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Powerful product, country, and functional silos are jeopardizing companies' marketing efforts. Because ofsilos, firms misallocate
resources, send inconsistent messages to the marketplace, and fail to leverage scale economies and successes - all of which can
threaten a company's survival. As David Aaker shows inSpanning Silos, the unfettered decentralization that produces silos is no
longer feasible in today's marketplace. It's up to chief marketing officers to break down silo walls to foster cooperation and
synergy. This isn't easy: silo teams guard their autonomy vigorously. As proof of their power, consider the fact that the average
CMO tenure is just twenty-three months. In this age of dynamic markets, new media, and globalization, getting the different parts
of your organization to collaborate is more critical - and more difficult - than ever. This book gives you the road map you need to
accomplish that feat.
Management fads come and go in the blink of an eye, but branding is here to stay. Closely watched by the stock market and
obsessed over by the biggest companies, brand identity is the one indisputable source of sustainable competitive advantage, the
vital key to customer loyalty. David Aaker is widely recognised as the leading expert in this burgeoning field. Now he prepares
managers for the next wave of the brand revolution. With coauthor Erich Joachimsthaler, Aaker takes brand management to the
next level - strategic brand leadership. Required reading for every marketing manager is the authors' conceptualisation of 'brand
architecture' - how multiple brands relate to each other - and their insights on the hot new area of Internet branding. Full of
impeccable, intelligent guidance, BRAND LEADERSHIP is the visionary key to business success in the future.
Did you know Brands Are Assets? Do you know how to create a Brand Vision? Is it possible to bring a Brand to Life? This is the
definitive book that answers these questions and more... Aaker on Branding presents in a compact form, the twenty essential
principles of branding that will lead to the creation of strong brands. These principles provide a broad understanding of brands,
brand strategy, brand portfolios, and brand building that all business, marketing, and brand strategists should know.
By the time we die, we will have spent an estimated one and a half years just watching TV commercials. Advertising is an
established and ever-present force and yet, as we move into the new century, just how it works continues to be something of a
mystery. In this 3rd international edition of Advertising and the Mind of the Consumer, renowned market researcher and
psychologist Max Sutherland reveals the secrets of successful campaigns over a wide range of media, including the web and new
media. Using many well-known international ads as examples, this book takes us into the mind of the consumer to explain how
advertising messages work - or misfire - and why. Advertising and the Mind of the Consumer is not just a 'how to' book of tricks for
advertisers, it is a book for everyone who wants to know how advertising works and why it influences us-for people in business
with products and services to sell, for advertising agents, marketers, as well as for students of advertising and consumer
behaviour. 'Essential reading for all practitioners and everyone interested in how advertising works .' - John Zeigler, DDB
Worldwide. 'Finally, a book that evades the 'magic' of advertising and pins down the psychological factors that make an ad
succesful or not. It will change the way you advertise and see ads.' - Ignacio Oreamuno, President, ihaveanidea.org '. reveals the
secrets of effective advertising gleamed from years of sophisticated advertising research. It should be on every manager's
bookshelf.' - Lawrence Ang, Senior Lecturer in Management, Macquarie Graduate School of Management 'Breakthrough thinking.
I have been consulting in the advertising business and have taught graduate level advertising courses for over 20 years. I have
never found a book that brought so much insight to the advertising issues associated with effective selling.' - Professor Larry
Chiagouris, Pace University 'Puts the psyche of advertising on the analyst's couch to reveal the sometimes surprising mind of
commercial persuasion.' - Jim Spaeth, Former President, Advertising Research Foundation
In a step-by-step process, Howard demonstrates how five key ingredients on every creative brief work together to produce the
single-minded proposition (SMP), the singular message that explains your brand's promise. Then he introduces you to two thought
leaders who offer alternative ideas on where the creative brief can go.
