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Brand New World - Sarah J Kay 2021-06
Brand New World equips next-generation CEOs and CMOs to embrace
creative thinking, feel confident in making impactful billion-dollar
choices, and harness the power of their brand and leadership teams to
create a bold future. Humanity faces complex global challenges. People
around the world want to make progress towards a better life,
community, and world and they expect brands to play a role in creating
this bold future. Brand New World is a clarion call to recognise that it's
no longer enough for leaders of powerful brands to be motivated only by
financial growth. The biggest brands have the resources to bring people
with shared vision and values together and to mobilise change through
their voice on a scale large enough to make a difference. CEOs and
CMOs hold the keys to creating a better world but they face significant
barriers to leveraging the power of brands to supercharge humanity's
progress. Brand New World explains how to: - Develop a brand vision
and strategy which articulates the brand's role in creating a bold future. Align resources to create measurable value for all stakeholders beyond
financial growth. - Encourage next-generation leaders to make choices
about how they lead your brand.
Brand Renegades - Sean Dowdell 2021-05-18
Learn to Fail Forward The Business Game Changers shows readers how
to develop a non-traditional success formula to disrupt and innovate their
industry. Club Tattoo founders and industry disruptors Sean and Thora
Dowdell share their experience as a woman-run company in the male
dominated world of tattoos and piercings. The lessons taught in this book
are about learning to admit failure and learning to fail forward. Readers
will learn how to: Work ON the business instead of IN the business Know
when to take calculated risks Make affordable mistakes to innovate Step
away from their comfort zone Become a powerful leader and not just a
boss
Global Brand Management - Laurence Minsky 2019-11-28
Hone your understanding of international brand management with this
textbook, showcasing why it's critical for global brands to develop
elasticity and adapt to different territories, audiences and contexts.
Go Logo! A Handbook to the Art of Global Branding - Mac Cato
2010-03-01
Unique among branding or creative guideline books, this book examines
the enormous influence of both “commercial persuasion” and “societal
persuasion” branding—and looks closely at the crucial role creative
brand warriors play in building and sustaining winning designs. A
primary focus is on exploring what it takes to be a successful creative in
the global branding wars as defined by the 12 branding determinants.
Global brands, such as Starbucks, Google, Burger King, Delta Airlines,
and more, demonstrate the unique traits that make them successful
brands.
Global Branding: Breakthroughs in Research and Practice - Management
Association, Information Resources 2019-07-05
To survive in today’s competitive and globalized business environment,
marketing professionals must look to develop innovative methods of
reaching their customers and stakeholders. Examining the relationship
between culture and marketing can provide companies with the data
they need to expand their reach and increase their profits. Global
Branding: Breakthroughs in Research and Practice provides international
insights into marketing strategies and techniques employed to create
and sustain a globally recognized brand. Highlighting a range of
pertinent topics such as brand communication, consumer engagement,
and product innovation, this publication is an ideal reference source for
business executives, marketing professionals, business managers,
academicians, and researchers actively involved in the marketing
industry.
Brand Relevance - David A. Aaker 2011-01-25
Branding guru Aaker shows how to eliminate the competition and
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become the lead brand in your market This ground-breaking book
defines the concept of brand relevance using dozens of case studiesPrius, Whole Foods, Westin, iPad and more-and explains how brand
relevance drives market dynamics, which generates opportunities for
your brand and threats for the competition. Aaker reveals how these
companies have made other brands in their categories irrelevant. Key
points: When managing a new category of product, treat it as if it were a
brand; By failing to produce what customers want or losing momentum
and visibility, your brand becomes irrelevant; and create barriers to
competitors by supporting innovation at every level of the organization.
Using dozens of case studies, shows how to create or dominate new
categories or subcategories, making competitors irrelevant Shows how
to manage the new category or subcategory as if it were a brand and
how to create barriers to competitors Describes the threat of becoming
irrelevant by failing to make what customer are buying or losing energy
David Aaker, the author of four brand books, has been called the father
of branding This book offers insight for creating and/or owning a new
business arena. Instead of being the best, the goal is to be the only brand
around-making competitors irrelevant.
