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Strategic Brand Management A European Perspective
Incorporating developments from both academia and industry, this exploration of brands, brand equity and strategic
brand management combines a theoretical foundation with numerous techniques and practical insights. Suitable for both
graduates and upper-level undergraduates.
"The art of building sales is, to a large extent, the art of building brands. After reading Kapferer's book, you'll never again
think of a brand as just a name. Several exciting new ideas and perspectives on brand building are offered that have
been absent from our literature".--Philip Kotler".An invaluable reference for designers, marketing managers and brand
managers alike".--Design magazine.
Positioning is hot. Not only in the realm of consumer goods manufacturers, but also for other companies, institutions,
governments and even individual persons. An explosion of good quality products on the market and targeted media and
advertising campaigns has led to an increasing interest from organizations as to how to strategically position their brand.
Up to now, only a few books on positioning were published. Positioning the Brand picks up the gauntlet with an approach
based on two fundamental choices: Firstly, the book was written from the perspective of the brand manager, and has
therefore been shaped as a practical roadmap. Secondly, this book advocates a new stance on positioning, teaching the
reader to look from the inside-out, instead of adopting the usual outside-in methodology. This inside-out approach
departs from an analysis of the corporate identity, enabling better fulfilment of external positioning, and ensuring internal
support. This book is intended for (future) managers, marketing professionals and communication professionals
responsible for the commercial success and reputation of a brand. The contents have a practical set-up, reinforced by
engaging examples, and enable the reader to individually complete a positioning process.
As Europe moves towards becoming a truly single European market, its contribution to global marketing grows. This
topical text expands upon existing international marketing theory and synthesizes it with colourful examples of relevant
international marketing practice. Topics covered include: marketing information systems marketing research product
development pricing issues international promotion distribution channels. With a strong theoretical framework, this
informative text draws out the key issues within the developing European Union and the role it plays in marketing around
the globe. Its excellent pedagogy (including case studies, summaries, text boxes and a website to run alongside), helps
make it a valuable resource for academics and professionals alike. Visit the Companion website at
www.routledge.com/textbooks/0415314178
This book offers insights, knowledge and perspectives on Asian brands and branding as a strategic tool and provides a
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comprehensive framework for understanding Asian branding strategies and Asian brands, including success stories and
challenges for future growth and strengths. The book includes theoretical frameworks and models and up-to-date case
studies on Asian brands
Market-Driven Management adopts a broad approach to marketing, integrating the strategic and operational elements of
the discipline. Lambin's unique approach reflects how marketing operates empirically, as both a business philosophy and
an action-oriented process. Motivated by the increased complexity of markets, globalisation, deregulation, and the
development of e-commerce, the author challenges the traditional concept of the 4Ps and the functional roles of
marketing departments, focusing instead on the concept of market orientation. The book considers all of the key market
stakeholders, arguing that developing market relations and enhancing customer value is the responsibility of every
member of the organization, and that the development of this customer value is the only way for a firm to achieve profit
and growth. New to this edition: - Greater coverage of ethical issues and corporate social responsibility; cultural diversity;
value and branding and the economic downturn - Broad international perspective - Thoroughly revised to reflect the latest
academic thinking and research With its unique approach, international cases and complementary online resources, this
book is ideal for postgraduate and upper level undergraduate students of marketing, and for MBAs and Executive MBAs.
New ideas change the world. From social movements to scientific discovery the power of an idea is to reshape the world,
who we are, and how we live. Changes in the increasingly dynamic competitive environment require a focus on what
should be done, not just what is currently done. The inspiration for this book is to provide an outlet for cogent ideas that
will help managers build and maintain brands in the future marketplace. Written by the leading minds management from
around the globe who are redefining best practices in managing brands, It examines the future of branding on key
concepts including brand performance management, brand strategy, brand building, revitalizing brands, brand valuation,
brand analysis, brand protection, and brand experience. The all-star team includes: Martin Roll, Kevin Lane Keller, Don
E. Schultz, Bernd Schmitt, Jean-Noel Kapferer, , V. Kumar, Bharath Rajan, Lluis Martinez-Ribes, Shi Zhang, Jean Yannis
Suvatjis, Leslie de Chernatony, Vanessa M. Patrick and Henrik Hagtvedt, Gregory M Thomas, Jeffrey Parkhurst Srinivas
Reddy, Anupam Jaju, Werner Reinartz, Jeffery Andrien, Paul Benoit, Philip C Zerrillo, Cem Bahadir, and Rajendra K
Srivastava.
