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In Strategic Brand Management, Alexander Chernev, professor of marketing at
the renowned Kellogg School of Management at Northwestern University, lays
out a systematic approach to understanding the key principles of building
enduring brands. This book presents a cohesive framework for brand
management that delineates the unique role of brands as a means of creating
market value. Topics covered include developing a meaningful value proposition,
designing brand attributes, developing an impactful brand communication
campaign, managing brand portfolios, cobranding, brand repositioning and
realignment, managing brand extensions, measuring brand impact, the legal
aspects of protecting the brand, and developing a strategic brand management
plan. Clear, succinct, and practical, Strategic Brand Management is the definitive
text on building strong brands.
For students, managers and senior executives studying Brand Management.
Keller's market leading strategic brand management book provides insights into
profitable brand strategies by building, measuring, and managing brand equity.
The Global Edition strengthens relevance by using locally applicable examples
that include Scoot, Hyundai, Etisalat, Qantas, Uniqlo, Mambo. The full text
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downloaded to your computer With eBooks you can: search for key concepts,
words and phrases make highlights and notes as you study share your notes with
friends eBooks are downloaded to your computer and accessible either offline
through the Bookshelf (available as a free download), available online and also
via the iPad and Android apps. Upon purchase, you will receive via email the
code and instructions on how to access this product. Time limit The eBooks
products do not have an expiry date. You will continue to access your digital
ebook products whilst you have your Bookshelf installed.
This book is the definitive resource for understanding the phenomena and
process of personal brand management as it becomes increasingly valued in a
global economy. By providing a research-based, theoretical framework, the
author distills the concept of personal branding as it is applicable to individuals
throughout all stages of career development as well as across industries and
disciplines. Extensively researched with numerous case studies, this book clearly
outlines the strategic process of evaluating the economic value of a personal
brand to manage and scale it accordingly. The author, an expert in the field of
personal brand strategy and management, argues that a business is what a
person or organization does, but the brand is what people expect from that
person or organization. The two must align, and the book’s conceptual
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framework explains the theory and practice behind personal branding to
accomplish this synergism. The consequence of the digital age is unprecedented
visibility for individuals and businesses. As they engage with one another in more
and more virtual spaces, the need for understanding and managing the evolving
complexity of this ‘personal’ engagement is an economic reality. For this reason,
the framework in this title provides insight and perspective on all phases of a
brand in its recursive life cycle both on and offline. By providing clarity and
structure to the topic as well as practical theory for its application, this title is the
ultimate primer on personal branding in theory and practice.
For over two decades, it has been argued that the brand is an important value
creator and should therefore be a top management priority. However, the
definition of what a brand is remains elusive. This comprehensive textbook
presents the reader with an exhaustive analysis of the scientific and paradigmatic
approaches to the nature of brand as it has developed over the last twenty years.
Taking a multi-disciplinary approach and offering an exhaustive analysis of brand
research literature, it delivers a thorough understanding of the managerial
implications of these different approaches to the management of the brand.
Brand Mangement: Research, Theory and Practice fills a gap in the market,
providing an understanding of how the nature of brand and the idea of the
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consumer differ in these approaches and offers in-depth insight into the opening
question of almost every brand management course: "What is a brand?"
Designing for Growth: A Design Thinking Tool Kit for Managers (D4G) showed
how organizations can use design thinking to boost innovation and drive growth.
This updated and expanded companion guide is a stand-alone project workbook
that provides a step-by-step framework for applying the D4G tool kit and process
to a particular project, systematically explaining how to address the four key
questions of the design thinking approach. In the field book, Jeanne Liedtka, Tim
Ogilvie, and Rachel Brozenske guide readers through the design process with
reminders of key D4G takeaways as they progress. Readers learn to identify an
opportunity, draft a design brief, conduct research, establish design criteria,
brainstorm, develop concepts, create napkin pitches, make prototypes, solicit
feedback from stakeholders, and run learning launches. This second edition is
suitable for projects in business, nonprofit, and government contexts, with all-new
tools, practical advice, and facilitation tips. A new introduction discusses the
relationship between strategy and design thinking.
Advertising Confluence offers a unique blend of both traditional and
contemporary social media thinking about advertising and integrated brand
promotions throughout the world. Dr. Arora Anshu and Dr. Sabine BacouelPage 4/22
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Jentjens bring together articles that analyze creative social advertising in US,
France, and Tunisia and offer a wide spectrum of advertising confluence from
both the developed and emerging world. Contributors focus on both empirical
studies with practical application as well as examinations of theoretical and
methodological developments in the field of advertising studies. In all, they
examine the wide range of global and local advertising strategies, the depth of
integrated marketing communications, and the future of social media advertising.