Local and Global Management of Branding, Identity and Image - Felix
Zimmermann 2009-11-27
Seminar paper from the year 2009 in the subject Politics - International
Politics - Topic: European Union, grade: 1,0, European University
Viadrina Frankfurt (Oder), language: English, abstract: Nowadays
western world consumers face an infinite quantity of products that are in
many cases sold in numerous countries all over the world. Modern
communication technologies allow multinational companies to perform
their marketing strategies on a global level, due to the possibility of
executing cross-border transactions more and more efficiently in the
short term. However in what way has the consequential development of
growing together an effect on marketing relevant socio-cultural
differences? The following paragraphs treat first and foremost the
significance of intercultural aspects for global and local marketing
strategies. Gathering different point of views towards brand characters
shows the interest of a non-categorized thinking concerning brand
perception. The initial definitions ‘global‘- ‘local’ brands are already
suggestive of the ambiguous character of brands. Analyzing adaptation
and standardizing branding strategies leads finally to the principal result
of this work: reasoning that successful global branding always implies
the creation of a strong brand personality.
Maximum Success with LinkedIn: Dominate Your Market, Build a Global
Brand, and Create the Career of Your Dreams - Dan Sherman 2014-08-01
The updated edition of the guide to harnessing the power of the world's
largest professional network for total business success Maximum
Success with LinkedIn revolutionizes the way busy professionals use
LinkedIn. It isn't just about professional networking and job-seeking; it's
a step-by-step guide to answering any professional challenge by
harnessing the potential of LinkedIn. It explains how to use LinkedIn to
find customers, partners, investors, or advisors; hire qualified employees;
build a personal brand; build networks; find and land the perfect job;
develop business relationships; and much more. Dan Sherman is a fulltime LinkedIn consultant, trainer, and speaker, who works with
companies and entrepreneurs. He has more than 20 years of marketing
management experience at successful firms, ranging from Silicon Valley
startups to Fortune 500 companies.
Decoding Coca-Cola - Robert Crawford 2020-12-07
This collection of essays delves into the Coke brand to identify and
decode its DNA. Unlike other accounts, these essays adopt a global
approach to understand this global brand. Bringing together an
international and interdisciplinary team of scholars, Decoding Coca-Cola
critically interrogates the Coke brand as well its constituent parts. By
examining those who have been responsible for creating the images of
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Coke as well as the audiences that have consumed them, these essays
offer a unique and revealing insight into the Coke brand and asks
whether Coca-Cola is always has the same meaning. Looking into the
core meaning, values, and emotions underpinning the Coca-Cola brand, it
provides a unique insight into how global brands are created and
positioned. This critical examination of one of the world’s most
recognisable brands will be an essential resource for scholars
researching and teaching in the fields of marketing, advertising, and
communication. Its unique interdisciplinary approach also makes it
accessible to scholars working in other humanities fields, including
history, media studies, communication studies, and cultural studies.
Customizing Global Marketing - John Quelch 1986-01-01
From Village School to Global Brand - James Tooley 2012-06-14
Can education be run as a profitable business and still be driven by a
humanitarian vision? SABIS shows the answer is yes. Now with 60
schools in 15 countries and over 60,000 students, SABIS is a global
education company committed to improving lives. The book is a journey
through time - tracing the company from its humble origins in 1886
Mount Lebanon, through the civil war to the present day. It's also a
journey through geographies, from Kurdistan to Katrina - from the first
international schools in war-torn northern Iraq, to the first charter school
to reopen after the hurricane devastated inner city New Orleans. SABIS
goes where other educational providers are unwilling to tread, helping to
rebuild lives shattered by war and natural disaster. It's finally a journey
through the minds of committed educators, watching as they grapple
with the fundamental question of how we educate young people in the
virtues that have stood the test of time, whilst still enabling them to be
prepared for a future of unknown possibilities.
Corporate Cultures and Global Brands - Albrecht Rothacher
2004-10-25
' This interesting book covers the development of 19 prominent
European, American and Asian companies from their humble origins to
their current status as global operators. The case studies review the
changes of their corporate structures and the successes and failures of
their marketing and branding strategies. A wide range of business
sectors is covered, including foodstuffs, drinks, retail, apparel,
electronics, aviation, cars and entertainment. Of prime importance for
corporate survival and growth in all sectors and countries is the crucial
shift from owner–founder–run companies to consolidated managementled corporations. The wide range of sectors and countries of origin
featured also permits valid conclusions on the persistence of distinctive
national management styles and brand images. This clearly proves that
there are corporate limits to globalization, which companies during
thoughtless cross-national mergers ignore at their peril.
