The Brand Gap How To Bridge The Distance Between
Business Strategy And Design

A marketing expert explains why some small companies grow into bigger and better
organizations and others falter and asserts that companies can best expand their brand by
using creative and sometimes counter-intuitive strategies to generate growth. 20,000 first
printing.

This Element is an excerpt from Do You Matter?: How Great Design Will Make People Love
Your Company (ISBN: 9780137142446) by Robert Brunner and Stewart Emery. Available in
print and digital formats. Use design to build products, services, and experiences that truly
matter to your customers’ lives...that they can't live without! If someone polled your

customers, constituents, followers, and asked if you matter, how would you come out? This is
really a soul-searching question we want you to ask yourself. Does your company matter to
your consumers? Really, honestly answer that. If you disappeared, would their lives would be
less?

Part manifesto, part handbook, THE DESIGNFUL COMPANY provides a lively overview of a
growing trend in management—design thinking as a business competence. According to the
author, traditional managers have relied on a two-step process to make decisions, which he
calls “knowing” and “doing.” Yet in today’s innovation-driven marketplace, managers need to
insert a middle step, called “making.” Making is a phase in which assumptions are questioned,
futures are imagined, and prototypes are tested, producing a wide range of options that didn’t
exist before. The reader is challenged to consider the author’s bold assertion: There can be no
real innovation without design. Those who are new to Marty Neumeier’s “whiteboard” series
may want to ramp up with the first two books, THE BRAND GAP and ZAG. Both are easy
reads. Covered in THE DESIGNFUL COMPANY: - the top 10 “wicked problems” that only
design can solve - a new, broader definition of design - why designing trumps deciding in an
era of change - how to harness the “organic drivetrain” of value creation - how aesthetics add
nuance to managing - 16 levers to transform your company - why you should bring design
management inside - how to assemble an innovation metateam - how to recognize and reward
talent From the back cover: The complex business problems we face today can’t be solved
with the same thinking that created them. Instead, we need to start from a place outside
traditional management. Forget total quality. Forget top-down strategy. In an era of fast-moving
markets and leap-frogging innovations, we can no longer “decide” the way forward. Today we
have to “design” the way forward—or risk ending up in the fossil layers of history. Marty
Neumeier, author of THE BRAND GAP and ZAG, presents the new management engine that
can transform your company into a powerhouse of nonstop innovation.

A collection of swift and actionable thoughts on branding that any entrepreneur or marketer
can use to craft better brands. From strategy and naming guidance to directions on how to gain
visual and verbal brand clarity, acclaimed brand strategist Fabian Geyrhalter invites readers to
pick up this small book that's big on advice regularly to gain and hold onto brand focus.

NEW YORK TIMES BESTSELLER < “A powerful study of how to bear witness in a moment
when America is being called to do the same.”—Time James Baldwin grew disillusioned by the
failure of the civil rights movement to force America to confront its lies about race. What can
we learn from his struggle in our own moment? Named one of the best books of the year by
Time, The Washington Post, and the Chicago Tribune ¢ Winner of the Stowe Prize
Shortlisted for the Goddard Riverside Stephan Russo Book Prize for Social Justice “Not
everything is lost. Responsibility cannot be lost, it can only be abdicated. If one refuses
abdication, one begins again."—James Baldwin Begin Again is one of the great books on
James Baldwin and a powerful reckoning with America’s ongoing failure to confront the lies it
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tells itself about race. Just as in Baldwin’s “after times,” argues Eddie S. Glaude Jr., when
white Americans met the civil rights movement’s call for truth and justice with blind rage and
the murders of movement leaders, so in our moment were the Obama presidency and the birth
of Black Lives Matter answered with the ascendance of Trump and the violent resurgence of
white nationalism. In these brilliant and stirring pages, Glaude finds hope and guidance in
Baldwin as he mixes biography—drawn partially from newly uncovered Baldwin interviews—with
history, memoir, and poignant analysis of our current moment to reveal the painful cycle of
Black resistance and white retrenchment. As Glaude bears witness to the difficult truth of
racism’s continued grip on the national soul, Begin Again is a searing exploration of the
tangled web of race, trauma, and memory, and a powerful interrogation of what we must ask of
ourselves in order to call forth a new America.

