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This is one of the first books to probe deeply into the art and science of branding
industrial products. The book comes at a time when more industrial companies need to
start using branding in a sophisticated way. It provides the concepts, the theory, and
dozens of cases illustrating the successful branding of industrial goods. It offers
strategies for a successful development of branding concepts for business markets and
explains the benefits and the value a business, product or service provides to industrial
customers. As industrial companies are turning to branding this book provides the best
practices and hands-on advice for B2B brand management.
Why do winning brands appear to be more creative and authentic than less successful
ones? Despite the strong link between famous brands and the products sold under their
name, there is still a gap in understanding the relationship between product design and
brand-building - Monika Hestad plugs that gap. Branding and Product Design discusses
key questions about the link between product and brand and about design processes
and innovation. It examines these questions on both macro and micro levels and
provides the reader with tools to help understand the role of products in building a
brand, and how to bring the brand and the product design process together. These are
based on the author's research into branding and product design, her years of teaching
these topics, and her own industrial practice. Qualitative interviews delivering an
'insider' perspective on major brands bring abstract concepts to life. The book includes
case studies from well-known and up-and-coming brands and will prove invaluable to
design practitioners, marketers, managers and other professionals working close to
designers. It will also benefit those teaching and studying, particularly if they are
involved in the new higher education programmes where business schools and design
schools are co-operating to reflect the intersection between design and branding.
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.
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 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
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perspectives.
Brand euity and strategic brand management combine a comprehensive theoretical
foundation with numerous techniques and practical insights for making better day-today and long-term brand decisions and thus improving the long-term profitability of
specific brand strategies. This book is prepared for specific tactical guidelines for
planning, building, measuring and managing brand euity.It includes numerous
examples virtually on every topic.Representing the brain trust in brand management,
the book of Brand Management presents the highly sophisticated branding techniques
used by some of the world's leading companies.Strategies such as brand stretching
and brand architecture are described,especially as tools for managing the total brand
experience and value.the book also includes a brand management toolkit,which
provides checklists and exercise, as well as global and asian case studies.
Social media is fundamentally changing the way travellers and tourists search, find,
read and trust, as well as collaboratively produce information about tourism suppliers
and tourism destinations. Presenting cutting-edge theory, research and case studies
investigating Web 2.0 applications and tools that transform the role and behaviour of
the new generation of travellers, this book also examines the ways in which tourism
organisations reengineer and implement their business models and operations, such as
new service development, marketing, networking and knowledge management. Written
by an international group of researchers widely known for their expertise in the field of
the Internet and tourism, chapters include applications and case studies in various
travel, tourism and leisure sectors.
Bringing together theories and concepts from brand management, consumer culture
theory, marketing, communications, and design, this book provides an understanding of
how organisations can successfully develop, market, and manage their brands. It draws
extensively from scholarly research published in social sciences and humanities to
provide a detailed discussion of the process of brand management and development.
This book explores how organisations can design brand identities, develop brand
marketing programmes, measure brand performance, and sustain brand equity,
combining psychological, sociological, cultural, and management perspectives. It
provides numerous examples that contextualise theory, enabling the reader to
understand how past and present branding campaigns and strategies can be
deconstructed, analysed, and evaluated, using these theoretical insights.With end-ofchapter case studies on Burberry, Juventus F.C., Pukka Herbs, YO!, and many other
European and global brands, Strategic Brand Management and Development is an
essential text for students in marketing, brand management, and consumer research, or
for anyone interested in understanding the extraordinary power and scope of brands
and branding in contemporary post-modern society.
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
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gap in the market, providing an understanding of how the nature of brand and the idea
of the consumer differ in these approaches and offers in-depth insight into the opening
question of almost every brand management course: "What is a brand?"
