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The Cluetrain Manifesto Rick Levine 2009-06-30 The Cluetrain Manifesto began as a Web site (cluetrain.com) in 1999 when the authors, who have worked variously at IBM, Sun
Microsystems, the Linux Journal, and NPR, posted 95 theses about the new reality of the networked marketplace. Ten years after its original publication, their message
remains more relevant than ever. For example, thesis no. 2: “Markets consist of human beings, not demographic sectors”; thesis no. 20: “Companies need to realize their
markets are often laughing. At them.” The book enlarges on these themes through dozens of stories and observations about business in America and how the Internet will
continue to change it all. With a new introduction and chapters by the authors, and commentary by Jake McKee, JP Rangaswami, and Dan Gillmor, this book is essential reading
for anybody interested in the Internet and e-commerce, and is especially vital for businesses navigating the topography of the wired marketplace.
Periodismo de marcas Carlos J. Campo 2016-06-30 El periodismo de marcas es para unos pocos. Da lo mismo si se trata de enormes marcas multinacionales o de pequeñas
denominaciones muy especializadas o muy locales. Es para una selectísima minoría y, además, es periodismo puro y duro.Hoy, con el descrédito de la publicidad, la
desintermediación de la información, el desengaño tecnológico y la pérdida de la ingenuidad de las audiencias, se ha creado el escenario perfecto para desarrollar un
periodismo que pretende una influenci todopoderosa.Este tratado actualiza los modos de este periodismo, abordando su sustrato teórico. Discrimina el contenido de marca de la
acción periodística. Desmiente la antitética conceptual de periodismo y marca en una misma expresión. Y desvela, desde la experiencia, cómo fundar la redacción de marca,
diseñar la línea editorial y ejercerlo cotidianamente.La marca que lo use se cotizará más. Y la corporación que evolucione con él logrará unos resultados económicos aún
mejores.
Transforming American Governance: Rebooting the Public Square Alan P. Balutis 2015-04-29 Government and governance will be very different in the future than anticipated by
the literature in the field.
Too Big to Know David Weinberger 2014-01-07 We used to know how to know. We got our answers from books or experts. We'd nail down the facts and move on. But in the Internet
age, knowledge has moved onto networks. There's more knowledge than ever, of course, but it's different. Topics have no boundaries, and nobody agrees on anything. Yet this
is the greatest time in history to be a knowledge seeker . . . if you know how. In Too Big to Know, Internet philosopher David Weinberger shows how business, science,
education, and the government are learning to use networked knowledge to understand more than ever and to make smarter decisions than they could when they had to rely on
mere books and experts. This groundbreaking book shakes the foundations of our concept of knowledge—from the role of facts to the value of books and the authority of
experts—providing a compelling vision of the future of knowledge in a connected world.
Consent of the Networked Rebecca MacKinnon 2013-04-23 The future of your freedom depends on whether you assert your rights within the digital spaces you inhabit. But, as
corporations and countries square off onÑand overÑthe internet, the likely losers are us.
Developing and Utilizing E-Learning Applications Lazarinis, Fotis 2010-08-31 Developing and Utilizing E-Learning Applications provides a complete investigation of new
methods, technologies, and practices critical to modern educational environments. Exploring topics such as virtual worlds, learning methods, and ICTs as well as
interoperability in e-learning environments, this reference provides essential knowledge for educators, practitioners, and students alike.
Leadership. Approaches - Development - Trends Maria Stippler 2011-08-19 Everyone is talking about leadership but what are the common approaches, camps, and theories? What is
current, what are the new classics, and what is obsolete? The crisis and the latest Web 2.0 developments have not rendered the topic any less relevant. Which school of
thought is closest to yours? Which approach informs your actions as a manager? The five-part "Leadership" reader, with its overview of approaches, developments and trends,
provides references and guidance to help you anchor your own point of view. Our aim is to provide support to you in your daily, practical work with your executive board,
colleagues and employees, and to contribute to the discussion of leadership in Germany. Read Part 1: Earliest Theories, Part 2: Systemic Leadership, Part 3: Leadership as a
Relational Phenomenon, Transformational Leadership, Values and Ethics, Part 4: Motivation, Power and Psyche and Part 5: Leadership Today. The publication is available as an
ebook.
