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Managing Brand Equity
Service Management and Marketing
Create winning marketing plans like the pros! Whether you're starting a new
business or launching a new product line within a company, you won't be able to
succeed without a clear plan that defines your goals and how you will achieve
them. Now, best-selling author William Cohen equips you with the knowledge,
tools, and techniques you'll need to develop marketing plans like the pros. The
Marketing Plan, 5th Edition presents step-by-step procedures--from scanning your
environment and establishing goals and objectives, to developing marketing
strategies and tactics, to presenting and implementing your plan, and everything
in between. When you complete the book, you will not only know what to do, but
also how and why. With this practical guide, you get: * Step-by-step instructions:
This easy-to-follow, logical approach keeps you clearly focused on what you need
to do to develop a successful marketing plan. * Time-saving forms: These
worksheets, including 20 new to this edition, help you with different marketing
planning tasks, such as profiling target markets and establishing an advertising
and publicity budget. * Actual marketing plans from readers who have used the
book: This new Fifth Edition features three new sample marketing plans. These
plans show how readers have adapted the basic ideas in this book and translated
them into successful marketing plans.

Customer Relationship Management
Strategic Advertising Management provides the firm foundation you need to
understand the effective strategic planning of advertising and other marketing
communications. Renowned experts in the field, the authors draw on their
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extensive experience to present the essential principles ofcommunication that
demonstrate how advertising works. Using real world examples and case studies
from a variety of international brands and companies, such as Samsung,
McDonalds and Disney, the authors have created a resource that clearly illustrates
how theory is put in to practice, and how strategic advertising operates in a global
economy. The new edition features more coverage of social media, viral, and
online advertising throughout, and a dedicated chapter on 'Digital Media,' ensuring
that the book continues to offer students the most complete guide to the rapidly
evolving landscape of the advertising industry. Online Resource Centre For
Students: * Flashcard glossary* Additional questions* Further reading updates*
Web links * Video links to adverts exemplifying strategies discussed in the book,
short films from advertising companies and relevant documentariesFor Lecturers: *
Suggested IPA case histories* Suggested classroom exercises* PowerPoint slides

Social Media Marketing
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.

The Marketing Plan
Creating Powerful Brands in Consumer, Service and Industrial
Markets
This collection is a long-awaited one-stop resource that draws together all the
important readings on the origins, development and future of Relationship
Marketing. With classic and contemporary writings from influential figures in the
field, this landmark work explores the theory and practice of Relationship
Marketing. Papers map out past and present research and pose exciting questions
about Relationship Marketing's future. This definitive collection includes 59 articles
and is accompanied by an insightful introduction that draws together key issues. A
concise rationale behind the selection of papers is also provided. The SAGE Library
in Business and Management is a first-class series of major works that brings
together the most influential and field-defining articles, both classical and
contemporary, in a number of key areas of research and inquiry in Business and
Management. Each multi-volume set represents a collection of the essential
published works collated from the foremost publications in the field by an Editor or
Editorial Team of renowned international stature. They include a full introduction,
presenting a rationale for the selection and mapping out the discipline's past,
present and likely future. This series is designed to be a 'gold standard' for
university libraries throughout the world with a programme or interest in Business
and Management Studies.

Social Media Marketing For Dummies
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Strategic Brand Management
Relationship Marketing
Strategic Brand Management approaches the subject of brand management from a
unique socio-cultural perspective, providing students with an understanding of the
dynamics of the subject and enabling them to engage with the issues that lie
within. While adopting this innovative framework, the book also integrates more
traditional notions of the brand in terms of equity and positioning within that
framework. Building on a solid theoretical underpinning, this textbook provides a
rigorous grounding in the subject of brand management. The theory is applied to
examples throughout, to enable students to understand the practical application.
The framework for the book separates a brand's concept into functional and
emotional parts, looking at purchases that fulfil a functional need and how these
develop into emotional decision-making processes.

