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In recent years there has been a flowering of work on economic
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methodology. However there is no longer any consensus about which
direction this should take or, indeed, even what the role and content of
economic methodology should be. This book reflects this diversity. Its
contributors are responsible for the major developments in this field
and together they give an account of all the major positions which
currently prevail in economic methodology. These include attempts to
rehabilitate the 'falsification' of Kuhn, Lakatos and Popper, sociology of
knowledge approaches, different forms of reali
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By identifying some of the distinctive communication practices in
Chinese culture, and interpreting the dynamics, the authors offer a
realistic and clear illustration of the specific characteristics of Chinese
communication.
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manipulation to authenticity -- Search for truths to drive constituency
mapping -- Humanize your brand -- Move beyond storytelling to
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Engage on a deeper level by disrupting the typical business
development script Authentic Marketing offers a forward-thinking
approach to achieving an entirely new level of engagement with today’s
purpose-driven and skeptical audiences. The heart of this process
involves finding the soul of your organization. When moral purpose
becomes central to your organization, it can deliver benefits to both the
bottom line and mankind: a profit meets purpose proposition. This
path requires a reinvention of today’s dated business model, abolishing
the inefficient, siloed approach of developing a business strategy first
and then later creating separate strategies for marketing, HR,
manufacturing, R&D, etc. The new integrated model fuses a tight
integration of business, technology innovation and engagement
strategies, all of which are bound together by a company’s moral
purpose. When moral purpose is central to an organization’s core,
everything branches out from a place of authenticity. Rather than a
siloed CSR effort, you develop employee and customer relationships
based on real—not curated—connections with a brand’s moral mission.
You build true engagement, trust and evangelism. And, along the way,
your customers will actually help to co-create your brand. This book
shows you how to transform your business by putting moral purpose to
work for your stakeholders and the planet. Embrace a new model that
integrates business, technology innovation, and engagement strategies
with moral purpose as the glue that binds them together Learn the key
steps to find your moral purpose Discover how to engage audiences
with a transparent, authentic marketing approach that forges powerful
connections and builds trust. With a world of options at their fingertips,
today’s purpose-driven customers want a brand they can identify with
and trust. Authentic Marketing shows you how to make your brand
more human, more likeable, more genuine and guides you on how to
connect with audiences on a moral level. This process will build a new
level of engagement that will benefit both your long-term value and the
world.


