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Management fads come and go in the blink of an eye, but branding is here to stay. Closely watched by the stock market and obsessed over
by the biggest companies, brand identity is the one indisputable source of sustainable competitive advantage, the vital key to customer
loyalty. David Aaker is widely recognised as the leading expert in this burgeoning field. Now he prepares managers for the next wave of the
brand revolution. With coauthor Erich Joachimsthaler, Aaker takes brand management to the next level - strategic brand leadership. Required
reading for every marketing manager is the authors' conceptualisation of 'brand architecture' - how multiple brands relate to each other - and
their insights on the hot new area of Internet branding. Full of impeccable, intelligent guidance, BRAND LEADERSHIP is the visionary key to
business success in the future.

Offering a theoretical base supported by examples, this practical guide takes students through all phases of developing and conducting
international marketing research.

Includes practical tips and business-examples gleaned from years of experience in sales with Colgate, Upjohn, and Ayerst and from the
author's sales consulting business. This book focuses on improving communication skills and emphasizes that selling skills are a valuable
asset.

Customer relationship management (CRM) as a strategy and as a technology has gone through an amazing evolutionary journey. The initial
technological approach was followed by many disappointing initiatives only to see the maturing of the underlying concepts and applications in
recent years. Today, CRM represents a strategy, a set of tactics, and a technology that have become indispensible in the modern economy.
This book presents an extensive treatment of the strategic and tactical aspects of customer relationship management as we know it today. It
stresses developing an understanding of economic customer value as the guiding concept for marketing decisions. The goal of the book is to
serve as a comprehensive and up-to-date learning companion for advanced undergraduate students, master's degree students, and
executives who want a detailed and conceptually sound insight into the field of CRM.

Branding guru Aaker shows how to eliminate the competition and become the lead brand in your market This ground-breaking book defines
the concept of brand relevance using dozens of case studies-Prius, Whole Foods, Westin, iPad and more-and explains how brand relevance
drives market dynamics, which generates opportunities for your brand and threats for the competition. Aaker reveals how these companies
have made other brands in their categories irrelevant. Key points: When managing a new category of product, treat it as if it were a brand; By
failing to produce what customers want or losing momentum and visibility, your brand becomes irrelevant; and create barriers to competitors
by supporting innovation at every level of the organization. Using dozens of case studies, shows how to create or dominate new categories or
subcategories, making competitors irrelevant Shows how to manage the new category or subcategory as if it were a brand and how to create
barriers to competitors Describes the threat of becoming irrelevant by failing to make what customer are buying or losing energy David Aaker,
the author of four brand books, has been called the father of branding This book offers insight for creating and/or owning a new business
arena. Instead of being the best, the goal is to be the only brand around-making competitors irrelevant.

First Published in 2017. Routledge is an imprint of Taylor & Francis, an Informa company.

The concept of customer engagement has evolved as a powerful tool for building a profitable approach to customer management. Profitable
Customer Engagement is an authoritative book that communicates the fundamentals of profitable customer engagement by proposing a
customer engagement value (CEV) framework. It is a first-of-its-kind book that outlines the methods of engaging customers profitably in
business-to-consumer as well as business-to-business settings. The book offers firms with definitions of the metrics within the CEV
framework, and the ways to measure and maximize these metrics that can help in engaging customers profitably. The interrelationships
between these metrics, i.e., how each metric impacts the other, are also explained in detail with real-life examples.

The Handbook of Marketing Research: Uses, Misuses, and Future Advances comprehensively explores the approaches for delivering market
insights for fact-based decision making in a market-oriented firm. Divided into four parts, the Handbook addresses (1) the different nuances of
delivering insights; (2) quantitative, qualitative, and online data gathering techniques; (3) basic and advanced data analysis methods; and (4)
the substantial marketing issues that clients are interested in resolving through marketing research.

Customer relationship management (CRM) offers the potential of maximised profits for todays highly competitive businesses. This title
describes the methods and structures for integrating CRM principles into the workplace, so that a strong customer relationship can be
achieved.