This book deals with the intellectual foundation of the sociopolitical, economic and legal
systems of developing countries, using a methodological approach. It calls for not only the
need to search for a country's cultural identity, but also a need to analyze the prevalent
concepts important to a contemporary modern society, such as the respect for an individual,
human rights, freedom, equality, democracy and the universal respect for law.Based on the
author's lifelong reflection on why some of these deeply treasured Western values and
institutions have not been useful in developing democracy in Asia, it examines which values
are applicable and which are not to Asian emerging societies. China's historical and
contemporary attempts in modernization and development are used as examples throughout
the book. As a valuable resource for decision-makers of developing countries, this book will
help to shed some light on what to look for in a cultural identity and what to subscribe to among
the values circulating in our globalized world.
Irrespective of the legal sphere and type of care (primary, secondary, and continuing),
providers must ensure that users receive quality healthcare through the efficient use of
resources, responsiveness, affordability, and the equal treatment of patients. Management and
marketing have been playing an important role in this sector with the importance of branding
growing in the healthcare market. The chance for brand in healthcare is determined by the
challenges to increase and improve consumer choice. That's something to which providers and
health systems, in general, have not been familiarized. New Techniques for Brand
Management in the Healthcare Sector is a critical research publication that explores the
diffusion of new marketing knowledge, tendencies, and qualitative and quantitative methods for
brand management in the private, public, and social health sectors and examines the
movement from healthcare as a priceless commodity to one that can be, and is, commodified.
Highlighting topics such as e-health, medical tourism, and brand management, this publication
is essential for hospital directors, marketers, advertisers, promotion coordinators, brand
managers, product specialists, academicians, healthcare professionals, brand strategists,
policymakers, researchers, and students.
This book articulates a new theoretical approach to branding, labelled the Communication as
Constitutive of Brands (CCB) approach. This approach combines understandings from the
CCO (Communication as Constitutive of Organization) perspective with the branding literature.
The author outlines the evolution of corporate branding theory that has developed from an
identity approach rooted in signalling theory to an understanding of brands as co-created by
multiple stakeholders. She then develops and elaborates the latter approach by formulating
and explicating the CCB approach, within which a brand is conceptualized as a discursive
brand space grounded in a performative and interactional ontology. Brand discourses are
produced in a number of conversational spaces inhabited by both human and non-human
actors. Seeing that non-human actors have agency, hybrid agency and ventriloquism are key
notions in the CCB approach, and the role of the brand manager is to function as a practical
author. The CCB approach is explicated and sustained by five chapters that each elaborate on
a certain aspect of CCB and demonstrate the theoretical points in a number of analyses (the
process of brand creation, the set-up of conversational spaces, the role of materiality and
macro-actors, frame games, and the brand manager as a practical author). The data in the
analyses originates from a case that is used throughout the book. Written for scholars and
university students within the field of branding and organizational communication, this book
represents an area of developing interest within the field of marketing.
Retail is the sale of goods to end users, not for resale, but for use and consumption by the
purchaser. This excludes direct interface between the manufacturers and institutional buyers
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such as the government and other bulk customers. Retailing is the last link that connects the
individual consumers with the manufacturing and distribution chain. Retail is the fastest
growing sector in the Indian economy. Traditional markets are making way for new formats,
such as departmental stores, hypermarkets, supermarkets and specialty stores. Western style
malls have begun appearing in metros and second-rung cities alike, introducing the Indian
consumer to an unparalleled shopping experience. This comparative study focuses on the
costumers of Reliance Mart and Big Bazaar with regard to their buying tactics, shopping
behavior, expectations, perceptions, satisfaction and brand loyalty.
Branding is an increasingly important part of business strategy for all types of businesses,
including start-ups, SMEs, NGOs, and large corporations. This textbook provides an
introduction to brand management that can be applied to all these types of organizations.
Using story-telling to guide the reader through the main concepts, theories and emerging
issues, it offers a theoretical and applied perspective to brand management. Highlighting the
relationship between different brand concepts, this textbook explores the role of branding from
both a corporate and a consumer perspective and highlights implications for employability and
future career options. With case studies, activities, learning objectives and online resources for
lecturers, this book is an ideal accompaniment for undergraduates, post graduates or students
who have never studied branding before. Written in an approachable way, it gives readers the
basics, allowing them to enhance their understanding of the core topics and advance their
study further.