Contents:Corporate Identities and Successful BrandingMars Inc.: More
than Candies and Cat FoodThe Bitter Sweet Chocolates of SprüngliLindtKikkoman: Far Travelled SaucesWho Loves McDonald's?For God,
America and the Real Thing: The Coke StoryZubrowka Bison Vodka: The
High Is the LimitIkea: The Småland Way Goes GlobalThe Rise and Fall of
the Seibu-Saison EmpireUnited, the Benetton WayNike Just Did ItNokia:
Connecting People through a Disconnected PastSony: Made by MoritaSir
Richard Branson's VirginsToyota: The Reluctant MultinationalFiat: The
Festa Is OverCorporate Mergers, Merged Brands in Trouble:
DaimlerChrysler and BMW-RoverThe Lego Universe of Building
BricksThe Magic of Disney Readership: Students, professionals and lay
people interested in management and business issues.
Keywords:Corporate Cultures;International Branding;Global
Marketing;Corporate Succession;Case Studies;Limits to
Globalisation;National Corporate Identities;Mars;SprungliLindt;Kikkoman;McDonald''s;Coke;Zubrovka;Ikea;SeibuSeason;Benetton;Nike;Nokia;Sony;Virgin;Toyota;Fiat;DaimlerChrysler;B
MW;Rover;Lego;DisneyKey Features:The book shows three crucial
factors at work to determine corporate success in the global market
place:a) the initial push by a visionary and energetic owner founder;b)
the consolidation by professional management in later stages;c) the
preservation of distinct national management styles and brand
images.The elusive conditions for global corporate and marketing
success — and failure — are made clearer in 18 readable case studies,
covering key sectors in Europe, Asia and the US.Reviews:“This book is
required reading for practitioners and students of global branding. It
gives informed and valuable insights into culture-specific elements in the
international business arena. The editor brings these insights to bear
admirably in this remarkable collection of essays on products and
services that achieved a global reach.”Dr Tom Hardiman Chairman, IBM
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International Treasury Services Company Fellow of the Irish
Management Institute and of the Marketing Institute of Ireland “A
remarkable study with valuable contributions which explore the decisive
soft factors of international mergers. Economic cooperation between
Europe and Asia urgently requires this expert input.”Professor Helmut
Haussmann Vice Chairman, Cap Gemini Ernst & Young GmbH Former
Federal Minister of Economics, Germany “‘Corporate Cultures and
Global Brands’ offers a thoughtful glimpse into the very soul of every
successful product — the brand.”Michael Laczynski International
Economics Editor Wirtschaftsblatt '
Tilt - Niraj 2013-10-15
Shift your strategy downstream. Why do your customers buy from you
rather than from your competitors? If you think the answer is your
superior products, think again. Products are important, of course. For
decades, businesses sought competitive advantage almost exclusively in
activities related to new product creation. They won by building bigger
factories, by finding cheaper raw materials or labor, or by coming up
with more efficient ways to move and store inventory—and by inventing
exciting new products that competitors could not replicate. But these
sources of competitive advantage are being irreversibly leveled by
globalization and technology. Today, competitors can rapidly decipher
and deploy the recipe for your product’s secret sauce and use it against
you. “Upstream,” product-related advantages are rapidly eroding. This
does not mean that competitive advantage is a thing of the past. Rather,
its center has shifted. As marketing professor Niraj Dawar compellingly
argues, advantage is now found “downstream,” where companies
interact with customers in the marketplace. Tilt will help you grasp the
global nature of this downstream shift and its profound implications for
your strategy and your organization. With vivid examples from around
the world, ranging across industries and sectors, Dawar shows how
companies are reorienting their strategies around customer interactions
to create and capture unique value. And he demonstrates how, unlike
product-related advantage, this value is cumulative, continuously
building over time. In an increasingly customer-centered world
marketplace, let Tilt serve as your guide to shifting your strategy
downstream—and achieving enduring competitive advantage.
The Global Brand - Nigel Hollis 2008-09-30
A top executive at one of the world's leading marketing firms analyzes
the familiarity and strength of brands and establishes five steps towards
increasing brand strength in a globalized world Rapid advances in
modern technology present companies with quickly expanding marketing
opportunities, but they also create an over-saturated business landscape
that both helps and hurts brands. The Global Brand is a thorough
investigation of brand strength in the accelerated modern business
world. Nigel Hollis draws on his experience at Millward Brown to present
a simple formula for determining brand strength based on two axes,
Presence (or familiarity) and Voltage (or marketing appeal), to illustrate
the market value and performance of brands. He analyzes the five steps
of customer commitment to a strong brand--Presence, Relevance,
Performance, Advantage, and Bonding. Finally, Hollis emphasizes human
nature as a set of constant core values that all brands should appeal to,
and analyzes the future of brand-building as a profitable investment. “In
The Global Brand, Nigel Hollis not only corrects some of the
misconceptions of the past but offers a glimpse of the future that is both
perceptive and grounded in good business sense. Those who take the
time to properly digest this book will save their companies a lot of
money.” —Sir Martin Sorrell, Chief Executive Officer, WPP
Brand Breakout - Nirmalya Kumar 2016-08-27
Written by the world's leading thinkers on brand strategy, this book
looks at what Asian and emerging market brands need to do to succeed
in international markets and the challenges they face when competing
with western brands.