Marketers now have the opportunity to invest in more data research and take advantage of social networking. The new 12th edition of
"Marketing Research" shows marketers how to utilize these techniques to compliment traditional methods. The book focuses on international
market research and incorporates new case studies to present the latest information in the field. Marketers will also be able to access the
books Web site for a list of readings, links to other key sites, sample datasets for analysis, and practice questions after each chapter.

This book presents an extensive discussion of the strategic and tactical aspects of customer relationship management as we know it today. It
helps readers obtain a comprehensive grasp of CRM strategy, concepts and tools and provides all the necessary steps in managing
profitable customer relationships. Throughout, the book stresses a clear understanding of economic customer value as the guiding concept
for marketing decisions. Exhaustive case studies, mini cases and real-world illustrations under the title “CRM at Work” all ensure that the
material is both highly accessible and applicable, and help to address key managerial issues, stimulate thinking, and encourage problem
solving. The book is a comprehensive and up-to-date learning companion for advanced undergraduate students, master's degree students,
and executives who want a detailed and conceptually sound insight into the field of CRM. The new edition provides an updated perspective
on the latest research results and incorporates the impact of the digital transformation on the CRM domain.

Managers all over the world make decisions on product and service related issues on a regular basis. Defining, generating, managing and
interpreting information becomes an integral part of every organization. Readers of this book are presented with an overview of the major
steps in the marketing research process. The applications of marketing research, such as brand equity, customer satisfaction, and
relationship marketing as also covered.

Transform a world of marketing data into strategic advantage In a world exploding with marketing data, there's one text that keeps pace with
the latest tools, applications, and developments in marketing research. Now in its Seventh Edition, Aaker, Kumar, and Day's Marketing
Research shows future managers and researchers when marketing research can and should be used, what research alternatives exist, how
to recognize effective and ineffective research, and how to interpret and apply the results. The authors take readers step by step through the
entire marketing research process, describing the most advanced and current methodologies. Reflecting emerging trends and changes in the
marketplace, this new edition has been completely revised, updated, and enhanced. New features include: * Relevant and recent examples
and citations * Expanded coverage of e-commerce and database marketing * New cases and problems, covering a wide range of products
and organizations * Marketing Research in Business sections in each chapter that focus on the real-world applications of marketing research
* Firm-specific and data-specific URLs connecting to the most recent information * New coverage of the use of SPSS(r) in illustrating the data
analysis Now available with SPSS(r) software. This Seventh Edition can be packaged with SPSS(r) Student Version 9.0 (Set ISBN:
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Marketing Research provides comprehensive information on both the quantitative methods used in marketing research and the many
considerations a manager faces when interpreting and using market research findings. Marketing research hot topics are featured, including
competitive intelligence, published secondary data and the Internet, and marketing research suppliers and users. Each chapter helps you
explore ethical dilemmas related to the topics discussed, the uses and needs for marketing research across business functions, and how to
use the Internet to gather marketing research data in an efficient, cost-effective manner. By focusing on the managerial aspects of marketing
research, this book provides you with both the tools to conduct marketing research, as well as those to interpret the results and use them
effectively as a manager.

"Unquestionably the most comprehensive treatment available on the subject. | found this book unique in its capacity to benefit executives,
planning staff, and students of strategy alike." —Robert L. Joss, Dean of the Graduate School of Business, Stanford University A successful
business strategy enables managers to provide organizational vision, monitor and understand a dynamic business environment, generate
creative strategic options in response to environmental changes, and base every business effort on sustainable competitive advantages.
Developing Business Strategies provides the knowledge and understanding needed to generate and implement such a strategy. This fully
revised and updated edition of David Aaker's highly influential strategic manual offers copious new information on important emerging
business topics. Numerous new and revised sections cover such critical areas as the big idea, knowledge management, the customer as an
active partner, creative thinking, distinguishing fads from trends, forecasting technologies, alliances, design as strategy, downstream
business models, and more. Other important new features of this comprehensive guide include: A new chapter on strategic positioning Many
new illustrative examples from B-to-B, high-tech, and the Internet Increased focus on global leadership and global brand management Using
the Internet to develop and support business strategies For managers who need to develop and implement effective, responsive business
strategies that keep the organization competitive through changing business conditions, Developing Business Strategies, Sixth Edition is the
way to go.