'Making Marketing Happen' is prompted by needs of practising managers who have found the
traditional marketing planning texts to be "fine in theory, but hard to apply to my special
market". In short, it holds that marketing planning fails for most companies because it either
does not fit their organizational culture, their market conditions or both. Successful companies
do not plan. They use a hybrid strategy making process including vision, incrementalism and
planning. The ratio of these three things is critical and the right ratio is unique to every
company. The author develops this argument and explains how companies can construct the
right hybrid strategy making process for their situation. The book has been designed for those
practising managers who need more than the planning text book. It will tell you: * Why attempts
at planning are foiled by the market, the company culture or both. * How effective strategists
don't plan, but use organizationally tailored strategy making processes * How to design the
right process for your company and your market * How to know if the strategy you make is
strong before you implement it. "An incredibly practical and hands-on book concerned with the
realities of doing strategic marketing planning to enhance customer and shareholder value. It is
packed with new ideas and practical tools and should be on every marketing manager's desk."
Professor Nigel F Piercy, Professor of Marketing, Warwick Business School “This book starts
where most others finish – making the theory work in the real world. Having done an MBA and
held several Senior Marketing positions, I recommend it both to practising marketers who
already have a thorough understanding of marketing theory and also to MBA students who are
eager to apply their knowledge within their own organisation’s framework.” Mathias
Aeberhardt, Director Business Intelligence Europe, Zimmer GmbH “As a strategic marketing
professionals working in the fast-moving and complex world of UK retail banking and personal
financial services, inevitable time pressures demand that we must be highly selective in the
material we choose to read. Within this context, I would recommend 'Make Marketing Happen'
as an invaluable investment of scarce managerial time. The text is full of practical guidance
and exciting insights into the world of strategic market planning and is presented in an
informative and highly accessible format - well worth the read.” Dr Jansen Ryder, Product
Manager, Halifax Bank of Scotland "Making Marketing Happen is one of those rare marketing
books that brings the right information to the table at precisely the right time. As a senior
marketer in the highly competitive automotive industry, I have struggled with what the
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appropriate measures of marketing value are now, and what they should be in the future in
order to maintain a competitive edge. Brian Smith has provided a detailed, pragmatic approach
to marketing strategy with not only interesting examples but also with clear advise to make
marketing really happen. The text is concise and clearly presented. Most of all, Making
Marketing Happen is very readable and enjoyable to read." Willem Verschuur, GM Product
Marketing Management, Mitsubishi Motors Europe B.V. “In the past writing on Marketing
Planning seems to have been dominated by mechanistic planning models. This book brings a
welcome insight into other approaches and their application and challenges managers to think
about what works for them.” Gerry Johnson, Professor of Strategic Management, University of
Strathclyde Graduate School of Business
Adopted internationally by business schools, MBA programmes and marketing practitioners
alike, 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 has also become
synonymous with the topic itself. Jean-Noël Kapferer covers all the leading issues faced by the
brand strategist today, supported by an array of international case studies. With both gravitas
and intelligent insight, it 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.This updated fifth edition of The New Strategic Brand Management builds on its
impressive reputation by 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, among other things, models and frameworks such as the Brand Identity Prism, it remains
at the forefront of strategic brand thinking.
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 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.
Adopted internationally by business schools, MBA programmes and marketing practitioners
alike, 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. The new edition builds on this impressive reputation and
keeps the book at the forefront of strategic brand thinking. Revealing and explaining the latest
techniques used by companies worldwide, author Jean-Noël Kapferer covers all the leading
issues faced by the brand strategist today, supported by an array of international case studies.
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With both gravitas and intelligent insight, the book reveals new thinking on a wealth of topics
including: brand architecture and diversity strategies; market adaptation approaches;
positioning in the private label and store brand environment, and much, much more. Whether
you work for an international company seeking to leverage maximum financial value for your
brand, or whether you are looking for practical guidance on brand management itself,
Kapferer's market-leading book is the one you should be reading to develop the most robust
and watertight approach for your company.