The European Market presents numerous opportunities and at the same time challenges for business enterprises. In this
anthology, lecturers and researchers at Saarland University's Europa-Institut expound on the latest findings and trends of
their most important research topics.
`I find it an interesting read. I appreciate the in-depth psychological discussions and students will be happy with a short branding
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book.' Csilla Horvath, Radboud University Nijmegen -Adopted internationally by business schools, MBA programs, and marketing practitioners, The New Strategic Brand Management
is the reference source of choice for senior strategists, positioning professionals and postgraduate students. Over the years it has
established a reputation as one of the leading works on brand strategy. The fifth edition builds on this impressive reputation and
keeps the book at the forefront of strategic brand thinking, with dedicated sections for specific types of brands (luxury, corporate
and retail), international examples, and case studies from companies such as Audi, Nivea, Toyota and Absolut Vodka. Explaining
the latest techniques used by companies worldwide, author Jean-Noël Kapferer covers all the leading issues faced by brand
strategists today. With both gravitas and intelligent insight, the book reveals new thinking on topics such as putting culture and
content into brands, the impact of private labels, the new dynamics of targeting and the comeback of local brands.
This second volume in the Palgrave Studies in Practice: Global Fashion Management series focuses on core strategies of
branding and communication of European luxury and premium brands. Brand is a critical asset many firms strive to establish,
maintain, and grow. It is more so for fashion companies when consumers purchase styles, dreams and symbolic images through a
brand. The volume starts with an introductory chapter that epitomizes the essence of fashion brand management with a particular
emphasis on emerging branding practices, challenges and trends in the fashion industry. The subsequent five cases demonstrate
how a family workshop from a small town can grow into a global luxury or premium brand within a relatively short amount of time.
Scholars and practitioners in fashion, retail, branding, and international business will learn how companies can establish a strong
brand identity through innovative strategies and management.
Marketers everywhere are talking about content, but not everyone is saying the same thing. Some professionals love content and
believe it has revolutionized the practice of marketing. To others, it's mere hype: a new name for what marketers have always
done. The Definitive Guide to Strategic Content Marketing brings together all of these diverse perspectives, structuring them
around useful key topics that provide insight into the multi-faceted nature of content marketing, featuring interviews with leading
academics, industry experts, global thought leaders and influencers. The editors of The Definitive Guide to Strategic Content
Marketing weave different voices together to present a balanced view of content marketing, grouping the discussion around
relevant subjects such as content monetization, native advertising, visuals vs video, and the challenge of measuring results. This
structure allows readers to move through the book according to their interests, and cherry-pick the most useful aspects of each
discussion to apply to their own marketing initiatives. Containing contributions from brands such as GE, General Motors, HSBC,
Football Association, Diageo and Pernod Ricard, and agencies including Oglivy Group UK, Havas, Zenith, Vizeum, Accenture and
more, this book is a truly unique resource. Online resources include bonus chapters. With a foreword written by Tom Goodwin,
author of Digital Darwinism and EVP, Head of Innovation at Zenith USA, this book contains insight and contributions from a wealth
of A-list industry professionals and influencers, including: Tim Lindsay, Bob Garfield, Bob Hoffman, Faris Yakob, Thomas Kolster,
Rebecca Lieb, Tia Castagno, Scott Donaton, Rober Rose, David Berkowitz, Professors Mara Einstein, Mark Ritson and Douglas
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Rushkoff.
Finely focused on the "how to" and "why" throughout, this strategy guide provides specific tactical guidelines for planning, building,
measuring, and managing brand equity. This approach considers why brands are important, what they represent to consumers,
and what should be done by firms to manage them properly.
The completely revised and updated 3rd edition of the hugely successful Strategic Marketing: planning and control continues to
provide a concise yet comprehensive synthesis of the key strategic marketing concepts. The text cuts through the complexity and
jargon surrounding the subject and is tightly written to accommodate the reading time pressures on students. A clear,
comprehensive and user-friendly text it provides an unrivalled digest of the tools, techniques and knowledge required to
understand strategic marketing. Covering contemporary issues by exploring current developments in marketing theory and
practice. It offers- • Coverage of key developments in customer relationship management, business ethics, market-led orientation
and resource/asset-based approaches to internal analysis and planning • A highly exam focused approach which has been class
tested and refined • A new chapter offering a ‘problem-based learning’ (PBL) approach to the subject • Thoroughly revised and
updated case studies and vignettes of real world best practice throughout the text Now established as one of the leading texts in
the field Strategic Marketing 3rd edition will continue to be an essential learning tool for CIM students and marketing
undergraduates and postgraduates. It will also be ideal for marketing professionals who want to improve their strategic knowledge
and those on relevant executive courses.