This prestigious edited collection of articles from the Journal of Brand
Management discusses the impact of research on our understanding of corporate
brand characteristics and corporate brand management to date. A wide range of
topics are covered, including franchise brand management, co-creation of
corporate brands, alliance brands, the role of internal branding in the delivery of
employee brand promise, and the expansion into new approaches. Advances in
Corporate Branding is essential reading for those undertaking a PhD programme
or by upper level students looking for rigorous academic material on the subject
and for scholars and discerning practitioners, acting as 'advanced introductions'.
This book is an original, high-quality collection of chapters about highly topical
and important brand management issues, and it shows both theoretical and
empiric analysis. The 10 selected chapters are referred, with original contents
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and rigorous research methodologies, to some important challenges the brand
management has to face in the current competitive contexts, characterized by the
dominance of the intangible resources and the new information and
communication technologies. Written by leading academics, this book is
dedicated not only to marketing and management scholars but also to students
wanting to investigate the knowledge concerning special fields and special brand
management themes. As well to the practitioners who can find a wide reference
also to the managerial implication from the strategic and operative perspectives.
A primer on the future of PR, marketing and advertising — now revised and
updated with new case studies "Forget everything you thought you knew about
marketing and read this book. And then make everyone you work with read it,
too." —Jason Harris, CEO of Mekanism Megabrands like Dropbox, Instagram,
Snapchat, and Airbnb were barely a blip on the radar years ago, but now they're
worth billions—with hardly a dime spent on traditional marketing. No press
releases, no TV commercials, no billboards. Instead, they relied on growth
hacking to reach users and build their businesses. Growth hackers have thrown
out the old playbook and replaced it with tools that are testable, trackable, and
scalable. They believe that products and businesses should be modified
repeatedly until they’re primed to generate explosive reactions. Bestselling
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author Ryan Holiday, the acclaimed marketing guru for many successful brands,
authors, and musicians, explains the new rules in a book that has become a
marketing classic in Silicon Valley and around the world. This new edition is
updated with cutting-edge case studies of startups, brands, and small
businesses. Growth Hacker Marketing is the go-to playbook for any company or
entrepreneur looking to build and grow.
A revised new edition of the bestselling toolkit for creating, building, and
maintaining a strong brand From research and analysis through brand strategy,
design development through application design, and identity standards through
launch and governance, Designing Brand Identity, Fourth Edition offers brand
managers, marketers, and designers a proven, universal five-phase process for
creating and implementing effective brand identity. Enriched by new case studies
showcasing successful world-class brands, this Fourth Edition brings readers up
to date with a detailed look at the latest trends in branding, including social
networks, mobile devices, global markets, apps, video, and virtual brands.
Features more than 30 all-new case studies showing best practices and worldclass Updated to include more than 35 percent new material Offers a proven,
universal five-phase process and methodology for creating and implementing
effective brand identity
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Embraces both the theoretical background and the practical implementation of
CRM strategy. Also comprises of elements of marketing, accounting, human
resources, information technology and strategic management to ensure that it
provides a comprehensive and fully developed introductory text.
The twelve cases in this book, written by Kevin Lane Keller, one of the
international leaders in the study of strategic brand management and integrated
marketing communications, feature some of the world's most successful brands
and companies, including Levi Strauss & Co., Intel, Nike, and DuPont. Keller's
cases examine the strategic brand management process, best practice
guidelines, and how to best build and manage brand equity. For executives and
managers in marketing and/or brand management. This book is suggested for
use withStrategic Brand Management, 2e, also by Kevin Lane Keller and
published by Prentice Hall.
MARKETING STRATEGY, 6e, International Edition edition emphasizes teaching
students to think and act like marketers. It presents strategy from a perspective
that guides strategic marketing management in the social, economic, and
technological arenas in which businesses function today--helping students
develop a customer-oriented market strategy and market plan. Its practical
approach to analyzing, planning, and implementing marketing strategies is based
Page 8/22

Download Free Strategic Brand Management Keller 3rd Edition
on the creative process involved in applying marketing concepts to the
development and implementation of marketing strategy. An emphasis on critical
thinking enables students to understand the essence of how marketing decisions
fit together to create a coherent strategy. Well-grounded in developing and
executing a marketing plan, the text offers a complete planning framework,
thorough marketing plan worksheets, and a comprehensive marketing plan
example for students to follow.
