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Until this book was written, the phrase "brands are stories" was merely a marketing cliché. Having delved into how stories influence our
behavior, however, the author asserts that the association between stories and brands deserves far more than that stock phrase.Among the
many books about branding directed toward marketing and advertising practitioners and students, none is like StoryBranding. Modeled after
the way stories work, this book provides a unique planning process for creating authentic brand identities. It also reveals a number of
concealed traps that other branding approaches often overlook.Drawing on the persuasive power of stories, the author argues that a great
deal of wasted effort is put into creating advertising messages that do too much "telling" and too little "showing." To help brands resonate with
their audiences, the author takes you step-by-step through StoryBranding's six C's-a process that shows how to approach the development of
all brand communications the way story writers approach their characters, plots, and themes. He includes sample "Story Briefs" and "I AM"
statements that help brands achieve a greater degree of authenticity than traditional creative or brand briefs have.
Narration can be conceptualized as conveying two or more events (or an event with a situation) that are logically interrelated and take place
over time and have a consistent topic. The concept includes every storytelling text. The advertisement is one of the text types that includes a
story, and the phenomenon conceptualized as advertising narration has gained new dimensions with the widespread use of digital media.
The Handbook of Research on Narrative Advertising is an essential reference source that investigates fundamental marketing concepts and
addresses the new dimensions of advertising with the universal use of digital media. Featuring research on topics such as branding, mobile
marketing, and consumer engagement, business professionals, copywriters, students, and practitioners will find this text useful in furthering
their research exposure to evolutionary techniques in advertising.
The indispensable classic on marketing by the bestselling author of Tribes and Purple Cow. Legendary business writer Seth Godin has three
essential questions for every marketer: “What’s your story?” “Will the people who need to hear this story believe it?” “Is it true?” All
marketers tell stories. And if they do it right, we believe them. We believe that wine tastes better in a $20 glass than a $1 glass. We believe
that an $80,000 Porsche is vastly superior to a $36,000 Volkswagen that’s virtually the same car. We believe that $225 sneakers make our
feet feel better—and look cooler—than a $25 brand. And believing it makes it true. As Seth Godin has taught hundreds of thousands of
marketers and students around the world, great marketers don’t talk about features or even benefits. Instead, they tell a story—a story we
want to believe, whether it’s factual or not. In a world where most people have an infinite number of choices and no time to make them, every
organization is a marketer, and all marketing is about telling stories. Marketers succeed when they tell us a story that fits our worldview, a
story that we intuitively embrace and then share with our friends. Think of the Dyson vacuum cleaner, or Fiji water, or the iPod. But beware: If
your stories are inauthentic, you cross the line from fib to fraud. Marketers fail when they are selfish and scurrilous, when they abuse the tools
of their trade and make the world worse. That’s a lesson learned the hard way by telemarketers, cigarette companies, and sleazy politicians.
But for the rest of us, it’s time to embrace the power of the story. As Godin writes, “Stories make it easier to understand the world. Stories
are the only way we know to spread an idea. Marketers didn’t invent storytelling. They just perfected it.”
New York Times bestselling author Donald Miller uses the seven universal elements of powerful stories to teach readers how to dramatically
improve how they connect with customers and grow their businesses. Donald Miller’s StoryBrand process is a proven solution to the struggle
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business leaders face when talking about their businesses. This revolutionary method for connecting with customers provides readers with
the ultimate competitive advantage, revealing the secret for helping their customers understand the compelling benefits of using their
products, ideas, or services. Building a StoryBrand does this by teaching readers the seven universal story points all humans respond to; the
real reason customers make purchases; how to simplify a brand message so people understand it; and how to create the most effective
messaging for websites, brochures, and social media. Whether you are the marketing director of a multibillion dollar company, the owner of a
small business, a politician running for office, or the lead singer of a rock band, Building a StoryBrand will forever transform the way you talk
about who you are, what you do, and the unique value you bring to your customers.
StorytellingBranding in PracticeSpringer Science & Business Media
This professional guidebook highlights brand development and management for cities, regions, countries, and destinations. It presents a
unique collection of expert interviews, combined with latest research insights and thoughts on the most relevant topics and trends linked to
the reputation, brand development and management of cities, regions, countries and destinations. This is a book which offers inspiring
personal stories and reflections, and at the same time serves as essential know how guide for busy place managers, marketers and
developers who care about the reputation and well-being of their community.
