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e Osterwalder, A., & Pigneur, Y. (Y+) ). Business model generation: a handbook for
visionaries, game changers, and challengers. John Wiley & Sons.

o Osterwalder, A., Pigneur, Y., Bernarda, G., & Smith, A. (Y+)®). Value proposition
design. Campus Verlag.

e Bjorn von Rimscha (Y+)7), Business Models of Media Industries: Describing and
Promoting Commodification, book chapter in "managing media {irm and industry.

e Gustavo Cardoso and Jose” Moreno (Y1), Technology Management and Business
Models. book chapter in "managing media firm and industry,
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e Luttrell, R. M., & Capizzo, L. W. (Y*)%). Public Relations Campaigns: An Integrated
Approach. SAGE Publications.

e Alison, T. (Y+ + £). The public relations handbook. Y™ Edition, NY: Routledge.
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Tuten, T. L., & Solomon, M. R. (Y+VY). Social media marketing. Sage.

Wyrwoll, C. (Y+) {). Social media: Fundamentals, models, and ranking of user-

Dodson, 1. (Y* ). The Art of Digital Marketing: The Definitive Guide to Creating
Strategic, Targeted, and Measurable Online Campa gns. John Wiley & Sons.

Rowles, D. (Y V). Digital branding: a complete step-by-step guide to strategy,
tactics and measurement. Ynd Edition, Kogan Page Publishers.

Ryan, D. (Y1), Understanding digital marketing: arketing strategies for
engaging the digital generation. Kogan Page Publishers.

Hekmass, C., & Burbary, K. Y+ V. Digital marketing analytics: making sense of
consumer data in a digital world. Que Publishing PTG

Kaufman, 1., & Horton, C. (Y+)£). Digital marketing: Integrating strategy and
tactics with values, a guidebook for executives, managers, and students.
Routledge.
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Hennig-Thurau, T. Houston, M. B. (Y*YA), Entertainment Science: Data Analytics
and Practical Theory for Movies, Games, Books, and Music, Springer

Sigismondi, Paolo (Y+) ') The Economics of Information, Communication, and
Entertainment: The Impacts of Digital Technology in the ¥)st Century, Springer

Lugmaye. A. etal (Y+)7), Information Systems and Management in Media and
Entertainment Industries, Springer

Roberts, James P. (Y+))) Producers' Decision Making During Product Development
in the Entertainment Industry: Addressing the Cognitive Gap, International Journal on
Media Management, Y¥:£, YVY.-¥Yde,

Shrum (Y« + %), The Psychology of Entertainment Media, Lawrence Erlbaum
Associates

Grainge, Paul (Y «A) Brand Hollywood: Selling entertainment in a global media age.
Routledge

Kuper, Simon and Szymanski, Stefan (Y +YA), Succernomics, Nation books

Szymanski. Stefan (Y+'2), Money and Soccer, Nation book
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e Fromme, I, & Unger, A. (Eds.). (Y+Y). Computer games and new media cultures: A
handbook of digital games studies. Springer Science & Business Media.
o Tettegah, S., & Huang, W. D. (Y+)®). Emotions, technology, and digital games.

Academic Press.

o  Fung. A. (Ed.). (Y*'V). Global Game Industries and Cultural Policy. Palgrave.
e Rutter, J.. & Bryce, J. (Eds.). (Y* * V). Understanding digital games. Sage.

o Kerr, A. (V1)
Sage.

The business and culture of digital games: Gamework and gameplay.

e Flanagan, M., & Nissenbaum, H. (Y £). Values at play in digital games. MIT Press.
e Iran’s Game Industry: Essential Facts and Key Players (Y+17), By: Iran Computer
and Video Games Foundation

b S PP e ol O s Flos S OB 5 gl SE L 5 S J e sl

Joo Ol SLLS Ol = dls 5 DU ke Sl

oy