This tutorial text provides the reader with an understanding of artificial neural
networks (ANNs), and their application, beginning with the biological systems
which inspired them, through the learning methods that have been developed,
and the data collection processes, to the many ways ANNs are being used today.
The material is presented with a minimum of math (although the mathematical
details are included in the appendices for interested readers), and with a
maximum of hands-on experience. All specialized terms are included in a
glossary. The result is a highly readable text that will teach the engineer the
guiding principles necessary to use and apply artificial neural networks.
Boost profits, margins, and customer loyalty with more effective CRM strategy
Managing Customer Experience and Relationships, Third Edition positions the
customer as central to long-term strategy, and provides essential guidance
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toward optimizing that relationship for the long haul. By gaining a deep
understanding of this critical dynamic, you'll become better able to build and
manage the customer base that drives revenue and generates higher margins. A
practical framework for implementing the IDIC model merges theory, case
studies, and strategic analysis to provide a ready blueprint for execution, and indepth discussion of communication, metrics, analytics, and more allows you to
optimize the relationship on both sides of the table. This new third edition
includes updated examples, case studies, and references, alongside insightful
contributions from global industry leaders to give you a well-rounded, broadlyapplicable knowledge base and a more effective CRM strategy. Ancillary
materials include a sample syllabus, PowerPoints, chapter questions, and a test
bank, facilitating use in any classroom or training session. The increased reliance
on customer relationship management has revealed a strong need for
knowledgeable practitioners who can deploy effective initiatives. This book
provides a robust foundation in CRM principles and practices, to help any
business achieve higher customer satisfaction. Understand the fundamental
principles of the customer relationship Implement the IDIC model to improve
CRM ROI Identify essential metrics for CRM evaluation and optimization
Increase customer loyalty to drive profits and boost margins Sustainable success
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comes from the customer. If your company is to meet performance and
profitability goals, effective customer relationship management is the biggest
weapon in your arsenal—but it must be used appropriately. Managing Customer
Experience and Relationships, Third Edition provides the information, practical
framework, and expert insight you need to implement winning CRM strategy.
The amount and range of brand related literature published in the last fifty years
can be overwhelming for brand scholars. This Companion provides a uniquely
comprehensive overview of contemporary issues in brand management
research, and the challenges faced by brands and their managers. Original
contributions from an international range of established and emerging scholars
from Europe, US, Asia and Africa, provide a diverse range of insights on different
areas of branding, reflecting the state of the art and insights into future
challenges. Designed to provide not only a comprehensive overview, but also to
stimulate new insights, this will be an essential resource for researchers,
educators and advanced students in branding and brand management,
consumer behaviour, marketing and advertising.
"Using the most current concepts, up-to-date data, and a wide range of examples, this
authoritative text illustrates how excellent management strategies lead to unsurpassed
marketing success."--Page 4 of cover.
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First Published in 2010. Routledge is an imprint of Taylor & Francis, an informa company.
An essential book for today's marketer now that integrated marketing communications form a
critical success factor in building strong brands and strong companies This new edition is still
the only textbook on the market to deal with all aspects of IMC from a strategic perspective
Corporate image, identity and reputation have never been more important and this book
unlocks the key factors in achieving and enhancing this Integrated Marketing Communications
is not just about utilizing different communication options in your marketing campaign; it is
about planning in a systematic way to determine the most effective and consistent message for
your target audience. As such, it depends upon identifying the best positioning, generating
positive brand attitude, a consistent reinforcement of the brand's message through IMC
channels, and ensuring that all marketing communication supports the company's overall
identity, image, and reputation. This textbook is a roadmap to achieving this, thoroughly
updated to reflect the dynamic changes in the area since the first edition was published. New
to this edition: New sections on social media and now to integrate them into your marketing
function New chapter on message development and an enhanced chapter on the IMC plan
Robust pedagogy to help reinforce learning and memory Enhanced teaching materials online
to help lecturers prepare their courses Brand new real-life case study vignettes
An introduction to marketing concepts, strategies and practices with a balance of depth of
coverage and ease of learning. Principles of Marketing keeps pace with a rapidly changing
field, focussing on the ways brands create and capture consumer value. Practical content and
linkage are at the heart of this edition. Real local and international examples bring ideas to life
and new feature 'linking the concepts' helps students test and consolidate understanding as
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they go. The latest edition enhances understanding with a unique learning design including
revised, integrative concept maps at the start of each chapter, end-of-chapter features
summarising ideas and themes, a mix of mini and major case studies to illuminate concepts,
and critical thinking exercises for applying skills.