Change Your Space, Change Your Culture Rex Miller 2014-09-29 The fastest, easiest way to shift culture toward engagement and productivity Change Your Space, Change Your
Culture is a guide to transforming business by rethinking the workplace. Written by a team of trail-blazing leaders, this book reveals the secrets of companies that
discovered the power of culture and space. This insightful guide reveals what companies lose by viewing office space as something to manage or minimize. With practical tips
and implementation details, the book helps the reader see that the workspace is, in fact, a crucial driver of productivity and morale. Change Your Space, Change Your Culture
was born out of recent studies that expose truly outrageous "Oh, my God" realities: More than 70 percent of the workforce either hates their job or they are just going
through the motions. Half of all office space is wasted. Those shattering facts exist because office space is generally regarded as "overhead" or "sunk cost." Most buildings
today clearly communicate the low priority placed on people-friendly design. Poor workforce engagement is baked into the culture. This book provides guidance on turning this
around, by rethinking and reshaping space to align with the way people work. Specifically, this book moves from the high-altitude view down to the details on how to:
Discover the fastest, easiest and most cost-effective way to shift culture Add square footage by using space more effectively Boost employee engagement and vitality by the
creative use of space Learn how space can become a powerful productivity tool We all know that design, space, and flow have a powerful effect on the human psyche. Our homes,
museums, sports arenas, places of worship, and even airport terminals reveal that. Environment can inspire dread or enthusiasm, distraction or focus, collaboration or
isolation. That's why the office must be designed to inspire the desired culture and workflow – if it's not properly designed, no program, training or rules will be
effective over time. Change Your Space, Change Your Culture is the practical guide to office space, the foundation of an engaging culture.
The Intention Economy Doc Searls 2012 Describes an economy driven by consumer intent, where vendors must respond to the actual intentions of customers instead of vying for
the attention of many.
Tourism Marketing Luisa Andreu 2013-02-22 Tourism Marketing: On Both Sides of the Counter is the fourth successful publication by the team that runs the bi-annual Advances
in Tourism Marketing Conference, following its foundation by Prof. Metin Kozak. The current volume contains a selection of the best papers presented at the conference in
Maribor, Slovenia, in September 2011. As that year’s conference title indicates, it comprises research important for tourism management, by focusing on tourist behaviour
with relevance to managerial strategies and operational practices, as well as on business operations, vision and goals, and their impact on tourist experiences.
Contributions are clearly arranged into five parts covering topical consumption issues: image, satisfaction, and social and environmental research results. The last two
sections cover timely and managerially relevant contributions on tourism ITC, innovation and competitiveness research. The contributions reflect the vibrancy of ATMC and the
high calibre of researchers the conference attracts. The book offers itself as a reader for researchers and students of tourism as well as a compelling update on topical
research issues in tourism marketing.
Corporate Diversity Communication Strategy Roxana D. Maiorescu-Murphy 2019-11-05 This book analyzes the brand communities of major American multinationals across three
industries: finance, tech, and consumer goods. It assesses how companies communicate their diversity approaches on social media (Twitter) and studies the ensuing perceptions
of online users. By comparing more innovative sectors (tech and consumer goods) with a less innovative industry (finance), the author examines differences in the way brands
approach and communicate about diversity in online settings. The results of the study lead to the development of a theoretical framework with practical applications for
business communication academics and professionals alike.
The Cluetrain Manifesto Rick Levine 2011-04-05 Ten years after Cluetrain's original publication, too many companies still ignore the idea that markets are really made up of
people. In our rapidly changing world, this book's message is more vital than ever. Companies may be wired for business, but they still struggle with how to talk to their
customers like human beings. The 10th Anniversary Edition features extensive new commentaries by industry leaders, but the core message of this modern business classic
remains intact.
The Public Relations Handbook Alison Theaker 2016-05-20 The Public Relations Handbook, Fifth Edition provides an engaging overview and in-depth exploration of a dynamic and
ever evolving industry. The diverse chapters are united by a set of student friendly features throughout, including clear chapter aims, analytical discussion questions, and
key further reading. Featuring wide ranging contributions from key figures in the PR profession, the new edition presents a new chapter on public relations and activism,
alongside discussion of key critical themes in public relations research and exploratory case studies on public relations practices in relation to a variety of different
institutions, including The Bank of Scotland, Queen Margaret University, Diabetes UK, Continental Tyres, and Action for Children. Split into four parts exploring key
conceptual themes of the context of public relations, strategic public relations, stakeholder public relations, and shaping the future, the book offers coverage of essential
areas including: public relations, politics and the media media relations in the social media age using new technology effectively in public relations public relations and
engagement in the not-for-profit sector business-to-business public relations the public relations of globalisation.