The first-ever illustrated history of the iconic designs, symbols, and graphic art representing
more than 5 decades of LGBTQ pride and activism--from the evolution of Gilbert Baker's
rainbow flag to the NYC Pride typeface launched in 2017 and beyond. Organized by decade
beginning with Pre-Liberation and then spanning the 1970s through the millennium, QUEER X
DESIGN will be an empowering, uplifting, and colorful celebration of the hundreds of graphics-
from shapes and symbols to flags and iconic posters-that have stood for the powerful and ever-
evolving LGBTQ movement over the last five-plus decades. Included in the collection will be
everything from Gilbert Baker's original rainbow flag, ACT-UP's Silence = Death poster, the
AIDS quilt, and Keith Haring's "Heritage of Pride" logo, as well as the original Lavender
Menace t-shirt design, logos such as "The Pleasure Chest," protest buttons such as "Anita
Bryant Sucks Oranges," and so much more. Sidebars throughout will cover important visual
grouping such as a "Lexicon of Pride Flags," explaining the now more than a dozen flags that
represent segments of the community and the evolution of the pink triangle.

She's a romantic at heart, living in the most unromantic of worlds . . . Nicknamed Sweet Abelli
for her docile nature, Elena smiles on cue and has a charming response for everything. She's
the favored daughter, the perfect mafia principessa . . . or was. Now, all she can see in the
mirror's reflection is blood staining her hands like crimson paint. They say first impressions are
everything . . . In the murky waters of New York's underworld, Elena’s sister is arranged to
marry Nicolas Russo. A Made Man, a boss, a cheat-even measured against mafia standards.
His reputation stretches far and wide and is darker than his black suits and ties. After his and
Elena’s first encounter ends with an accidental glare on her part, she realizes he's just as rude
as he is handsome. She doesn't like the man or anything he stands for, though that doesn't
stop her heart from pattering like rain against glass when he's near, nor the shiver that ghosts
down her spine at the sound of his voice. And he's always near. Telling her what to do. Making
her feel hotter than any future brother-in-law should. Elena may be the Sweet Abelli on the
outside, but she's beginning to learn she has a taste for the darkness, for rough hands,
cigarettes, and whiskey-colored eyes. Having already escaped one scandal, however, she can
hardly afford to be swept up in another. Besides, even if he were hers, everyone knows you
don't fall in love with a Made Man . . . right? This is a standalone forbidden romance.

What does it really take to succeed in business today? In A New Brand World, Scott Bedbury,
who helped make Nike and Starbucks two of the most successful brands of recent years,
explains this often mysterious process by setting out the principles that helped these
companies become leaders in their respective industries. With illuminating anecdotes from his
own in-the-trenches experiences and dozens of case studies of other winning—and
failed—branding efforts (including Harley-Davidson, Guinness, The Gap, and Disney), Bedbury
offers practical, battle-tested advice for keeping any business at the top of its game.

A brand’s meaning—how it resonates in the public heart and mind—is a company’s
most valuable competitive advantage. Yet, few companies really know how brand

