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Volume I

Section 1
Fundamental Concepts and Theories

This section serves as a foundation for this exhaustive reference tool by addressing underlying principles essential
to the understanding of Marketing and Consumer Behavior. Chapters found within these pages provide an
excellent framework in which to position Marketing and Consumer Behavior within the field of information science
and technology. Insight regarding the critical incorporation of global measures into Marketing and Consumer
Behavior is addressed, while crucial stumbling blocks of this field are explored. With 18 chapters comprising this
foundational section, the reader can learn and choose from a compendium of expert research on the elemental
theories underscoring the Marketing and Consumer Behavior discipline.
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Section 2
Development and Design Methodologies

This section provides in-depth coverage of conceptual architecture frameworks to provide the reader with a
comprehensive understanding of the emerging developments within the field of Marketing and Consumer Behavior.
Research fundamentals imperative to the understanding of developmental processes within Marketing and
Consumer Behavior are offered. From broad examinations to specific discussions on methodology, the research
Jound within this section spans the discipline while offering detailed, specific discussions. From basic designs to
abstract development, these chapters serve to expand the reaches of development and design technologies within the
Marketing and Consumer Behavior community. This section includes 16 contributions from researchers throughout
the world on the topic of Marketing and Consumer Behavior.
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Section 3
Tools and Technologies

This section presents an extensive coverage of various tools and technologies available in the field of Marketing
and Consumer Behavior that practitioners and academicians alike can utilize to develop different techniques.
These chapters enlighten readers about fundamental research on the many tools facilitating the burgeoning field of
Marketing and Consumer Behavior. It is through these rigorously researched chapters that the reader is provided
with countless examples of the up-and-coming tools and technologies emerging from the field of Marketing and
Consumer Behavior. With 9 chapters, this section offers a broad treatment of some of the many tools and technologies
within the Marketing and Consumer Behavior field.
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Section 4
Utilization and Application

This section discusses a variety of applications and opportunities available that can be considered by practitioners
indeveloping viable and effective Marketing and Consumer Behavior programs and processes. This section includes
17 chapters that review topics from case studies in Turkey to best practices in India and ongoing research in the
United States. Further chapters discuss Marketing and Consumer Behavior in a variety of settings (healthcare,
television, green marketing, etc.). Contributions included in this section provide excellent coverage of today’s
IT community and how research into Marketing and Consumer Behavior is impacting the social fabric of our
present-day global village.

Chapter 44

Applying Social Marketing to Healthcare: Challenges and OppOItunities..........oervrveersrrrene erereene 957
Maria do Rosdrio Cabrita, Universidade Nova de Lisboa, Portugal
Miriam Cabrita, Universidade Nova de Lisboa, Portugal

Chapter 45

The Use of Humor in Award-Winning TV Commercials in Turkey........ccocvcvnininnecniinnneinnenn 972
Erdem Tatli, Istanbul Commerce University, Turkey
Urun Anil Ozdemir, Istanbul Culture University, Turkey

Chapter 46

A Study of Green Marketing Practices in Indian Compames ............................................................. 991
Bhimrao Ghodeswar, National Institute of Industrial Engineering, India
Prashant Kumar, National Institute of Industrial Engineering, India



Chapter 47 )

Unveiling Culturally Diverse Markets: A Typology of Youth in Flanders, Belgium........................
Joyce Koeman, University of Leuven, Belgium

Chapter 48

Anatomy of Green Marketing .........cceveveiviueiiiiienteeeciee et s s nenes
Elif Yolbulan Okan, Yeditepe University, Turkey
Neva Yalman, Yeditepe University, Turkey

Chapter 49
Advertisements on the Internet: Ethics, Involvement, and Product Type.........ccococvnnieninniincincrinns
Mehdi Behboudi, School of Management and Accountancy, Islamic Azad University, Iran
Hamideh Mokhtari Hasanabad, Management and Productivity Research Center, Islamic
Azad University, Iran

Chapter 50
Competitive Advantage in Market Space: Implications of Relationship Marketing ..........c.ccocoenene
S. M. Riad Shams, Central Queensland University, Australia

Chapter 51

Brand Positioning through Print AQVEItiSING .......ccorveerrerirerirerererrresrsmveninnsessesreieseesseessnersssoresessessee
JuanJuan Xu, Hohai University, China
Yeqing Bao, University of Alabama ~ Huntsville, USA
Timothy D. Landry, University of Alabama — Huntsville, USA

Chapter 52 .

