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Agriculture is the oldest and most traditional of economic sectors, and
its business has seen major leaps in innovation over the past century.
Contemporary agribusiness is being influenced and reshaped by
technological developments, geopolitical developments, and
globalisation, as well as transport and logistics innovations, changes in
consumer behaviour. Reflecting on these changes and providing a deep
dive into this sector, this two-volume work defines, refines, analyses,
and prescribes the evolution of agribusiness in the present and future.
Taken together, the books offer a comprehensive conceptualisation of
the multifactorial macro, micro and organisational elements of
agribusiness, including strategic, managerial, marketing, technological
and geo-socio-political forces. Volume II focuses on the wider, macro-
environmental forces acting upon agribusinesses, exploring the
contextual evolutions that impact the sector, and the means, practices
and avenues for its development. It includes topics such as digital
technologies adoption, supply chain sustainability, big data analytics,
women’s agricultural entrepreneurship, and simulation model decision
making. Antonino Galati is Associate Professor in Agricultural
Economics and Valuation in the Department of Agricultural, Food and
Forest Sciences, University of Palermo, Italy. Mariantonietta Fiore is
Professor in Agricultural Economics and Valuation in the Department of
Economics, University of Foggia, Italy. Alkis Thrassou is Professor and
Director of Gnosis Mediterranean Institute for Management Science at
the University of Nicosia, Cyprus. Demetris Vrontis is Professor in the
Department of Management, School of Business, University of Nicosia,
Nicosia, Cyprus and in the Department of Management Studies, Adnan
Kassar School of Business, Lebanese American University, Beirut,
Lebanon. He is Vice Rector for Faculty and Research at the University of
Nicosia in Cyprus, as well the Editor-in-Chief of the EuroMed Journal of
Business (EMJB) and the President of the EuroMed Research Business
Institute (EMRBI).
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The Handbook of Organic and Fair Trade Food Marketing provides a
practical guide to successful marketing in these two dynamic sectors,
underpinned by case-histories and lessons from companies that have
been successful in these areas, including Green & Black's, Yeo Valley
and Duchy Originals. It includes a review of the international markets
for organic and fair trade food and drink; an analysis of organic and fair
trade consumers; a review of successful retailing practice and a section
on organic and fair trade divergence and convergence. Chapters are
also included on perspectives from the USA