The Public Relations Strategic Toolkit Alison Theaker 2012-08-21 The Public Relations Strategic Toolkit provides a structured approach to understanding public relations and
corporate communications. The focus is on professional skills development as well as approaches that are widely recognised as 'best practice'. Original methods are
considered alongside well established procedures to ensure the changing requirements of contemporary practice are reflected. Split into four parts covering the public
relations profession, campaign planning, corporate communication and stakeholder engagement, this textbook covers everything involved in the critical practice of public
relations in an accessible manner. Features include: definitions of key terms contemporary case studies insight from practitioners handy checklists practical activities and
assignments Covering the practicalities of using traditional and social media as well as international considerations, ethics, and PR within contexts from politics to
charities, this guide gives you all the critical and practical skills you need to introduce you to a career in public relations.
Strategic Copywriting Edd Applegate 2015-11-05 When it comes to attracting consumers through advertising, which words, phrases, and techniques are most effective? Strategic
Copywriting, a detailed how-to guide, introduces students to time-tested strategies for writing and designing successful ads. In this second edition, Edd Applegate explains
the core principles that have guided advertising for decades, from knowing the audience to crafting a compelling message. Next, proven techniques for producing specific
kinds of advertising—whether for newspapers, magazines, or other print media, for broadcast radio or television, or for social media and online/mobile platforms—are
addressed in step-by-step detail. Throughout, Applegate walks readers through real advertisements from advertising agencies of all sizes across the United States to
illustrate what works—or not—and why.
Handbook of Social Media Management Mike Friedrichsen 2013-05-28 Digitization and Web 2.0 have brought about continuous change from traditional media management to new
strategic, operative and normative management options. Social media management is on the agenda of every media company, and requires a new set of specialized expertise on
digital products and communication. At the same time, social media has become a vibrant field of research for media economists and media management researchers. In this
handbook, international experts present a comprehensive account of the latest developments in social media research and management, consistently linking classical media
management with social media. The articles discuss new theoretical approaches as well as empirical findings and applications, yielding an interesting overview of
interdisciplinary and international approaches. The book’s main sections address forms and content of social media; impact and users; management with social media; and a new
value chain with social media. The book will serve as a valuable reference work for researchers, students and professionals working in media and public relations.
Promotional Culture and Convergence Helen Powell 2013-04-17 The rapid growth of promotional material through the internet, social media, and entertainment culture has
created consumers who are seeking out their own information to guide their purchasing decisions. Promotional Culture and Convergence analyses the environments necessary for
creating a culture of collaboration with consumers, and critically engages with key areas of contemporary promotional development, including: promotional culture’s primary
industries, including advertising, marketing, PR and branding, and how are they informed by changes in consumer behaviour and market conditions how industries are adapting
in the digital age to attract both audiences and advertising revenue the evolving dialogues between ‘new consumers’ and producers and promotional industries. Ten
contributions from leading theorists on contemporary promotional culture presents an indispensable guide to this creative and dynamic field and include detailed historical
analysis, in-depth case studies and global examples of promotion through TV, magazines, newspapers and cinema.
Deconstructing Digital Natives Michael Thomas 2011-04-19 There have been many attempts to define the generation of students who emerged with the Web and new digital
technologies in the early 1990s. The term "digital native" refers to the generation born after 1980, which has grown up in a world where digital technologies and the
internet are a normal part of everyday life. Young people belonging to this generation are therefore supposed to be "native" to the digital lifestyle, always connected to
the internet and comfortable with a range of cutting-edge technologies. Deconstructing Digital Natives offers the most balanced, research-based view of this group to date.
Existing studies of digital natives lack application to specific disciplines or conditions, ignoring the differences of educational fields and gender. How, and how much, are
learners changing in the digital age? How can a more pluralistic understanding of these learners be developed? Contributors to this volume produce an international overview
of developments in digital literacy among today’s young learners, offering innovative ways to steer a productive path between traditional narratives that offer only complete
acceptance or total dismissal of digital natives.
Journalism, Online Comments, and the Future of Public Discourse Marie K. Shanahan 2017-09-13 Comments on digital news stories and on social media play an increasingly
important role in public discourse as more citizens communicate through online networks. The reasons for eliminating comments on news stories are plentiful. Off-topic posts
and toxic commentary have been shown to undermine legitimate news reporting. Yet the proliferation of digital communication technology has revolutionized the setting for
democratic participation. The digital exchange of ideas and opinions is now a vital component of the democratic landscape. Marie K. Shanahan's book argues that public
digital discourse is crucial component of modern democracy—one that journalists must stop treating with indifference or detachment—and for news organizations to use
journalistic rigor and better design to add value to citizens’ comments above the social layer. Through original interviews, anecdotes, field observations and summaries of
research literature, Shanahan explains the obstacles of digital discourse as well as its promises for journalists in the digital age.