Marketing Research: The Second Pacific Rim edition reflects contemporary developments and examples in Marketing Research. The text
maintains the strengths of the original Aaker, Kumar and Day text, and is presented in an engaging and accessible style. A visual map
evolves throughout the text, guiding students through the entire marketing research process step by step. The text retains a clear focus on
marketing research as a tool for helping organisations achieve their goals, and uses the macro-micro approach of reviewing the entire
research process before considering each component part in detail. The focus is on understanding and conducting market research as the
basis for making sound business decisions.

What distinguishes great leaders? Exceptional leaders capture passion. They lead for real: from the heart, smart and
focused on the future, and with a commitment to being their very best. As Annie McKee and Richard Boyatzis have
shown in their bestselling books Primal Leadership and Resonant Leadership, they create resonance with others.
Through resonance, leaders become attuned to the needs and dreams of people they lead. They create conditions where
people can excel. They sustain their effectiveness through renewal. McKee, Boyatzis, and Frances Johnston share vivid,
real-life stories illuminating how people can develop emotional intelligence, build resonance, and renew themselves.
Reflecting twenty years of longitudinal research and practical wisdom with executives and leaders around the world, this
new book is organized around a core of experience-tested exercises. These tools help you articulate your strengths and
values, craft a plan for intentional change, and create resonance with others. Practical and inspiring, Becoming a
Resonant Leader is your hands-on guide to developing emotional intelligence, renewing and sustaining yourself and your
relationships, and taking your leadership to a whole new level. This book is ideal for anyone seeking personal and
professional development and for consultants, coaches, teachers, and faculty to use with their clients or students.

"... an important intervention in the conversation around social and ecological sustainability that draws on both
micromarketing and macromarketing scholarship to help the reader understand the challenges with illustrations from
insightful cases both from emerging and developed economies. This compilation should be essential reading for the
discerning student of sustainable consumption and production." -- Professor Pierre McDonagh, Associate Editor, Journal
of Macromarketing (USA); Professor of Critical Marketing & Society, University of Bath, UK Experts in the field of
economics, management science, and particularly in the marketing domain have always been interested in and
acknowledged the importance of sustaining profitable businesses while incorporating societal and environmental
concerns; however, the level of existing literature and availability of teaching cases reflect a dearth of real case studies,
especially those focused on marketing for social good. This book of actual case studies will address that need. In
addition, this book is important and timely in providing a case book for instructors (those in both industry and academia)
to help them in teaching and training the next generation of leaders through corporate training and universities. Currently,
marketing for social good is increasingly becoming a part of most curriculums under the umbrella of different titles, such
as social marketing, green marketing, and sustainability marketing. The relevance of these studies is increasing across
the globe. This book is composed of long and short real cases with varying complexity in different sectors. This case
book will also cover some review articles for an overview of the recent developments in the study area. With these case
studies, collections of questions, teaching materials, and real-life marketing scenarios, this book offers a unique source of
knowledge to marketing professionals, students, and educators across the world. The main objective of this case book is
to understand the applicability of marketing science (marketing for social good context, such as social marketing and
sustainability marketing) in internet marketing related to e-buying behavior and e-WOM. In addition, it illustrates the
various types of existing marketing practices that are relevant from both theoretical and practical points of view in this
electronic era, as well as discussing other non-electronic marketing practices and focusing on consumer buying behavior.
As a result, marketing managers can treat their customers according to their desired value. This book particularly
explores the possibilities and advantages created by social marketing and sustainability marketing through the
presentation of thorough review articles and case studies. This case book helps corporate training centers and
universities with compact teaching reference materials in their relevant courses.

