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Nike Corporate Identity Lines
In this study, Brian Mathews uses his vast experience to speak directly to the academic library
practitioner about matching services with user needs. This book proposes new visions and
ideas, challenging the traditional way of thinking and providing a framework to target users
more precisely.
Brands are now a dominant feature of everyday life. Drawing on rich empirical material, this
book builds up a critical theory, arguing that brands have become an important tool for
transforming everyday life into economic value.
Reading Graphic Design in Cultural Context explains key ways of understanding and
interpreting the graphic designs we see all around us, in advertising, branding, packaging and
fashion. It situates these designs in their cultural and social contexts. Drawing examples from a
range of design genres, leading design historians Grace Lees-Maffei and Nicolas P. Maffei
explain theories of semiotics, postmodernism and globalisation, and consider issues and
debates within visual communication theory such as legibility, the relationship of word and
image, gender and identity, and the impact of digital forms on design. Their discussion takes in
well-known brands like Alessi, Nike, Unilever and Tate, and everyday designed things
including slogan t-shirts, car advertising, ebooks, corporate logos, posters and music
packaging.
Uses Michael Jordan as a vehicle for viewing the broader social, economic, political, and
technological concerns that frame contemporary culture.
This essay sheds light on the importance of the brand image variable and elucidates how
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companies can create a powerful and lasting brand image in the minds of customers.
Moreover, how Nike and McDonald's both developed renowned global brand images is
delineated in this essay. A company's brand image is of eminent importance and should not be
overlooked. Having a robust, renowned, and lasting brand image variable allows companies to
bolster profitability, brand growth, brand recognition, and brand loyalty. By consistently
demonstrating brand cohesiveness and brand consistently through enticing advertisement
campaigns and by maintaining stellar service offerings, companies can elicit a powerful and
lasting brand image variable in the minds of customers. A brand image is "the impression in
the consumers' mind of a brand's total personality and can include real and imaginary qualities
and shortcomings. Brand image is developed overtime through advertising campaigns with a
consistent theme, and is authenticated through the customers' direct experiences" ("Brand
Image", n.d.) with the brand. Companies should take the necessary measures to devise a
stellar brand image in the minds' of their customers. Fostering a powerful brand image can
involve consistently having enticing advertisement campaigns and maintaining service quality.
Moreover, brands should also undergo the requisite precautionary measures to avoid
comprising their brand image by training their staff to always be professional and consistently
deliver expectations. A paradigm of company that has established their value proposition
around the brand image variable is Nike. Nike has done a stellar job at ensuring their brand
image is consistently represented throughout their ample product lines that they sells. For
instance, their brand logo, the illustrious Nike swoosh, can consistently be seen on their
apparel which clearly renders their products distinguishable amongst other brand products.
There is also a continuity between Nike's slogans and advertisements. Nike's unique slogans
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are featured within their advertisements. Furthermore, Nike's advertisements are easily
recognizable as a result of featuring highly recognizable and successful athletes within the
advertisements that are sponsored to represent the Nike brand. Nike's sponsored athletes,
logos, slogans, advertisements, and unique apparel have clearly defined Nike's image variable
to the point in which Nike is easily recognizable on a global scale. Nike's globally renowned
image variable has played a salient role in bolstering its profitability, brand growth, brand
recognition, brand equity, brand loyalty, and has also allowed Nike to command premium
prices for their products which their customers can vindicate paying to be associated with the
prominent athletic brand. Customers will succumb to paying the premium price for Nike apparel
product, because they want to psychologically feel associated with the perceived successful
athletic image that the Nike brand represents. Another company that has established their
value proposition around the brand image variable is McDonald's. Primarily through leveraging
advertisements, McDonald's has carved out a spot in the minds of individuals as the family
friendly fast food restaurant that offers affordable priced fast food products. Their
advertisements embellish the brand in the minds' of the target market in order to ultimately
depict their fast food products as highly quality products. The advertisements significantly
exaggerate the quality of the fast food products in order to entice sales. McDonald's has a
become a highly recognizable global brand primarily by leveraging advertisements through a
vast amount of advertisement mediums, such as television advertisements, radio
advertisements, billboard advertisements, newspaper advertisements, and internet
advertisements. McDonald's also sponsors celebrity spokespeople and renowned global
sporting events.