Brand Leadership - David A. Aaker 2012-12-11
Management fads come and go in the blink of an eye, but branding is
here to stay. Closely watched by the stock market and obsessed over by
the biggest companies, brand identity is the one indisputable source of
sustainable competitive advantage, the vital key to customer loyalty.
David Aaker is widely recognised as the leading expert in this
burgeoning field. Now he prepares managers for the next wave of the
brand revolution. With coauthor Erich Joachimsthaler, Aaker takes brand
management to the next level - strategic brand leadership. Required
reading for every marketing manager is the authors' conceptualisation of
'brand architecture' - how multiple brands relate to each other - and their
insights on the hot new area of Internet branding. Full of impeccable,
intelligent guidance, BRAND LEADERSHIP is the visionary key to
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business success in the future.
International Brand Strategy - Seán Duffy 2021-01-03
Allow your brand to thrive globally with this clear and straightforward
guide to achieving success in international markets. Helps readers adapt
domestic strategy, avoid common pitfalls, and seize market
opportunities.
Global Content Marketing: How to Create Great Content, Reach More
Customers, and Build a Worldwide Marketing Strategy that Works - Pam
Didner 2014-12-19
Engage Customers Around the World with Cross-Regional Content
Marketing Technology has virtually erased national borders, forever
transforming the way we reach and engage customers, as well as the
way we search for and consume content. Global Content Marketing takes
you step-by-step through the process of creating and refining your
strategies to meet this new reality. LEARN HOW TO: Create content that
engages people--regardless of their country and culture Identify key
actions and strategies to apply to your projects Connect "dots" that
others don't see and connect them in ways you never thought of before
"Content marketing across geographies is a diff erent animal. In this
smart, practical, and authoritative book, Pam Didner has tamed this
animal for all of us." -- DOUG KESSLER, Creative Director, Velocity "A
valuable guide to developing and distributing your global content
effectively." -- NANCY BHAGAT, former VP, Global Marketing Strategy,
Intel, and current Divisional CMO, TE Connectivity "This book is the
blueprint for engineering a modern scalable content marketing
operation." -- PAWAN DESHPANDE, CEO, Curata “Finally the book that
explores all critical aspects of global content marketing! Whether you are
a small business or a Fortune 500 company, it is essential to understand
the 4P’s developed by Pam Didner. Read it and take your content
strategy to the whole new level." -- EKATERINA WALTER, author of
Think Like Zuck and coauthor of The Power of Visual Storytelling
The Global Market - John A. Quelch 2004-05-18
The twin forces of ideological change and the technology revolution
make globalization the single most important issue facing executives
today. But many companies who have developed a presence in the global
market now face the challenges inherent in creating a multinational
presence with the demands of the "unglobal consumer" who does not
have a "one size fits all" need. Here, HBS Professors John Quelch and
Deshpande bring together 13 Harvard Business School professors to
discuss these and other problems and benefits encountered by
executives in global markets. Topics to be discussed include: operating
costs of global advertising and marketing services, global product
standards; managing global supply chains; global account management;
global brands; global knowledge sharing and performance drivers;
managing global customers; and social marketing for global economic
development.
Global Brand Management - Laurence Minsky 2019-11-03
In today's hyper-connected world, any brand with a website or digital
presence is 'global' by its very definition; yet in practice it takes an
enormous amount of strategic planning and adaptability to successfully
manage an international brand. Global Brand Management explores the
increasingly universal scope of brand management. In an era when many
brand managers will find themselves working for large multinationals
operating across varied territories, categories and consumer groups,
developing an understanding of both the opportunities and risks of
multinational brands is truly essential. Meticulously researched, Global
Brand Management shows readers how to manage an existing global
brand, while simultaneously equipping them with the skills to build one
from scratch. The text uses fascinating case studies including Oreo,
Harley Davidson and Xiaomi to demonstrate the challenges of
maintaining a stable brand identity when operating across territories
with different languages, cultural values and logistics. With helpful
pedagogy throughout and built-in features to enhance classroom
learning, Global Brand Management is the perfect springboard for
students to appreciate, enjoy and embrace the nuances and complexities
of brand management on an international scale.