"Threats to brand relevance are always lurking around the corner. Your brand is virtually never immune from the risk of fading
instead of being energized or being damaged instead of strengthened."—David Aaker From branding guru David Aaker comes
Three Threats to Brand Relevance, a provocative new offering in the Jossey-Bass Short Format series. In Three Threats Aaker
reveals that the key to an organization's sustained growth is to learn what it takes to bring "big" innovation to market and create
barriers to competitors. Aaker also shows how well-established companies can avoid becoming irrelevant in the face of the
continuing parade of marketing dynamics led by others. Building on his full-length book Brand Relevance, Aaker offers a guide for
confronting the three threats if they emerge and shows how to put in place the strategies that will keep the threats at bay. Threat
#1: A decline in category or subcategory relevance. Customers simply no longer want to buy what you are making, despite the fact
you are offering a quality product and some customers love it. Threat #2: The loss of energy relevance. Without energy the brand
simply does not come to mind as other more visible brands and a decline in energy can create a perception that it is locked in the
past, suitable for an older generation. Threat #3: The emergence of a "reason-not-to-buy." The brand may have a perceived
quality problem or be associated with a firm policy that is not acceptable. Whether your brand is just breaking into the marketplace
or has a long held place in the hearts of its consumers, any forward-thinking company can implement Aaker's proven methods and
strategies as part of their organization's ongoing review of brand strategy with the help of this succinct and to-the-point resource.
About the Jossey-Bass Short Format Series Written by thought leaders and experts in their fields, pieces in the Jossey-Bass Short
Format Series provide busy, on-the-go professionals, managers and leaders around the world with must-have, just-in-time
information in a concise and actionable format.
Marketers now have the opportunity to invest in more data research and take advantage of social networking. The new 12th
edition of "Marketing Research" shows marketers how to utilize these techniques to compliment traditional methods. The book
focuses on international market research and incorporates new case studies to present the latest information in the field.
Marketers will also be able to access the books Web site for a list of readings, links to other key sites, sample datasets for
analysis, and practice questions after each chapter.
In this long-awaited book from the world’s premier brand expert and author of the seminal work Building Strong Brands, David
Aaker shows managers how to construct a brand portfolio strategy that will support a company’s business strategy and create
relevance, differentiation, energy, leverage, and clarity. Building on case studies of world-class brands such as Dell, Disney,
Microsoft, Sony, Dove, Intel, CitiGroup, and PowerBar, Aaker demonstrates how powerful, cohesive brand strategies have
enabled managers to revitalize brands, support business growth, and create discipline in confused, bloated portfolios of master
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brands, subbrands, endorser brands, cobrands, and brand extensions. Renowned brand guru Aaker demonstrates that assuring
that each brand in the portfolio has a clear role and actively reinforces and supports the other portfolio brands will profoundly affect
the firm’s profitability. Brand Portfolio Strategy is required reading not only for brand managers but for all managers with bottomline responsibility to their shareholders.
In Building the Brand-Driven Business, authors Scott M. Davis and Michael Dunn-- two of the nation's foremost experts on brands-- map out
a strategy that can help an entire organization manage and live (not just think about) its brand. They show how to develop brand-building
programs that are the most cost efficient, effective, and credible. And just as vital, they reveal how to create a brand-driven culture within an
organization so that building the brand becomes everyone's job.
We are now living in a world with over one hundred brands of bottled water. The United States alone is home to over 45,000 shopping malls.
And there are more than 19 million customized beverage choices a barista can whip up at your local Starbucks. Whether it’s good or bad, the
real question is why we behave this way in the first place. Why do we telegraph our affiliations or our beliefs with symbols, signs, and codes?
Brand Thinking and Other Noble Pursuits contains twenty interviews with the world’s leading designers and thinkers in branding. The
interviews contain spirited views on how and why humans have branded the world around us, and the ideas, inventions, and insight inherent
in the search.
It’s an exciting time to be in marketing, with an array of equalizing platforms from the Internet to social media to content marketing, that have
reset the playing field for businesses large and small. Yet, it's also a challenging time, with much work to do and an ever-changing array of
platforms, features, and networks to master--all on tighter budgets than ever before. Don’t get discouraged, get scrappy!Weaving hacks, tips,
idea starters, and more, chief brand strategist Nick Westergaard has provided in Get Scrappy a plan of attack for businesses of any size to:•
Demystify digital marketing in a way that makes sense for your business• Do more with less• Build a strong brand with something to say•
Create relevant and engaging content for your social media platforms• Spark dialogue with your community of customers• Measure what
matters• And moreThe result will be a reliable, repeatable system for building your brand, creating engaging content, and growing your
community of customers. Don’t wait for marketing to reinvent itself. Instead, proactively reinvent your company’s marketing to maximize its
reach!