This revised and updated edition maintains the emphasis on practical applications, and includes numerous case studies
and special coverage of advanced topics in data analysis. It covers brand equity, customer satisfaction, total quality
management, faxes, E-mail surveys and on-line databases.
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As industries turn increasingly hostile, it is clear that strong brand-building skills are needed to survive and prosper. In
David Aaker's pathbreaking book, MANAGING BRAND EQUITY, managers discovered the value of a brand as a
strategic asset and a company's primary source of competitive advantage. Now, in this compelling new work, Aaker uses
real brand-building cases from Saturn, General Electric, Kodak, Healthy Choice, McDonald's, and others to demonstrate
how strong brands have been created and managed. A common pitfall of brand strategists is to focus on brand attributes.
Aaker shows how to break out of the box by considering emotional and self-expressive benefits and by introducing the
brand-as-person, brand-as-organisation, and brand-as-symbol perspectives. A second pitfall is to ignore the fact that
individual brands are part of a larger system consisting of many intertwined and overlapping brands and subbrands.
Aaker shows how to manage the "brand system" to achieve clarity and synergy, to adapt to a changing environment, and
to leverage brand assets into new markets and products. As executives in a wide range of industries seek to prevent their
products and services from becoming commodities, they are recommitting themselves to brands as a foundation of
business strategy. This new work will be essential reading for the battle-ready.

The authors first show both practicing and future managers and researchers where marketing research fits into the
organization and how it fuels decision-making. Then they detail each element of the process in a way that helps to
develop sound decision-making skills. Finally, they spotlight how marketing research is effectively applied in today's
businesses. Throughout, clear and current examples, applications, and illustrations bring the material into sharp focus!
Making Innovation Last considers the long term success of a firm. Authored by a trio of top international scholars who
present pioneering new work on what it takes to create long term growth, the book examines the internal conditions that
are likely to encourage sustainable innovation, as well as what a culture of innovation should look like.

Now updated with new techniques and even more practical insights, this is the definitive guide to today’s most valuable
marketing metrics. Four leading marketing researchers help you choose the right metrics for every challenge, and use
models and dashboards to translate numbers into real management insight. Marketing Metrics: The Manager’s Guide to
Measuring Marketing Performance, Third Edition now contains: Important new coverage of intangible assets A rigorous
and practical discussion of quantifying the value of information More detail on measuring brand equity A complete
separate chapter on web, SEM, mobile, and "digital" metrics Practical linkages to Excel, showing how to use functions
and Excel Solver to analyze marketing metrics An up-to-date survey of free metrics available from Google and elsewhere
Expanded coverage of methodologies for quantifying marketing ROI The authors show how to use marketing dashboards
to view market dynamics from multiple perspectives, maximize accuracy, and "triangulate" to optimal solutions. You'll
discover high-value metrics for virtually every facet of marketing: promotional strategy, advertising, and distribution;
customer perceptions; market share; competitors’ power; margins and pricing; products and portfolios; customer
profitability; sales forces, channels, and more. For every metric, the authors present real-world pros, cons, and tradeoffs
— and help you understand what the numbers really mean. Last but not least, they show you how to build comprehensive
models to support planning — and optimize every marketing decision you make. Marketing Metrics, Third Edition will be
invaluable to all marketing executives, practitioners, analysts, consultants, and advanced students interested in
guantifying marketing performance.

The text is a European adaptation of our current US book:Strategic Market Management, 9th Edition by David Aaker.
This new edition is a mainstream textsuitable for all business students studying strategy and marketingcourses. Strategic
Market Management: Global Perspectives ismotivated by the strategic challenges created by the dynamic natureof
markets. The premise is that all traditional strategicmanagement tools either do not apply or need to be adapted to amore
dynamic context. The unique aspects of the book are its inclusion of: A business strategy definition that includes
product/marketscope, value proposition, and assets and competences. A structured strategic analysis including a
detailed customer,competitor, market, and environmental analysis leading tounderstanding of market dynamics that is
supported by a summaryflow diagram, a set of agendas to help start the process, and a setof planning forms. Concepts
of strategic commitment, opportunism, and adaptabilityand how they can and should be blended together. Bases of a
value proposition and strong brands. A strategywithout a compelling value proposition will not be market driven
orsuccessful. Brand assets that will support a business strategy needto be developed. Creating synergetic marketing with
silo organisations definedby products or countries. All organisations have multiple productsand markets and creating
cooperation and communication instead ofcompetition and isolation is becoming an imperative. A global perspective is an
essential aspect of this new edition.This reflects the lived experience of the student reader but alsotheir likely
professional challenges. This is achieved by theextensive use of new examples and vignettes.

