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From Routledge : The Routledge Companion to the Future of Marketing (Routledge Companionsin Business,
Management and Accounting) before purchasing it in order to gage whether or not it would be worth my time, and
all praised The Routledge Companion to the Future of Marketing (Routledge Companions in Business, Management
and Accounting):

Marketing has changed substantially in the last few years. With more and more research conducted in marketing and
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consumer behaviour fields, and technological advancesnbsp;andnbsp;applications occurring on aregular basis, the
future of marketing opens up aworld of exciting opportunities. Going beyond a state-of-the-art view of the discipline,
thisinnovative volume focuses on the advances being made in many different areas such as; critical thinking, new
paradigms, novel conceptualisations, as well asnbsp;key technol ogical nbsp;innovations with a direct impact on the
theory and practice of marketing. Each chapter presents an expert overview, and an analytical and engaging discussion
of the topic, as well as introducing a specific research agenda paving the way for the future. The Routledge
Companion to the Future of Marketing provides the reader with a comprehensive set of visionary insightsinto the
future of marketing. This prestigious collection aims to challenge the mindset of nbsp;

marketingnbsp; schol ars,nbsp;transformingnbsp;current thinking into new perspectives and advances in marketing
knowledge. nbsp; Foreword Wayne S. DeSarbo, Smeal College of Business, Pennsylvania State Univerity, USA "The
Future of Marketing" presents 22 different chapters written by some of the top scholarsin the field of Marketing.
These 22 chapters are organized into four topical areas: (1) New paradigms and philosophical insights (Chapters 1-5),
(2) Contributions from other scientific fields (Chapters 6-9), (3) Reconnecting with consumers and markets (Chapters
10-17), and (4) New methodological insightsin scholarly research in the field (Chapters 18-22). Thus, there are a
number of diverse areas treated here ranging from futuristic managerial philosophiesto state of the art qualitative and
guantitative methodol ogies applicabl e to the various types of Marketing problemsto be faced in the future. There are a
number of implicit guidelines (and future research areas and needs) that can be gleaned for (quantitative) modelersin
terms of the issues and considerations that their constructed models should explicitly accommodate in future empirical
endeavors. Heterogeneity When modeling consumer perceptions, preferences, utility structures, choices, etc., itis
important to avoid potential masking issues that aggregate models are subject to in many cases. In the simple case,
consider aregression scenario where there are two equal sized segments whose utility functions (as a function of price)
are opposite reflections of each other. Aggregating the sample in one large analysis yields a non-significant price
elasticity coefficient, whereas estimating separate utility functions by segment displays the true structure in the data.
While latent structure and hierarchical Bayesian methods have been devel oped for disaggregate analyses, a number of
methodological issues exist with such existent approaches that provide fertile ground for future research. Competition
Many quantitative models are estimated at a brand level and reflect only the efforts of that sole brand. For example, in
many customer satisfaction studies, attention is often paid to the consumers of a particular client brand or servicein an
effort to portray their performance and derive the important drivers of satisfaction. Financial optimization models are
then often constructed to examine where a company should invest its resources to best improve sales, retention, word
of mouth, loyalty, etc. These studies need to occur in afully competitive setting where one derives afull picture of the
competitive market place. Managers need to know the relative importance of the drivers of satisfaction for their
brand/service as well asfor their competitors. In addition, knowledge of the relative performance of their brand
relative to competitorsis necessary information for strategy formation. Ideally, one would hope to see modeling efforts
which also examine cross effects in terms of how Brand Arsquo;s policy affects other brands....

Every discipline needs to be reexamined in its fundamental s, given the huge impact of 21st century globalization and
technology on our global market, economy and society. Those of usin marketing are in the midst of a changing
marketing paradigm, moving us from a concern with growth, to a concern with conservation and social justice. | hope
that all marketers taste this rich souffle of new ideas and add their own contributions. Philip Kotler, Kellogg School of
Management, Northwestern University, USA This volume provides a futurist perspective to emerging topicsin
marketing, written by leading marketing scholars, including views on biomarketing, social media and digital
connectivity, agent-based modeling and other new methodol ogies ndash; even new ways of looking at marketing
itself. Anthony Di Benedetto, Temple University, USA This books is a unique collection of the opinions on the future
of marketingnbsp;from some of the very best marketing researchersin the world! Bernd Skiera, University of
Frankfurt, GermanyAbout the AuthorLuiz Moutinho is Foundation Chair of Marketing at thenbsp;University of
Glasgow Business School, UK Enrique Bigneacute; is Professor of Marketing at thenbsp;University of Valencia,
Spain Ajay K. Manrai is Professor of Marketing at thenbsp;Alfred Lerner School of Business, University of Delaware,
USA