As industries turn increasingly hostile, it is clear that strong brand-building skills are needed to survive and prosper. In David Aaker's
pathbreaking book, MANAGING BRAND EQUITY, managers discovered the value of a brand as a strategic asset and a company's primary
source of competitive advantage. Now, in this compelling new work, Aaker uses real brand-building cases from Saturn, General Electric,
Kodak, Healthy Choice, McDonald's, and others to demonstrate how strong brands have been created and managed. A common pitfall of
brand strategists is to focus on brand attributes. Aaker shows how to break out of the box by considering emotional and self-expressive
benefits and by introducing the brand-as-person, brand-as-organisation, and brand-as-symbol perspectives. A second pitfall is to ignore the
fact that individual brands are part of a larger system consisting of many intertwined and overlapping brands and subbrands. Aaker shows
how to manage the "brand system" to achieve clarity and synergy, to adapt to a changing environment, and to leverage brand assets into
new markets and products. As executives in a wide range of industries seek to prevent their products and services from becoming
commodities, they are recommitting themselves to brands as a foundation of business strategy. This new work will be essential reading for
the battle-ready.
Build a successful SOCIAL BUSINESS by empowering the SOCIAL EMPLOYEE Includes success stories from IBM, AT&T, Dell, Cisco,
Southwest Airlines, Adobe, Domo, and Acxiom "Great brands have always started on the inside, but why are companies taking so long to
leverage the great opportunities offered by internal social media? . . . The Social Employee lifts the lid on this potential and provides guidance
for businesses everywhere." -- JEZ FRAMPTON, Global Chairman and CEO, Interbrand "Get a copy of this book for your whole team and get
ready for a surge in measurable social media results!" -- MARI SMITH, author, The New Relationship Marketing, and coauthor, Facebook
Marketing "Practical and insightful, The Social Employee is sure to improve your brand-building efforts." -- KEVIN LANE KELLER, E.B.
Osborn Professor of Marketing, Tuck School of Business at Dartmouth College, and author, Strategic Brand Management "This book will
change how you view the workplace and modern connectivity, and inform your view of how social employees are changing how we work and
create value in today's networked economy." -- DAVID ARMANO, Managing Director, Edelman Digital Chicago, and contributor to Harvard
Business Review "The Social Employee makes the compelling argument that most organizations are sadly missing a key opportunity to
create a social brand, as well as to build a strong company culture." -- ANN HANDLEY, Chief Content Officer, MarketingProfs.com, and
coauthor, Content Rules
Aaker on Branding20 Principles That Drive SuccessMorgan James Publishing
A fundamental paradigm shift has occurred in marketing and branding. Today the most successful CEOs, executives, entrepreneurs and
enterprises set their sites on developing a long-term platform instead of a short-term strategy that supports and builds buzz for their personal
or business brand. That’s really the key to the new business mindset — the recognition that branding and marketing are an ongoing, steady
stream of small efforts, not a series of gigantic pushes. Social media, blogging and other business development activities — both online and
off — are about the persistent, ongoing process of building a platform, creating credibility and increasing the number of people that you funnel
into your potential client and network pipeline. Converting those people into clients or fans may take a month, a year or two years, but the
new mindset leads you to strategies that will keep that pipeline full. In short, you need to start a bunch of small fires to keep your brand
burning hot. How can today’s CEOs, executives and entrepreneurs keep these fires going and powerfully get their messages across,
motivate others to action and be authentic — all while simultaneously shepherding initiatives from creation to implementation in high-demand
markets? CEO, executive and team branding are key factors that enable effective leaders to achieve peak performance, gain greater
influence in their industries and generate increased engagement within their companies. By creating a brand (business or personal) by design
instead of default, leaders and companies bring their brand promise into every interaction across the board. A personal, team or business
brand is not just a single statement or a clever quip but a multilayered, congruent narrative told across multiple channels — online and off —
within the organization and to the business community at large. The power is in knowing how to tell the story. The book will introduce CEOs
and executives in Fortune 500 companies and entrepreneurs in SMBs to the SMG Brand Mapping Process©, a process that will guide them
in creating personal, team and business brands that work in harmony and parallel with each other.