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The Power in a Link Dave Gowel 2011-12-27 Make your LinkedIn account work for you and your business LinkedIn is not just another social media tool. It's the world's largest
professional online network, with over 120 million users in over two hundred countries. The Power in a Link shows you how to employ this remarkable yet misunderstood
resource to execute networking strategies and processes for your business, secure deals, and use (not abuse) your existing relationships. Author David Gowel, the man the
Boston Globe has called the "LinkedIn Jedi," delivers the understanding necessary to map networks, stimulate word of mouth, and leverage unparalleled business intelligence
to close deals. Arguing that LinkedIn is not social media at all, but instead belongs in a category all of its own, the book cuts through the noise in the crowded social
media world with practical applications and explains why all professionals should embrace it in order to achieve success faster through relationships. This book: Advises
readers how to spur effective network growth by projecting the right message online Demonstrates how to build and enhance readers' online presence Shows readers how to seek
targeted introductions to the connections that matter most Explains why LinkedIn has been misunderstood and therefore misused by many users as well as how to correct past
LinkedIn mistakes Partly conceptual, partly autobiographical, and partly technical, The Power in a Link includes success stories from Gowel and other professionals that
demonstrate the effectiveness of his techniques.
The Conversity Model (E-boek) Clo Willaerts 2011-03-11 Clo Willaerts explains how online conversations can be observed, influenced and transformed into conversions,
resulting in the kind of return on investment everybody likes: lower costs and higher revenue. Take a look inside the book: Social media has disrupted traditional marketing,
advertising and even business models. In fact, traditional marketing is dead! Ordinary people, millions of them, are using social media every day to solve their problems:
coping with information overload, finding a new job or even a new boyfriend. Just as importantly, they collect information and opinions before deciding what to spend their
money on. The people you used to know as your targeted audience, your consumers or even your prospects are now using Facebook, Twitter, blogs and YouTube to start and join
millions of conversations, which can be both valuable and trivial. But how can businesses learn to listen into and monitor these conversations without getting a headache?
How can they successfully build and maintain a presence which allows them to 'fish where the fish are?' How can they align their business objectives with their social media
efforts? And what should they actually do now that social media has irreversibly changed the way that companies do business and hire people? Internet expert Clo Willaerts
offers us convincing practical answers to all these questions. Using her Conversity model and a number of inspiring case studies, she explains how conversations can be
observed, influenced and transformed into conversions, resulting in the kind of return on investment everybody likes: lower costs and higher revenue.
Encyclopedia of E-Commerce Development, Implementation, and Management Lee, In 2016-03-31 The convenience of online shopping has driven consumers to turn to the internet to
purchase everything from clothing to housewares and even groceries. The ubiquity of online retail stores and availability of hard-to-find products in the digital marketplace
has been a catalyst for a heighted interest in research on the best methods, techniques, and strategies for remaining competitive in the era of e-commerce. The Encyclopedia
of E-Commerce Development, Implementation, and Management is an authoritative reference source highlighting crucial topics relating to effective business models, managerial
strategies, promotional initiatives, development methodologies, and end-user considerations in the online commerce sphere. Emphasizing emerging research on up-and-coming
topics such as social commerce, the Internet of Things, online gaming, digital products, and mobile services, this multi-volume encyclopedia is an essential addition to the
reference collection of both academic and corporate libraries and caters to the research needs of graduate-level students, researchers, IT developers, and business
professionals. .
The Cluetrain Manifesto Rick Levine 2009 Ten years after Cluetrain's original publication, too many companies still ignore the idea that markets are really made up of
people. In our rapidly changing world, this book's message is more vital than ever. Companies may be wired for business, but they still struggle with how to talk to their
customers like human beings. The 10th Anniversary Edition features extensive new commentaries by industry leaders, but the core message of this modern business classic
remains intact.