We are now living in a world with over one hundred brands of bottled water. The United States alone is home to over 45,000 shopping malls.
And there are more than 19 million customized beverage choices a barista can whip up at your local Starbucks. Whether it’s good or bad, the
real question is why we behave this way in the first place. Why do we telegraph our affiliations or our beliefs with symbols, signs, and codes?
Brand Thinking and Other Noble Pursuits contains twenty interviews with the world’s leading designers and thinkers in branding. The
interviews contain spirited views on how and why humans have branded the world around us, and the ideas, inventions, and insight inherent
in the search.
Branding has reached a new frontier. In the future brands will have to appeal to more than one or two of the classic five senses. Branding
expert Neil Gains shows both the science and the practical applications of how this can be done, and links symbolism and storytelling to
sensory experience in brand marketing. Drawing on the latest research and design thinking he shows how brands can link storytelling
archetypes and symbolism to customer experience to build a multi-sense phenomenon,. This groundbreaking book provides innovative
branding tools for evaluating where a brand is on the sensory and storytelling scale, analyzing its potential and giving it a clear pathway to
optimizing its unique sensory appeal.
Coke, Martha Stewart, Ralph Lauren and Hallmark engender tremendous devotion, sometimes almost a cult following, among consumers. To
create this kind of loyalty, these brands express consistent values and "stories" and, in the process, claim a unique niche in the marketplace.
Author Laurence Vincent has been a keen observer and a frontline player in developing the brand stories of so many outstanding companies.
In Legendary Brands: Unleashing the Power of Storytelling to Create a Winning Marketing Strategy he applies the theory to specific brand
issues. From the frank comments offered by leading brand managers, readers will learn new ways to approach specific marketing problems,
as well as innovative solutions to untangle an assortment of thorny branding issues.
Once upon a time the practice of storytelling was about collecting interesting stories about the past, and converting them into soundbite
pitches. Now it is more about foretelling the ways the future is approaching the present, prompting a re-storying of the past. Storytelling has
progressed and is about a diversity of voices, not just one teller of one past; it is how a group or organization of people negotiates the telling
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of history and the telling of what future is arriving in the present. With the changes in storytelling practices and theory there is a growing need
to look at new and different methodologies. Within this exciting new book, David M. Boje develops new ways to ask questions in interviews
and make observations of practice that are about storytelling the future. This, after all, is where management practice concentrates its
storytelling, while much of the theory and method work is all about how the past might recur in the future. Storytelling Organizational Practices
takes the reader on a journey: from looking at narratives of past experience through looking at living stories of emergence in the present to
looking at how the future is arriving in ways that prompts a re-storying of the past.
"What if I fail?" Seeking permission keeps us in jobs we hate, relationships that are toxic, and lives we don't want. After quitting her Hollywood
dream job, Annie Franceschi is here to give you the pep talk you need to change your life with hard-won personal stories, funny anecdotes,
and helpful exercises for finding your purpose.
Take a satirical scamper through organizational life in the midstof changing times, brought to you by master storyteller andformer World Bank
executive Steve Denning. With wisdom and ahealthy dose of wit, Denning introduces a cast of furry characterswho together learn the fine art
of change through storytelling intheir quest to overcome obstacles, generate enthusiasm andteamwork, share knowledge, and ultimately lead
their company into anew era of success and significance. Through the stories ofSquirrel Inc., readers will learn that the ability to tellthe right
story at the right time can determine the outcome of anymajor change effort. In each chapter Denning's squirrels learn touse storytelling to
address leadership challenges: How to bring about change How to communicate who you are How to transmit values How to foster
collaboration How to stop rumors How to share knowledge How to lead your organization into the future
This book examines the ways in which luxury fashion brands use their heritage in their digital storytelling and marketing. With chapters from
authors in China and Macau (PRC), India, Romania, Turkey, the United Kingdom, and the United States, covering British, Chinese, French,
Japanese, Indian, Italian, and Turkish brands, this truly global collection is the first book of its kind devoted solely to the emerging study of
digital heritage storytelling. This method of reaching potential consumers and perpetuating brand identity is a hugely important factor in the
marketing of luxury brands and has yet to be studied comprehensively. The book will be of interest to scholars working in fashion studies,
fashion history, design history, design studies, digital humanities, and fashion marketing.