meaning works, how to manage it, and how to use brand meaning strategically. Written
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by best-selling author Carol S. Pearson (The Hero Within) and branding guru Margaret
Mark, this groundbreaking book provides the illusive and compelling answer. Using
studies drawn from the experiences of Nike, Marlboro, Ivory and other powerhouse
brands, the authors show that the most successful brands are those that most
effectively correspond to fundamental patterns in the unconscious mind known as
archetypes. The book provides tools and strategies to: « Implement a proven system for
identifying the most appropriate and leverageable archetypes for any company and/or
brand ¢ Harness the power of the archetype to align corporate strategy to sustain
competitive advantage
Shares forty-six tips for achieving creative brilliance in any professional field, discussing
how to innovate, work, learn, and matter.
Ideal for students of design, independent designers, and entrepreneurs who want to
expand their understanding of effective design in business, Identity Designed is the
definitive guide to visual branding. Written by best-selling writer and renowned designer
David Airey, Identity Designed formalizes the process and the benefits of brand identity
design and includes a substantial collection of high-caliber projects from a variety of the
world’s most talented design studios. You'll see the history and importance of
branding, a contemporary assessment of best practices, and how there’s always more
than one way to exceed client expectations. You'll also learn a range of methods for
conducting research, defining strategy, generating ideas, developing touchpoints,
implementing style guides, and futureproofing your designs. Each identity case study is
followed by a recap of key points. The book includes projects by Lantern, Base, Pharus,
OCD, Rice Creative, Foreign Policy, Underline Studio, Fedoriv, Freytag Anderson,
Bedow, Robot Food, Together Design, Believe in, Jack Renwick Studio, ico Design,
and Lundgren+Lindqvist. Identity Designed is a must-have, not only for designers, but
also for entrepreneurs who want to improve their work with a greater understanding of
how good design is good business.
The Business Skills Every Creative Needs! Remaining relevant as a creative
professional takes more than creativity--you need to understand the language of
business. The problem is that design school doesn't teach the strategic language that is
now essential to getting your job done. Creative Strategy and the Business of Design
fills that void and teaches left-brain business skills to right-brain creative thinkers.
Inside, you'll learn about the business objectives and marketing decisions that drive
your creative work. The curtain's been pulled away as marketing-speak and business
jargon are translated into tools to help you: Understand client requests from a business
perspective Build a strategic framework to inspire visual concepts Increase your
relevance in an evolving industry Redesign your portfolio to showcase strategic thinking
Win new accounts and grow existing relationships You already have the creativity; now
it's time to gain the business insight. Once you understand what the people across the
table are thinking, you'll be able to think how they think to do what we do.
In this long-awaited book from the world’s premier brand expert and author of the
seminal work Building Strong Brands, David Aaker shows managers how to construct a
brand portfolio strategy that will support a company’s business strategy and create
relevance, differentiation, energy, leverage, and clarity. Building on case studies of
world-class brands such as Dell, Disney, Microsoft, Sony, Dove, Intel, CitiGroup, and
PowerBar, Aaker demonstrates how powerful, cohesive brand strategies have enabled
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managers to revitalize brands, support business growth, and create discipline in
confused, bloated portfolios of master brands, subbrands, endorser brands, cobrands,
and brand extensions. Renowned brand guru Aaker demonstrates that assuring that
each brand in the portfolio has a clear role and actively reinforces and supports the
other portfolio brands will profoundly affect the firm’s profitability. Brand Portfolio
Strategy is required reading not only for brand managers but for all managers with
bottom-line responsibility to their shareholders.
You don't need a marketing degree or intensive training to build an attention-grabbing
brand; you just need this book - and 30 days. Simon Middleton shows you how to
create, manage and communicate your brand profoundly and effectively, in just 30
days, by following 30 clear exercises. How you work through the book is up to you, the
result will be the same: an authentic, compelling, and highly distinctive brand that will
attract and engage customers and fans. You will learn how to: Establish your brand
values and positioning Get the all-important name right Bring your brand to life Turn
your customers into your advocates Manage your PR and use your marketing budget
wisely Inspire your staff to live the brand too Deal with problems when something goes
wrong Branding isn't about funky logos and expensive advertising. Your brand is what
your company means to the world. Getting that meaning right is the most important
thing you can do in business. 'Passionate and persuasive, Simon Middleton has a
natural instinct for uncovering the Wow! factor in every brand.' Dawn Gibbins MBE,
Veuve Clicquot Business Woman of the Year and Star of Channel 4's The Secret
Millionaire
Forty years of "witty thinking" from over 500 designers, including hundreds of visual
examples and interviews with the world's top practitioners First published in 1996, A
Smile in the Mind rapidly became one of the most influential books in graphic design — a
rich sourcebook of design ideas and an entertaining guide to the techniques behind
witty thinking. Now extensively revised and updated, this book explores the powerful
role of wit in graphic design, making the case for wit, as the magical element that builds
the world’s biggest brands and engages people with messages that matter. Packed
with illustrations showcasing the use of wit by today’s practitioners alongside classic
examples, A Smile in the Mind brings together the best projects from around the world
and across the decades. The different routes designers can take are examined and
illustrated with inspirational examples, exploring wit by technique (such as ambiguity,
substitution and double takes), application (including posters, packaging and data
visualization) and business area, spanning digital, retail, arts and culture, politics and
even matters of life and death. The book also features interviews with legendary
designers past and present, answering the biggest question of all: how did they get the
idea? Designers offer a glimpse into their private working methods and thought
processes, and reveal the inspiration behind classic pieces of work. Showcasing forty
years of witty thinking and including over 1,000 projects and 500 designers and creative
thinkers, A Smile in the Mind is an essential compendium of contemporary designs and
a celebration of classic pieces, resulting in the definitive guide to wit in graphic design.
Written with humour and insight, it offers designers a friendly read, a helpful
sourcebook and a trigger for ideas.
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
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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.
Best-selling brand expert Marty Neumeier shows you how to make the leap from a
company-driven past to the consumer-driven future. You'll learn how to flip your brand
from offering products to offering meaning, from value protection to value creation, from
cost-based pricing to relationship pricing, from market segments to brand tribes, and
from customer satisfaction to customer empowerment. In the 13 years since Neumeier
wrote The Brand Gap, the influence of social media has proven his core theory: “A
brand isn’t what you say it is — it's what they say it is.” People are no longer
consumers or market segments or tiny blips in big data. They don’t buy brands. They
join brands. They want a vote in what gets produced and how it gets delivered. They're
willing to roll up their sleeves and help out—not only by promoting the brand to their
friends, but by contributing content, volunteering ideas, and even selling products or
services. At the center of the book is the Brand Commitment Matrix, a simple tool for
organizing the six primary components of a brand. Your brand community is your tribe.
How will you lead it?
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 world-
class 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
implementing effective brand identity
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 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
Page 5/10