University branding has increased substantially, due to demands on universities to enrol greater numbers of students, rising tuition
fees, the proliferation of courses, the growing 'internationalization' of universities, financial pressures, and reliance on income from
foreign students. As higher education continues to grow, increased competition places more pressure on institutions to market
their programs. Technological, social, and economic changes have necessitated a customer-oriented marketing system and a
focus on developing the university brand. This book is unique in providing a composite overview of strategy, planning, and
measurement informed by ground-breaking research and the experiences of academics. It combines theoretical and
methodological aspects of branding with the views of leading exponents of branding in different contexts and across a range of
higher education institutions. Expert contributors from research and practice provide relevant and varying perspectives allowing
readers to access information on international trends, theory, and practices about branding in higher education. Readers are
exposed to the critical elements of strategic brand management, gain insights into the planning process of higher education
branding, and gain a solid understanding of the emerging research area of branding concepts in higher education. Advanced
students, and researchers will find this book a unique resource and it will also be of interest to brand practitioners in both
education and public sector markets.
The amount and range of brand related literature published in the last fifty years can be overwhelming for brand scholars. This
Companion provides a uniquely comprehensive overview of contemporary issues in brand management research, and the
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challenges faced by brands and their managers. Original contributions from an international range of established and emerging
scholars from Europe, US, Asia and Africa, provide a diverse range of insights on different areas of branding, reflecting the state of
the art and insights into future challenges. Designed to provide not only a comprehensive overview, but also to stimulate new
insights, this will be an essential resource for researchers, educators and advanced students in branding and brand management,
consumer behaviour, marketing and advertising.

Strategic Brand Management 2e provides a comprehensive and up-to-date treatment of the subjects of brands, brand
equity, and strategic brand management. Strategic brand management involves the design and implementation of
marketing programmes and activities to build, measure, and manage brand equity. The book aims to provide managers
with concepts and techniques to improve the long-term profitability of their brand strategies. It incorporates current
thinking and developments on these topics from both academics and industry participants. It also combines a
comprehensive theoretical foundation with numerous practical insights to assist managers in their day-to-day and longterm brand decisions.
Organizations that want to deliver required outcomes can do so by shifting gears from traditional 'command and control
tactics', to a more collaborative way of working with customer interactions, ensuring relevant skills and capabilities are
made available. By investing in technology, organizations that support the customer experience can provide accurate
forecasting, customer in sight, and the skills and capabilities regardless of their location and time zone. Processes that
span the back office to the front office should provide real time insight into the interpersonal experience journeys and
enable co-creation of goods and services.
This book is a unique collection of comprehensive cases that explore concepts and issues surrounding strategic
marketing. Chapters explain what strategic marketing is, and then discuss strategic segmentation, competitive
positioning, and strategies for growth, corporate branding, internal brand management, and corporate reputation
management. With case studies from a broad range of global contexts and industries, including Burger King, FedEx, and
Twitter, readers will gain a working knowledge of developing and applying market-driven strategy. Through case analysis,
students will learn to: examine the role of corporate, business, and marketing strategy in strategic marketing; recognize
the implications of markets on competitive space with an emphasis on competitive positioning and growth; interpret the
various elements of marketing strategy and apply them to a particular real-world situation; apply sound decision-making
strategies and analytical frameworks to specific strategic marketing problems and issues; apply ethical frameworks to
strategic marketing situations. Strategic Marketing: Concepts and Cases is ideal for advanced undergraduate and
postgraduate students, as well as those studying for an MBA or executive courses in strategic marketing or marketing
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management.
This Handbook offers a systematic review of state-of-the-art knowledge on public administration in Europe. Covering the
theoretical, epistemological and practical aspects of the field, it focuses on how public administration operates and is
studied in European countries. In sixty-three chapters, written by leading scholars, this Handbook considers the
uniqueness of the European situation through an interdisciplinary and comparative lens, focusing on the administrative
diversity which results from the multiplicity of countries, languages, schools of thought and streams of investigation
across Europe. It addresses issues such as multi-level administration and governance, intensive cross country
cooperation in administrative reform policy, and public accountability under different systems. It also considers the issue
of welfare service delivery, at a time of major economic and societal challenges, as well as understudied emerging issues
like Islamic Public Administration and the dynamics of public sector negotiations. With contributions from key experts in
Public Administration and Public Management, this cutting edge Handbook offers a significant contribution to the field of
comparative public administration, policy and management.
