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Today's shoppers go online to research locations, compare prices or
read reviews before they go to a store, and as soon as they are back
home, they post details about their shopping experience on Facebook
or other social media platforms. Online agencies rave about viral
campaigns, guerrilla marketing and 360° communication. IT specialists
are peddling one-to-one marketing tools and integrated customer data
warehousing solutions. Should retailers care about any of this? The
authors of this book firmly believe that they should - but in an
environment of accelerating change, even veterans of th