This book provides a synthesis of research perspectives on customer engagement through a collection of chapters from
thought leaders. It identifies cutting-edge metrics for capturing and measuring customer engagement and highlights best
practices in implementing customer engagement marketing strategies. Responding to the rapidly changing business
landscape where consumers are more connected, accessible, and informed than ever before, many firms are investing in
customer engagement marketing. The book will appeal to academics, practitioners, consultants, and managers looking to
improve customer engagement.

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.

This is a practical, detailed and well-documented guide that takes students, academicians and market researchers
through all phases of developing and conducting marketing research at the global level.

Easily accessible, real-world and practical, Dalrymple's Sales Management 10e by Cron and DeCarlo introduces the
reader to the issues, strategies and relationships that relate to the job of managing an effective sales force. With a lively

and engaging style, this book places emphasis on developing a sales force program and managing strategic account
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relationships. With additional information on team development, diversity in the work force, problem-solving skills, and
financial issues, this title provides a complete guide for taking student past the classroom and into a future career in sales
management.

Stories are orders of magnitude which are more effective than facts at achieving attention, persuading, being
remembered, and inspiring involvement. Signature stories—intriguing, authentic, and involving narratives—apply the power
of stories to communicate a strategic message. Marketing professionals, coping with the digital revolution and the need
to have their strategic message heard internally and externally, are realizing that a digital strategy revolves around
content and that content is stories. Creating Signature Stories shows organizations how to introduce storytelling into their
strategic messaging, and guides organizations to find, or even create, signature stories and leverage them over time.
With case studies built into every chapter, organizations will realize the power of storytelling to energize readers, gain
visibility, persuade audiences, and inspire action.

Applied Marketing is a concise product that provides the very latest examples of marketing techniques and campaigns
from today’s business world without compromising on traditional theories of marketing. Marketing is about decision
making and professors want material that will help students develop their critical thinking skills so they can think like a
marketer and see that marketing is everywhere around them. Who better to develop such a product than a practitioner,
Andrew Loos of Attack Marketing, and an academic, Daniel Padgett of Auburn University. Together these authors
provide insights into what employers need, know the latest tools used by companies today and can help students
smoothly move from the classroom to their careers. Applied Marketing connects traditional marketing with customer-
perspective marketing, thus teaching students the value of allowing customers to feel more connected to the product,
brand and company.

The most important assets of any business are intangible: its company name, brands, symbols, and slogans, and their
underlying associations, perceived quality, name awareness, customer base, and proprietary resources such as patents,
trademarks, and channel relationships. These assets, which comprise brand equity, are a primary source of competitive
advantage and future earnings, contends David Aaker, a national authority on branding. Yet, research shows that
managers cannot identify with confidence their brand associations, levels of consumer awareness, or degree of customer
loyalty. Moreover in the last decade, managers desperate for short-term financial results have often unwittingly damaged
their brands through price promotions and unwise brand extensions, causing irreversible deterioration of the value of the
brand name. Although several companies, such as Canada Dry and Colgate-Palmolive, have recently created an equity
management position to be guardian of the value of brand names, far too few managers, Aaker concludes, really
understand the concept of brand equity and how it must be implemented. In a fascinating and insightful examination of
the phenomenon of brand equity, Aaker provides a clear and well-defined structure of the relationship between a brand
and its symbol and slogan, as well as each of the five underlying assets, which will clarify for managers exactly how
brand equity does contribute value. The author opens each chapter with a historical analysis of either the success or
failure of a particular company's attempt at building brand equity: the fascinating Ivory soap story; the transformation of
Datsun to Nissan; the decline of Schlitz beer; the making of the Ford Taurus; and others. Finally, citing examples from
many other companies, Aaker shows how to avoid the temptation to place short-term performance before the health of
the brand and, instead, to manage brands strategically by creating, developing, and exploiting each of the five assets in
turn