about who you are, what you do, and the unique value you bring to your customers.
Emphasizing the importance of effective brands in a competitive market, an expert in
the field discusses the basics of good branding, including the importance of testing in a
market, the essential link of the design and message of a brand with its meaning, and
the need to avoid unnecessary and complicated strategies. Reprint.
Do you want more free book summaries like this? Download our app for free at
https://www.QuickRead.com/App and get access to hundreds of free book and
audiobook summaries. Learn how to build a product or service into a World-Class
Brand. Imagine walking into a pharmacy in search of a new shampoo. As you browse
the shelves, you're met with countless options. How do you know which one to
choose? In today’s world, we are bombarded with products and it's becoming
increasingly harder to create a product that stands out on the shelves. Now, thanks to
marketing gurus Al and Laura Ries, you can learn about the success of some of the
biggest brands in the world, including Rolex, Volvo, and Coca-Cola. With step-by-step
guides on how to stand out, the key to building a successful business is in the branding.
As you read, you'll learn about The 22 Immutable Laws of Branding used by some of
the most successful companies in the world. Learn everything including how to choose
a company name, how to design an effective logo, and even how brands make critical
errors that only diffuse their power and quality.
Following the success of international bestseller How Brands Grow: What Marketer's
Don't Know comes a new book that takes readers further on a journey to smarter,
evidence-based marketing. How Brands Grow Part 2, by Jenni Romaniuk and Byron
Sharp, is about fundamentals of buying behaviour and brand performance -
fundamentals that provide a consistent roadmap for brand growth, and improved
marketing productivity. Ride the next wave of marketing knowledge with insights such
as how to build Mental Availability, metrics to assess the strength of your brand's
Distinctive Assets and a framework to underpin your brand's Physical Availability
strategy. Learn practical insights such as smart ways to look at word of mouth and the
sort of advertising needed to attract new brand buyers. This book is also a must read
for marketers working in emerging markets, services, durables and luxury categories,
with evidence that will challenge conventional wisdom about growing brands in these
markets. If you've ever wondered if word of mouth has more impact in China, if luxury
brands break all the rules of marketing or if online shoppers are more loyal to brands or
retailers, this book is for you. If you read and loved How Brands Grow, it's time to move
to the next level of marketing. And if you haven't, get ready -- this book will change the
way you think about marketing forever.
In an age of me-too products and instant communications, keeping up with the
competition is not a winning strategy. Today you have to out-position, outmanoeuvre,
and out-design the competition. The new rule? When everybody zigs, zag. In the recent
bestseller, The Brand Gap (AIGA/New Riders), Neumeier showed companies how to
bridge the distance between business strategy and design. In his latest book Zag, he
illustrates the first big step in building a high-performance brand-radical differentiation.
THE BRAND GAP is the first book to present a unified theory of brand-building.
Whereas most books on branding are weighted toward either a strategic or creative
approach, this book shows how both ways of thinking can unite to produce a
“charismatic brand”—a brand that customers feel is essential to their lives. In an
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entertaining two-hour read you'll learn: « the new definition of brand « the five essential
disciplines of brand-building « how branding is changing the dynamics of competition ¢
the three most powerful questions to ask about any brand ¢ why collaboration is the key
to brand-building « how design determines a customer’s experience * how to test
brand concepts quickly and cheaply ¢ the importance of managing brands from the
inside ¢ 220-word brand glossary From the back cover: Not since McLuhan’s THE
MEDIUM IS THE MESSAGE has a book compressed so many ideas into so few pages.
Using the visual language of the boardroom, Neumeier presents the first unified theory
of branding—a set of five disciplines to help companies bridge the gap between brand
strategy and customer experience. Those with a grasp of branding will be inspired by
the new perspectives they find here, and those who would like to understand it better
will suddenly “get it.” This deceptively simple book offers everyone in the company
access to “the most powerful business tool since the spreadsheet.”
In a sweeping vision for the future of work, Neumeier shows that the massive problems
of the 21st century are largely the consequence of a paradigm shift—a shuddering gear-
change from the familiar Industrial Age to the unfamiliar “Robotic Age,” an era of
increasing man-machine collaboration. This change is creating the “Robot Curve,” an
accelerating waterfall of obsolescence and opportunity that is currently reshuffling the
fortunes of workers, companies, and national economies. It demonstrates how the cost