Adopted internationally by business schools, MBA programmes and marketing practitioners alike, The New Strategic
Brand Management is simply the reference source for senior strategists, positioning professionals and postgraduate
students. Over the years it has not only established a reputation as one of the leading works on brand strategy, but has
also become synonymous with the topic itself. Jean-Noël Kapferer covers all the leading issues faced by the brand
strategist today, supported by an array of international case studies. With both gravitas and intelligent insight, it reveals
new thinking on topics such as putting culture and content into brands, the impact of private labels, the new dynamics of
targeting and the comeback of local brands.This updated fifth edition of The New Strategic Brand Management builds on
its impressive reputation by including new information to enable students and practitioners to stay up to date with
targeting, adding recent research and market knowledge to the discipline. With dedicated sections for specific types of
brands (luxury, corporate and retail), international examples and case studies from companies such as Audi, Nivea,
Toyota and Absolut Vodka, plus, among other things, models and frameworks such as the Brand Identity Prism, it
remains at the forefront of strategic brand thinking.
This book is a collection of selected papers presented at the International Conference of Marketing and Management
Sciences held from 23 to 25 May 2008 in Athens, Greece. The papers focus on how globalization has had significant
impact on companies, societies and individuals alike. They discuss the need for new strategies and practices that can
help cope with changes that arise due to globalization. Written in a simple manner, this book will be of interest to
academics studying and teaching marketing and management courses and to managers dealing with strategies to cope
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with changes due to globalization.
It is the first time that the different strategic advertising mechanisms are explained in a single book. And this is also the
first time that a book has brought together the most important and transcendent (for its applicability to the advertising
market) strategic advertising mechanisms. The text explains from classic mechanisms such as Rosser Reeves's USP or
Procter & Gamble's copy strategy to modern mechanisms such as Kevin Roberts's Lovemarks or Douglas Holt's iconic
brands. It also considers European mechanisms such as Jacques Séguéla’s star strategy or Henri Joannis’s
psychological axis. The book has the most complete academic review. Strategic Advertising Mechanisms: From Copy
Strategy to Iconic Brands, integrates the most important strategic advertising mechanisms developed throughout the
time: USP, brand image, positioning, Lovemarks... This is the first and only book to date that compiles the most
consolidated methods by advertisers or advertising agencies (P&G, Bates, Ogilvy or Euro) in the history of modern
advertising. Primary readership will be among practitioners, researchers, scholars and students in a range of disciplines,
including communication, advertising, business and economic, information and communication, sociology, psychology
and humanities. There may also be appeal to the more general reader with an interest in how advertising strategic
planning works.
Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers has become
an increasingly complex challenge for brands due to the widespread acceptance and adoption of diverse technologies by
which customers communicate with brands. Customers use different channels (physical, web, apps, social media) to
seek information about a brand, communicate with it, chat about the brand and purchase its products. Firms are thus
continuously changing and adapting their processes to provide customers with agile communication channels and
coherent, integrated brand experiences through the different channels in which customers are present. In this context,
understanding how brand management can improve value co-creation and multichannel experience—among other
issues—and contribute to improving a brand’s portfolio of loyal customers constitutes an area of special interest for
academics and marketing professionals. This Special Issue explores new areas of customer loyalty and brand
management, providing new insights into the field. Both concepts have evolved over the last decade to encompass such
concepts and practices as brand image, experiences, multichannel context, multimedia platforms and value co-creation,
as well as relational variables such as trust, engagement and identification (among others).
This book is the definitive resource for understanding the phenomena and process of personal brand management as it becomes increasingly
valued in a global economy. By providing a research-based, theoretical framework, the author distills the concept of personal branding as it is
applicable to individuals throughout all stages of career development as well as across industries and disciplines. Extensively researched with
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numerous case studies, this book clearly outlines the strategic process of evaluating the economic value of a personal brand to manage and
scale it accordingly. The author, an expert in the field of personal brand strategy and management, argues that a business is what a person
or organization does, but the brand is what people expect from that person or organization. The two must align, and the book’s conceptual
framework explains the theory and practice behind personal branding to accomplish this synergism. The consequence of the digital age is
unprecedented visibility for individuals and businesses. As they engage with one another in more and more virtual spaces, the need for
understanding and managing the evolving complexity of this ‘personal’ engagement is an economic reality. For this reason, the framework in
this title provides insight and perspective on all phases of a brand in its recursive life cycle both on and offline. By providing clarity and
structure to the topic as well as practical theory for its application, this title is the ultimate primer on personal branding in theory and practice.
