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The Marketing Plan Handbook
Strategic Marketing Analysis offers a framework for strategic marketing planning
and outlines a structured approach to identifying, evaluating, and solving
marketing problems. This book is an abridged version of Strategic Marketing
Management (3rd Edition) by Alexander Chernev.

Strategic Marketing Management, 9th Edition
Strategic Marketing Management (7th edition) offers a comprehensive framework
for strategic planning and outlines a structured approach to identifying,
understanding, and solving marketing problems. For business students, the theory
advanced in this book is an essential tool for understanding the logic and the key
aspects of the marketing process. For managers and consultants, this book
presents a conceptual framework that will help develop an overarching strategy for
day-to-day decisions involving product and service design, branding, pricing,
promotions, and distribution. For senior executives, the book provides a big-picture
approach for developing new marketing campaigns and evaluating the success of
ongoing marketing programs.

Strategic Marketing Management, 8th Edition (Chinese)
Strategic Marketing Management (8th Edition) outlines the essentials of marketing
theory and offers a structured approach to identifying, understanding, and solving
marketing problems. This book delineates a comprehensive framework for
articulating sound marketing strategies to guide business decisions involving
product and service design, branding, pricing, sales promotion, communication,
and distribution. The concepts, principles, and frameworks advanced in this book
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apply to a wide range of organizations, from startups to established market
leaders, from packaged-goods manufacturers to value-added service providers,
from nonprofit entities to for-profit corporations.

Strategic Marketing Management
The success of an offering is defined by the company’s ability to design,
communicate, and deliver market value. The particular way in which an offering
creates value is determined by the company’s business model and its two building
blocks: strategy and tactics. The key aspects of developing an offering’s strategy,
designing its tactics, and crafting a market value map are the focus of this note.
The discussion of marketing strategy and tactics is complemented by an in-depth
overview of two additional topics: the 3-C, 4-P, and 5-Forces frameworks and the
key aspects of analyzing the market context. This note is an excerpt (Chapter 2)
from Strategic Marketing Management: Theory and Practice by Alexander Chernev
(Cerebellum Press, 2019).

The Marketing Plan
In Strategic Brand Management, Alexander Chernev, professor of marketing at the
renowned Kellogg School of Management at Northwestern University, lays out a
systematic approach to understanding the key principles of building enduring
brands. This book presents a cohesive framework for brand management that
delineates the unique role of brands as a means of creating market value. Topics
covered include developing a meaningful value proposition, designing brand
attributes, developing an impactful brand communication campaign, managing
brand portfolios, cobranding, brand repositioning and realignment, managing
brand extensions, measuring brand impact, the legal aspects of protecting the
brand, and developing a strategic brand management plan. Clear, succinct, and
practical, Strategic Brand Management is the definitive text on building strong
brands.

Strategic Marketing Analysis
Almost every company creates a marketing plan each year, and many spend
hundreds of employee hours researching, preparing and presenting their tomes to
senior executives. But most marketing plans are a waste of time; they are too long,
too complicated and too dense. They end up sitting on a shelf, unread and
unrealized. Breakthrough Marketing Plans is an essential tool for people who create
marketing plans and people who review them. The book provides simple, clear
frameworks that are easy to apply, and highlights why marketing plans matter,
where they go wrong and how to create a powerful plan that will help build a
strong, profitable business.

A Dictionary of Marketing
The advent of e-commerce and the rise of hard discounters have put severe
pressure on traditional retail chains. Boundaries are blurring: traditional brick &
mortar players are expanding their online operations and/or setting up their own
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discount banners, while the power houses of online retail are going physical, and
hard discounters get caught up in the Wheel of Retailing. Even successful
companies cannot sit back and rest, but need to prepare for the next wave of
change. In the face of this complexity, it is all the more important to take stock of
current knowledge, based on insights and experience from leading scholars in the
field. What do we know from extant studies, and what are the ensuing best
practices? What evolutions are ahead, and will current recipes still work in the
future? This Handbook sheds light on these issues.