and value of a unit of work go down as it moves from creative to skilled to rote, and,
finally, to robotic. While the Robot Curve is dangerous to those with brittle or limited
skills, it offers unlimited potential to those with metaskills—master skills that enable other
skills. Neumeier believes that the metaskills we need in a post-industrial economy are
feeling (intuition and empathy), seeing (systems thinking), dreaming (applied
imagination), making (design), and learning (autodidactics). These are not the skills we
were taught in school. Yet they're the skills we’ll need to harness the curve. In
explaining each of the metaskills, he offers encouragement and concrete advice for
mastering their intricacies. At the end of the book he lays out seven changes that
education can make to foster these important talents. This is a rich, exciting book for
forward-thinking educators, entrepreneurs, designers, artists, scientists, and future
leaders in every field. It comes illustrated with clear diagrams and a 16-page color
photo essay. Those who enjoy this book may be interested in its slimmer companion,
The 46 Rules of Genius, also by Marty Neumeier. Things you'll learn in Metaskills: -
How to stay ahead of the “robot curve” - How to account for “latency” in your
predictions - The 9 most common traps of systems behavior - How to distinguish
among 4 types of originality - The 3 key steps in generating innovative solutions - 6
ways to think like Steve Jobs - How to recognize the 3 essential qualities of beauty - 24
aesthetic tools you can apply to any kind of work - 10 strategies to trigger breakthrough
ideas - Why every team needs an X-shaped person - How to overcome the 5 forces
arrayed against simplicity - 6 tests for measuring the freshness of a concept - How to
deploy the 5 principles of “uncluding” - The 10 tests for measuring great work - How to
sell an innovative concept to an organization - 12 principles for constructing a theory of
learning - How to choose a personal mission for the real world - The 4 levels of
professional achievement - 7 steps for revolutionizing education From the back cover
"Help! A robot ate my job!" If you haven't heard this complaint yet, you will. Today's
widespread unemployment is not a jobs crisis. It's a talent crisis. Technology is taking
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every job that doesn't need a high degree of creativity, humanity, or leadership. The
solution? Stay on top of the Robot Curve--a constant waterfall of obsolescence and
opportunity fed by competition and innovation. Neumeier presents five
metaskills--feeling, seeing, dreaming, making, and learning--that will accelerate your
success in the Robotic Age.
Every year, 6 million companies and more than 100,000 products are launched. They
all need an awesome name, but many (such as Xobni, Svbtle, and Doostang) look like
the results of a drunken Scrabble game. In this entertaining and engaging book, ace
naming consultant Alexandra Watkins explains how anyone—even noncreative
types—can create memorable and buzz-worthy brand names. No degree in linguistics
required. The heart of the book is Watkins's proven SMILE and SCRATCH Test—two
acronyms for what makes or breaks a name. She also provides up-to-date advice, like
how to make sure that Siri spells your name correctly and how to nab an available
domain name. And you'll see dozens of examples—the good, the bad, and the “so bad
she gave them an award.” Alexandra Watkins is not afraid to name names.
“Definitely, a game changer! Design experience is the power shift to our era what mass
marketing was to the last century.” John Sculley former CEO, Pepsi and Apple “Great
design is about creating a deep relationship with your customers. If you don’t, you're
roadkill. This book shows you how and much, much more. Be prepared to have your
mind blown.” Bill Burnett Executive Director, Design Program, Stanford University
“Design is the last great differentiator, and yet so few really understand it. Do You
Matter? offers a marvelous series of direct, in-your-face observations and drives home
the means to an absolutely integrated design strategy.” Ray Riley Design GM,
Entertainment and Devices, Microsoft “This book will challenge you to ask and answer
what arguably are the most important questions an executive can ponder today. So
open up.” Noah Kerner CEO, Noise and coauthor, Chasing Cool More and more
companies are coming to understand the competitive advantage offered by outstanding
design. With this, you can create products, services, and experiences that truly matter
to your customers' lives and thereby drive powerful, sustainable improvements in
business performance. But delivering great designs is not easy. Many companies
accomplish it once, or twice; few do it consistently. The secret: building a truly design-
driven business, in which design is central to everything you do. Do You Matter? shows
how to do precisely that. Legendary industrial designer Robert Brunner (who laid the
groundwork for Apple's brilliant design language) and Stewart Emery (Success Built to
Last) begin by making an incontrovertible case for the power of design in making
emotional connections, deepening relationships, and strengthening brands. You'll learn