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 inter-departmental 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 brandPage 3/11
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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.
Branding for Nonprofits provides the processes, tools, and thinking needed to brand or rebrand. Author DK Holland—a pioneer in the
field—helps nonprofits approach the rebranding process with confidence and enthusiasm. Case studies reveal real-life situations in which
nonprofits have successfully created branding opportunities out of dilemmas, creating a distinctinve, clear identity that furthers their mission.
Inspiring and demystifying, this book is the essential tool for nonprofits seeking to communicate their important work in a bold voice. •
Addresses the connection between branding and fund-raising • There are 1.6 million nonprofits in the United States. Stand out from the
crowd! Allworth Press, an imprint of Skyhorse Publishing, publishes a broad range of books on the visual and performing arts, with emphasis
on the business of art. Our titles cover subjects such as graphic design, theater, branding, fine art, photography, interior design, writing,
acting, film, how to start careers, business and legal forms, business practices, and more. While we don't aspire to publish a New York Times
bestseller or a national bestseller, we are deeply committed to quality books that help creative professionals succeed and thrive. We often
publish in areas overlooked by other publishers and welcome the author whose expertise can help our audience of readers.
This book demonstrates how fashion brands communicate, why the practice is significant within wider society and how it can be perceived as
culturally meaningful. Enabling readers to connect the tools and techniques of communication with their theoretical underpinnings and
historical antecedents, the book shows how these methods can be applied in practice. The authors utilise social, consumer and cultural
theory, and frameworks rooted in psychology, sociology and economics, as mechanisms to analyse and deconstruct current communication
strategies used by fashion brands. The book presents insights and strategies for communicating authentic values, conveying a clearly defined
aesthetic and visual language and generating shareable content that resonates with audiences. With insights into strategies used by brands
including Burberry, Gucci, Dior, COS, Rapha, Warby Parker and Maryam Nassir Zadeh, each chapter outlines ways of maintaining relevant
and consistent brand narratives in the 21st century. From how to sustain a dialogue with a brand’s community, to the use of brand
collaboration, co-creative storytelling and fashion spaces, the book aims to develop reflective communication practitioners who have a deep
understanding of the cultural landscape, brand strategy and industry innovation. Written for scholars and practitioners, this book is a valuable
blend of theory and practice across the fields of fashion, communication and branding.
WINNER: NYC Big Book Award 2020 - Sales and Marketing category WINNER: The Stevie Awards 2020 - 'Book of the Year' Silver award,
Women in Business category Written by the award-winning storyteller Miri Rodriguez at Microsoft, this actionable guide goes beyond content
strategy and, instead, demonstrates how to leverage brand storytelling in the marketing mix to strengthen brand engagement and achieve
long-term growth, with advice from brands like Expedia, Coca Cola, McDonalds, Adobe and Google. Despite understanding essential
storytelling techniques, brands continue to explain how their product or service can help the customer, rather than showcasing how the
customer's life has changed as a result of them. Brand Storytelling gets back to the heart of brand loyalty, consumer behaviour and
engagement as a business strategy: using storytelling to trigger the emotions that humans are driven by. It provides a step by step guide to
assess, dismantle, and rebuild a brand story, shifting the brand from a 'hero' to 'sidekick' mentality, and positioning the customer as a key
influencer to motivate the audience. Simplifying where to begin, how to benchmark success and ensure a consistent brand voice throughout
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every department, this book clearly shows how readers can align an emotive connection with the customer's personal values, experiences
and aspirations, and how that will enable brand leaders, employees and influencers to celebrate and strengthen brand engagement for the
long-term, rather than simply trying to win it. Clarifying why machine-learning, AI and automation only tell one side of the story, this book will
inspire you with cutting edge interviews and case studies from leading brands like Expedia, Coca Cola, McDonalds, Adobe and Google, to
tap into authentic brand loyalty and human connection.