Essential Marketing Concepts and Frameworks
Strategic Marketing Management (5th edition) offers a comprehensive framework
for strategic planning and outlines a structured approach to identifying,
understanding, and solving marketing problems. For business students, the theory
advanced in this book is an essential tool for understanding the logic and the key
aspects of the marketing process. For managers and consultants, this book
presents a conceptual framework that will help develop an overarching strategy for
day-to-day decisions involving product and service design, branding, pricing,
promotions, and distribution. For senior executives, the book provides a big-picture
approach for developing new marketing campaigns and evaluating the success of
ongoing marketing programs.

The Product Manager's Handbook 4/E
A Dictionary of Marketing is an accessible and wide-ranging A-Z, providing over
2,600 entries on topics spanning terms for traditional marketing techniques (from
strategy, positioning, segmentation, and branding, to all aspects of marketing
planning, research, and analysis), as well as leading marketing theories and
concepts. Both classic and modern marketing techniques are covered. Entries
reflect modern changes in marketing practice, including the use of digital and multi
media, the impact of the world wide web on advertising, and the increased
influence of social media, search engine optimization, and global marketing. Also
included is a time line of the development of marketing as a discipline and the key
events that impacted the development, as well as over 100 relevant web links,
accessed and updated via a companion website. In addition, the main appendix
provides greater depth on the subject, including advertising and brand case
studies with a strong international focus. These are arranged thematically, e.g.
automobile industry, food and drink, luxury goods, and focus on iconic brands,
marketing campaigns, and slogans of the 20th century that have permeated our
collective consciousness, exploring how the ideas defined in the main text of the
book have been utilised successfully in practice across the globe. This dictionary is
an indispensable resource for students of marketing and related disciplines, as well
as a practical guide for professional practitioners.

Strategic Marketing Management: Theory and Practice
A company’s future hinges on its ability to develop successful market offerings that
create superior value for target customers, the company, and its collaborators.
Market success is rarely an accident; it is typically a result of diligent market
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analysis, planning, and management. To succeed in the market, a company must
have a viable business model and an action plan to make this model a reality. The
key aspects of the process of marketing planning and management and the G-STIC
framework for developing an action plan are the focus of this note. The discussion
of marketing planning and management is complemented by an in-depth overview
of three additional topics: developing a marketing plan, conducting a marketing
audit, and the key project-management frameworks. This note is an excerpt
(Chapter 3) from Strategic Marketing Management: Theory and Practice by
Alexander Chernev (Cerebellum Press, 2019).

Marketing as a Business Discipline
Mastering the Case Interview outlines the essential interview principles and
identifies strategies you can use to master the case analysis. It offers an overview
of the most common types of problems given in case interviews, outlines a
framework for approaching each type of case, and provides a variety of case
interview examples. In addition, this book offers detailed advice on how to manage
the interview process: it includes specific interview guidelines, provides sample
questions and answers, and outlines practical strategies on how to ace the case
interview.

Experience Marketing
This third edition of Strategic Marketing Management confirms it as the classic
textbook on the subject. Its step- by- step approach provides comprehensive
coverage of the five key strategic stages: * Where are we now? - Strategic and
marketing analysis * Where do we want to be? - Strategic direction and strategy
formulation * How might we get there? - Strategic choice * Which way is best? Strategic evaluation * How can we ensure arrival? - Strategic implementation and
control This new revised and updated third edition has completely new chapters on
'The Nature and Role of Competitive Advantage' and 'The Strategic Management of
the Expanded Marketing Mix', and extensive new material covering: * The
changing role of marketing * Approaches to analysing marketing capability * Emarketing * Branding * Customer relationship management * Relationship
management myopia * The decline of loyalty The book retains the key features
that make it essential reading for all those studying the management of marketing
- a strong emphasis on implementation, up to date mini cases, and questions and
summaries in each chapter to reinforce key points. Widely known as the most
authoritative, successful and influential text in the sector, the new edition remains
an irreplaceable resource for undergraduate and graduate students of business
and marketing, and students of the CIM Diploma.