Turn team members into innovators Most organizations approach innovation as if it were a sideline activity. Every so often employees are
sent to “Brainstorm Island”: an off-site replete with trendy lectures, creative workshops, and overenthusiastic facilitators. But once they
return, it’s back to business as usual. Innovation experts Paddy Miller and Thomas Wedell-Wedellsborg suggest a better approach. They
recommend that leaders at all levels become “innovation architects,” creating an ecosystem in which people engage in key innovation
behaviors as part of their daily work. In short, this book is about getting to a state of “innovation as usual,” where regular employees—in jobs
like finance, marketing, sales, or operations—make innovation happen in a way that’s both systemic and sustainable. Instead of organizing
brainstorming sessions, idea jams, and off-sites that rarely result in success, leaders should guide their people in what the authors call the “5
+ 1 keystone behaviors” of innovation: focus, connect, tweak, select, stealthstorm, (and the + 1) persist: • Focus beats freedom: Direct
people to look only for ideas that matter to the business • Insight comes from the outside: Urge people to connect to new worlds • First ideas
are flawed: Challenge people to tweak and reframe their initial ideas • Most ideas are bad ideas: Guide people to select the best ideas and
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discard the rest • Stealthstorming rules: Help people navigate the politics of innovation • Creativity is a choice: Motivate everyone to persist in
the five keystone behaviors Using examples from a wide range of companies such as Pfizer, Index Ventures, Lonza, Go Travel, Prehype,
DSM, and others, Innovation as Usual lights the way toward embedding creativity in the DNA of the workplace. So cancel that off-site.
Instead, read Innovation as Usual—and put innovation at the core of your business.
THE BRAND GAP is the first book to present a unified theory of brand-building. Whereas most books on branding are weighted toward either
a strategic or creative approach, this book shows how both ways of thinking can unite to produce a “charismatic brand”—a brand that
customers feel is essential to their lives. In an entertaining two-hour read you’ll learn: • the new definition of brand • the five essential
disciplines of brand-building • how branding is changing the dynamics of competition • the three most powerful questions to ask about any
brand • why collaboration is the key to brand-building • how design determines a customer’s experience • how to test brand concepts
quickly and cheaply • the importance of managing brands from the inside • 220-word brand glossary From the back cover: Not since
McLuhan’s THE MEDIUM IS THE MESSAGE has a book compressed so many ideas into so few pages. Using the visual language of the
boardroom, Neumeier presents the first unified theory of branding—a set of five disciplines to help companies bridge the gap between brand
strategy and customer experience. Those with a grasp of branding will be inspired by the new perspectives they find here, and those who
would like to understand it better will suddenly “get it.” This deceptively simple book offers everyone in the company access to “the most
powerful business tool since the spreadsheet.”
World-class branding for the interconnected modern marketplace Kellogg on Branding in a Hyper-Connected World offers authoritative
guidance on building new brands, revitalizing existing brands, and managing brand portfolios in the rapidly-evolving modern marketplace.
Integrating academic theories with practical experience, this book covers fundamental branding concepts, strategies, and effective
implementation techniques as applied to today’s consumer, today’s competition, and the wealth of media at your disposal. In-depth
discussion highlights the field’s ever-increasing connectivity, with practical guidance on brand design and storytelling, social media
marketing, branding in the service sector, monitoring brand health, and more. Authored by faculty at the world’s most respected school of
management and marketing, this invaluable resourceincludes expert contributions on the financial value of brands, internal branding, building
global brands, and other critical topics that play a central role in real-world branding and marketing scenarios. Creating a brand—and steering
it in the right direction—is a multi-layered process involving extensive research and inter-departmental cooperation. From finding the right
brand name and developing a cohesive storyline to designing effective advertising, expanding reach, maintaining momentum, and beyond,
Kellogg on Branding in a Hyper-Connected World arms you with the knowledge and skills to: Apply cutting-edge techniques for brand design,
brand positioning, market-specific branding, and more Adopt successful strategies from development to launch to leveraging Build branddriven organizations and reinforce brand culture both internally and throughout the global marketplace Increase brand value and use brand
positioning to build a mega-brand In today’s challenging and complex marketplace, effective branding has become a central component of
success. Kellogg on Branding in a Hyper-Connected World is a dynamic, authoritative resource for practitioners looking to solve branding
dilemmas and seize great opportunities.
The tenth annual Advertising and Consumer Psychology Conference held in San Francisco focused on branding -- a subject generating
intense interest both in academia and in the "real world." The principle theory behind these conferences is that much can be gained by joining
advertising and marketing professionals with academic researchers in advertising. Professionals can gain insight into the new theories,
measurement tools and empirical findings that are emerging, while academics are stimulated by the insights and experience that
professionals describe and the research questions that they pose. This book consists of papers delivered by experts from academia and
industry discussing issues regarding the role of advertising in the establishment and maintenance of brand equity -- making this volume of
interest to advertising and marketing specialists, as well as consumer and social psychologists.