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Whether you're the project manager for your company's rebrand, or you need to educate your
staff or your students about brand fundamentals, Designing Brand Identity is the quintessential
resource. From research to brand strategy to design execution, launch, and governance,
Designing Brand Identity is a compendium of tools for branding success and best practices for
inspiration. 3 sections: brand fundamentals, process basics, and case studies. Over 100
branding subjects, checklists, tools, and diagrams. 50 case studies that describe goals,
process, strategy, solution, and results. Over 700 illustrations of brand touchpoints. More than
400 quotes from branding experts, CEOs, and design gurus. "Designing Brand Identity is a
comprehensive, pragmatic, and easy-to-understand resource for all brand builders—global and
local. It's an essential reference for implementing an entire brand system." - Carlos Martinez
Onaindia, Global Brand Studio Leader, Deloitte "Alina Wheeler explains better than anyone
else what identity design is and how it functions. There's a reason this is the 5th edition of this
classic." - Paula Scher, Partner, Pentagram "Designing Brand Identity is the book that first
taught me how to build brands. For the past decade, it's been my blueprint for using design to
impact people, culture, and business." - Alex Center, Design Director, The Coca-Cola
Company "Alina Wheeler's book has helped so many people face the daunting challenge of
defining their brand." - Andrew Ceccon, Executive Director, Marketing, FS Investments "If
branding was a religion, Alina Wheeler would be its goddess, and Designing Brand Identity its
bible." - Olka Kazmierczak, Founder, Pop Up Grupa "The 5th edition of Designing Brand
Identity is the Holy Grail. This book is the professional gift you have always wanted." - Jennifer
Francis, Director of Marketing, Communications, and Visitor Experience, Louvre Abu Dhabi
Political Marketing in the United States explores how politicians and parties utilize marketing
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concepts and tools, providing an up-to-date and broad overview of how marketing permeates
U.S. politics. The volume focuses on current and recent elections and leaders, and covers a
range of topics, including market research, marketing parties and volunteers, strategy and
branding, communications, delivery, and marketing in government. The main themes and
objectives of the book are to cover: New and emerging trends in political marketing practice
Analysis of a broad range of political marketing aspects Empirical examples as well as useful
theoretical frameworks Discussion of state/local level as well as presidential politics This is the
first comprehensive treatment of the subject available and captures the field as it is rapidly
growing. It is a must-read for students and scholars of political parties, political communication,
applied politics, and elections.
The only way forward for business success is to create a memorable brand and fix it in the
consumer's mind. Branding Your Business explains the whole branding process in easy-tofollow terms. Providing practical help instead of academic theories, it explains what a brand is
and what it is not, how to conduct a 'DIY' brand audit and how to use marketing NLP and
psychology principles to create a powerful brand for your business. Based around the theory
that a brand is the total perception a customer has about a company, its products or services,
Branding Your Business will reveal what is needed to create and manage successful brands,
increase profits and leave the competition standing.
Reflecting advances in theory, research, and application in the discipline since the publication
of the Handbook of Public Relations in 2001, this new volume is global in scope and
unmatched in its coverage of both academic research and professional best practice. It
presents major theories in the words of the leading advocates for each theory; positions public
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relations as a positive force to help make society more fully functional; and challenges
academics and practitioners to identify best practices that can inform the work of those in the
profession.
An analysis of the invasion of our personal lives by logo-promoting, powerful corporations
combines muckraking journalism with contemporary memoir to discuss current consumer
culture
In this book, one of the world’s leading business consultants offers you a complete blueprint
for igniting profitable, sustainable growth in your company. Monique Reece introduces the
proven, start-to-finish “PRAISE” process that builds growth through six interrelated steps:
Purpose, Research, Analyze, Implement, Strategize, and Evaluate/Execute. She demonstrates
how to use fast, agile real-time planning techniques that are tightly integrated with execution as
part of day-to-day operations… how to clarify your company’s purpose, value to customers, and
most attractive opportunities… how to fix problems in sales and marketing that have persisted
for decades, and finally measure the real value of marketing… how to combine the best
traditional marketing techniques with the latest best practices for using social media… how to
systematically and continually improve customer experience and lifetime value. Reece’s
techniques have been proven with hundreds of companies over the past two decades –
companies ranging from startups to intrapreneurial divisions of the world’s largest Fortune 500
firms. They work – and with her guidance, they will work for you, too.