Seeing the world's biggest brands gain ground over the world's markets, you can't deny that
the 25,000 students in the UK studying marketing will never understand their subject without
knowing how branding works. This is THE key scholarly text in this crucial topic, an already
hugely respected title and big seller in the field. It follows on from the introductory textbook
Creating Powerful Brands, and comes highly illustrated with real examples of influential
marketing campaigns. This is the book that will take students to the next level with the skills to
develop and implement their own branding strategy.
Market_Desc: Primary MarketEngineering (BE/BTech)/ME/MTech students who are interested
to develop conceptual level subject knowledge with examples of industrial strength
applications.Secondary MarketMCA/MBA/Business users/business analysts Special Features:
· Foreword by Prof R Natarajan, Former Chairman, AICTE, Former Director, IIT Madras.·
Excellent authorship.· Single source of introductory knowledge on business intelligence (BI).·
Provides a good start for first-time learners typically from the engineering and management
discipline.· Covers the complete life cycle of BI/Analytics Application development project.·
Helps develop deeper understanding of the subject with an enterprise context, and discusses
its application in businesses.· Explains concepts with the help of illustrations, application to reallife scenarios and provides opportunities to test understanding.· States the pre-requisites for
each chapter and different reference sources available.· In addition the book also has the
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following pedagogical features:· Industrial application case studies.· Crossword puzzles/do it
yourself exercises/assignments to help with self-assessment. The solutions to these have also
been provided. · Glossary of terms.· References/web links/bibliography - generally at the end
of every concept.CD Companion:To ensure that concepts can be practiced for deeper
understanding at low cost, the book is accompanied with a CD containing:· Step-by-step
Hands-On manual on:ü An open source tool, Pentaho Data Integrator (PDI) to explain the
process of extraction of data from multiple varied sources.ü MS Excel to explain the concept of
analysis.ü MS Access to generate reports on the analyzed data.· An integrated project that
encompasses the complete life cycle of a BI project. About The Book: The book promises to be
a single source of introductory knowledge on business intelligence which can be taught in one
semester. It will provide a good start for first time learners typically from the engineering and
management discipline. Business Intelligence subject cannot be studied in isolation. The book
provides a holistic coverage beginning with an enterprise context, developing deeper
understanding through the use of tools, touching a few domains where BI is embraced and
discussing the problems that BI can help solve. It covers the complete life cycle of BI/Analytics
project: Covering operational/transactional data sources, data transformation, data
mart/warehouse design-build, analytical reporting, and dashboards. To ensure that concepts
can be practiced for deeper understanding at low cost, the book is accompanied with step-bystep hands-on manual in the CD.
NEW IN PAPERBACK ?The Handbook of Marketing is different... that Barton Weitz and Robin
Wensley are its editors should suggest something out of the ordinary. A glance at the
contributors (e.g., Wilkie. Webster, Day, Shocker, Keller, Hauser, Winer, Stewart.