The Handbook of Brand Management Scales is a concise, clear and easy-to-use collection of
scales in brand management. Scales are a critical tool for researchers measuring consumer
insights, emotions and responses. Existing handbooks of marketing scales do not include (or
include very few) scales related to brand management constructs. This book is the first to meet
this need. Sample scales include brand personality, brand authenticity, consumer–brand
relationships and brand equity. Each scale is included with a clear definition of the construct it
is designed to benchmark, a description of the scale itself, how to use it and examples of
possible applications in managerial and academic contexts. A much-needed reference point,
this is a unique, vital and convenient volume that should be within reach of every marketing
scholar's and manager's desk.
Marketers have to understand how the information that consumers associate with a company
and its products affects their responses to those products. Adressing this issue, Markus
Meierer analyzes firstly if consumers from Germany, France, Romania, Russia, and the USA
perceive an internationally standardized corporate brand homogenously as well as if a positive
effect on consumers' product response exists. Secondly he investigates if consumers perceive
corporate and product brand as reciprocally related across countries as well as how the direct
and indirect effects of corporate and product branding on consumers' product response look
like.
This book is not available as a print inspection copy. To download an e-version click here or for
more information contact your local sales representative. Presenting the basics of brand
management, the book provides both a theoretical and practical guide to brands, placing
emphasis on the theory that the consumer is a co-creator in a brand's identity. In a world in
which social media and inclusive digital platforms have increased customer engagement, the
role of brands and branding has changed. The line between the producer and the consumer
has become blurred; consumers are no longer the recipients of brand identity, but the cocreators, playing a significant role in shaping new products and systems. To help students
better understand the basics of brand management, and the co-creation theory, the book
includes a collection of geographically diverse case studies, including: Burger King, Lego,
Lynx, Maserati, HSBC and Vegemite. The book is complemented by online resources for
lecturers and students, including PowerPoint slides, journal articles, web and video links, and a
selection of exclusive videos with a professional brand consultant. Suitable reading for
students of branding and brand management modules.
Brand management just got easier Successful brands provide meaning: a higher purpose, a
vision of a better future, a code of values, and a culture that drives performance. Brands with
meaning stand out in their marketplace and attract like-minded people: customers, employees,
suppliers and investors. Successful brand management clearly differentiates organizations,
products and services from their competitors and inspires advocacy from all stakeholders.
Building a strong brand takes much more than a week: it requires an on-going commitment to
excellence. This updated second edition of Brand Management In A Week provides a proven
seven-day program on the principles of brand management. It takes you from the conceptual
and planning stage through to implementation and sustainability. It's packed with tips and
insights gained from decades of industry experience to help you jump-start your brand and
give you the tools and confidence to manage it through the hurdles of the business landscape.
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Each of the seven chapters in Brand Management In A Week covers a different aspect: Sunday: Determine your brand focus - Monday: Define your brand strategy - Tuesday: Express
your brand through its identity - Wednesday: Evolve your brand culture - Thursday: Build your
employer brand - Friday: The importance of design - Saturday: Sustaining the brand
Hospitality and Tourism - Synergizing creativity and innovation in research contains 116
accepted papers from the International Hospitality and Tourism Postgraduate Conference 2013
(Shah Alam, Malaysia, 2–3 September 2013). The book presents trends and practical ideas in
the area of hospitality and tourism, and is divided into the sections below: - Hospitality and
tourism management - Hospitality and tourism marketing - Current trends in hospitality &
tourism - Technology, advancement and innovation in hospitality and tourism - Green
hospitality and tourism - Food service and food safety - Relevant areas in hospitality and
tourism Hospitality and Tourism - Synergizing creativity and innovation in research will be
useful to postgraduate students, academia and professionals involved in the area of hospitality
and tourism.
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.