Marketing Communications: A Brand Narrative Approach is a mainstream, student-driven text which gives prominence to the driving force of
all Marketing Communications: the imperative of Branding. The book aims to engage students in an entertaining, informative way, setting the
conceptual mechanics of Marketing Communications in a contemporary, dynamic context. It includes key current trends such as: Brand
narrative approach - Cases such as Dove, Harley-Davidson, Nike and World of War Craft feature real-life, salient examples which are
engaging for students and reflect the growth of co-authored brand ‘stories’ to help build and maintain brands by customer engagement
through meaningful dialogues. Media neutral/multi-media approach - This text has a sound exploration of online and offline synergy
combining one-message delivery and multi-media exposures, through examples of companies and political campaigns using ‘nontraditional’ media to reach groups not locking into ‘normal channels’. This brand new text features an impressive mixture of real-life brand
case studies underpinned with recent academic research and market place dynamics. The format is structured into three sections covering
analysis, planning and implementation and control of Marketing Communications. Using full colour examples of brands, and student-friendly
diagrams, the book acknowledges that the modern student learns visually as well as through text.
This remarkable and monumental book at last provides a comprehensive answer to the age-old riddle of whether there are only a small
number of 'basic stories' in the world. Using a wealth of examples, from ancient myths and folk tales via the plays and novels of great
literature to the popular movies and TV soap operas of today, it shows that there are seven archetypal themes which recur throughout every
kind of storytelling. But this is only the prelude to an investigation into how and why we are 'programmed' to imagine stories in these ways,
and how they relate to the inmost patterns of human psychology. Drawing on a vast array of examples, from Proust to detective stories, from
the Marquis de Sade to E.T., Christopher Booker then leads us through the extraordinary changes in the nature of storytelling over the past
200 years, and why so many stories have 'lost the plot' by losing touch with their underlying archetypal purpose. Booker analyses why
evolution has given us the need to tell stories and illustrates how storytelling has provided a uniquely revealing mirror to mankind's
psychological development over the past 5000 years. This seminal book opens up in an entirely new way our understanding of the real
purpose storytelling plays in our lives, and will be a talking point for years to come.
This book presents an accessible introduction to data-driven storytelling. Resulting from unique discussions between data visualization
researchers and data journalists, it offers an integrated definition of the topic, presents vivid examples and patterns for data storytelling, and
calls out key challenges and new opportunities for researchers and practitioners.
A practical, easy-to-use guide to transform business communications into memorable narratives that drive conversations—and your
career—forward In Everyday Business Storytelling: Create, Simplify, and Adapt A Visual Narrative for Any Audience, visual storytelling experts
Janine Kurnoff and Lee Lazarus leverage decades of experience helping executives at the world's top brands—including Facebook, Nestle,
Accenture, and Marriot—bring clarity and meaning to their business communications. Whether you're building a presentation, crafting a highstakes email, or need to influence decisions in your next meeting with an executive, Everyday Business Storytelling offers an insightful
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exploration of how to develop compelling business narratives. You'll discover how to use a simple, repeatable framework to choreograph your
ideas, data, and insights into an authentic, persuasive story. You'll also find clever visual techniques to help humanize your stories and build
an emotional connection with your audience. Just a few of the things you'll learn include: The science behind why storytelling is the most
effective way to trigger emotion in an audience and how to craft a business narrative that makes your ideas engaging The four signposts of
storytelling and how to identify and weave in your BIG idea to capture attention How to craft expert headlines that guide your audience and
advance your story Everyday Business Storytelling is an indispensable guide to making your communications stick in the minds of your
audience and drive change. If you're a busy, talented businessperson responsible for presentations, one-pagers, emails, or virtual meetings,
this book is for you.
