all, settling family disagreements. With
step-by-step guidance, illustrative examples and checklists to refer back to, this is a practical and empowering guide that
will improve the negotiating skills of any reader, enhancing personal and professional relationships in the process.
This first volume in the Law Firm Associates Development Series focuses on personal marketing and sales skills, and will
cover these topics: building a practice; how to create a personal marketing plan; how to find people within a target
market; how to prepare for a prospective client meeting; strategies when meeting with clients; how to ask for business;
how to use the end of a matter as a marketing opportunity; how to retain clients; and how to effectively network inside
and outside the firm. Both authors currently work as Directors of Business Development in law firms where their
responsibilities include extensive in-house coaching and training of attorneys at all levels. In this guidebook, they share
their best advice and instruction compiled from their own experience as well as from that of many industry thought
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leaders.
"This book builds upon my early work and the work and others by offering a comprehensive guide to practitioners
interested in facing and helping to heal trauma and manage the drama systemically with a special focus on children and
adolescents. The FST Model is a contribution to the fields of trauma, family sciences, and human development practice."
--Charles R. Figley, PhD; Kurzweg Chair in Disaster Mental Health at Tulane University in New Orleans This is the first
book that addresses trauma treatment for child and adolescents using a Family Systems Trauma (FST) model which
goes beyond individual therapy to include the child and their entire family. Co-written by a renowned family therapist who
created the Parenting with Love and Limits® model, it delivers a research-based , step-by-step approach that
incorporates the child’s immediate family along with their extended family to treat the traumatized child or adolescent.
Using a "stress chart," the child or adolescent's trauma symptoms are quickly identified. This strategy guides therapists in
accurately diagnosing root causes of the child's trauma and culminates in the creation of co-created "wound playbooks"
to heal trauma in both the child as well as other family members. Additional helpful features include extensive case
examples, a menu of trauma techniques, wound playbook examples, evaluation forms, client handouts, and other
practical tools to provide the therapist with a complete guide to implementing this approach. Child and family therapists,
social workers, mental health counselors, and psychologists working in a variety of settings will find this book a valuable
resource. Key Features: Provides a step-by-step, practice focused, time-limited model Uses a family systems approach
for addressing child and adolescent trauma--the only book of its kind Includes useful tools such as checklists, client
handouts, and evaluation forms
True or false? In selling high-value products or services: 'closing' increases your chance of success; it is essential to describe the
benefits of your product or service to the customer; objection handling is an important skill; open questions are more effective than
closed questions. All false, says this provocative book. Neil Rackham and his team studied more than 35,000 sales calls made by
10,000 sales people in 23 countries over 12 years. Their findings revealed that many of the methods developed for selling lowvalue goods just don‘t work for major sales. Rackham went on to introduce his SPIN-Selling method. SPIN describes the whole
selling process: Situation questions Problem questions Implication questions Need-payoff questions SPIN-Selling provides you
with a set of simple and practical techniques which have been tried in many of today‘s leading companies with dramatic
improvements to their sales performance.
Selling is a skill that should not be limited to sales staff. Customer service, or other support staff, could all benefit from developing
an awareness of and an ability to sell to customers. Also, the opportunity for developing those skills should not be limited to sales
training workshops. Here, at last, is a mix of over 80 games, exercises and ideas that can be used to develop sales, customer
service and other staff. They range from simple ’skill boosters’ for coaching sessions or team meetings, through icebreakers,
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energizers and selling quizzes to full blown role plays and case studies. The principle at the heart of all the material is that games
and exercises should be generic - transferable across different organizations and sales situations - and that they should use an
'open content' approach. This means that participants must supply their own examples and experiences, to make the material
immediately and completely relevant. This collection of games and exercises will enable sales managers or trainers to: ¢ develop
their people with confidence, secure in the knowledge that all of the material has been thoroughly road-tested on courses and
seminars; ¢ ensure a flexible approach, varying their pace or style in response to the subject matter and their audience; ¢ reinforce
the learning, using different formats of exercise to cover the same learning points; ¢ train (rather than talk), using the material to
encourage people to start using what they already know.
Whether you’re new to freelancing or a seasoned freelance operative, Brilliant Freelancer is packed full of ideas and case studies
to help you build a happy, productive and profitable freelance life quickly and easily. From building your client portfolio right
through to staying motivated and surviving the tougher times, Brilliant Freelancer gives you everything you need to take charge of
your career and start moving in the direction you want to go.
Complex Adaptive Leadership, a Gower bestseller, has been taught in corporate leadership programmes, business schools and
universities around the world to high acclaim. In this updated paperback edition, the author argues that leadership is a complex
dynamic process and should involve all those engaged in a particular enterprise. Nick Obolensky has practised, researched and
taught leadership in the public, private and voluntary sectors, and in this exciting book he brings together his knowledge of theory,
his own experience, and the results of 19 years of research involving 2,500 executives in 40 countries around the world.
Being the best agent or surveyor does not always mean that you will be the best manager or leader. But being an agent, surveyor
or other property professional probably means that you are averse to taking time out to learn about management. This book is a
pragmatic introduction to alternative growth strategies and management solutions in planning, leadership, human resources,
strategic marketing, promotion, selling, "clientology" (relationship management) and achieving change. It is packed with ideas and
checklists to spur you along with guidance on: analysis, motivation, networking, branding, service development, persuasion,
project management, rapport, tendering and an A-Z of promotional tools. The book tackles many of the key issues faced by those
who manage and direct their professional firms, from preparation of business plans, to leadership strategies and client relationship
management.
The ...on a Shoestring series helps small business owners grow their business imaginatively, effectively and without spending a
fortune. Aimed at entrepreneurs with plenty of vision and commitment but not a lot of cash, each book is packed with ideas that
really work, real-life examples, step-by-step advice and sources of further information. Franchising is a popular option for many
people who want to run their own businesses. It's a way of benefiting from the branding and reputation of an established enterprise
and striking out on on your own at the same time. This book helps you to build a successful franchise, by: Working out if
franchising would suit you (and your business) Investigating the pros and cons Working out the costs involved in a franchise
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Researching possible franchise options: what to look out for Finding a potential franchise Finding potential franchisees Vetting
candidates if you're franchising your business Investigating non-traditional options: social enterprises, workers' co-operatives,
employee-owned businesses and charities Understanding the importance of the franchise agreement Knowing what to do if things
go wrong
How do you sell an innovative product to a market that does not yet exist? Entrepreneurial businesses often create products and
services based on radically new technology that have the power to change the marketplace. Existing market research data will be
largely irrelevant in these cases, making sales and marketing of innovative new products especially challenging to entrepreneurs.
Entrepreneurial Marketing focuses on this challenge. Classic core marketing concepts, such as segmentation, positioning, and the
marketing mix undergo an ‘extreme makeover’ in the context of innovative products hitting the market. Edwin J. Nijssen stresses
principles of affordable loss, experimentation, and adjustment for emerging opportunities, as well as cooperation with first
customers. Containing many marketing examples of successful and cutting-edge innovations (including links to websites and
videos), useful lists of key issues, and instructions on how to make a one-page marketing plan, Entrepreneurial Marketing provides
a vital guide to successfully developing customer demand and a market for innovative new products. This third edition has been
thoroughly expanded, including: Expanded content on leveraging digital technologies and their new business models More
practical tools, such as coverage of the Lean Canvas model Updated references, cases, and new examples throughout; and,
Updated online resources This book equips advanced undergraduate and postgraduate students of marketing strategy,
entrepreneurial marketing, and entrepreneurship with the fundamental tools to succeed in marketing.
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