This new edition brings to the forefront the relevance of marketing intelligence and the power of the Internet in marketing
research applications. The book focuses on the recent trends in marketing intelligence and explains how its various
functions are linked to each other in a way that ensures efficient management of the customer-firm relationship. Readers
will then learn how to apply the research to business strategies in order to win the customers' share of purchases.- The
Nature and Scope of Marketing Research- Data Collection- Data Analysis- Special Topics in Data Analysis- Applications
of Marketing Intelligence

Customer Lifetime Value - The Path to Profitability provides methods to measure CLV, strategies for developing
customer-centric strategies, explains the implementation of CLV strategies in a B2B and B2C setting, and examines the
challenges faced by an organization in implementing a CLV-based framework.

Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers has become
an increasingly complex challenge for brands due to the widespread acceptance and adoption of diverse technologies by
which customers communicate with brands. Customers use different channels (physical, web, apps, social media) to
seek information about a brand, communicate with it, chat about the brand and purchase its products. Firms are thus
continuously changing and adapting their processes to provide customers with agile communication channels and
coherent, integrated brand experiences through the different channels in which customers are present. In this context,
understanding how brand management can improve value co-creation and multichannel experience—among other
issues—and contribute to improving a brand’s portfolio of loyal customers constitutes an area of special interest for
academics and marketing professionals. This Special Issue explores new areas of customer loyalty and brand
management, providing new insights into the field. Both concepts have evolved over the last decade to encompass such
concepts and practices as brand image, experiences, multichannel context, multimedia platforms and value co-creation,
as well as relational variables such as trust, engagement and identification (among others).

Content analysis is one of the most important but complex research methodologies in the social sciences. In this
thoroughly updated Second Edition of The Content Analysis Guidebook, author Kimberly Neuendorf provides an
accessible core text for upper-level undergraduates and graduate students across the social sciences. Comprising step-

by-step instructions and practical advice, this text unravels the complicated aspects of content analysis.
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This book offers the best approach toward communicating the intricacies of marketing research and its usefulness to the
marketing organization. This highly regarded text focuses on market intelligence, strategy, theory, and application and
retains its coverage of the most advanced and current marketing research methodologies. Pointing out these
methodologies' limitations and strengths, the book also brings to the forefront the relevance of marketing intelligence, the
power of the Internet in marketing research applications, and much more. Suitable for students in the intermediate or
advanced courses.

Marketing ResearchJohn Wiley & Sons Incorporated

In their efforts to become more customer-focused, companies everywhere find themselves entangled in outmoded
systems, metrics, and strategies rooted in their product-centered view of the world. Now, to ease this shift to a customer
focus, marketing strategy experts Roland T. Rust, Valarie A. Zeithaml, and Katherine N. Lemon have created a dynamic
new model they call "Customer Equity," a strategic framework designed to maximize every firm's most important asset,
the total lifetime value of its customer base. The authors' Customer Equity Framework yields powerful insights that will
help any business increase the value of its customer base. Rust, Zeithaml, and Lemon introduce the three drivers of
customer equity -- Value Equity, Brand Equity, and Retention Equity -- and explain in clear, nontechnical language how
managers can base their strategies on one or a combination of these drivers. The authors demonstrate in this
breakthrough book how managers can build and employ competitive metrics that reveal their company's Customer Equity
relative to their competitors. Based on these metrics, they show how managers can determine which drivers are most
important in their industry, how they can make efficient strategic trade-offs between expenditures on these drivers, and
how to project a financial return from these expenditures. The final section devotes two chapters to the Customer
Pyramid, an approach that segments customers based on their long-term profitability, and an especially important
chapter examines the Internet as the ultimate Customer Equity tool. Here the authors show how companies such as
Intuit.com, Schwab.com, and Priceline.com have used more than one or all three drivers to increase Customer Equity. In
this age of one-to-one marketing, understanding how to drive Customer Equity is central to the success of any firm. In
particular, Driving Customer Equity will be essential reading for any marketing manager and, for that matter, any
manager concerned with growing the value of the firm's customer base.
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