Branding guru Aaker shows how to eliminate the competition and become the lead brand in your market This ground-breaking book defines
the concept of brand relevance using dozens of case studies-Prius, Whole Foods, Westin, iPad and more-and explains how brand relevance
drives market dynamics, which generates opportunities for your brand and threats for the competition. Aaker reveals how these companies
have made other brands in their categories irrelevant. Key points: When managing a new category of product, treat it as if it were a brand; By
failing to produce what customers want or losing momentum and visibility, your brand becomes irrelevant; and create barriers to competitors
by supporting innovation at every level of the organization. Using dozens of case studies, shows how to create or dominate new categories or
subcategories, making competitors irrelevant Shows how to manage the new category or subcategory as if it were a brand and how to create
barriers to competitors Describes the threat of becoming irrelevant by failing to make what customer are buying or losing energy David Aaker,
the author of four brand books, has been called the father of branding This book offers insight for creating and/or owning a new business
arena. Instead of being the best, the goal is to be the only brand around-making competitors irrelevant.
David Aaker has become the guru of brand strategy with his impact research, twelve books, hundred-plus articles, consulting, and speaking.
From Fargo to the World of Brands details the intellectual journey that led to a focus on brands--with stops in marketing models, market
research, advertising management, emotional advertising, and business strategy--and chronicles his attempts to influence management
practices. It provides a profile of academic life, the story of a brand consulting company, and a description of the rich experience associated
with his second professional home in Japan. This warmhearted autobiography also describes Aaker's personal life--growing up in the
Midwest in the '40s and '50s, his roots, how a Fargo boy over his head survived at MIT and Stanford, his entrepreneurial failure, his passions
and relationships, and how the Aaker family evolved over forty years.
Tom Peters--brilliant, original, and perhaps the most inspiring and listened-to business thinker of our time--has a lot on his mind these days.
And he wants to share it in The Circle of Innovation. The world of business is in a permanent state of flux, he argues, a state of chaos in
which constant innovation is the only survival strategy--for the individual and for the organization. And he presents here a lifesaving
handbook--both provocative and practical--designed to turn any organization into a perpetual innovation machine. In 400 seminars in 47
states and 22 countries in the last five years, Peters has reexamined, refined, and reinvented his views on innovation. Now he brings those
seminars--and his passion--to the reader in a landmark book. It is meant, he writes, to both "terrify" and "enlighten." These are "times of
matchless peril for those who fail to grasp the nettle...and times of matchless opportunity for those who do." To keep us alert, limber, and
ready for action, he provokes and cajoles in chapter after chapter. Among his institutions and revelations: We Are All Michelangelos. He
shows how to transform every "jobholder" into a full-fledged businessperson. All Value Comes from the Professional Services. How to convert
sluggish staff units into Vital Centers of Intellectual Capital Accumulation. The System is the Solution. How to build great systems--which go
far beyond nuts and bolts. Create Waves of Lust. Quality is not the automatic advantage it recently was. There is a pressing need to reverse
the rising tide of product and service "commoditization." Tommy Hilfiger Knows. In a crowded marketplace, branding is far more important
than ever before. It's a Woman's World. How to capitalize on the fact that women purchase/are purchasing agents for well over half of U.S.
commercial and consumer goods. Little Things Are the Only Things. As the Blight of Sameness encroaches on market after market, design is
often the best tool in services or manufacturing for sustainable differentiation. We're Here to Live Life Out Loud. Why transformational leaders
of the future must have laser-like focus, tell the truth, and live on the lunatic fringe. The hallmarks of Tom Peters legend are an insatiable
curiosity, an agile intellect, a pragmatic perspective, and an uncanny ability to gauge the global zeitgeist. These qualities are all brought to
bear as Peters sets out to engage, enrage, and ultimately empower his readers, amid forces that are reshaping not only business but every
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aspect of human experience.