Developing a Grassroots Cross-Cultural Partnership to Enhance Student Experiences..........cccu.u..
Iryna Pentina, University of Toledo, USA
Veronique Guilloux, UPEC IRG & EM Strasbourg (EA1347), France

Volume 111

Chapter 53
Shopping in Cyberspace: Adolescent Technology Acceptance Attitude with Decision-Making

Han-Jen Niu, Tamkang University, Taiwan ROC

Chapter 54
Social Media Marketing in the Scandinavian Industrial Markets ........cccceccvvrerveinenreecrennreenveniveesnnens
Jari Salo, Oulu Business School, University of Oulu, Finland
Tuula Lehtimdki, Oulu Business School, University of Oulu, Finland
Henri Simula, School of Science, Aalto University, Finland
Matti Mantymdki, Turku School of Economics, University of Turku, Finland



Chapter 55
Customer Relationship Management (CRM) Practices by Small Businesses in Developing
Economies: A Case Study of Egypt......cccevevevrerreveenene. SOOI 1153
Hatem El-Gohary, Birmingham City Business School, Birmingham City University, UK &
Cairo University Business School, Cairo University, Egypt
David J. Edwards, Birmingham City Business School, Birmingham City University, UK
Juanling Huang, Birmingham City Business School, Birmingham City University, UK

Chapter 56
Application of TOPSIS for Solving Optimal Brand Communication Effect on the Portal .............. 1173
Yueh-Hua Lee, Tamkang University, Taiwan
Feng-Yi Wu, Tamkang University, Taiwan
Chung-Chu Chuang, Tamkang University, Taiwan
Chapter 57
Impact Evaluation of Customer Knowledge Process on Customer Knowledge Acquisition: A
Quantitative Study in Jordanian Banking S€CtOr .......c..covvvininniiniiiiininsseee e 1186
Samer Alhawari, World Islamic Sciences and Education University, Jordan

Chapter 58
The Identity Salience and Emotional Attachment Strategies in Alumni-University
Relationships............. eteerseesstesseessessteesaeeieesiteeseeeteeateetteeaterateate e et e e eate e et s et et e st e s e vt e aeerbeeseneans 1198
Junhong Min, Michigan Technological UniversityUSA
Madhave N. Segal, Southern lllinois University, USA
M. Deniz Dalman, Dogruluk International Transportation Co., Turkey & Ozdogruluk
Custom Clearance Co., Turkey

Chapter 59
The Kosovo Agriculture Market and the Marketing Concept........c.coneininninininninnenenenenn 1216
Mustafa Pllana, University of Prishtina, Kosovo
lliriana Miftari, University of Prishtina, Kosovo
Njazi Bytyqi, University of Prishtina, Kosovo
Sali Aliu, University of Prishtina, Kosovo
Jehona Shkodra, University of Prishtina, Kosovo

Chapter 60 . A
Application of CRM 2.0 in Spanish Public Administration: Identifying Practical Results.............. 1228
" Daniel Pérez-Gonzdlez, University of Cantabria, Spain
Pedro Solana-Gonzdlez, University of Cantabria, Spain
Pedro Soto-Acosta, University of Murcia, Spain
Simona Popa, University of Murcia, Spain
Sara Trigueros-Preciado, University of Cantabria, Spain



Section 5
Organizational and Social Implications

This section includes a wide range of research pertaining to the social and behavioral impact of Marketing and
Consumer Behavior around the world. Chapters introducing this section critically analyze and discuss trends in
Marketing and Consumer Behavior, such as viral advertising, CRM and customer satisfaction, and SMS advertising.
Additional chapters included in this section look at behavioral branding and CKM. Also investigating a concern
within the field of Marketing and Consumer Behavior is research which discusses the effect of user behavior on
Marketing and Consumer Behavior. With 16 chapters, the discussions presented in this section offer research into
the integration of global Marketing and Consumer Behavior as well as implementation of ethical and workflow
considerations for all organizations.
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Section 6
Managerial Impact

This section presents contemporary coverage of the social implications of Marketing and Consumer Behavior,
more specifically related to the corporate and managerial utilization of information sharing technologies and
applications, and how these technologies can be extrapolated to be used in Marketing and Consumer Behavior.
Core tools and concepts such as leadership marketing, competitive advantage, mobile applications, consumers’
social media participation, and legal issues are discussed. Equally as crucial, chapters within this section discuss
how leaders can utilize Marketing and Consumer Behavior applications to get the best outcomes from their
governors and their citizens.
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Section 7
Critical Issues

This section contains 12 chapters, giving a wide variety of perspectives on Marketing and Consumer Behavior
and its implications. Such perspectives include marketing education, the rise of consumerism, ethics, and several
more. The section also discusses the psychology of consumerism, diversity, and much more. Within the chapters,
the reader is presented with an in-depth analysis of the most current and relevant issues within this growing field
of study. Crucial questions are addressed and alternatives offered.
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