Slack Tom DeMarco 2001-11-27 To most companies, efficiency means profits and growth. But what if your “efficient” company—the one with the reduced headcount and the
“stretch” goals—is actually slowing down and losing money? What if your employees are burning out doing the work of two or more people, leaving them no time for planning,
prioritizing, or even lunch? What if you’re losing employees faster than you can hire them? What if your superefficient company is suddenly falling behind? Tom DeMarco, a
leading management consultant to both Fortune 500 and up-and-coming companies, has discovered a counterintuitive principle that explains why efficiency improvement can
sometimes make a company slow. If your real organizational goal is to become fast (responsive and agile), then he proposes that what you need is not more efficiency, but
more slack. What is “slack”? Slack is the degree of freedom in a company that allows it to change. It could be something as simple as adding an assistant to a department,
letting high-priced talent spend less time at the photo copier and more time making key decisions. Slack could also appear in the way a company treats employees: instead of
loading them up with overwork, a company designed with slack allows its people room to breathe, increase effectiveness, and reinvent themselves. In thirty—three short
chapters filled with creative learning tools and charts, you and your company can learn how to: ∑make sense of the Efficiency/Flexibility quandary ∑run directly toward risk
instead of away from it ∑strengthen the creative role of middle management ∑make change and growth work together for even greater profits A innovative approach that works
for new- and old-economy companies alike, this revolutionary handbook will debunk commonly held assumptions about real-world management, and give you and your company a
brand-new model for achieving and maintaining true effectiveness—and a healthier bottom line.
Sport History in the Digital Era Gary Osmond 2015-03-15 From statistical databases to story archives, from fan sites to the real-time reactions of Twitter-empowered
athletes, the digital communication revolution has changed the way fans relate to LeBron's latest triple double or Tom Brady's last second touchdown pass. In this volume,
contributors from Australia, Ireland, New Zealand, the United Kingdom, and the United States analyze the parallel transformation in the field of sport history, showing the
ways powerful digital tools raise vital philosophical, epistemological, ontological, methodological, and ethical questions for scholars and students alike. Chapters consider
how philosophical and theoretical understandings of the meaning of history influence engagement with digital history, and conceptualize the relationship between history
making and the digital era. As the writers show, digital media's mostly untapped potential for studying the recent past via media like blogs, chat rooms, and gambling sites
forge a symbiosis between sports and the internet while offering historians new vistas to explore and utilize. In this new era, digital history becomes a dynamic site of
enquiry and discussion where scholars enter into a give-and-take with individuals and invite their audience to grapple with, rather than passively absorb, evidence. Timely
and provocative, Sport History in the Digital Era affirms how the information revolution has transformed sport and sport history--and shows the road ahead. Contributors
include Douglas Booth, Mike Cronin, Martin Johnes, Matthew Klugman, Geoffery Z. Kohe, Tara Magdalinski, Fiona McLachlan, Bob Nicholson, Rebecca Olive, Gary Osmond, Murray G.
Phillips, Stephen Robertson, Synthia Sydnor, Holly Thorpe, and Wayne Wilson.
Conversation and Community Anne Gentle 2012-07-15 Anne Gentle's Conversation and Community has become the go-to reference for social media and technical communication. Her
clear-eyed survey of the social media landscape has been adopted by many universities and is widely used by technical communicators. Now, in this second edition, she has
updated and expanded her book, adding chapters on building a content strategy, analyzing web techniques, and developing an open source strategy. With more interviews and
case studies, this is your guide to the new world of technical communication and social media. Inside the Book Towards the Future of Documentation Defining a Writer's Role
with the Social Web Community and Documentation Commenting and Connecting with Users Wikis as Documentation Systems Finding Your Voice Content Strategy for Community
Documentation NEW Chapter Analyzing and Measuring Web Techniques NEW Chapter Open Source Documentation NEW Chapter Concepts and Tools of the Social Web Glossary, Expanded
Bibliography, and Index
The New Social Learning, 2nd Edition Tony Bingham 2015-06-15 “Social learning is a fundamental shift in how people work leveraging how we have always worked, now with new,
more humanizing tools, accelerating individual and collective reach, giving us the resources to create the organization, and the world, we want to live in.” In this newly
revised and updated edition of The New Social Learning, Tony Bingham and Marcia Conner dispel organizational myths and fears about social media. By sharing the success
stories of socially engaged companies and people, the much-anticipated second edition persuasively makes the case for using social media to encourage knowledge transfer and
real-time learning in a connected and engaging way. As Steve LeBlanc noted, “Social learning thrives in a culture of service and wonder. It is inspired by leaders, enabled
by technology, and ignited by opportunities that have only recently unfolded.” Brand-new case studies about innovative organizations such as Boston Children s Hospital,
National Australian Bank, LAZ Parking, Sanofi Pasteur, Cigna, CENTURY 21, and Roche Pharmaceuticals illustrate cutting-edge social learning approaches that cultivate
environments where great people can do their best work. The New Social Learning lays the foundation for improving the way you engage with colleagues, collaborate with teams
anywhere in the world, and build workforce capability. Take the next step to connect skills and knowledge and move your own organization forward as you reclaim and
revolutionize workplace learning.