How the most successful businesses are creating value and igniting smart growth Most businesses today focus on competition and disruption
instead of collaboration, participation, and engagement. They focus on transactions instead of interactions. They seek to optimize or extract
value rather than share it. They build assets and thrive on enormous scale, huge distribution networks, and brand recognition. But then along
comes a rival that doesn't care much about your brand and your other assets, and it either rushes past you or mows you down. In The
Interaction Field, management expert and professor Erich Joachimsthaler explains that the only way to thrive in this environment is through
the Interaction Field model. Companies who embrace this model generate, facilitate, and benefit from data exchanges among multiple people
and groups--from customers and stakeholders, but also from those you wouldn't expect to be in the mix, like suppliers, software developers,
regulators, and even competitors. And everyone in the field works together to solve big, industry-wide, or complex and unpredictable societal
problems. The future is going to be about creating value for everyone. Businesses that solve immediate challenges of people today and also
the major social and economic challenges of the future are the ones that will survive and grow.
Discover proven strategies for building powerful, world-classbrands It's tempting to believe that brands like Apple, Nike, andZappos achieved
their iconic statuses because of serendipity, anunattainable magic formula, or even the genius of a singlevisionary leader. However, these
companies all adopted specificapproaches and principles that transformed their ordinary brandsinto industry leaders. In other words, great
brands can bebuilt—and Denise Lee Yohn knows exactly how to do it.Delivering a fresh perspective, Yohn's What Great Brands Doteaches an
innovative brand-as-business strategy that enhancesbrand identity while boosting profit margins, improving companyculture, and creating
stronger stakeholder relationships. Drawingfrom twenty-five years of consulting work with such top brands asFrito-Lay, Sony, Nautica, and
Burger King, Yohn explains keyprinciples of her brand-as-business strategy. Reveals the seven key principles that the world's best
brandsconsistently implement Presents case studies that explore the brand building successesand failures of companies of all sizes including
IBM, Lululemon,Chipotle Mexican Grill, and other remarkable brands Provides tools and strategies that organizations can startusing right
away Filled with targeted guidance for CEOs, COOs, entrepreneurs, andother organization leaders, What Great Brands Do is anessential
blueprint for launching any brand to meteoricheights.
Stand out, attract customers and grow your company into a sticky brand. Sticky Branding provides practical, tactical ideas of how mid-market
companies — companies with a marketing budget, but not a vast one — are challenging the status quo and growing sticky brands.
Strategic Market Management, helps managers identify, implement, prioritize, and adapt market-driven business strategies in dynamic
markets. The text provides decision makers with concepts, methods, and procedures by which they can improve the quality of their strategic
decision-making. The 11th Edition provides students in strategic marketing, policy, planning, and entrepreneurship courses with the critical
knowledge and skills for successful market management, including strategic analysis, innovation, working across business units, and
developing sustainable advantages.
Incorporating developments from both academia and industry, this exploration of brands, brand equity and strategic brand management
combines a theoretical foundation with numerous techniques and practical insights. Suitable for both graduates and upper-level
undergraduates.
Most of us have an intuitive sense of superior branding. We prefer to purchase brands we find distinctive—that deliver on some important,
relevant dimension better than other brands. These brands have typically achieved positional advantage. Yet few professionals have had the
formal training that goes beyond marketing theory to bridge the “theory-doing gap”—understanding the specific techniques and strategies that
can be used to create brands that attain positional advantage in the marketplace. Positioning for Advantage is a comprehensive how-to guide
for creating, building, and executing effective brand strategies. Kimberly A. Whitler identifies essential marketing strategy techniques and
moves through the major stages of positioning a brand to achieve in-market advantage. Introducing seven tools—from strategic positioning
concepts to strategy mapping to influencer maps—Whitler provides templates, frameworks, and step-by-step processes to build and manage
growth brands that achieve positional advantage. This book presents real-world scenarios, helping readers activate tools to increase skill in
creating brands that achieve positional advantage. Brimming with insights for students and professionals alike, Positioning for Advantage
helps aspiring C-level leaders understand not only what superior branding looks like but also how to make it come to life.