“As usual these two future-finders have their fi ngers on the pulse of what’s happening--and what we need to know about. In every business,
in every organization, the seven most important words these days are: ‘But wait! A story goes with it!’ You need to read this book to fi nd out
why.” —Alan Webber, Co-founder, Fast Company magazine “A great story sparks our imagination, challenges us to think, and resonates with
our collective conscience. Ryan Mathews and Watts Wacker’s story about telling stories does exactly this. It is an essential guidebook for
capturing and conveying the essence of corporate identities and enriching brands.” —Paul A. Laudicina, Managing Officer and Chairman of
the Board, A.T. Kearney Storytelling is the universal human activity.Every society, at every stage of history, has told stories–and listened to
them intently, passionately. Stories are how people tell each other who they are, where they came from, how they’re unique, what they
believe. Stories capture their memories of the past and their hopes for the future. Stories are one more thing, too: They are your most
powerful, most underutilized tool for competitive advantage.Whether you know it or not, your business is already telling stories. What’s Your
Story? will help you take control of those stories and make them work for you. Legendary business thinkers Ryan Mathews and Watts
Wacker reveal how to craft an unforgettable story…create the back story that makes it believable…make sure your story cuts through today’s
relentless bombardment of consumer messages…and gets heard, remembered, and acted on. THE TEN FUNCTIONS OF STORYTELLING
Discovering what stories can do for your business THE ABOLITION OF CONTEXT Telling stories when the past no longer defines the future
THE FIVE MOST IMPORTANT STORY THEMES Leveraging themes your audiences will understand and believe APPLIED STORYTELLING
101 Storytelling for your industry, your company, your brand, and you MASTERING YOUR STORYTELLER’S TOOLBOX Making your
stories more compelling, more believable, and downright unforgettable Use Storytelling to Gain Powerful Competitive Advantage in Today’s
Increasingly Skeptical Marketplace Leverage the incredible power of storytelling in marketing, sales, investor relations, recruitment, change
management, and more Indispensable techniques for every CxO, entrepreneur, and marketing, sales, and communications executive The
latest breakthrough book from best-selling futurists Ryan Mathews and Watts Wacker
How to use powerful tools to engage customers with your brand Marketers, technologists, and corporate leaders are looking for ways to more
effectively connect consumers with their brand. Storyscapes introduces "storyscaping" as a way to create immersive experiences that solve
the challenge of connecting brands and consumers. This book describes a powerful new approach to advertising and marketing for the digital
age that involves using stories to design emotional and transactional experiences for customers, both online and offline. Each connection
inspires engagement with another, so the brand becomes part of the customer's story. Authors Gaston Legorburu and Darren McColl explain
how marketers can identify and define the core target audience segment, define your brand's purpose, understand the emotional desires of
your consumers, and more. Shows how to map how the consumer engages with the category and product/service Explains how to develop
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an organizing idea and creative plan for an immersive storyscape experience Defines the role of marketing channels around the organizing
idea Establishes how technology can be applied to the experience Learn how to measure, optimize, and evolve the customer experience
through the use of strong narratives that compel consumers to buy into your brand. www.storyscaping.com
Must-read for managers on a powerful branding tool of the future. Up-to-date cases from the business world, plenty of illustrations and easyto-use tools. Recommended by managers of top international firms. Covers both the internal and external benefits of storytelling for a
business company. Danish version sold more than 2000 copies.

Attention is the new commodity. Visual Storytelling is the new currency. Human brain processes visuals 60,000x faster than text.
Web posts with visuals drive up to 180% more engagement than those without. Viewers spend 100% more time on web pages
with videos. Filled with full-color images and thought-provoking examples from leading companies, The Power of Visual
Storytelling explains how to grow your business and strengthen your brand by leveraging photos, videos, infographics,
presentations, and other rich media. The book delivers a powerful road map for getting started, while inspiring new levels of
creativity within organizations of all types and sizes. “This book is not only a complete overview of [visual storytelling] but, most
importantly, the key to doing it right, a total Right Hook!” —Gary Vaynerchuk, New York Times bestselling author of Crush It! and
Jab, Jab, Jab, Right Hook “A valuable guide to understanding how to develop powerful marketing programs using the art of visual
storytelling.” —Guy Kawasaki, author of APE: Author, Publisher, Entrepreneur and former chief evangelist of Apple “The Power of
Visual Storytelling is the new marketing bible!” —Nancy Bhagat, Vice President, Global Marketing Strategy and Campaigns, Intel
“If a picture is worth a thousand words, The Power of Visual Storytelling is worth a million.” —Scott Monty, Global Digital &
Multimedia Communications for Ford Motor Company
The ultimate how-to book about brand storytelling Brand storytelling is all the rage in marketing. But few books explain how to go
about cultivating and promoting that story. This is the book that does. StoryBranding 2.0 is an updated edition of the awardwinning, best-selling book that has sparked enthusiasm among marketing luminaries, CEOs, entrepreneurs, and personal
branding advocates. Developing your brand’s story must start with an understanding of what a story really is and how it is
structured. Then, using this essential structure as scaffolding, you can begin to answer specific questions that will help you
develop your brand’s most authentic story—the story that will do the most to capture the hearts and minds of prospects. As your
brand sets out to overcome obstacles in order to achieve its goals, you will: • be guided every step of the way towards defining
who your brand is and why it exists. • learn how to use a unique immersion technique that will help you achieve greater empathy
with your most likely prospects. • know how to overcome controllable obstacles standing in the way of your brand’s success. •
learn how to tell your brand’s story so that it truly resonates with prospects. • find ways to galvanize support for your brand’s
story throughout your organization. • see how the StoryBranding process can be applied to you personally and in everyday selling
situations. Written by a thirty-five-year veteran of marketing and advertising who has worked on major national brands, this is the
ultimate how-to brand-planning book for professionals and beginners alike. Besides being instructive and full of real-life examples,
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it is highly entertaining, as the author recounts experiences he’s had during his long career as an advertising executive.