The New Strategic Brand Management - Jean-Noël Kapferer 2008
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
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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. 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 Future of Branding - Rajendra K. Srivastava 2015-12-17
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.
Digital Marketing and Consumer Engagement: Concepts, Methodologies,
Tools, and Applications - Management Association, Information
Resources 2018-01-05
Consumer interaction and engagement are vital components to help
marketers maintain a lasting relationship with their customers. To
achieve this goal, companies must utilize current digital tools to create a
strong online presence. Digital Marketing and Consumer Engagement:
Concepts, Methodologies, Tools, and Applications is an innovative
reference source for the latest academic material on emerging
technologies, techniques, strategies, and theories in the promotion of
brands through forms of digital media. Highlighting a range of topics,
such as mobile commerce, brand communication, and social media, this
multi-volume book is ideally designed for professionals, researchers,
academics, students, managers, and practitioners actively involved in the
marketing industry.
Designing B2B Brands - Carlos Martinez Onaindia 2013-02-19
“As an in-depth explanation of one organisation’s brand strategy, this
guide is both fascinating and full of useful insights.” — The CA magazine
(UK) Get tactical insight from the top business-to-business branding
experts—and gain a global presence This comprehensive manual lays out
the steps necessary for creating an iconic global identity. It uses the
lessons and inside knowledge of Deloitte, the world's largest professional
services organization, to help other business-to-business operations
deliver a high-impact, value-added brand experience. This book will
illustrate all the components of an integrated brand identity system, and
how they can be crafted and implemented for optimal effect. Here, the
speculative is replaced by the proven: a seamless framework for global
brand success, created and followed by an organization renowned for its
consulting and advisory services. Features essential up-to-date strategies
for keeping your brand fresh and enduring Addresses the role of
designers; the marketing and communication function; human resources
and talent teams; agencies and vendors; and more Considers the impact
of digital and social media, two massive forces requiring new thinking for
B2B brands Incorporates best practices for emerging markets With
guidance that takes you on a clear, linear path toward achieving your
brand objectives, this impressive single-source volume is the one book no
business marketing professional should be without.
The Global Brand CEO - Marc de Swaan Arons 2010-09-16
Today almost every marketer works on or competes against a global
brandThink about it; only ten years ago things were very different. The
Global Brand CEO is the first book to specifically focus on what it takes
to win in global marketing. Building on over 20 years of practical
experience, and having worked with the leaders of many of the world's
most successful global brands, the authors present a simple framework
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and practical tools that will help every global marketer unlock the value
of global brands and ready their organization for accelerated growth.The
insights, vision and approach presented in this book are all practitioner
endorsed. Some 45 of the world's most successful CMOs contributed
with examples and case studies and the recommendations are backed by
the findings of EffectiveBrands' proprietary Leading Global Brands study
which includes contributions from over 250 global brands, 2,500 global
marketing leaders, and 21,000 global marketers and their colleagues.
The book includes case studies from Sony Ericsson, Johnnie Walker,
Dove, HSBC, Coca-Cola, OMO, Starbucks, Dulux, Procter and Gamble,
VISA, and GSK Consumer Healthcare
Aaker on Branding - David Aaker 2014-07-15
An expert presents in a compact form the 20 essential principles of
branding that will lead to the creation of strong brands.
Maximum Success with LinkedIn: Dominate Your Market, Build a
Global Brand, and Create the Career of Your Dreams - Dan
Sherman 2013-02-01
Leverage the power of the world's largest professional network for all
your business purposes Maximum Success with LinkedIn revolutionizes
the way busy professionals use LinkedIn. It isn’t just about professional
networking and job-seeking; it’s a step-by-step guide to answering any
professional challenge by harnessing the potential of LinkedIn. It
explains how to use LinkedIn to: Find customers, partners, investors, or
advisors Hire qualified employees Build a personal brand to draw
customers and recruiters Attract opportunities for more work, media
exposure, lucrative partnerships Increase your network with thousands
of contacts with one simple technique Find and land the perfect job
Develop business relationships The book includes access to online
resources for regular updates. Dan Sherman is a full-time LinkedIn
consultant, trainer, and speaker, who works with companies and
individuals to help them maximize the potential of the world’s largest
professional network. He has more than twenty years of corporate
marketing management experience at successful firms, ranging from
Silicon Valley Internet startups to Fortune 500 companies.