The most important assets of any business are intangible: its company name, brands, symbols, and slogans, and their underlying
associations, perceived quality, name awareness, customer base, and proprietary resources such as patents, trademarks, and channel
relationships. These assets, which comprise brand equity, are a primary source of competitive advantage and future earnings, contends
David Aaker, a national authority on branding. Yet, research shows that managers cannot identify with confidence their brand associations,
levels of consumer awareness, or degree of customer loyalty. Moreover in the last decade, managers desperate for short-term financial
results have often unwittingly damaged their brands through price promotions and unwise brand extensions, causing irreversible deterioration
of the value of the brand name. Although several companies, such as Canada Dry and Colgate-Palmolive, have recently created an equity
management position to be guardian of the value of brand names, far too few managers, Aaker concludes, really understand the concept of
brand equity and how it must be implemented. In a fascinating and insightful examination of the phenomenon of brand equity, Aaker provides
a clear and well-defined structure of the relationship between a brand and its symbol and slogan, as well as each of the five underlying
assets, which will clarify for managers exactly how brand equity does contribute value. The author opens each chapter with a historical
analysis of either the success or failure of a particular company's attempt at building brand equity: the fascinating Ivory soap story; the
transformation of Datsun to Nissan; the decline of Schlitz beer; the making of the Ford Taurus; and others. Finally, citing examples from many
other companies, Aaker shows how to avoid the temptation to place short-term performance before the health of the brand and, instead, to
manage brands strategically by creating, developing, and exploiting each of the five assets in turn
Stories are orders of magnitude which are more effective than facts at achieving attention, persuading, being remembered, and inspiring
involvement. Signature stories—intriguing, authentic, and involving narratives—apply the power of stories to communicate a strategic message.
Marketing professionals, coping with the digital revolution and the need to have their strategic message heard internally and externally, are
realizing that a digital strategy revolves around content and that content is stories. Creating Signature Stories shows organizations how to
introduce storytelling into their strategic messaging, and guides organizations to find, or even create, signature stories and leverage them
over time. With case studies built into every chapter, organizations will realize the power of storytelling to energize readers, gain visibility,
persuade audiences, and inspire action.
The text is a European adaptation of our current US book:Strategic Market Management, 9th Edition by David Aaker. This new edition is a
mainstream textsuitable for all business students studying strategy and marketingcourses. Strategic Market Management: Global
Perspectives ismotivated by the strategic challenges created by the dynamic natureof markets. The premise is that all traditional
strategicmanagement tools either do not apply or need to be adapted to amore dynamic context. The unique aspects of the book are its
inclusion of: A business strategy definition that includes product/marketscope, value proposition, and assets and competences. A structured
strategic analysis including a detailed customer,competitor, market, and environmental analysis leading tounderstanding of market dynamics
that is supported by a summaryflow diagram, a set of agendas to help start the process, and a setof planning forms. Concepts of strategic
commitment, opportunism, and adaptabilityand how they can and should be blended together. Bases of a value proposition and strong
brands. A strategywithout a compelling value proposition will not be market driven orsuccessful. Brand assets that will support a business
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strategy needto be developed. Creating synergetic marketing with silo organisations definedby products or countries. All organisations have
multiple productsand markets and creating cooperation and communication instead ofcompetition and isolation is becoming an imperative. A
global perspective is an essential aspect of this new edition.This reflects the lived experience of the student reader but alsotheir likely
professional challenges. This is achieved by theextensive use of new examples and vignettes.
Everyday consumers buy into the concept of brands and their associated meanings - the perception of quality, a symbolic relationship, a
vicarious experience, or even a sense of identity. Marketing Semiotics suggests that the extent to which consumers recognize, internalize,
and relate to brand meanings is not only an academic question. These meanings contribute to 'brand equity', the financial value of intangible
brand benefits that exceed the use value of goods, and impacts upon a firm's financial performance. Therefore, the management of brand
equity demands first and foremost the management of brand meanings, or semiotics. The book uses structural semiotics, a discipline that
extends the laws of structural linguistics to the analysis of verbal, visual, and spatial sign systems, to shed light on the cultural codes and
discourse of brands. It proposes that semiotic research should form the cornerstone of brand equity management, since brands rely so
heavily on sign systems that contribute to profitability by distinguishing brands from simple commodities, from competitors, and engaging
consumers in the brand world. The book includes dozens of global business cases where semiotics has been used to refocus, reposition, or
extend the brand to new products, customers, and markets. Drawing upon twenty years of academic and consulting experience, the book
provides actionable direction for steering brands through technological and cultural change, differentiating brands in the competitive
environment, and counteracting the natural depletion of brand meaning over time.

Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places, and events from the textbook are
included. Cram101 Just the FACTS101 studyguides give all of the outlines, highlights, notes, and quizzes for your textbook with
optional online comprehensive practice tests. Only Cram101 is Textbook Specific. Accompanys: 9780471484264 .