Category Management in Purchasing
**Winner of the TAA 2017 Textbook Excellence Award** “Social Media Marketing
deserves special kudos for its courage in tackling the new frontier of social media
marketing. This textbook challenges its readers to grapple with the daunting task
of understanding rapidly evolving social media and its users."—TAA Judges Panel
Social Media Marketing was the first textbook to cover this vital subject. It shows
how social media fits into and complements the marketer’s toolbox. The book
melds essential theory with practical application as it covers core skills such as
strategic planning for social media applications, incorporating these platforms into
the brand’s marketing communications executions, and harnessing social media
data to yield customer insights. The authors outline the "Four Zones" of social
media that marketers can use to achieve their strategic objectives. These include:
1. Community (e.g. Instagram) 2. Publishing (e.g. Tumblr) 3. Entertainment (e.g.
Candy Crush Saga) 4. Commerce (e.g. Groupon) This Second Edition contains new
examples, industry developments and academic research to help students remain
current in their marketing studies, as well as a new and improved user-friendly
layout to make the text easy to navigate. The textbook also provides a free
companion website that offers valuable additional resources for both instructors
and students. Visit: study.sagepub.com/smm. Readers of the book are also invited
to join the authors and others online by using the hashtag: #smm

The New Strategic Brand Management
Written by a leading pioneer in the field, the revised and updated fourth edition of
this successful text examines service management and management in service
competition from the point of view of the service profit logic. It focuses on adopting
service logic in the management of service firms as well as of product
manufacturers which want to become service providers. With a wide base of
examples, Christian Grönroos draws on decades of experience to explain how to
manage any organization as a service business and move closer to current and
future customers. Service logic and service management are all about
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customer–focused outside–in management, using current academic research and
business practice to make organizations more successful in the service–based
economy.

Strategic Brand Management
Updated and greatly expanded to reflect the explosive growth of new media, this
acclaimed and widely-adopted text offers practical guidance for those involved in
media planning on a daily basis as well as those who must ultimately approve
strategic media decisions. Its current, real-world business examples and down-toearth approach will resonate with students as well as media professionals on both
the client and agency side.

Managing Marketing in the 21st Century
Black Lives Matter at School
Adopted internationally by business schools and MBA programmes, The New
Strategic Brand 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.

Strategic Brand Management
Make friends and sell things to people through social media Social media
technology is restlessly inventive, providing thousands of awesome ways for you to
market your business inexpensively and on a large scale—often directly into the
pockets of consumers. But in the proliferating, ever-changing world of tweets,
influencers, handles, and alerts, it can be hard to know where to begin and then to
evaluate what’s actually working for you. In the new edition of Social Media
Marketing for Dummies, leading SMM voices Shiv Singh and Stephanie Diamond
clear away the confusion and show you the smartest, most effective ways to plan,
launch, manage, and assess your campaigns—and then iterate and optimize for
increased success. Incorporating the latest trends and presented in a friendly,
easily digestible step-by-step style, you’ll find the ultimate blueprint for developing
your best SMM strategy. In no time, you’ll find out how to line up with Facebook,
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Twitter, Tumblr, and Google, develop a unique and compelling voice, and influence
your key audience all the way to the bank. Choose the best SMM combination for
you Avoid common mistakes and pitfalls Track your customers from awareness to
retention Try out the latest stuff that really works Whether your organization is
large or small, it simply doesn’t pay to be shy. Find your voice, get social, and chat
your way to attracting and keeping new customers today!

Strategic Management Communication for Leaders
Incorporating the latest thinking and developments from both academia and
industry, 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.
Focused on how-to and why, it provides specific tactical guidelines for planning,
building, measuring and managing brand equity. It includes numerous examples
on each topic and over 75 Branding Briefs that identify successful and unsuccessful
brands.

Applied Strategic Marketing
Strategic Brand Management, 3rd Edition
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. This Global Edition has
been edited to include enhancements making it more relevant to students outside
the United States. The editorial team at Pearson has worked closely with educators
around the globe to include:

The New Strategic Brand Management
This is the third edition of one of world's most respected and successful books on
branding. Written by an internationally acclaimed branding expert and author of
From Brand Vision to Brand Evaluation, it has been comprehensively revised and
updated with a raft of new cases and examples. The book gives the professional
and the student a deep understanding of the functioning and management of the
modern brand and contains: * Powerful analysis of new areas such as e-branding
and e-marketing * A completely new set of advertising and brand images to
illustrate key points * A powerful analysis of the key drivers of brand value There
can be no doubt that the power of brands in the international marketplace is still
growing, and that Creating Powerful Brands, third edition, can explain both why
and how they work. * Comprehensive coverage of brand management *
Applications orientated, yet grounded on solid theory * Frameworks organizing the
principles of brand building