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
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.
To help students better understand the basics of brand management, and the co-creation theory, the book includes a collection of
geographically diverse case studies, including: Burger King, Lego, Lynx, Maserati, HSBC and Vegemite. The book is complemented by online
resources for lecturers and students, including PowerPoint slides, journal articles, web and video links, and a selection of exclusive videos
with a professional brand consultant. Suitable reading for students of branding and brand management modules.
The text is a European adaptation of our current US book:Strategic Market Management, 9th Edition by David Aaker. This new edition is a
mainstream textsuitable for all business students studying strategy and marketingcourses. Strategic Market Management: Global
Perspectives ismotivated by the strategic challenges created by the dynamic natureof markets. The premise is that all traditional
strategicmanagement tools either do not apply or need to be adapted to amore dynamic context. The unique aspects of the book are its
inclusion of: A business strategy definition that includes product/marketscope, value proposition, and assets and competences. A structured
strategic analysis including a detailed customer,competitor, market, and environmental analysis leading tounderstanding of market dynamics
that is supported by a summaryflow diagram, a set of agendas to help start the process, and a setof planning forms. Concepts of strategic
commitment, opportunism, and adaptabilityand how they can and should be blended together. Bases of a value proposition and strong
brands. A strategywithout a compelling value proposition will not be market driven orsuccessful. Brand assets that will support a business
strategy needto be developed. Creating synergetic marketing with silo organisations definedby products or countries. All organisations have
multiple productsand markets and creating cooperation and communication instead ofcompetition and isolation is becoming an imperative. A
global perspective is an essential aspect of this new edition.This reflects the lived experience of the student reader but alsotheir likely
professional challenges. This is achieved by theextensive use of new examples and vignettes.
This book is an original, high-quality collection of chapters about highly topical and important brand management issues, and it shows both
theoretical and empiric analysis. The 10 selected chapters are referred, with original contents and rigorous research methodologies, to some
important challenges the brand management has to face in the current competitive contexts, characterized by the dominance of the intangible
resources and the new information and communication technologies. Written by leading academics, this book is dedicated not only to
marketing and management scholars but also to students wanting to investigate the knowledge concerning special fields and special brand
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management themes. As well to the practitioners who can find a wide reference also to the managerial implication from the strategic and
operative perspectives.
Focuses on marketing strategies implemented in tourism services firms and includes a collection of papers related to specific marketing
strategies. This title presents the application of specific marketing strategies such as experiential marketing, branding, target marketing,
relationship marketing and e-marketing in tourism.
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 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.
The Luxury Strategy, written by two world experts on the subject, provides the first rigorous blueprint for the effective management of luxury
brands and companies at the highest level. It rationalizes those business models that have achieved profitability and unveils the original
methods that were used to transform small family businesses such as Ferrari, Louis Vuitton, Cartier, Chanel, Armani, Gucci, and Ralph
Lauren into profitable global brands. By defining the differences between premium and luxury brands and products, analysing the nature of
true luxury brands and turning established marketing 'rules' upside down, it has established itself as the definitive work on the essence of a
luxury brand strategy. This fully revised second edition of The Luxury Strategy explores the diversity of meanings of 'luxury' across different
markets. It also now includes a section on marketing and selling luxury goods online and the impact of social networks and digital
developments, cementing its position as the authority on luxury strategy.
Bringing together theories and concepts from brand management, consumer culture theory, marketing, communications, and design, this
book provides an understanding of how organisations can successfully develop, market, and manage their brands. It draws extensively from
scholarly research published in social sciences and humanities to provide a detailed discussion of the process of brand management and
development. This book explores how organisations can design brand identities, develop brand marketing programmes, measure brand
performance, and sustain brand equity, combining psychological, sociological, cultural, and management perspectives. It provides numerous
examples that contextualise theory, enabling the reader to understand how past and present branding campaigns and strategies can be
deconstructed, analysed, and evaluated, using these theoretical insights.With end-of-chapter case studies on Burberry, Juventus F.C., Pukka
Herbs, YO!, and many other European and global brands, Strategic Brand Management and Development is an essential text for students in
marketing, brand management, and consumer research, or for anyone interested in understanding the extraordinary power and scope of
brands and branding in contemporary post-modern society.

Used on professional and academic courses worldwide, Kapferer's guide to brand management is supported by an array
of international case studies, offering practical guidance and revealing new thinking in the field.