Communications Writing and Design is an integrated, project-based introduction to effective
writing and design across the persuasive domains of communication. Build a strong foundation
of core writing and design skills using professionally-designed examples that illustrate and
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reinforce key principles Readers learn and analyze techniques by creating 15 projects in
marketing, advertising, PR, and social media with the help of strategy suggestions, practical
tips, and professional production techniques Written by an experienced professional and
teacher, with a focus on the cross-disciplinary nature of contemporary communication work
Learning is reinforced through a variety of pedagogical features: learning objectives, helpful
mnemonics, real-life projects and applications, chapter references for further study, and end-ofchapter summaries and exercises A companion website with multimedia slides, exam
questions, learning videos, and design guides provides additional learning tools for students
and instructors
Updated and revised with the latest data in the field, Principles and Practice of Sport
Management, Sixth Edition provides students with the foundation they need to prepare for a
variety of sport management careers. Intended for use in introductory sport management
courses at the undergraduate level, the focus of the Sixth Edition is to provide an overview of
the sport industry and cover basic fundamental knowledge and skill sets of the sport manager,
as well as to provide information on sport industry segments for potential employment and
career opportunities.
A brand new collection of authoritative guides to marketing innovation 4 authoritative books
deliver state-of-the-art guidance for more innovative, more effective, more measurably
successful marketing! This 4-book collection will help you bring world-class innovation to
marketing and everything that touches it! Start with Making Innovation Work: a formal process
that can help you drive top and bottom line growth from innovation throughout marketing and
beyond. Packed with new examples, it will help you define the right strategy for effective
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marketing innovation… structure organizations and incentivize teams to innovate… implement
management systems to assess your progress… effectively use metrics from idea creation
through commercialization. Next, in Real-Time Marketing for Business Growth, top business
consultant Monique Reece offers a proven, start-to-finish blueprint for igniting profitable,
sustainable growth. Reece’s “PRAISE” process builds growth through six interrelated steps:
Purpose, Research, Analyze, Implement, Strategize, and Evaluate/Execute. She demonstrates
how to use fast, agile real-time planning techniques that are tightly integrated with execution…
how to clarify your company’s purpose, customer value, and best opportunities… fix sales and
marketing problems that have persisted for decades… accurately measure marketing’s real
value… combine proven traditional marketing techniques with new social media practices…
systematically and continually improve customer experience and lifetime value. Then, in
Marketing in the Moment, leading Web marketing consultant Michael Tasner shows exactly
how to drive maximum value from advanced Web, online, mobile, and social marketing.
Discover which new technologies deliver the best results (and which rarely do)... how to use
virtual collaboration to executive marketing projects faster and at lower cost... how to build
realistic, practical action plans for the next three months, six months, and twelve months.
Finally, in Six Rules for Brand Revitalization, Larry Light and Joan Kiddon teach invaluable
lessons from one of the most successful brand revitalization projects in business history: the
reinvigoration of McDonald’s®. Larry Light, the Global CMO who spearheaded McDonald’s
breakthrough marketing initiatives, presents a systematic blueprint for resurrecting any brand,
and driving it to unprecedented levels of success. Light and Joan Kiddon illuminate their
blueprint with specific examples, offering detailed “dos” and “don’ts” for everything from
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segmentation to R&D, leadership to execution. If you’re in marketing (or anywhere near it) this
collection’s techniques can powerfully and measurably improve your performance, starting
today! From world-renowned marketing experts Tony Davila, Marc Epstein, Robert Shelton,
Monique Reece, Michael Tasner, Larry Light, and Joan Kiddon
The idea of ‘pornography’ is often employed to invoke titillation, anger, and disgust. Stigma
and the Shaping of the Pornography Industry explores the effects that this stigmatized identity
has on the pornography industry itself. From the video era to the emergence of the internet, to
trade shows, white-collar workers, technological innovation, and industry-wide characteristics,
this book looks beyond content production to explore how stigma has shaped the structures,
practices, norms, and boundaries of the wider sector. By drawing on concepts such as dirty
work, core-stigmatized industries, and outlaw innovation, this book offers rich insights into the
ways in which stigma is socially constructed and managed, and the deep structural effects that
it has on the industry.
This edited text compiles advanced material relating to strategy and marketing in the field of
sports business. Featuring contributions from experts across the sports business field, the
book approaches strategy from the standpoint of managing and marketing a brand. With
integrated current-day examples highlighting practices and issues, as well as ‘real-world’
applied video cases, this book is ideal for marketing students and sports business practitioners
looking to gain strategic insights into the industry.