Transmedia storytelling is defined as a process where integral elements of fiction get dispersed systematically across multiple
delivery channels to create a unified and coordinated entertainment experience. This process and its narrative models have had
an increasing influence on the academic world in addressing both theoretical and practical dimensions of transmedia storytelling.
The Handbook of Research on Transmedia Storytelling and Narrative Strategies is a critical scholarly resource that explores the
connections between consumers of media content and information parts that come from multimedia platforms, as well as the
concepts of narration and narrative styles. Featuring coverage on a wide range of topics such as augmented reality, digital society,
and marketing strategies, this book explores narration as a method of relating to consumers. This book is ideal for advertising
professionals, creative directors, academicians, scriptwriters, researchers, and upper-level graduate students seeking current
research on narrative marketing strategies.
Are you interested in learning how to create companies people love to love? If you want to be that company people love to
love—the one that people can’t wait to tell others about—you will find this book both inspirational and informative. Beyond Sizzle
answers how branding, reimagined as an approach to management, can be a force for engaging your most important
resource—people—to build your most valuable asset: your reputation. This book will ring true to anyone who wants to be that
company customers, employees and the world can’t wait to tell others about! People are increasingly looking beyond the sizzle of
product and service advertising to the substance of the companies behind the image. As the conversations about purpose move
from the margins to the mainstream, it’s clear that this once-fringe business perspective, often associated with Birkenstocks and
granola, now has a seat at the boardroom table. Award-winning management strategist Dr. Mona Amodeo brings together the best
practices of change management, marketing, and communications to give readers an actionable process for creating brands that
matter—organizations that are redefining workplaces, reimagining customer experiences, and creating innovative products and
services that are building healthier, more sustainable communities—in turn, creating a better world for us all. If you are an
entrepreneurial thinker ready to embrace the opportunity to prosper economically by having a positive impact on people,
communities, and the world; a game changer courageous enough to challenge the status quo by designing and leading
organizations as brands that matter; or a leader who wants to make choices that leave the world better than you found it, this book
is for you. Readers who have enjoyed the works of Wally Olins, Dr. Mary Jo Hatch, Simon Sinek and books like The Brand Flip will
benefit from Mona’s approach on how to reach beyond philosophy and platitudes to a roadmap for transforming organizations into
brands that matter to customers, employees and the world. Below is the table of contents of this compelling and straightforward
read: Preface My Inspiration: The Interface Backstory Part I: On the Shoulders of Giants Why We Need a New Approach to
Branding (Chapter 1) A New Paradigm of Branding (Chapter 2) The Invisible Force of Branding (Chapter 3) From Sizzle to
Substance (Chapter 4) The Operating System of Brands (Chapter 5) Part II: The Branding from the Core® Playbook Branding
from the Core Foundations (Chapter 6) The Framework: The Brand Ecosystem (Chapter 7) The Process: The Brand
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Transformation Process (Chapter 8) Epilogue: Still Learning from Interface
Trying to get your message heard? Build an iconic brand? Welcome to the battlefield. The story wars are all around us. They are
the struggle to be heard in a world of media noise and clamor. Today, most brand messages and mass appeals for causes are
drowned out before they even reach us. But a few consistently break through the din, using the only tool that has ever moved
minds and changed behavior—great stories. With insights from mythology, advertising history, evolutionary biology, and
psychology, viral storyteller and advertising expert Jonah Sachs takes readers into a fascinating world of seemingly
insurmountable challenges and enormous opportunity. You’ll discover how: • Social media tools are driving a return to the oral
tradition, in which stories that matter rise above the fray • Marketers have become today’s mythmakers, providing society with
explanation, meaning, and ritual • Memorable stories based on timeless themes build legions of eager evangelists • Marketers
and audiences can work together to create deeper meaning and stronger partnerships in building a better world • Brands like Old
Spice, The Story of Stuff, Nike, the Tea Party, and Occupy Wall Street created and sustained massive viral buzz Winning the Story
Wars is a call to arms for business communicators to cast aside broken traditions and join a revolution to build the iconic brands of
the future. It puts marketers in the role of heroes with a chance to transform not just their craft but the enterprises they represent.