Kellogg on Marketing
Experience Marketing examines a new and exciting concept this is of interest to
academics and marketing practitioners who have come to realize that
understanding how consumers experience brands, and how to provide appealing
brand experiences for them, is critical for differentiating their offerings in a
competitive marketplace. Understanding consumer experiences is a core task for
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consumer research, but consumer and marketing research on experience is still
emerging. Experience Marketing reviews and discusses experience research
conducted in various disciplines and in sub-disciplines of marketing. The author
begins with an exploration of the experience concept itself. What do we mean by
"experience"? What are consumer experiences? How are they different from other
established constructs in our field? Next, this monograph reviews the key concepts
of Experience marketing and provides empirical research findings that shed light
on consumer insights on experiences. It also examines the strategic management
and marketing literature on customer experience and the practical frameworks for
managing experiences. Finally, it explores an exciting emerging area of researchthe interface of consumer experience and happiness.

The Marketing Plan Handbook
Strategic Marketing Management (8th Edition) outlines the essentials of marketing
theory and offers a structured approach to identifying, understanding, and solving
marketing problems. This book delineates a comprehensive framework for
articulating sound marketing strategies to guide business decisions involving
product and service design, branding, pricing, sales promotion, communication,
and distribution. The concepts, principles, and frameworks advanced in this book
apply to a wide range of organizations, from startups to established market
leaders, from packaged-goods manufacturers to value-added service providers,
from nonprofit entities to for-profit corporations.

The Sports Strategist
This resource offers a comprehensive framework for strategic planning and
outlines a structured approach to identifying, understanding, and solving
marketing problems. For business students, this book is an essential tool for
understanding the logic and the key aspects of the marketing process. For
managers and consultants, it presents a conceptual framework that will help
develop a strategy for day-to-day decisions.

Breakthrough Marketing Plans
This systematically organized text, now in its second edition, gives an in-depth
analysis of the multidimensional aspects of strategic marketing. Comprising a
harmonious blend of theoretical aspects and real-world applications, the book
presents the framework that governs a firm's strategic decisions in the area of
marketing. Divided into five parts, the text attempts to provide an explanation and
critical analysis of the core concepts that have driven the growth and development
of the subject for decades. At the same time, emerging concepts that would shape
the scope of the subject have also been highlighted. The book is specifically
written for the students who pursue academic and professional programmes in
marketing, management and business studies. KEY FEATURES • Provides case
studies in the context of Indian business at the end of each chapter to reinforce the
understanding of the theory. • Comprises glossary of terms in addition to chapterend summary, exercises and references. • Emphasizes self-study approach by
explaining complex issues in a simple and student-friendly manner. NEW TO THE
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SECOND EDITION • Entirely revamped and updated to make the book an effective
teaching and learning resource. • New chapters on ‘Service Marketing Strategies’,
‘Global Marketing Strategies’ and ‘Internal Marketing: A Tool for Implementation’. •
Inclusion of several new sections throughout the text as per the latest
development in the field. TARGET AUDIENCE • Marketing MBA •
(Specialisation–Marketing)

Handbook of Research on Retailing
Strategic Marketing Management: Theory and Practice offers a systematic
overview of the fundamentals of marketing theory, defines the key principles of
marketing management, and presents a value-based framework for developing
viable market offerings. The theory presented stems from the view of marketing as
a value-creation process that is central to any business enterprise. The discussion
of marketing theory is complemented by a set of practical tools that enable
managers to apply the knowledge contained in the generalized frameworks to
specific business problems and market opportunities. The information on
marketing theory and practice contained in this book is organized into eight major
parts. The first part defines the essence of marketing as a business discipline and
outlines an overarching framework for marketing management that serves as the
organizing principle for the information presented in the rest of the book.
Specifically, we discuss the role of marketing management as a value-creation
process, the essentials of marketing strategy and tactics as the key components of
a company’s business model, and the process of developing an actionable
marketing plan. Part Two focuses on understanding the market in which a
company operates. Specifically, we examine how consumers make choices and
outline the main steps in the customer decision journey that lead to the purchase
of a company’s offerings. We further discuss the ways in which companies conduct
market research to gather market insights in order to make informed decisions and
develop viable courses of action. Part Three covers issues pertaining to the
development of a marketing strategy that will guide the company’s tactical
activities. Here we focus on three fundamental aspects of a company’s marketing
strategy: the identification of target customers, the development of a customer
value proposition, and the development of a value proposition for the company and
its collaborators. The discussion of the strategic aspects of marketing management
includes an in-depth analysis of the key principles of creating market value in a
competitive context. The next three parts of the book focus on the marketing
tactics, viewed as a process of designing, communicating, and delivering value.
Part Four describes how companies design their offerings and, specifically, how
they develop key aspects of their products, services, brands, prices, and
incentives. In Part Five, we address the ways in which companies manage their
marketing communication and the role of personal selling as a means of
persuading customers to choose, purchase, and use a company’s offerings. Part
Six explores the role of distribution channels in delivering the company’s offerings
to target customers by examining the value-delivery process both from a
manufacturer’s and a retailer’s point of view. The seventh part of the book focuses
on the ways in which companies manage growth. Specifically, we discuss
strategies used by companies to gain and defend market position and, in this
context, address the issues of pioneering advantage, managing sales growth, and
managing product lines. We further address the process of developing new market
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offerings and the ways in which companies manage the relationship with their
customers. The final part of this book presents a set of tools that illustrate the
practical application of marketing theory. Specifically, Part Eight delineates two
workbooks: a workbook for segmenting the market and identifying target
customers and a workbook for developing the strategic and tactical components of
a company’s business model. This part also contains examples of two marketing
plans—one dealing with the launch of a new offering and the other focused on
managing an existing offering.