Global Marketing, 2009 Ed
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This book summarises the latest thinking and best practice in the domain of
branding All new real marketing campaigns show how branding theories are
implemented in practice Brought right up to date with a clear European and UK
focus

Advertising and Promotion
Marketing For Dummies
According to researchers, the vast majority--a whopping 75-98 percent--of the
illnesses that plague us today are a direct result of our thought life. What we think
about truly affects us both physically and emotionally. In fact, fear alone triggers
more than 1,400 known physical and chemical responses in our bodies, activating
more than thirty different hormones! Today our culture is undergoing an epidemic
of toxic thoughts that, left unchecked, create ideal conditions for illnesses.
Supported by current scientific and medical research, Dr. Caroline Leaf gives
readers a prescription for better health and wholeness through correct thinking
patterns, declaring that we are not victims of our biology. She shares with readers
the "switch" in our brains that enables us to live happier, healthier, more enjoyable
lives where we achieve our goals, maintain our weight, and even become more
intelligent. She shows us how to choose life, get our minds under control, and reap
the benefits of a detoxed thought life.

Strategic Brand Management
"This life changing book helps readers use cognitive-behavioral therapy - one of
today's most effective forms of psychotherapy - to conquer depression, anxiety,
panic attacks, anger, guilt, shame, low self-esteem, eating disorders, substance
abuse, and relationship problems. The second edition contains numerous new
features : expanded content on anxiety ; chapters on setting personal goals and
maintaining progress ; happiness rating scales ; gratitude journals ; innovative
exercises focused on mindfulness, acceptance, and forgiveness; new worksheets ;
and much more."--Publisher.

Strategic Brand Management: Global Edition
Adopted internationally by business schools, MBA programs, and marketing
practitioners, The New Strategic Brand Management is the reference source of
choice for senior strategists, positioning professionals and postgraduate students.
Over the years it has established a reputation as one of the leading works on brand
strategy. The fifth edition builds on this impressive reputation and keeps the book
at the forefront of strategic brand thinking, 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. Explaining
the latest techniques used by companies worldwide, author 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, the new dynamics of
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targeting and the comeback of local brands.

Switch On Your Brain
Category Management in Purchasing is a comprehensive guide to strategic
category management, providing a step-by-step guide to its implementation and
use. This book provides the necessary tools, techniques and applications that will
enable the reader to implement this cost saving purchasing method. The 3rd
Edition of Category Management in Purchasing has been rigorously updated to
reflect latest thinking in the field. Jonathan O'Brien shows how a strategic approach
needs to work effectively together with other approaches, such as Supplier
Relationship Management. He has added important sections on governance,
included more supplier and supply chain tools, and introduced a pragmatic route
for smaller businesses or those who need step-by-step advice.The book provides
case studies of real companies, including: IKEA, The Body Shop, NHS, Heinz, Cardiff
Council, and GlaxoSmithKline.

The New Strategic Brand Management
The concise book covers the essential concepts of global marketing with the aid of
extensive real -life examples and cases. The book offers balanced coverage of
developed and developed markets, including insights into the often overlooked
markets of Africa, Latin America, and the Middle East. It features comprehensive
coverage of current topics based on the authors extensive research and consulting
experience. An early introduction to culture and marketing prepares students to
integrate cultural analysis throughout the course.

Principles of Marketing 2.0
For graduate and undergraduate marketing management courses. This title is a
Pearson Global Edition. The Editorial team at Pearson has worked closely with
educators around the world to include content which is especially relevant to
students outside the United States. Framework for Marketing Management is a
concise adaptation of the gold standard marketing management textbook for
professors who want authoritative coverage of current marketing management
practice and theory, but the want the flexibility to add outside cases, simulations,
or projects.

Strategic Brand Management
As in previous editions of this popular text on cross-cultural management, students
will find here an invaluable guide to key management theories, linked to practical
examples from all round the world. The book's key distinctive feature remains its
truly international profile, with current examples from the US, Europe, Asia and
new perspectives in this edition from other regions. Discussion of cross-cultural
models is updated by including the 'crossvergence' framework developed during
the 1990s, as well as the latest new research on organizational culture Coverage of
how and to what extent cultural variation affects the implementation of etechnology at the workplace (esp. in multinational subsidiaries) New material on
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the management of marketing/sales teams across borders and implications of
cultural differences for expatriate managers. The addition of several new cases,
from the Middle East, Latin America and Africa as well as new cases in in Asia. The
4th edition retains the special appendix on how to write a successful dissertaion or
project which makes this a useful text for both MBA and advanced undergraduate
courses.