From Chinese Brand Culture to Global Brands - W. Zhiyan
2013-10-08
From Chinese Brand Culture to Global Brands examines branding from
the Chinese perspective, and predicts that China's greatest brands are
poised for global dominance.
Asian Brand Strategy (Revised and Updated) - M. Roll 2016-02-11
This second edition of the bestselling Asian Brand Strategy takes a look
at how Asian brands continue to gain share-of-voice and share-of-market.
Featuring a user-friendly strategic model, new research, and case
studies, this book provides a framework for understanding Asian
branding strategies and Asian brands.
Global Brand Strategy - Sicco Van Gelder 2005
"A triumph...the definitive work on the subject. Should be obligatory
reading for academics and practitioners alike." Simon Anholt, Chairman,
Earthspeak, and author of Brand New Justice "His analyses are accurate
and enlightening, explained in a clear concise fashion without being
unduly simplified for advanced marketers." Jack Yan, CEO, Jack Yan and
Associates "A wonderful piece of work, extremely comprehensive and
should provide an invaluable guide for brand management and
development." K.N. Tang Emeritus Chairman ACNielsen Asia-Pacific "His
contribution to global brand strategy is a considerable one, marrying as
he does an in-depth knowledge of how brands work to a keen awareness
of cultural particularities." The Journal of Brand Management The
purpose of this book is to clarify for brand managers what they must
consider when managing their brands across diverse cultures and
markets throughout the world. Each brand has its own particular assets
and vulnerabilities when it comes to extending across geographic and
cultural borders. Brand managers can find themselves faced with a
multitude of complex issues, not least the language barrier. Global Brand
Strategy is the first book to provide a rigorous analytical framework that
can be used comparatively across markets to reveal how to extend the
brand and realise its true value. Contents include: *The brand
environment *The brand expression *The brand domain * The brand
reputation *The brand affinity *The brand recognition *Local brand
management *Harmonising a global brand *Extending a global brand
*Creating a new global brand. Containing a wealth of analytical models,
real-life examples and global case studies, Global Brand Strategy will
provide fresh insights for managers and students alike into how to
ensure the success of extending a brand globally.
Integrated Marketing Communications - Philip J. Kitchen 2021
Integrated Marketing Communications: A Global Brand-Driven Approach,
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2nd edition presents an integrated and global framework to marketing
communications, delivered in a highly readable, cohesive and succinct
manner. Co-written by the internationally acclaimed leading experts in
the field, Philip Kitchen & Marwa Tourky, this core text explores the best
ways to communicate effectively both in the present and in the future.
Taking a rigorous approach, the textbook provides a critical overview to
the modern communications issues found in industry and society today.
It offers a concise, stimulating approach in its coverage of IMC and
combines insightful knowledge of trends in the global marketplace,
consumer and stakeholder issues with wider adoption of a consumerdriven perspective, as well as a roadmap through the bewildering maze
of marketing communications. Comprehensively updated and revised
throughout to take into account recent industry developments, this new
edition also offers a plan for brand building post-pandemic. This textbook
is ideal for upper-level undergraduates and post-graduate students who
would benefit from insightful knowledge of key trends and sharp insights
into the important theories and considerations around marketing
communications and IMC.
Global Brand Integrity Management - Richard S. Post 2007-11-02
Does your management strategy protect your brand? Who will be the
new global business leaders? Those who understand that managing
brand and product integrity is crucial to long-term market and financial
success. Global Brand Integrity Management presents a blueprint for
protecting the core revenue-related assets of your company-brand,
product, and information-in the global marketplace. Authors Richard
Post and Penelope Post explain why and how to implement a
brand/product integrity program, translating security practice into
management principles that lower risk, ensure authenticity of products,
enhance brand awareness and loyalty, and, ultimately, increase
profitability and shareholder value. Among the tools for developing and
maintaining your program: Questions CEOs should ask their executives
about product integrity Methods for capturing the attention of employees
and measuring their performance Risk profiles for key assets developed
at each stage of a product's life cycle Best practices for cost-effective,
day-to-day management of a brand or product International case studies
that illustrate specific problems and the implementation measures taken
to protect the brand or product
Global Brand Strategy - Jan-Benedict Steenkamp 2017-01-03
Steenkamp introduces the global brand value chain and explains how
brand equity factors into shareholder value. The book equips executives
with techniques for developing strategy, organizing execution, and
measuring results so that your brand will prosper globally. What sets
strong global brands apart? First, they generate more than half their
revenue and most of their growth outside their home market. Secondly,
their brand equity is responsible for a massive percentage of their firm’s
market value. Third, they operate as single brands everywhere on the
planet. We find them in B2C and B2B industries, among large and small
companies, and among established companies and new businesses. The
stewards of these brands have a set of skills and knowledge that sets
them apart from the typical corporate marketer. So what’s their secret?