Strategic Marketing Management, 6th Edition
This book offers a systematic and up-to-date perspective on the key concepts and
frameworks commonly used in marketing. It is written to serve as a reference
guide for a diverse audience: for business students interested in enhancing their
marketing knowledge, for managers and consultants dealing with strategic
management and marketing problems, as well as for senior executives concerned
with developing, implementing, and monitoring strategic marketing programs.

The Marketing Plan Handbook, 6th Edition
Provides a framework to help you stay ahead of the curve by re-imagining
marketing in a world where hyper-empowered consumers drive the business
results

Marketing Planning and Management
The sports industry is more complex than ever before, and succeeding within it
now requires an equally dynamic approach. Teams and leagues across many
sports face unprecedented competition in worldwide markets as the cost of doing
business increases and traditional revenue streams face pressure. In light of these
changes, the idea that winning championships is the key to organizational success
is misguided. The Sports Strategist: Developing Leaders for a High-Performance
Industry reveals which areas in the industry, unlike winning, can be controlled and
maximized for consistent success. Aspiring leaders in the sports business will learn
how to design identities, manage narratives, and maximize new technologies in
order to implement business analytics and build public support. These techniques
are vital to creating a successful sports organization that is ready to reap the
benefits of winning when it does happen, without having to rely on it when it
doesn't. In such a high-performance field, the demand for well-equipped leaders is
great, and The Sports Strategist provides the necessary tools and techniques for
their success.

The Dieter's Paradox
This book offers a comprehensive framework for strategic marketing planning and
outlines a structured approach to identifying, understanding, and solving
marketing problems. For business students, the strategic marketing management
theory described in this book is an essential tool for understanding the logic and
the key aspects of the marketing process. For managers and consultants, this book
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presents a conceptual framework that will help develop an overarching strategy for
day-to-day decisions involving product and service design, branding, pricing,
promotions, and distribution. For senior executives, the book provides a big-picture
approach for developing new marketing campaigns and evaluating the success of
ongoing marketing programs.

Strategic Marketing Management
Written by one of the top professors at Northwestern's Kellogg School of
Management, Mastering the Case Analysis offers a systematic approach to
analyzing business cases typically given in MBA job interviews. An overdue and
much-needed aid to support students' preparation for case interviews, this book
introduces an integrative framework for analyzing business problems and offers a
detailed overview of the essential methods and concepts used in case analysis.

Strategic Marketing Management, 8th Edition
Features of the fourth edition of The Marketing Plan Handbook include: Your
Marketing Plan, Step-by-Step - This new feature guides you through the
development of an individualized marketing plan, providing assistance in
generating ideas, and challenging you to think critically about the issues. Model of
the Marketing Planning Process - A new conceptual model of the planning process
serves as an organizing figure for the book. The model helps you visulize the
connections between the steps and to focus on the three key outcomes of any
marketing plan: to provide value, to build relationships, and to make a difference
to stakeholders. Sample Marketing plan - the updated sample plan for the
SonicSuperphone, a multimedia, multifunction smartphone, illustrates the content
and organization of a typical marketing plan. Practical Planning Tips - Every
chapter includes numerous tips that emphasize practical aspects of planning and
specific issues to consider when developing a marketing plan. Chapter Checklists Prepare for planning by answering the questions in each chapter's checklist as you
create your own marketing plan. There are 10 checklists in all, covering a wide
range of steps in the planning.