Marketing Strategy and Management
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 world-class 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

Advertising Media Planning
Using a wide range of visual examples and case studies, Advertising and Promotion
4th edition introduces the reader to the key concepts, methods and issues and
illustrates these with first-hand examples gathered from leading international
advertising agencies and brand campaigns. Told from the perspective of the
agency, it gives a fun and creative insider view helping the reader to think beyond
the client position and understand what it might be like working within an ad
agency. Drawing not only from management and marketing research but also from
other disciplines such as cultural/media studies and sociology, the authors offer a
rounded and critical perspective on the subject to those looking to understand
advertising as social phenomenon in addition to its business function and purpose.
The new edition has in-depth coverage of online advertising and the role of social
media in advertising including metrics and analytics and includes advertising
examples by global brands including Adidas, Benetton, BMW, Dove and DeBeers.
“Snapshots” bring in aspects of cross-cultural advertising such as Barbie in China.
The book is complemented by a companion website featuring a range of tools and
resources for lecturers and students, including PowerPoint slides, an instructor’s
manual, SAGE journal articles, links to further online resources and author Videos.
The textbook is also supported by an author-written blog which keeps readers
updated on interesting, topical examples relating to advertising and promotion
from current affairs and popular culture:
www.hackleyadvertisingandpromotion.blogspot.com. Suitable for Advertising,
Marketing and Communications modules at undergraduate or postgraduate level.

Strategic Advertising Management
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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

Framework for Marketing Management :Global Edition
An introduction to marketing discusses such topics as designing a marketing
program, research, advertising, sales, social media, and telemarketing.

Designing Brand Identity
This text provides readers with a framework of the four key aspects of strategic
brand management: building, leveraging, identifying and measuring, and
protecting brands. Filled with the latest cutting-edge research, students will learn
how to design strategies and tactics to effectively buildand manage brands.

Creating Powerful Brands
Adopted internationally by business schools, MBA programs, and marketing
practitioners, The New Strategic Brand Management is the reference source of
choice for senior strategists, positioning professionals and postgraduate students.
Over the years it has established a reputation as one of the leading works on brand
strategy. The fifth edition builds on this impressive reputation and keeps the book
at the forefront of strategic brand thinking, 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. Explaining
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the latest techniques used by companies worldwide, author 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, the new dynamics of
targeting and the comeback of local brands.

Mind Over Mood, Second Edition
This book interweaves the theory of strategic management with the special
requirements of Indian business environment. This fourth edition of the popular
text in strategic management brings the current and updated content in the
discipline in a lucid and reader-friendly manner. The content for this edition is
thoroughly revised, rewritten, and updated with 36 cases (comprehensive and
mini) of Indian organisations and companies. Salient Features: - New chapters
dealing with sustainability in the context of strategic management, and methods of
pursuing strategies. - Enhanced framework of strategy implementation in India Learning objectives based content with new examples, illustrations and cases.

Strategic Management
Black Lives Matter at School succinctly generalizes lessons from successful
challenges to institutional racism that have been won through the BLM at School
movement that began at one school in 2016 and has since spread to hundreds of
schools across the country. This book will inspire many hundreds or thousands of
more educators to join the BLM at School movement at a moment when this
antiracist work in education could not be more urgent. Contributors include Opal
Tometi who wrote a moving foreword, Bettina Love who has a powerful chapter on
abolitionist teaching, Brian Jones who writes about centering BLM at School in the
historical context of other struggles for racial justice in education and several
prominent teacher union leaders from Chicago to Los Angeles and beyond who
discuss the importance of anti-racist struggle in education unions. The book
includes essays, interviews, poems, resolutions, and more from educators,
students and parents around the country who have been building Black Lives
Matter at School on the ground.