In a world that is globalizing, but not yet globalized, how do you build a
powerful global brand that resonates universally but also accommodates
local nuances? How do you ensure that it is dynamic and flexible enough
to change at market speed? World-class marketing expert Jan-Benedict
Steenkamp has studied global brands for over 25 years on six continents.
He has distilled their practices into eight tools that you can start using
today. With case studies from around the world, Steenkamp’s book is
provocative and timely. Global Brand Strategy speaks to three types of
B2C and B2B managers: those who want to strengthen already strong
global brands, those who want to launch their brands globally and get
results, and those who need to revive their global brand and stop the
bleeding.
Branding Across Borders - James R. Gregory 2002
A leading authority on global branding sheds new light on how business
can develop an effective global brand strategy, using case examples to
demonstrate the principles of success and to spotlight key branding
practices and marketing trends.
Brand Singapore - Koh Buck Song 2011-08-15
Without nation branding, there would be no Singapore. Reputation is
precious. Top talent and hot money gravitate only to the most attractive,
respected nations. For a country as small and as young as Singapore, its
brand is its most valuable asset. Singapore’s stunning ascent from Third
World to First World in a matter of 30 years was spearheaded by a
concerted, closely-coordinated programme of nation branding. Brand
Singapore helped to attract the investments, business, trade, tourism and
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talented human resources that are the lifeblood of a successful nation.
Today, the city-state is known internationally as a dynamic, safe,
corruption-free place to do business, a Garden City, and increasingly, a
vibrant city of culture and the arts. In global surveys of quality of life,
Singapore regularly tops the charts. How did Singapore create this
country brand, cultivate and guard it, sell it to its “shareholders”, and
make it known to the world? Drawing on two decades in the nation
branding game, Koh Buck Song offers an illuminating inside look at – and
candid critique of – a country brand that is as rich in resource as it is
potent with promise.
Global Marketing and Advertising - Marieke de Mooij 2021-09-22
Packed with cultural, company, and country examples, this book offers a
mix of theory and practical applications covering globalization, global
branding strategies, classification models of culture, and the
consequences of culture for all aspects of marketing communications.
The author helps define cross cultural segments to better target
consumers across cultures and features content on how culture affects
strategic issues, such as the company′s mission statement, brand
positioning strategy, and marketing communications strategy. It also
demonstrates the centrality of value paradoxes to cross cultural
marketing communications, and uses the Hofstede model or other
cultural models to help readers see why strategies based on cultural
relationships in one country cannot be extended to other countries
without adjustments. Updates to the new edition include: Up-to-date
research on new topics, including: culture and the media, culture and the
Internet, and a more profound comparison of the different cultural
models. Includes discussion of how Covid-19 has impacted globalization.
More examples from major regions and countries from around the world.
Broader background theory on how people use social media and
extensive coverage of consumer behavior A range of online instructor
resources complement the book, including downloadable advertising
images from the book, chapter-specific questions and key points, and
video examples of advertising from around the world.
Kellogg on Branding in a Hyper-Connected World - 2019-03-19
World-class branding for the interconnected modern marketplace
Kellogg on Branding in a Hyper-Connected World offers authoritative
guidance on building new brands, revitalizing existing brands, and
managing brand portfolios in the rapidly-evolving modern marketplace.
Integrating academic theories with practical experience, this book covers
fundamental branding concepts, strategies, and effective implementation
techniques as applied to today’s consumer, today’s competition, and the
wealth of media at your disposal. In-depth discussion highlights the
field’s ever-increasing connectivity, with practical guidance on brand
design and storytelling, social media marketing, branding in the service
sector, monitoring brand health, and more. Authored by faculty at the
world’s most respected school of management and marketing, this
invaluable resourceincludes expert contributions on the financial value of
brands, internal branding, building global brands, and other critical
topics that play a central role in real-world branding and marketing
scenarios. Creating a brand—and steering it in the right direction—is a
multi-layered process involving extensive research and interdepartmental cooperation. From finding the right brand name and
developing a cohesive storyline to designing effective advertising,
expanding reach, maintaining momentum, and beyond, Kellogg on
Branding in a Hyper-Connected World arms you with the knowledge and
skills to: Apply cutting-edge techniques for brand design, brand
positioning, market-specific branding, and more Adopt successful
strategies from development to launch to leveraging Build brand-driven
organizations and reinforce brand culture both internally and throughout
the global marketplace Increase brand value and use brand positioning
to build a mega-brand In today’s challenging and complex marketplace,
effective branding has become a central component of success. Kellogg
on Branding in a Hyper-Connected World is a dynamic, authoritative
resource for practitioners looking to solve branding dilemmas and seize
great opportunities.