Meaningful Inefficiencies Eric Gordon 2020-01-21 Public trust in the institutions that mediate civic life-from governing bodies to newsrooms-is low. In facing this
challenge, many organizations assume that ensuring greater efficiency will build trust. As a result, these organizations are quick to adopt new technologies to enhance what
they do, whether it's a new app or dashboard. However, efficiency, or charting a path to a goal with the least amount of friction, is not itself always built on a foundation
of trust. Meaningful Inefficiencies is about the practices undertaken by civic designers that challenge the normative applications of "smart technologies" in order to build
or repair trust with publics. Based on over sixty interviews with change makers in public serving organizations throughout the United States, as well as detailed case
studies, this book provides a practical and deeply philosophical picture of civic life in transition. The designers in this book are not professional designers, but
practitioners embedded within organizations who have adopted an approach to public engagement Eric Gordon and Gabriel Mugar call "meaningful inefficiencies," or the
deliberate design of less efficient over more efficient means of achieving some ends. This book illustrates how civic designers are creating meaningful inefficiencies within
public serving organizations. It also encourages a rethinking of how innovation within these organizations is understood, applied, and sought after. Different than market
innovation, civic innovation is not just about invention and novelty; it is concerned with building communities around novelty, and cultivating deep and persistent trust. At
its core, Meaningful Inefficiencies underlines that good civic innovation will never just involve one single public good, but must instead negotiate a plurality of publics.
In doing so, it creates the conditions for those publics to play, resulting in people truly caring for the world. Meaningful Inefficiencies thus presents an emergent and
vitally needed approach to creating civic life at a moment when smart and efficient are the dominant forces in social and organizational change.
Share This CIPR (Chartered Institute of Public Relations) 2012-07-10 Share This is a practical handbook to the biggestchanges taking place in the media and its professions
by theChartered Institute of Public Relations (CIPR) Social Media Panel.The book was conceived and written by more than 20 public relationspractitioners representing a
cross-section of public, private andvoluntary sector expertise using many of the social tools andtechniques that it addresses. The book is split into 26 chapters over eight
topic areascovering the media and public relations industry, planning, socialnetworks, online media relations, monitoring and measurement,skills, industry change and the
future of the industry. It’sa pragmatic guide for anyone that works in public relations andwants to continue working in the industry. Share This was edited by Stephen
Waddington withcontributions from: Katy Howell, Simon Sanders, Andrew Smith, HelenNowicka, Gemma Griffiths, Becky McMichael, Robin Wilson, AlexLacey, Matt Appleby, Dan Tyte,
Stephen Waddington, Stuart Bruce,Rob Brown, Russell Goldsmith, Adam Parker, Julio Romo, PhilipSheldrake, Richard Bagnall, Daljit Bhurji, Richard Bailey, RachelMiller, Mark
Pack, and Simon Collister.
Face to Face with Practice Steven Segal 2016-07-01 Coming Face to Face with your own practice is an emerging approach to management and professional research that has a
significant impact on management practice. It closes the gap between theory and practice. An existential form of research means that the researcher carefully attends to
their experience of researching and managing. This book demonstrates that by bringing an existential sensibility to research, unexpected possibilities for research and for
professionality, are revealed. Each chapter shows authors grappling with the constraints of a system, navigating issues of humanness, questioning themselves, unfolding their
understanding of appropriate ethics and finally, elucidating a depth of response that in itself reveals a way forward. In Face to Face with Practice, authors demonstrate how
they drew on moments of estrangement from their practices. They found that when such moments are respected and carefully examined, a kind of clarification and at the same
time often deep disillusionment with the taken-for-granted conventions of their practice, emerge. Through exploring these conventional ways of operating, authors develop new
and original accounts of what it means to manage better in their particular field of practice. Such an approach is called hermeneutic existential phenomenology,
affectionately known as HEP. Face to Face is about making a difference: a difference to the ways that management is practiced; a difference to the experience of the manager;
and actually a difference towards a more humane and thoughtful approach to managing our society today.