Sport Marketing
Sport Marketing, Fourth Edition With Web Study Guide, has been streamlined and
updated to keep pace with the latest information and issues in the competitive
world of sport marketing. This text maintains its position as the best-selling and
original text in the field, continuing to direct students to a better understanding of
the theoretical backbone that makes sport marketing such a unique and vibrant
subject to study. Using the new full-color format and companion web study guide,
students will stay engaged as they explore how fans, players, coaches, the media,
and companies interact to drive the sport industry. Heavily updated with more
contributions from industry professionals and emphasis on social media platforms
that have revolutionized the field in recent years, this edition contains practical
material that prepares students for careers in sport marketing. It also includes
these updates: •A web study guide featuring exclusive video interviews with
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industry professionals and accompanying activities that tie core concepts and
strategies from the book into applied situations •Instructor ancillaries enhanced by
gradable chapter quizzes that can be used with learning management systems •An
attractive and engaging full-color interior •Chapter objectives, opening scenarios,
engaging sidebars, and photos throughout the text that guide students in grasping
important concepts •Wrap-Up, Activities, and Your Marketing Plan sections at the
end of each chapter that offer opportunities for self-assessment and review The
highly respected authors have long been recognized for their ability to define this
exciting field, combining academic study and current research with industry
experience for an unmatched learning experience for students preparing to enter
the working world. The content in this fourth edition of Sport Marketing has been
reorganized to make it easier to use in the classroom. Chapters 1 through 3
provide an overview of the field of sport marketing as an area of study and
profession. Chapters 4 and 5 teach students how to research and study the
behaviors of sport consumers, including an overview of marketing segmentation.
Chapters 6 through 13 provide extensive information on the nuts and bolts of the
field, including the five Ps of sport marketing and special sections on branding,
sales and service, engagement and activation, community relations, and social
media. The final chapters explore legal issues, integration, and the future of sport
marketing. Instructors may also take advantage of the student web study guide
and complete package of ancillaries to enhance learning and presentation of core
concepts. All materials, including the web study guide, instructor guide, test
package, presentation package plus image bank, and LMS-compatible chapter
quizzes, are available online. The world of sport marketing continues to evolve.
Sport Marketing, Fourth Edition With Web Study Guide, offers students a complete
view of the expansive field of sport, providing an understanding of the foundations
of sport marketing and how to enhance the sport experience.

International Management
Do you want to know how a quintessentially British brand expands into the Chinese
market, how organizations incorporate social media into their communication
campaigns, or how a department store can channel its business online? What can
you learn from these practices and how could it influence your career, whether in
marketing or not? Marketing, 4th edition, will provide the skills vital to successfully
engaging with marketing across all areas of society, from dealing with skeptical
consumers, moving a business online, and deciding which pricing strategy to
adopt, through to the ethical implications of marketing to children, and being
aware of how to use social networking sites to a business advantage. In this
edition, a broader range of integrated examples and market insights within each
chapter demonstrate the relevance of theory to the practice, featuring companies
such as Porsche, Facebook, and L'Oreal. The diversity of marketing on a global
scale is showcased by examples that include advertising in the Middle East,
Soberana marketing in Panama, and LEGO's expansion into emerging markets.
Theory into practice boxes relate these examples back the theoretical frameworks,
models, and concepts outlined in the chapter, giving a fully integrated overview of
not just what marketing theory looks like in practice, but how it can be used to
promote a company's success. Video interviews with those in the industry offer a
truly unique insight into the fascinating world of a marketing practitioner. For the
fourth edition, the authors speak to a range of companies, from Withers Worldwide
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to Aston Martin, the City of London Police to Spotify, asking marketing
professionals to talk you through how they dealt with a marketing problem facing
their company. Review and discussion questions conclude each chapter, prompting
readers to examine the themes discussed in more detail and encouraging them to
engage critically with the theory. Links to seminal papers throughout each chapter
also present the opportunity to take learning further. Employing their widelypraised writing style, the authors continue to encourage you to look beyond the
classical marketing perspectives by contrasting these with the more modern
services and societal schools of thought, while new author, Sara Rosengren,
provides a fresh European perspective to the subject. The fourth edition of the bestselling Marketing, will pique your curiosity with a fascinating, contemporary, and
motivational insight into this dynamic subject. The book is accompanied by an
Online Resource Centre that features: For everyone: Practitioner Insight videos
Library of video links Worksheets For students: Author Audio Podcasts Multiple
choice questions Flashcard glossaries Employability guidance and marketing
careers insights Internet activities Research insights Web links For lecturers: VLE
content PowerPoint Slides Test bank Essay Questions Tutorial Activities Marketing
Resource Bank Pointers on Answering Discussion questions Figures and Tables
from the book Transcripts to accompany the practitioner insight videos.

Branding and Brand Equity
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.

Marketing
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.
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