The New Emerging Market Multinationals: Four Strategies for
Disrupting Markets and Building Brands - Amitava Chattopadhyay
2012-06-15
Breakthrough strategies for emulating or competing with your newest
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and toughest threat: innovative companies in emerging-market nations
Western organizations are quickly losing influence to emerging market
multinationals, as evidenced by such developments as Tata Motors’s
acquisitions of Land Rover and Jaguar; Lenovo’s purchase of IBM’s
ThinkPad business; HTC’s stature as the fourth largest global
smartphone manufacturer; Haier’s 5% global appliance market share;
and LG, Samsung, and Hyundai rise in the automobile, appliance, and
consumer electronics market. To help you compete, The New Emerging
Market Multinationals outlines the disruptive strategies deployed by
emerging-market multinationals (EMNCs) and provides breakthrough
strategies for following in their footsteps or beating them at their own
game. Amitava Chattopadhyay is the L'Oreal Chaired Professor of
Marketing-Innovation and Creativity at INSEAD. Rajeev Batra is the S.S.
Kresge Professor of Marketing at the Ross School of Business at the
University of Michigan. Aysegul Ozsomer is associate professor of
Marketing at Koç University, Istanbul, Turkey.
Brand New Justice - Simon Anholt 2006-08-11
Recently vilified as the prime dynamic driving home the breach between
poor and rich nations, here the branding process is rehabilitated as a
potential saviour of the economically underprivileged. Brand New
Justice, now in a revised paperback edition, systematically analyses the
success stories of the Top Thirteen nations, demonstrating that their
wealth is based on the 'last mile' of the commercial process: buying raw
materials and manufacturing cheaply in third world countries, these
countries realise their lucrative profits by adding value through finishing,
packaging and marketing and then selling the branded product on to the
end-user at a hugely inflated price. The use of sophisticated global media
techniques alongside a range of creative marketing activities are the
lynchpins of this process. Applying his observations on economic history
and the development and impact of global marketing, Anholt presents a
cogent plan for developing nations to benefit from globalization. So long
the helpless victim of capitalist trading systems, he shows that they can
cross the divide and graduate from supplier nation to producer nation.
Branding native produce on a global scale, making a commercial virtue
out of perceived authenticity and otherness and fully capitalising on the
'last mile' benefits are key to this graduation and fundamental to forging
a new global economic balance. Anholt argues with a forceful logic, but
also backs his hypothesis with enticing glimpses of this process actually
beginning to take place. Examining activities in India, Thailand, Russia
and Africa among others, he shows the risks, challenges and pressures
inherent in 'turning the tide', but above all he demonstrates the very real
possibility of enlightened capitalism working as a force for good in global
terms.
Global Brand Power - Barbara E. Kahn 2013-03-05
The branding bible for today's globalized world Today, brands have
become even more important than the products they represent: their
stories travel with lightning speed through social media and the Internet
and across countries and diverse cultures. A brand must be elastic
enough to allow for reasonable category and product-line extensions,
flexible enough to change with dynamic market conditions, consistent
enough so that consumers who travel physically or virtually won't be
confused, and focused enough to provide clear differentiation from the
competition. Strong brands are more than globally recognizable; they are
critical assets that can make a significant contribution to your company's
bottom line. In Global Brand Power, Kahn brings brand management into
the 21st century, addressing how branding contributes to the purchase
process and how to position a strong global brand, from identifying the
appropriate competitive set, offering a sustainable differential
advantage, and targeting the right strategic segment. This essential
guide also covers how customer ownership of your brand affects
marketing strategy, methods for assessing brand value, how to manage a
brand for long-term profitability, effective brand communications and
repositioning strategies, and how to manage a brand in a world of total
transparency—where one slip-up can go around the world via social
media instantaneously. Filled with stories about how Coca-Cola, The
Estée Lauder Companies Inc., Marriott, Apple, Starbucks, Campbell
Soup Company, Southwest Airlines, and celebrities like Lady Gaga are
leveraging their brands, Global Brand Power is the only book you will
need to implement an effective brand strategy for your firm.
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