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Parasuraman. Zeithaml) puts the matter to rest. The Handbook is an extraordinary effort. The
blurb on the dust jacket is an understatement-the "Handbook will be invaluable to advanced
undergraduates, graduate students, academics, and thoughtful practitioners in marketing"-the
book is far more than that..... in short, the Handbook is probably invaluable to all academic
researchers? - Journal of Marketing ?Handbook of Marketing is a rich compilation of thorough
reviews in the field of marketing management. The editors have selected premier marketing
scholars and have given them the opportunity to examine their area of expertise in a format
much less confining than those provided by the major journals in the field. The authors have
taken this opportunity and have done an outstanding job not only of reviewing and structuring
the extensive body of thought in many major areas of marketing management but also of
providing valuable suggestions for further research. They have brought together major
contributions from the field of marketing and from other related disciplines. I strongly
encourage marketing scholars to consider Handbook of Marketing. The text will certainly
appeal to those with interests in marketing management; it may also be useful to those who
are more focused on methodological issues but interested in topics that need additional,
rigorous investigation.... In summary, Weitz and Wensley should be congratulated for the
excellent work in developing Handbook of Marketing. The book fills a major void in the
marketing literature on marketing management and will serve the discipline for many years to
come? - Journal of Marketing Research ?This text achieves the rare goal of covering marketing
clearly and deeply, with no unnecessary examples or pretty pictures. For the enquiring mind, it
is a wonderful link between a basic knowledge of marketing concepts and a grasp of where
research in marketing is taking us? - Ken Simmonds, Emeritus Professor of Marketing and
Page 15/22

Download Free Strategic Brand Management Keller 3rd Edition
International Business, London Business School The Handbook of Marketing presents a major
retrospective and prospective overview of the field of marketing, and provides a landmark
reference at a time when many of the traditional boundaries and domains within the marketing
discipline have been subject to change. - A high calibre collection compiled by an international
and extremely distinguished advisory board of marketing academics - With contributions from
leading scholars in the field, each covering the latest research issues in particular areas of
expertise - Each chapter provides the necessary background for study and research of specific
empirical and theoretical topics in marketing. The Handbook of Marketing will be invaluable to
advanced undergraduates, graduate students and academics in marketing. International
Advisory Board: Sonke Albers Christian-Albrechts-University of Kiel, Germany / Erin Anderson
INSEAD, France / Rick Bagozzi Rice University, USA / Patrick Barwise London Business
School / Rod Brodie University of Auckland / Anne T Coughlan Northwestern University /
George Day University of Pennsylvania / Lars Gunnar-Mattsson Stockholm School of
Economics / Hubert Gatignon INSEAD, France / Håkan Håkansson The Norwegian School of
Management / Stephen J. Hoch University of Pennsylvania, USA / Kevin Keller Dartmouth
College, USA / Donald Lehmann Columbia University, USA / Gilles Laurent HEC, France /
Leonard Lodish University of Pennsylvania / Richard Lutz University of Florida / David Midgley
INSEAD, France / David Montgomery Stanford University, USA / William Perreault University
of North Carolina, USA / John Roberts Stanford University, USA / Allan Shocker University of
Minnesota / Piet Vanden Abeele Vlerick Leuven Gent Management School, Belgium / Russell
Winer University of California, Berkeley, USA / Dick Wittink Yale School of Management, USA
This book comprises the refereed proceedings of the International Conferences, ASEA and
Page 16/22

Download Free Strategic Brand Management Keller 3rd Edition
DRBC 2012, held in conjunction with GST 2012 on Jeju Island, Korea, in November/December
2012. The papers presented were carefully reviewed and selected from numerous submissions
and focus on the various aspects of advanced software engineering and its applications, and
disaster recovery and business continuity.
Written by a marketing professor from Northwestern University's acclaimed Kellogg School of
Management, The Marketing Plan Handbook outlines a comprehensive, step-by-step approach
to crafting succinct, logical, and effective marketing plans that produce results. This book can
benefit managers in all types of companies. For startups and companies bringing new products
to the market, it outlines a process for developing a winning marketing plan to launch a new
offering. For established companies with existing product portfolios this book presents a
structured approach for developing an action plan to manage offerings and product lines.
Whether you manage a small business seeking to formalize the planning process, a startup
seeking venture capital financing, a fast-growth company considering an IPO, or a large
multinational corporation, you can gain competitive advantage by translating the marketing
planning process outlined in this book into a streamlined strategic document that informs your
decisions and helps avoid costly missteps.
Revised edition of Marketing management, 2012.
Drawing from novel theoretical insights in social psychology, cultural psychology, and
marketing, Globalization, Culture and Branding provides guidelines for imbuing brands with
culturally symbolic meanings that can create deep psychological bonds with multi-cultural
consumers.
Adopted internationally by business schools and MBA programmes, The New Strategic Brand
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Management is simply the reference source for senior strategists, positioning professionals
and postgraduate students. Over the years it has not only established a reputation as one of
the leading works on brand strategy, but also has become synonymous with the topic itself.
Using an array of international case studies, Jean-Noël Kapferer covers all the leading issues
faced by brand strategists today. With both gravitas and intelligent insight, the book reveals
new thinking on topics such as putting culture and content into brands, the impact of private
labels and the comeback of local brands. This updated fifth edition of The New Strategic Brand
Management builds on its impressive reputation, including new information to enable students
and practitioners to stay up to date with targeting, adding recent research and market
knowledge to the discipline. With dedicated sections for specific types of brands (luxury,
corporate and retail), international examples and case studies from companies such as Audi,
Nivea, Toyota and Absolut Vodka; plus models and frameworks such as the Brand Identity
Prism; it remains at the forefront of strategic brand thinking.