Capture their attention-and keep it! With the rise of digital media, you'd think it would be easier than ever to be heard. Yet, most
messages fail to cut through the clutter. Consumers are overwhelmed. Ads alone aren't effective. And you can't just churn out
content and connect on every social network. To stand out today, you need to start with your brand. Brand Now uncovers the new
rules of branding in our complex and chaotic world. Written by the author of Get Scrappy, the digital marketing bible for business,
this latest book explains how to build brands that resonate both online and off. The book helps you: Create a brand with meaning *
Reinforce it with the right touchpoints * Hone your brand's unique story * Share it through engaging content * Cultivate a sense of
community * Craft a coherent experience * Stand out with simplicity and transparency The world may be growing louder, but with
Brand Now's big ideas and practical toolbox, you can break through the noise-and win a place in the hearts and minds of your
customers.
"Unquestionably the most comprehensive treatment available on the subject. I found this book unique in its capacity to benefit
executives, planning staff, and students of strategy alike." —Robert L. Joss, Dean of the Graduate School of Business, Stanford
University A successful business strategy enables managers to provide organizational vision, monitor and understand a dynamic
business environment, generate creative strategic options in response to environmental changes, and base every business effort
on sustainable competitive advantages. Developing Business Strategies provides the knowledge and understanding needed to
generate and implement such a strategy. This fully revised and updated edition of David Aaker's highly influential strategic manual
offers copious new information on important emerging business topics. Numerous new and revised sections cover such critical
areas as the big idea, knowledge management, the customer as an active partner, creative thinking, distinguishing fads from
trends, forecasting technologies, alliances, design as strategy, downstream business models, and more. Other important new
features of this comprehensive guide include: A new chapter on strategic positioning Many new illustrative examples from B-to-B,
high-tech, and the Internet Increased focus on global leadership and global brand management Using the Internet to develop and
support business strategies For managers who need to develop and implement effective, responsive business strategies that keep
the organization competitive through changing business conditions, Developing Business Strategies, Sixth Edition is the way to go.
An expert presents in a compact form the 20 essential principles of branding that will lead to the creation of strong brands.
For anyone who wants to learn the fundamentals of branding in an approachable way without poring over dense text or hiring an
expensive consultant, Star Brands presents a unique model that offers structured guidance and professional tips for building,
managing, and marketing any brand. Created by savvy brand manager Carolina Rogoll, the star brand model is a perfect
intersection of solid marketing and management theory with an approachable, visually oriented design. The author teaches stepby-step how to assess a brand’s unique challenge, how to define the brand’s equity and target, how to craft a solid brand growth
strategy, and how to measure success once the brand is in the marketplace. The book includes case studies from famous star
brands as well as interviews with top business school professors, advertising agency leaders, and former CEOs. Topics covered
include the star brand model; leaders behind star brands; brand assessment and goal setting; defining brand equity; selecting a
brand target; insights, benefits, ideas; theory from the best marketing and managing resources; marketing strategy; how to build a
marketing plan; and much more, including exercise worksheets to practice on! The author combines her experience building
brands at the front lines of a big multinational company with top-notch marketing and management theory. What results is an ideal
primer for anyone seeking structured guidance on building a brand for a client, managing a brand, or even starting a brand for
oneself. Allworth Press, an imprint of Skyhorse Publishing, publishes a broad range of books on the visual and performing arts,
with emphasis on the business of art. Our titles cover subjects such as graphic design, theater, branding, fine art, photography,
interior design, writing, acting, film, how to start careers, business and legal forms, business practices, and more. While we don't
aspire to publish a New York Times bestseller or a national bestseller, we are deeply committed to quality books that help creative
professionals succeed and thrive. We often publish in areas overlooked by other publishers and welcome the author whose
expertise can help our audience of readers.
Introducing a new workbook Scale-Up Your Brand: How To Set Up Your Brand for Success in 5 Steps from Denise Lee Yohn,
brand-building expert, speaker, and author of the bestselling book What Great Brands Do.Scale-Up Your Brand is a step-by-step
guide to develop a strong, valuable, sustainable brand strategy that will help you scale. Packed with exercises, instructions, and
helpful tips36-pages with room for taking notes and documenting decisionsPlus a bonus: Brand Assessment Tool With this
workbook, you will: Lay the foundation for your brand to inspire true customer loyalty, improve your profit margin, and increase the
longevity of your businessSpecify how you plan to compete and winAchieve clarity, focus, and alignment on your priorities among
everyone who works on your business Get your workbook now...and get ready to scale!
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