Reputation Management John Doorley 2015-02-20 Reputation Management is a how-to guide for students and professionals, as well as CEOs and other business leaders. It rests on
the premise that reputation can be measured, monitored, and managed. Organized by corporate communication units including media relations, employee communication, government
relations, and investor relations, the book provides a field-tested guide to corporate reputation problems such as leaked memos, unfair treatment by the press, and negative
rumors, and focuses on practical solutions. Each chapter is fleshed out with the real-world experience of the authors and contributors, who come from a wide range of
professional corporate communication backgrounds. Updates to the third edition include: Global content has been incorporated and expanded throughout the book, rather than
being restricted to only one chapter. Opening vignettes, examples, and case studies have been updated in each chapter. Additional case studies and examples with an
international focus have been added.
The Intention Economy Doc Searls 2012-04-10 Caveat venditor—let the seller beware While marketers look for more ways to get personal with customers, including new tricks
with “big data,” customers are about to get personal in their own ways, with their own tools. Soon consumers will be able to: • Control the flow and use of personal data •
Build their own loyalty programs • Dictate their own terms of service • Tell whole markets what they want, how they want it, where and when they should be able to get it,
and how much it should cost And they will do all of this outside of any one vendor’s silo. This new landscape we’re entering is what Doc Searls calls The Intention
Economy—one in which demand will drive supply far more directly, efficiently, and compellingly than ever before. In this book he describes an economy driven by consumer
intent, where vendors must respond to the actual intentions of customers instead of vying for the attention of many. New customer tools will provide the engine, with VRM
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(Vendor Relationship Management) providing the consumer counterpart to vendors’ CRM (Customer Relationship Management) systems. For example, imagine being able to change
your address once for every company you deal with, or combining services from multiple companies in real time, in your own ways—all while keeping an auditable accounting of
every one of your interactions in the marketplace. These tantalizing possibilities and many others are introduced in this book. As customers become more independent and
powerful, and the Intention Economy emerges, only vendors and organizations that are ready for the change will survive, and thrive. Where do you stand?
Organizational Learning and Knowledge: Concepts, Methodologies, Tools and Applications Management Association, Information Resources 2011-07-31 Organizational Learning and
Knowledge: Concepts, Methodologies, Tools and Applications demonstrates exhaustively the many applications, issues, and techniques applied to the science of recording,
categorizing, using and learning from the experiences and expertise acquired by the modern organization. A much needed collection, this multi-volume reference presents the
theoretical foundations, research results, practical case studies, and future trends to both inform the decisions facing today's organizations and the establish fruitful
organizational practices for the future. Practitioners, researchers, and academics involved in leading organizations of all types will find useful, grounded resources for
navigating the ever-changing organizational landscape.
Leadership and Web 2.0 Grady McGonagill 2011-09-30 Some compare the evolving Web to the revolution of the Gutenberg press. How does the Web shape the role and understanding
of leadership? What are key challenges and opportunities? What mindsets, skills and knowledge are necessary? "The Leadership Implications of the Evolving Web," provides and
analyzes over 300 pioneer examples from the private, public and non-profit sector in Germany, Europe and the US. A new leadership paradigm seems to be emerging with an
inexorable shift away from one-way, hierarchical, organization-centric communication toward two-way, network-centric, participatory, and collaborative leadership styles.
Which requirements and trends, which opportunities and key challenges are emerging for leadership? Aim of the study is to enable managers from all sectors to anticipate
changes and proactively take advantage of opportunities that are emerging. (Target group for this publication are people in leadership positions in organizations across all
sectors - from managers in executive and supervisory boards, operations, human resources to academics and practitioners, advisers and policymakers. The Study "Leadership &
Web 2.0 has been presented by authors Grady McGonagill, ED and Tina Doerffer, MPA amongst others at the International Leadership Academy in Boston (2010).
Applying the Actor-Network Theory in Media Studies Spöhrer, Markus 2016-08-24 Actor-Network Theory (ANT), originally a social theory, seeks to organize objects and non-human
entities into social networks. Its most innovative claim approaches these networks outside the anthropocentric view, including both humans and non-human objects as active
participants in a social context; because of this, the theory has applications in a myriad of domains, not merely in the social sciences. Applying the Actor-Network Theory
in Media Studies applies this novel approach to media studies. This publication responds to the current trends in international media studies by presenting ANT as the new
theoretical paradigm through which meaningful discussion and analysis of the media, its production, and its social and cultural effects. Featuring both case studies and
theoretical and methodical meditations, this timely publication thoroughly considers the possibilities of these disparate, yet divergent fields. This book is intended for
use by researchers, students, sociologists, and media analysts concerned with contemporary media studies.