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
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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
Brand Management: Mastering Research, Theory and Practice is a valuable resource for those
looking to understand how a brand can be conceptualized and thus managed in all its
complexity. Going beyond the 'quick fixes' of branding, it offers a comprehensive overview of
brand management theories from the last 35 years. A highly regarded textbook, this fully
updated third edition brings fresh perspectives on the latest research in, and analysis of, the
various approaches to brand management. More than 1,000 academic sources have been
carefully divided into a taxonomy with eight schools of thought – offering depth, breadth and
precision to one of the most elusive management disciplines of our time. Perfectly marrying
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theory with practice, this comprehensive text is particularly useful for advanced undergraduate
and postgraduate students of brand management, strategy and marketing.
Finely focused on the "how to" and "why" throughout, this strategy guide provides specific
tactical guidelines for planning, building, measuring, and managing brand equity. This
approach considers why brands are important, what they represent to consumers, and what
should be done by firms to manage them properly.
Incorporating the latest industry thinking and developments, this exploration of brands, brand
equity, and strategic brand management combines a comprehensive theoretical foundation
with numerous techniques and practical insights for making better day-to-day and long-term
brand decisions -- and thus improving the long-term profitability of specific brand strategies.
Finely focused on "how-to" and "why" throughout, it provides specific tactical guidelines for
planning, building, measuring, and managing brand equity. It includes numerous examples on
virtually every topic and over 75 Branding Briefs that identify successful and unsuccessful
brands and explain why they have been so. Case studies will familiarize readers with the reallife stories of Levi's Dockers, Intel Corporation, Nivea, Nike, and Starbucks.

The classic Marketing Management is an undisputed global best-seller - an
encyclopedia of marketing considered by many as the authoritative book on the subject.
This third European edition keeps the accessibility, theoretical rigour and managerial
relevance - the heart of the book - and adds: * A structure designed specifically to fit the
way the course is taught in Europe. * Fresh European examples which make students
feel at home. * The inclusion of the work of prominent European academics. * A focus
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on the digital challenges for marketers. * An emphasis on the importance of creative
thinking and its contribution to marketing practice. * New in-depth case studies, each of
which integrates one of the major parts in the book. This textbook covers admirably the
wide range of concepts and issues and accurately reflects the fast-moving pace of
marketing in the modern world, examining traditional aspects of marketing and blending
them with modern and future concepts. A key text for both undergraduate and
postgraduate marketing programmes.
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.
"Cases in Advertising Management" offers a wide range of short, medium-length, and
longer cases, all designed to illuminate the topics covered in an Advertising
Management course. The book can stand alone, or, for instructors who wish to
incorporate a combined casebook and textbook approach, it can be adopted alongside
any standard text, including Advertising Management by the same authors.The book
features actual real-life cases that reflect current trends in the advertising and
promotion industry, with a strong emphasis on digital media and integrated marketing
communications. A detailed introduction ('How to Analyze a Case Study') is followed by
30 cases, covering a full range of topics for a semester-long course, including financial
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management, business planning, strategic planning, budgeting, human resource
management, and managing change.
New ideas change the world. From social movements to scientific discovery the power
of an idea is to reshape the world, who we are, and how we live. Changes in the
increasingly dynamic competitive environment require a focus on what should be done,
not just what is currently done. The inspiration for this book is to provide an outlet for
cogent ideas that will help managers build and maintain brands in the future
marketplace. Written by the leading minds management from around the globe who are
redefining best practices in managing brands, It examines the future of branding on key
concepts including brand performance management, brand strategy, brand building,
revitalizing brands, brand valuation, brand analysis, brand protection, and brand
experience. The all-star team includes: Martin Roll, Kevin Lane Keller, Don E. Schultz,
Bernd Schmitt, Jean-Noel Kapferer, , V. Kumar, Bharath Rajan, Lluis Martinez-Ribes,
Shi Zhang, Jean Yannis Suvatjis, Leslie de Chernatony, Vanessa M. Patrick and Henrik
Hagtvedt, Gregory M Thomas, Jeffrey Parkhurst Srinivas Reddy, Anupam Jaju, Werner
Reinartz, Jeffery Andrien, Paul Benoit, Philip C Zerrillo, Cem Bahadir, and Rajendra K
Srivastava.
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