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
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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 co-creators, playing a significant role in shaping new products and
systems. Case studies include the Canterbury Crusaders, KVD Beauty, Kodak, Yamaha,
Ottobock and Holland?s rebrand as The Netherlands.
Lockstep and Dance: Images of Black Men in Popular Culture examines popular culture's
reliance on long-standing stereotypes of black men as animalistic, hypersexual, dangerous
criminals, whose bodies, dress, actions, attitudes, and language both repel and attract white
audiences. Author Linda G. Tucker studies this trope in the images of well-known African
American men in four cultural venues: contemporary literature, black-focused films, sports
commentary, and rap music. Through rigorous analysis, the book argues that American
popular culture's representations of black men preserve racial hierarchies that imprison blacks
both intellectually and physically. Of equal importance are the ways in which black men battle
against, respond to, and become implicated in the production and circulation of these images.
Tucker cites examples ranging from Michael Jordan's underwear commercials and the popular
Barbershop movies to the career of rapper Tupac Shakur and John Edgar Wideman's memoir
Brothers and Keepers. Lockstep and Dance tracks the continuity between historical images of
African American men, the peculiar constitution of whites' anxieties about black men, and black
men's tolerance of and resistance to the reproduction of such images. The legacy of these
stereotypes is still apparent in contemporary advertising, film, music, and professional
basketball. Lockstep and Dance argues persuasively that these cultural images reinforce the
idea of black men as prisoners of American justice and of their own minds but also shows how
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black men struggle against this imprisonment.
Understanding Aesthetics for the Merchandising and Design ProfessionalA&C Black
There isn’t a magic formula for better leadership. But there is an enduring philosophy behind
the most inspiring leaders in business, past and present. It’s one that has outlasted markets,
currencies, meltdowns, revolutions and regime changes. Limitless is a celebration of the
transformative power of thinking beyond conventional boundaries. Its fascinating true stories of
the most audacious and accomplished business leaders remind us how the entrepreneurial
spirit really does change the world for the better. The greatest leaders not only make a
difference in their own times, but also leave behind the lessons they’ve learned for the world
that goes on after them. Finding opportunities where others see obstacles, they show that the
greatest investment any entrepreneur can make is to keep an open mind.
EBOOK: Managing Brands
An invaluable marketer’s tool and an ultimate guide to marketing and brand management, The
Brand Book covers challenges faced by most company executives and marketers today and
outlines a new how-to approach with easy-to-follow illustrated examples. A comprehensive
guide to the dos and don’ts of marketing, the book demystifies marketing and brand jargon by
using examples at both local and global levels. Some of the key features discussed include
how to build and manage brands, identifying new opportunities for brand growth, techniques
for launching new brands and ensuring their success, and discussing marketing return on
investment (ROI). Thomas Oosthuizen also describes his personal marketing method, which
he developed while working in senior marketing positions for many years and being
instrumental in the success of many iconic brands. Using a new model that covers all
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marketing pillars in one book, The Brand Book focuses not only on how to build and maintain a
profitable brand, but also how to make it sustainable and affordable.
John Egan draws on both his industry and academic background to explain the why as well as
the how of marketing communications. The book takes an industry-driven approach which
provides all the theories in the context of application and from a real world perspective. It also
uses accessible, straight-forward language and all content is supported by a collection of
learning features. New to this edition: · New chapters on Digital Marketing and Analytics and
Social Media Marketing · Strong focus on marketing communications analytics · Update of
examples, case studies and references Online resources for both instructors and students
complement the book. Suitable for marketing students taking a Marketing Communications
module as part of their Marketing degree.
“An eye-opening look into the story of Knight before his multibillion dollar company.” —School
Library Journal “A great story about how an ambition turned into a business…serves as a guide
for accomplishing great things.” —VOYA In this young reader’s edition of the New York Times
bestseller, Nike founder and board chairman Phil Knight “offers a rare and revealing look at
the notoriously media-shy man behind the swoosh” (Booklist, starred review), opening up
about how he went from being a track star at an Oregon high school to the founder of a brand
and company that changed everything. You must forget your limits. It was only when Nike
founder Phil Knight got cut from the baseball team as a high school freshman that his mother
suggested he try out for track instead. Knight made the track team and found that not only
could he run fast but also, more importantly, he liked it. Ten years later, young and searching,
Knight borrowed fifty dollars from his father and launched a company with one simple mission:
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import high quality running shoes from Japan. Selling the shoes from the trunk of his car to
start, he and his gang of friends and runners built one of the most successful brands ever. Phil
Knight encountered risks and setbacks along the way, but always followed his own advice.