Strategic Brand Management third edition, uniquely analyses the social andcultural aspects of
brand strategy and its influence on consumerperceptions around the world.Written by experts
in the field, itis designed to ensure students are confident in analysing traditionalideas of brand
equity and positioning and are able to understand theemotional and cultural connections
brands create and employ. The book'sinnovative framework separates a brand's concept into
its functionaland emotional parts to give students a complete understanding of howbrands
operate and compete for consumer loyalty.In addition,brand management theory is applied to a
wealth of engaging real-lifecase studies and full colour images clearly illustrate brand
strategiesin action. Diverse and dynamic examples include Red Bull, Fiat, andVirgin, as well as
innovative Australian stationery brands, Scandinaviancoffee companies, and international retail
giants.As a result, Strategic Brand Managementis the complete and essential textbook for
students aiming to developtheir academic and professional skills and learn more about
thischallenging andprofitable industry. New to this editionUpdatedand extended coverage of
online and technological changes to brandmanagement strategies, including social media and
internet communities.Wider international coverage with new examples from Asia, Australia,
and Europe.A new full colour presentation givesdiagrams and photographs more impact, better
enhancing the reader'sunderstanding of brand management theory and practice.A range of
new and updated case studies andexamples illustrate significant developments in brand
managementpractice since 2011.New key concept boxes allow the reader to recap and review
the core theories and ideas set out at the beginning of each chapter.

Written by experts on global marketing, Contemporary Brand Management focuses on
the essentials of Brand Management in today’s global marketplace. The text succinctly
covers a natural sequence of branding topics, from the building of a new brand, to
brand extension and the creation of a global brand, to the management of a firm’s
brand portfolio. The authors uniquely explore global branding as a natural expansion
strategy across markets and offer numerous international brands as examples
throughout. Designed for shorter strategic branding courses (half-term or 6 weeks in
length), this text is the ideal companion for upper-level, graduate, or executive-level
students seeking a practical knowledge of brand management concepts and
applications.
Paul Temporal has written a remarkably insightful book on how to build strong brands.
he addresses every issue in brand management with sound theories and marvelous
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examples. This is one of the best books on brand management to help any company
build powerful brands. - Philip Kotler Those building and managing brand assets will
find the issues facing them addressed in Advanced Brand Management with clarity,
insight, and an easy-to-read style. Chock full of case studies, I especially found useful
and stimulating, the author's willingness to offer critical judgments of brand decisions. David Aaker Paul Temporal's new book is interesting, entertaining, well-written, and
loaded with everything you need to know to manage a brand. What more could you
want? Read it! - Al Ries Brands in Asia are a paradox. Everyone believes in them, but
the ability to create them often lags far behind. To those who imagine that branding is
just a passing fashion, this book is a powerful corrective. Paul Temporal describes in
magisterial detail the philosophy, but above all, the practice of branding. As such, it is a
vital tool for all those who believe that Asia's future lies in strategic solutions. - Miles
Young
The book, now in its second edition, continues to elucidate the concepts and topics of
Product Policy and Brand Management in concise and clear manner. The book is
divided into four parts—Part I on Fundamentals of Product Management throws light on
the concepts of product and its management, role of product managers, product life
cycle, diffusion models, developing a product manager, and the product planning
system and strategies. Part II on New Product Development shows what are the
barriers faced while developing a new product, the test marketing stages and its
alternatives, launching of the product, future trends of product management and
success stories. Part III on Brand Management defines branding, branding decisions,
brand equity, brand identity, and brand positioning. Part IV gives an analytical and
practical insight on the discussed concepts with the help of Live Case Studies. The
book is primarily intended for the students of MBA, MMS, and ME/MTech (industrial
Management). Besides, would also be useful for the professional managers as well.