what it really means to be "design-driven” and how that translates into action at Nike,
Apple, BMW and IKEA. You'll learn design-driven techniques for managing your entire
experience chain; define effective design strategies and languages; and learn how to
manage design from the top, encouraging "risky" design innovations that lead to
entirely new markets. The authors show how (and how not) to use research; how to
extend design values into marketing, manufacturing, and beyond; and how to keep
building on your progress, truly "baking" design into all your processes and culture.
Are you looking for a great idea or some inspiration to make your marketing and sales
literature more effective and cutting edge? Do you need words to move and inspire your
employees, shareholders or customers? Words are powerful in any business, but only if
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you use and implement them in the right way. This book contains 100 great copywriting
ideas, extracted from the world’s best companies Each copywriting idea is succinctly
described and is followed by advice on how it can be applied to the reader’'s own
business situation. A simple but potenitally powerful book for anyone seeking new
inspiration and that killer application.
"When everybody zigs, zag," says Marty Neumeier in this fresh view of brand strategy.
ZAG follows the ultra-clear "whiteboard overview" style of the author’s first book, THE
BRAND GAP, but drills deeper into the question of how brands can harness the power
of differentiation. The author argues that in an extremely cluttered marketplace,
traditional differentiation is no longer enough—today companies need “radical
differentiation” to create lasting value for their shareholders and customers. In an
entertaining 3-hour read you’ll learn: - why me-too brands are doomed to fail - how to
"read" customer feedback on new products and messages - the 17 steps for designing
“difference” into your brand - how to turn your brand’s “onliness” into a “trueline” to
drive synergy - the secrets of naming products, services, and companies - the four
deadly dangers faced by brand portfolios - how to “stretch” your brand without
breaking it - how to succeed at all three stages of the competition cycle From the back
cover: In an age of me-too products and instant communications, keeping up with the
competition is no longer a winning strategy. Today you have to out-position, out-
maneuver, and out-design the competition. The new rule? When everybody zigs, zag.
In his first book, THE BRAND GAP, Neumeier showed companies how to bridge the
distance between business strategy and design. In ZAG, he illustrates the number-one
strategy of high-performance brands—radical differentiation. ZAG is an AIGA Design
Press book, published under Peachpit's New Riders imprint in partnership with AIGA.
For a quick peek inside ZAG, go to www.zagbook.com.
The Brand Gap, Revised EditionPeachpit Press
Married while black -- Black house, white market -- College as the great un-equalizer --
The best jobs -- Legacy -- What's next.
Using the visual language of the boardroom, Marty Neumeier presents the first unified
theory of branding - a set of five disciplines to help companies bridge the gap between
brand strategy and brand execution. Those with a grasp of branding will be inspired by
what they find here, and those who would like to understand it better will suddenly "get
it."
World-renowned economist Klaus Schwab, Founder and Executive Chairman of the World
Economic Forum, explains that we have an opportunity to shape the fourth industrial revolu-
tion, which will fundamentally alter how we live and work. Schwab argues that this revolution is
different in scale, scope and complexity from any that have come before. Characterized by a
range of new technologies that are fusing the physical, digital and biological worlds, the
developments are affecting all disciplines, economies, industries and governments, and even
challenging ideas about what it means to be human. Artificial intelligence is already all around
us, from supercomputers, drones and virtual assistants to 3D printing, DNA sequencing, smart
thermostats, wearable sensors and microchips smaller than a grain of sand. But this is just the
beginning: nanomaterials 200 times stronger than steel and a million times thinner than a
strand of hair and the first transplant of a 3D printed liver are already in development. Imagine
"smart factories" in which global systems of manufacturing are coordinated virtually, or
implantable mobile phones made of biosynthetic materials. The fourth industrial revolution,
says Schwab, is more significant, and its ramifications more profound, than in any prior period
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of human history. He outlines the key technologies driving this revolution and discusses the
major impacts expected on government, business, civil society and individuals. Schwab also
offers bold ideas on how to harness these changes and shape a better future--one in which
technology empowers people rather than replaces them; progress serves society rather than
disrupts it; and in which innovators respect moral and ethical boundaries rather than cross
them. We all have the opportunity to contribute to developing new frameworks that advance
progress.