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This textbook provides a theoretically based and comprehensive overview of the identity-based brand management. The
focus is on the design of brand identity as the internal side of a brand and the resulting external brand image amongst
buyers and other external audiences. The authors show that the concept of identity-based brand management has
proven to be the most efficient management model to make brands a success. Numerous illustrative practicable
examples demonstrate its applicability. The content - Foundation of identity-based brand management - The concept of
identity-based brand management - Strategic brand management - Operational brand management - Identity-based
brand controlling - Identity-based trademark protection - International identity-based brand management
Are the 'classical' rules of brand management obsolete? These rules were created over 50 years ago in the United States
under very different market conditions and realities. Since then, textbooks and current thinking have been replete with the
same simplistic models of branding, which are looking incresingly out of date.
Dieses Lehrbuch führt in verständlicher, systematischer und knapper Form in die Problemfelder der Marketingplanung
ein. Sowohl die Marketingplanung auf der Unternehmens- und Geschäftsfeldebene als auch die Planung des MarketingMix werden behandelt. Mit Hilfe von zahlreichen kurzen Fallbeispielen werden wesentliche Aspekte des Inhaltes
veranschaulicht. Die Autoren haben in der 7. Auflage alle Kapitel überarbeitet und diverse neue Praxisbeispiele
aufgenommen. Bei der Markenführung wurden einige Grundlagen ergänzt.
This is one of the first books to probe deeply into the art and science of branding industrial products. The book comes at
a time when more industrial companies need to start using branding in a sophisticated way. It provides the concepts, the
theory, and dozens of cases illustrating the successful branding of industrial goods. It offers strategies for a successful
development of branding concepts for business markets and explains the benefits and the value a business, product or
service provides to industrial customers. As industrial companies are turning to branding this book provides the best
practices and hands-on advice for B2B brand management.
Adopted internationally by business schools and MBA programmes, The New Strategic Brand Management is simply the
reference source for senior strategists, positioning professionals and postgraduate students. Over the years it has not
only established a reputation as one of the leading works on brand strategy, but also has become synonymous with the
topic itself. Using an array of international case studies, Jean-Noël Kapferer covers all the leading issues faced by brand
strategists today. With both gravitas and intelligent insight, the book reveals new thinking on topics such as putting
culture and content into brands, the impact of private labels and the comeback of local brands. This updated fifth edition
of The New Strategic Brand Management builds on its impressive reputation, including new information to enable
students and practitioners to stay up to date with targeting, adding recent research and market knowledge to the
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discipline. With dedicated sections for specific types of brands (luxury, corporate and retail), international examples and
case studies from companies such as Audi, Nivea, Toyota and Absolut Vodka; plus models and frameworks such as the
Brand Identity Prism; it remains at the forefront of strategic brand thinking.
Strategic Marketing: planning and control covers contemporary issues by exploring current developments in marketing
theory and practice including the concept of a market-led orientation and a resource/asset-based approach to internal
analysis and planning. The text provides a synthesis of key strategic marketing concepts in a concise and comprehensive
way, and is tightly written to accommodate the reading time pressures on students. The material is highly exam focused
and has been class tested and refined. Completely revised and updated, the second edition of Strategic Marketing:
planning and control includes chapters on 'competitive intelligence', 'strategy formulation' and 'strategic implementation'.
The final chapter, featuring mini case studies, has been thoroughly revised with new and up to date case material.
Strategic Luxury Management is a case-rich and practical overview of how luxury creates value and why some firms are
more successful than others. The focus of luxury study has traditionally centered on the clients’ drivers of consumption,
their perception of the brand and the way to effectively engage with them. Luxury is rarely, however, discussed from a
strategic perspective: how luxury managers make complex decisions relative to their competitive environment. The book
provides insight into the luxury industry and how companies face market complexity across three key areas. First, the
company itself, determining what defines a luxury firm. Second, the book offers a specific framework to assess creativity
across management and not simply as an individual talent. Third, the book considers the competitive landscape and the
principles that allow companies to compete consistently and meaningfully. Each chapter includes pedagogical features to
ensure comprehension, including chapter objectives and self-study questions. With examples and case studies from
international firms illustrating each chapter, Strategic Luxury Management is essential reading for postgraduate, MBA
and executive education students studying luxury management, luxury brand management, luxury creativity and
innovation, and strategic management, as well as reflective practitioners within the luxury industry. Online resources
include chapter-by-chapter PowerPoint slides.
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