New To This Edition The new edition is packed with 11 new cases on: Tracking of a
Product Launch Long-run Market Share Estimation Conversion of a Commodity to a
Brand New Product Development Approach to a Food Product Portfolio Matrix
Application
Many years ago, I developed a fascination for martial arts. I started reading books that
promised to teach self defense and soon I was practicing he steps at home. A few
months later, I joined karate classes, and whey my sensei started teaching theory to the
class, I thought I already knew it all. And then I had my first sparring bout. All the theory
I had learned, all the practice I had done at home, all the things I thought I knew about
karate dissipated in one single moment. That was when I tasted my own blood. That
was my first experience of how theory sometimes leaves you unprepared for the real
world. Marketing is no different. Useful guidelines for brand builders in the form of 101
lessons from a field test pro. Easy to read. Anyone working with brands can?t help but
find tips they can use. – David Aaker, Vice Chairman, Prophet Brand Strategy, Author,
Brand Leadership and Building strong Brands Never have lessons been so pleasant
and easy to understand. After finishing Mainak Dhar?s 101 lessons you?ll be ready for
any marketing exercise. This author has had hands–on experience and it shows clearly
over these pages. pay attention in this teacher?s class! – Allein Moore, Editor, AdAsia
Presenting some of the most significant research on the modern understanding of
luxury, this edited collection of articles from the Journal of Brand Management explores
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the complex relationships consumers tie with luxury, and the unique characteristics of
luxury brand management. Covering the segmentation of luxury consumers worldwide,
the specificity of luxury management, the role of sustainability for luxury brands and
major insights from a customer point of view, Advances in Luxury Brand Management
is essential reading for upper level students as well as scholars and discerning
practitioners.
The definitive guide to managing a luxury brand, newly revised and updated What
defines a luxury brand? Traditional wisdom suggests that it's one that's selective and
exclusive—to such a degree that only one brand can exist within each retail category
(automobiles, fragrances, cosmetics, etc.). But this definition is inherently restrictive,
failing to take into account the way in which luxury brands today are increasingly
identified as such by their placement in stores and how consumers perceive them. This
revised and updated edition of Luxury Brand Management, the first comprehensive
book on luxury brand management, looks at the world of branding today. Written by two
renowned insiders, the book builds on this new, broader definition of luxury and
examines more than 450 internationally known brands from a wide range of industries.
Packed with new information covering the financial crisis's impact on luxury brands, and
looking towards a new period of growth, the book reconciles management, marketing,
and creation with real-life examples and management tools that the authors have
successfully used in their professional careers. Includes dedicated chapters focusing on
each of the main functions of a luxury brand, including brand creation, the complexity of
managing brand identity, the convergence of arts and brands, and much more
Addresses the practical functions that can make or break bottom lines and affect brand
perception, such as distribution, retailing, logistics, and licensing Focuses on brand lifecycle, brand identity, and licensing issues A compelling and comprehensive
examination of the different dimensions of luxury management in various sectors, this
new edition of the classic text on brand management is essential reading for anyone
working with or interested in making the most of a luxury brand in the post-recession
world.
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, JeanNoël 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 marketing of luxury brands is a highly complex and difficult task and differs strongly
from the management of ordinary brands. At the heart of the difficulty lies a paradox: To
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increase sales and at the same time to preserve exclusivity. A luxury brand has to be
anchored in the heads of as many people as possible and be desired but it must remain
inaccessible to most of them. The more a luxury brand or good gets actually purchased,
the more it loses ist aura of exclusivity, ist attractiveness and ist 'dream value'.The
purpose of this book is to analyze the specificities of the management and marketing of
luxury brands in comparison to ordinary brands. The analysis will mainly focus on the
four elements of the marketing mix, namely product, place, price and promotion. A
detailed analysis of the four elements will disclose the particularities of luxury brands
and present the requirements of successful luxury brand management which is able to
overcome the difficulties resulting from the mentioned paradox.

In recent times, the advent of new technologies, the concerns about
sustainability, and the new tastes of the youngest generations of luxury
consumers have affected the traditional dynamics of the luxury goods markets.
These emerging issues have caused significant changes in the marketing of
luxury goods. Sustainable development is not a new practice in the luxury market
but is of increasing importance. The real challenge is for luxury companies to
overcome the residual corporate social responsibility perspective to embrace a
real integration of environmental, ethical, and social concerns into the corporate
strategy. Integrated output and sustainable processes, the introduction of nonfinancial reporting as operational practice, and a new orientation to circular
economy practices are emerging issues that still today request for a deeper
exploration both on the academic and managerial point of view. Digitalization is
another relevant issue that is reshaping the business model of luxury companies.
