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Making creative work: Networks that keep creative people creative
by Gates, Kristen Marie, Ed.D, University of Southern California, 2005, 112 Pages, 3219819

..that are associated the creativity? The subjects were 20 industrial design professionals having a...
-(AATT) assigned a creative index to each of the industrial designers. Finally; the study compared the...
..egocentric networks of four most creative industrial designers to the networks of four least..
.creative industrial designers. Data were analyzed using spreadsheet analysis to examine network size...

~.industrial designers surveyed were creative people. The Creative Index scores gathered using the..
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Cities, the information society and the creative industries: An analysis of the core media related

creative industries in Salvador, Bahia

by Ferreira, Fabio Almeida, Ph.D, The University of Texas at Austin, 2008, 200 Pages, 3344542

..In the late 90's the creative industries emerged as a new concept to aggregate industries whose..

..Tield of mediia studlies, the creative industries emerges as an attempt to understand a segmented and..
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..that are associated the creativity? The subjects were 20 industrial design professionals having a..
(AATT) assigned a creative index to each of the industrial designers. Finally, the study compared the...
..egocentric networks of four most creative industrial designers to the networks of four least..
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by Gates, Kristen Marie, Ed.D, University of Southern California, 2005, 3219819
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1. Making creative work: Networks that keep creative people creative

by Gates, Kristen Marie, Ed.D., University of Southern California, 2005, 112Pages, 3219819
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Analysis of the influence of shampoo brand's marketing mix strategies on brand association
Wu, Fei.Jinan University (People’s Republic of China), ProQuest Dissertations Publishing, 2009. 10419634.

..marketing mix elements on the establishment of brand association and propose...
..brand association. It provides the marketing mix elements of shampoo brand and...

EE/EAEN  #if-sorEE S (Digital Dissertation Consortium) A

The own-brand cars brand marketing strategy research
Cheng, Xiao Wen.Nankai University (People’s Republic of China), ProQuest Dissertations Publishing, 2010. 10373281.

..marketing of the domestic market. In this complex context, China's own brand of...
..China's own brand of car brand marketing strategy analysis, summed up in favor...
...0f the basic own-brand car marketing ideas, so as to achieve initiate innovative...
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Companies used to fully control the relationship between brands and their customers. Nowadays, the control of the relationship has
shifted to customers who have the power to influence each other using User Generated Content (UGC) and Electronic Word of Mouth
(eWOM). Therefore, incorporating customer relationship management via social media into existing brand marketing framewaork is of

strategic importance. By integrating social media marketing, Customer Relationship Management (CRM) and Social CRM, the first

objective of this study is to propose a strategic brand marketing model. The integration of these marketing fields could help E & ST
companies to systematically implement brand marketing campaign from various channels.
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Meanwhile, the relationship management based on social influence would also help companies to efficiently leverage the voice of
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Chen, Yizhuo.North Carolina State University, ProQuest Dissertations Publishing, 2015. 10586646.
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objective of this study is to propose a strategic brand marketing model. The integration of these marketing fields could help
companies to systematically implement brand marketing campaign from various channels.
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shifted to customers who have the power to influence each other using User Generated Content (UGC) and Electronic Word of Mouth
(eWOM). Therefore, incorporating customer relationship management via social media into existing brand marketing framework is of
strategic importance. By integrating social media marketing, Customer Relationship Management (CRM) and Social CRM, the first
objective of this study is to propose a strategic brand marketing model. The integration of these marketing fields could help
companies to systematically implement brand marketing campaign from various channels.

Meanwhile, the relationship management based on social influence would also help companies to efficiently leverage the voice of
consumers and promptly respond to the voice from consumers. Thus, beyond the conceptual scope, the second objective for this
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The Role of Social CRM 1n Brand Marketing: A Perspective of

Consumers eWOM

Chen, Yizhuo.North Carolina State University, ProQuest Dissertations Publishing, 2015. 10586646.
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Companies used to fully control the relationship between brands and their customers. Nowadays, the control of the relationship has
shifted to customers who have the power to influence each other using User Generated Content (UGC) and Electronic Word of Mouth
(eWOM). Therefore, incorporating customer relationship management via social media into existing brand marketing framework is of
strategic importance. By integrating social media marketing, Customer Relationship Management (CRM) and Social CRM, the first
objective of this study is to propose a strategic brand marketing model. The integration of these marketing fields could help
companies to systematically implement brand marketing campaign from various channels.

Meanwhile, the relationship management based on social influence would also help companies to efficiently leverage the voice of
consumers and promptly respond to the voice from consumers. Thus, beyond the conceptual scope, the second objective for this
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