Strategic Marketing Management
In Strategic Management: Theory and Practice, Fourth Edition, John A. Parnell leads
readers through detailed, accessible coverage of the strategic management field.
Concise and easy to understand chapters address concepts sequentially, from
external and internal analysis to strategy formulation, strategy execution, and
strategic control. Rather than relegating case analysis to a chapter at the end of
the book, Parnell aligns each chapter's key concepts with 25 case analysis steps.
Current examples and high interest real-time cases, largely drawn from The Wall
Street Journal and Financial Times, illustrate the key role of strategic management
in the United States and around the world.

Strategic Marketing Management, 5th Edition
Strategic Marketing Management: The Framework outlines the essentials of
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marketing theory and offers a structured approach to identifying and solving
marketing problems. This book presents a strategic framework to guide business
decisions involving the development of new offerings and the management of
existing products, services, and brands.

Marketing Strategy and Tactics
Fully updated and revised to include the latest case studies and examples from a
broad range of industry sectors, this second edition of Strategic Marketing: An
Introduction is a concise, thorough and enlightening textbook that demonstrates
how organizations can cope with a myriad of demands by better understanding
themselves, their products or services, and the world around them. From assessing
internal relationships to planning and implementing marketing strategies, and
featuring analysis of relationship marketing and strategic alliances, Proctor uses
insights from a range of key models and theoretical frameworks to illustrate how
an organization can successfully take advantage of ‘strategic windows’ to improve
its position. Core issues covered include: marketing strategy analyzing the
business environment the customer in the market place targeting and positioning
marketing mix strategy. This textbook is the complete guide to assessing and
imposing a realistic and successful marketing strategy to fit an organization, its
resources and objectives, and the environment in which it operates. Accessibly
written and supported by a user-friendly companion website, this new edition of
Strategic Marketing: An Introduction is an essential resource for all students of
marketing and business and management. A companion website provides
additional material for lecturers and students alike:
www.routledge.com/textbooks/9780415458160/

STRATEGIC MARKETING : MAKING DECISIONS FOR STRATEGIC
ADVANTAGE, SECOND EDITION
A brand new textbook with an innovative and exciting approach to marketing
strategy. Moving away from the outdated 4Ps model to a new approach that
reflects real-world companies responding to a differing and dynamic customer
base. Research-based and action-orientated, it equips students with the tools to
succeed in today's competitive markets.

Mastering the Case Interview
Marketing Rebellion
Strategic Brand Management (2nd Edition) lays out a systematic approach to
understanding the key principles of building enduring brands and presents an
actionable framework for brand management. Clear, succinct, and practical, this is
the definitive text on building strong brands.

Strategic Marketing Management - The Framework, 10th
Edition
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Strategic Marketing Management (5th edition) offers a comprehensive framework
for strategic planning and outlines a structured approach to identifying,
understanding, and solving marketing problems. For business students, the theory
advanced in this book is an essential tool for understanding the logic and the key
aspects of the marketing process. For managers and consultants, this book
presents a conceptual framework that will help develop an overarching strategy for
day-to-day decisions involving product and service design, branding, pricing,
promotions, and distribution. For senior executives, the book provides a big-picture
approach for developing new marketing campaigns and evaluating the success of
ongoing marketing programs.

Strategic Management
In Strategic Brand Management, Alexander Chernev, professor of marketing at the
renowned Kellogg School of Management at Northwestern University, lays out a
systematic approach to understanding the key principles of building enduring
brands. This book presents a cohesive framework for brand management that
delineates the unique role of brands as a means of creating market value. Topics
covered include designing effective brand strategy and tactics, developing a brand
value proposition, managing brand portfolios, cobranding, brand repositioning,
brand extensions, brand valuation, and the legal aspects of protecting the brand.
Clear, succinct, and practical, Strategic Brand Management is the definitive text on
building strong brands.