After all, success in the story wars doesn’t come just from telling great stories, but from learning to live them.
Healthcare and pharmaceutical marketing executives, professor Markus Saba and marketer Hilary Gentile, provide a step-by-step
formula to uncover the unique needs that drive brand choice in the health and wellness industry.
Whether you are branding your company, your product, your service, or yourself, learn to boost the power of your story and
convey a compelling message in any setting by incorporating villains, victims, and heroes. • Provides a blueprint for constructing a
story that will connect narrator and listener through the scientifically proven effect of neural coupling • Emphasizes the importance
of personal authenticity in effective storytelling • Provides abundant tips on emotional branding, writing, rhetoric, vocalization,
pacing, graphics, body language, breathing, and above all, creating drama • Applies to a broad array of applications and settings,
such as job interviews, ad campaigns, and professional presentations
"Features powerful stories for 21 of the toughest challenges businesspeople face"--Jacket.
Based on the hottest, most in-demand seminar offered by the legendary story master Robert McKee -- STORYNOMICS translates the
lessons of storytelling in business into economic and leadership success. Robert McKee's popular writing workshops have earned him an
international reputation. The list of alumni with Academy Awards and Emmy Awards runs off the page. The cornerstone of his program is his
singular book, Story, which has defined how we talk about the art of story creation. Now in STORYNOMICS, McKee partners with digital
marketing expert and Skyword CEO Tom Gerace to map a path for brands seeking to navigate the rapid decline of interrupt advertising. After
successfully guiding organizations as diverse as Samsung, Marriott International, Philips, Microsoft, Nike, IBM, and Siemens to transform
their marketing from an ad-centric to story-centric approach, McKee and Gerace now bring this knowledge to business leaders and
entrepreneurs alike. Drawing from dozens of story-driven strategies and case studies taken from leading B2B and B2C brands,
STORYNOMICS demonstrates how original storytelling delivers results that surpass traditional advertising. How will brands and their
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customers connect in the future? STORYNOMICS provides the answer.
Desire is big business. If companies can create true desirability for their brands, customers will not only express preference and loyalty, they
also show a willingness to act as brand champions, participate in online communities, co-create innovative ideas, and show the sort of
commitment that is normally associated with fervent employees. However, desire doesn't just happen. Brands need to nurture it by offering
both security and surprise. This isn't just about marketing, but rather a reflection of an organization-wide culture and perspective. Using
international case studies, Brand Desire explains how companies can engage customers emotionally and create value for them. Managers
can successfully build and maintain brand desire through specific strategies and tools, such as: · promoting a principles-driven organization
that is grounded in its heritage and distinctive competences; · creating a supportive culture that encourages the active participation of people
in brand development; · providing an opportunity for people to communicate more with each other and to encourage socialization through
communities and events; and · offering outstanding experiences: being consistent in delivery, from first communications through to after-sales
service and support. In a crowded sales environment, brand desire can elevate any product or service so that it stands out from the crowd –
and stays there. Brand Desire demonstrates how desirable brands are about desirable experiences, and shows what companies can do to
maximize those experiences for their customers.