Big data, blockchain, omnichannel experience, and digital customer experience
represent the main digital challenges that luxury brand companies are facing
nowadays. Luxury brands must keep up with these digital demands and
sustainability concerns to maintain their position in the global market. Developing
Successful Global Strategies for Marketing Luxury Brands upgrades the most
relevant theoretical frameworks and empirical research about the marketing of
luxury goods. This book is focused on contemporary issues affecting luxury
industries such as digital transformation (blockchain, big data, analytics,
innovation processes), sustainable development, changes in luxury consumers’
behavior, integration between physical and online channels, and the
development of social media marketing strategies. Chapters will cover areas of
marketing, management, buyer behavior, and international business, creating a
multidisciplinary approach for this book. This book is ideal for scholars, local
government agencies and public bodies, managers, luxury business owners,
along with practitioners, stakeholders, researchers, academicians, and students
who are interested in emerging issues affecting the luxury market, such as
sustainability and digital transformation.
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
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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.
Focuses on sensemaking, decisions, actions, and evaluating outcomes relating
to managing business-to-business brands including product and service brands.
This book features chapters that address aspects of the marketing mix for
business-to-business and industrial marketers. It includes papers that provide
brand management insights for managers.
This book is about research in brand management and contemporary issues in
marketing. It is designed to bring today’s professionals, managers, academicians
and students the current research findings relating to issues in branding and
marketing across the globe. Generally, branding has been accepted as an
important strategy in managing business and marketing activities. This is
because effective branding and marketing strategies can help improve business
performance and bring up companies to a better position. Hence, this book is a
good reference to those who wanted to understand factors influencing product
and service brand performance, issues on brand loyalty, consumer purchase
intention and Islamic retailing.
The increasing globalization of business activities forces companies to recruit
highly skilled employees all over the world. In order to attract these talents,
employers have to differentiate themselves through a unique employer brand,
appealing to diverse target audiences. However, in the absence of research on
international students' preferences for employer characteristics, it is difficult for
multinational companies to decide on a feasible degree of employer brand
standardization. Lena Christians investigates the impact of between-country
differences, such as in national culture or economic wealth, on students'
preferences in relation to individual differences of students within the same
country. In combination with a segmentation of the European graduate market,
the results provide readers with inside on which elements of the employer value
proposition are suitable for standardization in which target groups.
Jörg Igelbrink’s study provides the disclosure of a comprehensive explanation
approach of the consumers purchase motivation and attitude towards local
fashion brands. The structure equation model reveals six direct impacts on the
consumers LFB attitude. The author’s findings identify a new consumer typology
presenting a model of four positive consumer-attitude-types such as the
influencing Realign Performance Advocates. In the research field of consumer
behaviour the new consumer typology illustrates both the consumer purchase
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motivation and derived local fashion brand positioning.
It’s no secret that some of the most successful companies, such as 3M, Procter
& Gamble, Microsoft, and Mercedes-Benz, are also known for their new product
development strategies. Creating and Marketing New Products and Services
teaches the key business and marketing principles needed to successfully design
and launch new products and services in today’s global market. It begins by
providing the foundation required to understand the role of new product
development in the innovating organization. The book emphasizes marketing
research techniques that can help firms identify the voice of the customer and
incorporate these findings into their new product development process. It
addresses the role of sustainability in innovation, open innovation strategies, and
international co-development efforts of new products and services. Explaining
how to manage the development and marketing of new products and services,
this book will teach you how to: Select a new product strategy that matches the
needs of your organization Set up a disciplined process for new product
development Define target market opportunities and search out high potential
ideas Understand customer needs, structure them, and prioritize the needs to
clearly define the benefits and values that your product will deliver Integrate
marketing, engineering, R&D, and production resources to design a high-quality
product that satisfies customer needs and delivers value Forecast sales before
market launch based on testing of the product and the marketing plan The
concepts discussed in the book can help to boost innovation and improve the
performance of any type of organization. Some of the concepts presented are
generic and others must be modified for each application. Together, they can
lead to greater profitability and reduced risk in the new product development
activities within your organization.
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