Just keep going. Don’t stop. Whatever comes up, don’t stop. Filled with wisdom, humanity,
humor, and heart, the young readers edition of the bestselling Shoe Dog is a story of
determination that inspires all who read it. The Young Readers Edition is an abridged version
of the internationally bestselling adult book and it features original front matter and back
matter, including a new introduction and “A Letter to the Young Reader” containing advice
from Phil Knight for budding entrepreneurs.

The world no longer defines successful businesspeople by their suit and ties. Today we
live in a world where any entrepreneur can create a successful, profitable, enjoyable
business in whatever style suits him or her the best. And hey, if putting on a suit and
heading for your corporate office is what works best for you, that's great. But if throwing
on your favorite pair of blue jeans and heading for the beach works better, that's cool
too. In Business in Blue Jeans: How to Have a Successful Business on Your Own
Terms, in Your Own Style, you'll learn how to create and grow a business that works for
you. More than just a "how to" guide, Business in Blue Jeans, contains actionable,
practical that show you how to: Break through the "brain junk" that's been getting in
your way to starting a business. Develop a business idea (or hone the one you already
have) with real potential for success. Package your idea to attract the people who want
what you have to offer and will pay for it. Become visible to your potential customers
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and clients so that they think of you first. Stand head and shoulders above your
competitors without spending an extra dime. Build a community and network that
includes the support and the connections you need, drawing people in instead of
pushing them away. Hire, train, and manage a team as your business grows so that it's
never out of control (and so you can hit the beach!). We live in an ever-changing
economy and that can make starting and growing a business seem daunting. But with
the right guidance, you, too, can have successful business that makes everything else
that you want in life possible.
Nike's urban marketing strategieën en hoe deze de stedelijke omgeving beïnvloeden.
A revised new edition of the bestselling toolkit for creating, building, and maintaining a
strong brand From research and analysis through brand strategy, design development
through application design, and identity standards through launch and governance,
Designing Brand Identity, Fourth Edition offers brand managers, marketers, and
designers a proven, universal five-phase process for creating and implementing
effective brand identity. Enriched by new case studies showcasing successful worldclass brands, this Fourth Edition brings readers up to date with a detailed look at the
latest trends in branding, including social networks, mobile devices, global markets,
apps, video, and virtual brands. Features more than 30 all-new case studies showing
best practices and world-class Updated to include more than 35 percent new material
Offers a proven, universal five-phase process and methodology for creating and
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implementing effective brand identity
Contemporary Economic Sociology closely examines critical and contemporary issues
in the sociology of economic life. Bringing together a range of theoretical perspectives,
Fran Tonkiss examines major shifts in the organization of economy and society - from
the politics of globalization to the cultural economy, social exclusion and the 'end' of
class. This new volume is organized around three core themes (globalization,
production and inequality) and answers the questions: how are transnational processes
re-making contemporary economies? can capitalist globalization be governed or
resisted? do class relations still shape people’s social identities? how can we think
about inequality in national and international contexts? Key changes in each of these
domains raise new challenges for analyzing social and economic relations, power,
agency and identity. Setting these changes in a transnational context, this book
examines how these issues are being re-shaped in contemporary societies, and
explores competing frameworks for understanding such changes. Drawing on
arguments from economic sociology, politics and policy studies, political economy and
critical geography, the text focuses on both conceptual approaches to the social study
of the economy, and trans-national processes of social and economic restructuring. The
arguments provide a critical overview of current concerns for economic sociology, and
extend the boundaries of the discipline to a new set of questions. The text is particularly
relevant to undergraduate and graduate students and scholars in the fields of economic
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and political sociology, politics and government, geography, economics and
international relations.
Bridging the gap between the study of aesthetics and its application in the
merchandising and design environments, the 2nd Edition of Understanding Aesthetics
presents a research-based focus on the concepts of aesthetics and their effect on
product value and consumer behavior. The multisensory approach to studying the
elements and principles of design helps students master the underlying factors of
successful design and learn how products and their promotional surroundings can
establish brand identity and create a pleasing environment for the consumer.
A core text book for the CIM Qualification.