Turn a spotlight on what’s great about your school! Inform, engage, and support your school community with this step-by-step guide in the
Connected Educators Series. Begin exploring the benefits of branding and create an action plan for sharing the excellent things unfolding in
your classroom, school, or district. Includes concrete suggestions and in-depth case studies that will help you: Artfully create a brand name,
symbol or design Share great events using blogs and more Empower all stakeholders, including students Teach digital citizenship K-12 Use
this all-inclusive guide to start sharing just how special your school is!
Inextricably linked to human evolution, storytelling has always been a key element of the marketer’s toolkit. However, despite extensive
practitioner interest, academic research on the topic currently falls short. This book highlights how storytelling has evolved from an ancient art
to contemporary marketing science, placing it in the context of digitisation and social media. It reflects the dramatic shift in brand storytelling
in which marketers are in the driving seat, leaving consumers to do the navigating. Based within the context of AI, the influence of VR, AR,
big data, and new media, this book predicts a creative renaissance in brand storytelling; one that will be at the intersection of science, art and
humanity. The author suggests that there will be a shift from ad to art through the use of cognition and emotion, data and fiction. It suggests
that through storytelling, brands will be able to connect with their customers’ hearts and minds. Drawing upon interdisciplinary research on
neuroscience, emotional attachment and narrative theory, the book critically analyses existing theories, practices and applications of
storytelling, providing a platform for debate between academics, researchers and practitioners.
The widespread international interest in the Nordic region and the mobility of Nordic brand imaginaries call for more research into the global
relevance of Nordic place-branding practices. This book offers a timely attempt to unpack the specificity of the Nordic in regard to place
branding by gathering different transdisciplinary accounts written by researchers in marketing, tourism, geography, communication, sociology
and political science.
Transmedia Marketing: From Film and TV to Games and Digital Media skillfully guides media makers and media marketers through the
rapidly changing world of entertainment and media marketing. Its groundbreaking transmedia approach integrates storytelling and marketing
content creation across multiple media platforms – harnessing the power of audience to shape and promote your story. Through success
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stories, full color examples of effective marketing techniques in action, and insight from top entertainment professionals, Transmedia
Marketing covers the fundamentals of a sound 21st century marketing and content plan. You’ll master the strategy behind conducting
research, identifying target audiences, setting goals, and branding your project. And, you’ll learn first-hand how to execute your plan’s
publicity, events, advertising, trailers, digital and interactive content, and social media. Transmedia Marketing enlivens these concepts with:
Hundreds of vibrant examples from across media platforms – The Hunger Games, Prometheus, The Dark Knight, Bachelorette, The Lord of
the Rings, Despicable Me 2, Food, Inc., Breaking Bad, House of Cards, Downton Abbey, Game of Thrones, Top Chef, Pokémon, BioShock
Infinite, Minecraft, Outlast, Titanfall, LEGO Marvel Super Heroes, Halo 4, Lonelygirl15, Annoying Orange Real-world advice from 45 leading
industry writers, directors, producers, composers, distributors, marketers, publicists, critics, journalists, attorneys, and executives from
markets, festivals, awards, and guilds Powerful in-depth case studies showcasing successful approaches – A.I. Artificial Intelligence, Mad
Men, Lizzie Bennet Diaries, Here Comes Honey Boo Boo, and Martin Scorsese Presents the Blues Extensive Web content at
www.transmediamarketing.com featuring a primer on transmedia platforms – film, broadcast, print, games, digital media, and experiential
media; expanded case studies; sample marketing plans and materials; and exclusive interviews With Transmedia Marketing, you’ll be fully
versed in the art of marketing film, TV, games, and digital media and primed to write and achieve the winning plan for your next media
project.
f you're an innovator or change-maker, this book sheds new light on how to shift perceptions and get others to believe in what you're doing.
BELIEVE ME introduces you to 15 storytelling axioms that will change how you think about your work. Axioms like: People don't really buy
your product, solution, or idea, they buy the stories that are attached to it. Each axiom is supported by examples and inspired quotes from
recognized luminaries, including Barack Obama, Gloria Steinem, Seth Godin, Tom Peters, and Joseph Campbell.
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