Contemporary Research Methods and Data Analytics in the News Industry Gibbs, William J. 2015-07-01 The advent of digital technologies has changed the news and publishing
industries drastically. While shrinking newsrooms may be a concern for many, journalists and publishing professionals are working to reorient their skills and capabilities
to employ technology for the purpose of better understanding and engaging with their audiences. Contemporary Research Methods and Data Analytics in the News Industry
highlights the research behind the innovations and emerging practices being implemented within the journalism industry. This crucial, industry-shattering publication focuses
on key topics in social media and video streaming as a new form of media communication as well the application of big data and data analytics for collecting information and
drawing conclusions about the current and future state of print and digital news. Due to significant insight surrounding the latest applications and technologies affecting
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the news industry, this publication is a must-have resource for journalists, analysts, news media professionals, social media strategists, researchers, television news
producers, and upper-level students in journalism and media studies. This timely industry resource includes key topics on the changing scope of the news and publishing
industries including, but not limited to, big data, broadcast journalism, computational journalism, computer-mediated communication, data scraping, digital media, news
media, social media, text mining, and user experience.
The Cluetrain Manifesto Rick Levine 2000 Imprint. This up-to-the-minute book is a wake-up call to the corporate status quo, and presents a stunning tapestry of anecdotes,
object lessons, parodies, ware stories and suggestions, all aimed at illustrating what it will take to survive and prosper in the fast- forward world on the wire.
Factors Affecting Organizational Blog Content Timothy S. Penning 2010
Price Management Hermann Simon 2018-12-11 In this book, the world’s foremost experts on pricing integrate theoretical rigor and practical application to present a
comprehensive resource that covers all areas of the field. This volume brings together quantitative and qualitative approaches and highlights the most current innovations in
theory and practice. Going beyond the traditional constraints of “price theory” and “price policy,” the authors coined the term “price management” to represent a holistic
approach to pricing strategy and tactical implementation. They remind us that the Ancient Romans used one word, pretium, to mean both price and value. This is the
fundamental philosophy that drives successful price management where producer and customer meet. Featuring dozens of examples and case studies drawn from their extensive
research, consulting, and teaching around the world, Simon and Fassnacht cover all aspects of pricing following the price management process with its four phases: strategy,
analysis, decision, and implementation. Thereby, the authors take into account the nuances across industry sectors, including consumer goods, industrial products, services,
and trade/distribution. In particular, they address the implications of technological advancements, such as the Internet and new measurement and sensor technologies that
have led to a wealth of price management innovations, such as flat rates, freemium, pay-per-use, or pay-what-you-want. They also address the emergence of new price metrics,
Big Data applications, two-sided price systems, negative prices, and the sharing economy, as well as emerging payment systems such as bitcoin. The result is a “bible” for
leaders who recognize that price is not only a means to drive profit in the short term, but a tool to generate sustained growth in shareholder value over the longer term,
and a primer for researchers, instructors, and students alike. Praise for Price Management “This book is truly state of the art and the most comprehensive work in price
management.” - Prof. Philip Kotler, Kellogg School of Management, Northwestern University “This very important book builds an outstanding bridge between science and
practice.“ - Kasper Rorsted, CEO, Adidas “This book provides practical guidelines on value creation, communication and management, which is an imperative for businesses to
survive in the coming era of uncertainty.” - Dr. Chang-Gyu Hwang, Chairman and CEO, KT Corporation (Korea Telecom)
The Gameful World Steffen P. Walz 2015-01-16 What if every part of our everyday life was turned into a game? The implications of “gamification.” What if our whole life were
turned into a game? What sounds like the premise of a science fiction novel is today becoming reality as “gamification.” As more and more organizations, practices, products,
and services are infused with elements from games and play to make them more engaging, we are witnessing a veritable ludification of culture. Yet while some celebrate
gamification as a possible answer to mankind's toughest challenges and others condemn it as a marketing ruse, the question remains: what are the ramifications of this
“gameful world”? Can game design energize society and individuals, or will algorithmic incentive systems become our new robot overlords? In this book, more than fifty
luminaries from academia and industry examine the key challenges of gamification and the ludification of culture—including Ian Bogost, John M. Carroll, Bernie DeKoven, Bill
Gaver, Jane McGonigal, Frank Lantz, Jesse Schell, Kevin Slavin, McKenzie Wark, and Eric Zimmerman. They outline major disciplinary approaches, including rhetorics,
economics, psychology, and aesthetics; tackle issues like exploitation or privacy; and survey main application domains such as health, education, design, sustainability, or
social media.
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