Social media and new social facilities have made it necessary to develop new media
design processes with different communication strategies in order to promote
sustainable communication. Visual communication emphasizes messages that are
transmitted through visual materials in order to effectively communicate emotions,
thoughts, and concepts using symbols instead of words. Social networks present an
ideal environment for utilizing this communication technique. New Media and Visual
Communication in Social Networks is a pivotal scholarly publication that examines
communication strategies in the context of social media and new digital media
platforms and explores the effects of visual communication on social networks, visual
identity, television, magazines, newspapers, and more. Highlighting a range of topics
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such as consumer behavior, visual identity, and digital pollution, this book is essential
for researchers, practitioners, entrepreneurs, policymakers, and educators.
Praise for 60-Minute Brand Strategist "A fresh take on the wisdom of putting brand
strategy at the heart of corporate strategy. Brilliant insights for a fast-moving world."
—Angela Ahrendts, CEO, Burberry "Idris Mootee paints a sharp, comprehensive, and
finely articulated analysis of the potential of meaningful brands in the 21st century's
cultural scenario and business landscape. The result is a smart manual that reminds
you and your company how to build relevant, authentic, sustainable, and successful
brands in an evolving society." —Mauro Porcini, Chief Design Officer, PepsiCo Inc.
"Idris's book teaches us how to engage today's increasingly cynical consumers on a
deeper emotional level to build real equity and leadership. He demonstrates how to
break out of the box and connect business strategy to brand strategy, and how the right
brand story never really ends!" —Blair Christie, SVP and CMO, Cisco Systems, Inc. "It's
rare to find a book that's both inspiring and practical but Idris nailed it! He has crafted
the ultimate guide to brand building in the connected world with visual clarity and
thought-provoking strategy." —Eric Ryan, cofounder, Method Products, Inc. This book is
about one thing only: branding. Period. In this economy ruled by ideas, the only
sustainable form of leadership is brand leadership. 60-Minute Brand Strategist offers a
fast-paced, field-tested view of how branding decisions happen in the context of
business strategy, not just in marketing communications. With a combi-nation of
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perspectives from business strategy, customer experience, and even anthropology, this
new and updated edition outlines the challenges traditional branding faces in a hyperconnected world. This essential handbook of brand marketing offers an encyclopedia of
do's and don'ts, including new case studies of how these concepts are being used by
the world's most successful and valuable brands. 60-Minute Brand Strategist is your
battle plan, filled with powerful branding tools and techniques to win your customers'
hearts and defeat the competition.
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.
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This innovative work provides a state-of-the-art overview of current thinking about the
development of brand strategy. Unlike other books on branding, it approaches
successful brand strategy from both the producer and consumer perspectives. "The
Science and Art of Branding" makes clear distinctions among the producer's intentions,
external brand realities, and consumer's brand perceptions - and explains how to fit
them all together to build successful brands. Co-author Sandra Moriarty is also the
author of the leading Principles of Advertising textbook, and she and Giep Franzen
have filled this volume with practical learning tools for scholars and students of
marketing and marketing communications, as well as actual brand managers. The book
explains theoretical concepts and illustrates them with real-life examples that include
case studies and findings from large-scale market research. Every chapter opens with a
mini-case history, and boxed inserts featuring quotes from experts appear throughout
the book. "The Science and Art of Branding" also goes much more deeply than other
works into the core concept of brand equity, employing new measurement systems only
developed over the last few years.
From three design partners at Google Ventures, a unique five-day process--called the
sprint--for solving tough problems using design, prototyping, and testing ideas with
customers.
In its 114th year, Billboard remains the world's premier weekly music publication and a
diverse digital, events, brand, content and data licensing platform. Billboard publishes
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the most trusted charts and offers unrivaled reporting about the latest music, video,
gaming, media, digital and mobile entertainment issues and trends.
The Design Manual by David Whitbread is an indispensable and comprehensive
reference for traditional and digital publishing. From beginners to professional graphic
designers, desktop publishers and graphic design students, The Design Manual
provides essential information on conceptual approaches, planning and project
development techniques for print, web and multimedia production. Design tasks are
divided into sections on publication, corporate identity, on-screen and advertising
design. There is discussion of specific skills such as branding and logo design;
stationery, catalogue, annual report and newsletter production; websites; storyboarding
and animation techniques; and more. The production section discusses layout and
typography for print and screen, colour and colour systems, printing and finishing
processes. With numerous checklists and practical tips throughout the text, The Design
Manual has become a standard reference for anyone involved in or interested in
design.
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