Offers a five-part theory of branding aimed at helping companies close the division between
brand strategy and brand execution, discussing differentiation, collaboration, innovation,
validation, and cultivation.

Capture their attention-and keep it! With the rise of digital media, you'd think it would be easier
than ever to be heard. Yet, most messages fail to cut through the clutter. Consumers are
overwhelmed. Ads alone aren't effective. And you can't just churn out content and connect on
every social network. To stand out today, you need to start with your brand. Brand Now
uncovers the new rules of branding in our complex and chaotic world. Written by the author of
Get Scrappy, the digital marketing bible for business, this latest book explains how to build
brands that resonate both online and off. The book helps you: Create a brand with meaning *
Reinforce it with the right touchpoints * Hone your brand's unique story * Share it through
engaging content * Cultivate a sense of community * Craft a coherent experience * Stand out
with simplicity and transparency The world may be growing louder, but with Brand Now's big
ideas and practical toolbox, you can break through the noise-and win a place in the hearts and
minds of your customers.

"Everyone concerned about the toxic effects of inequality must read this book."--Robert B.
Reich "This is one of the most thought-provoking books | have read on economic inequality in
the US."--William Julius Wilson Since the Great Recession, most Americans' standard of living
has stagnated or declined. Economic inequality is at historic highs. But inequality's impact
differs by race; African Americans' net wealth is just a tenth that of white Americans, and over
recent decades, white families have accumulated wealth at three times the rate of black
families. In our increasingly diverse nation, sociologist Thomas M. Shapiro argues, wealth
disparities must be understood in tandem with racial inequities--a dangerous combination he
terms "toxic inequality.” In Toxic Inequality, Shapiro reveals how these forces combine to trap
families in place. Following nearly two hundred families of different races and income levels
over a period of twelve years, Shapiro's research vividly documents the recession's toll on
parents and children, the ways families use assets to manage crises and create opportunities,
and the real reasons some families build wealth while others struggle in poverty. The structure
of our neighborhoods, workplaces, and tax code-much more than individual choices-push
some forward and hold others back. A lack of assets, far more common in families of color, can
often ruin parents' careful plans for themselves and their children. Toxic inequality may seem
inexorable, but it is not inevitable. America's growing wealth gap and its yawning racial divide
have been forged by history and preserved by policy, and only bold, race-conscious reforms
can move us toward a more just society.
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