Mastering the Case Analysis
The Marketing Plan Handbook presents a streamlined approach to writing succinct
and logical marketing plans. While offering a comprehensive, step-by-step
approach to crafting effective marketing plans, this book provides the relevant
information in a concise and straight-to-the-point manner. It outlines the basic
principles of writing a marketing plan and presents an overarching framework
encompassing the plan's essential components.

Strategic Marketing
Understanding Customers
Understanding customer decisions and behavior is the starting point for identifying
market opportunities and formulating a company’s marketing strategy. Without
understanding the needs customers aim to fulfill, the ways in which they evaluate
the available alternatives that can fulfill these needs, and the decision processes
they use to choose among these alternatives, a company is unlikely to succeed in
developing an offering that will be embraced by its target customers.
Understanding the customer decision journey and the key factors that drive
customer behavior is the focus of this note. The discussion of understanding the
customer is complemented by an in-depth overview of three additional topics:
Maslow’s theory of human needs, the process of joint decision making, and
decision heuristics and biases. This note is an excerpt (Chapter 4) from Strategic
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Marketing Management: Theory and Practice by Alexander Chernev (Cerebellum
Press, 2019).

Strategic Marketing Management
Create winning marketing plans like the pros! Whether you're starting a new
business or launching a new product line within a company, you won't be able to
succeed without a clear plan that defines your goals and how you will achieve
them. Now, best-selling author William Cohen equips you with the knowledge,
tools, and techniques you'll need to develop marketing plans like the pros. The
Marketing Plan, 5th Edition presents step-by-step procedures--from scanning your
environment and establishing goals and objectives, to developing marketing
strategies and tactics, to presenting and implementing your plan, and everything
in between. When you complete the book, you will not only know what to do, but
also how and why. With this practical guide, you get: * Step-by-step instructions:
This easy-to-follow, logical approach keeps you clearly focused on what you need
to do to develop a successful marketing plan. * Time-saving forms: These
worksheets, including 20 new to this edition, help you with different marketing
planning tasks, such as profiling target markets and establishing an advertising
and publicity budget. * Actual marketing plans from readers who have used the
book: This new Fifth Edition features three new sample marketing plans. These
plans show how readers have adapted the basic ideas in this book and translated
them into successful marketing plans.

Strategic Brand Management, 3rd Edition
The Marketing Plan Handbook presents a streamlined approach to writing succinct
and meaningful marketing plans. By offering a comprehensive, step-by-step
method for crafting a strategically viable marketing plan, this book provides the
relevant information in a concise and straight-to-the-point manner. It outlines the
basic principles of writing a marketing plan and presents an overarching
framework that encompasses the plan’s essential components. A distinct
characteristic of this book is its emphasis on marketing as a value-creation
process. Because it incorporates the three aspects of value
management—managing customer value, managing collaborator value, and
managing company value—the marketing plan outlined in this book is relevant not
only for business-to-consumer scenarios but for business-to-business scenarios as
well. This integration of business-to-consumer and business-to-business planning
into a single framework is essential for ensuring success in today’s networked
marketplace. The marketing plan outlined in this book builds on the view of
marketing as a central business discipline that defines the key aspects of a
company’s business model. This view of marketing is reflected in the book’s crossfunctional approach to strategic business planning. The Marketing Plan Handbook
offers an integrative approach to writing a marketing plan that incorporates the
relevant technological, financial, organizational, and operational aspects of the
business. This approach leads to a marketing plan that is pertinent not only for
marketers but for the entire organization. The Marketing Plan Handbook can
benefit managers in all types of organizations. For startups and companies
considering bringing new products to the market, this book outlines a process for
developing a marketing plan to launch a new offering. For established companies
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with existing portfolios of products, this book presents a structured approach to
developing an action plan to manage their offerings and product lines. Whether it
is applied to a small business seeking to formalize the planning process, a startup
seeking venture-capital financing, a fast-growth company considering an initial
public offering, or a large multinational corporation, the framework outlined in this
book can help streamline the marketing planning process and translate it into an
actionable strategic document that informs business decisions and helps avoid
costly missteps.

BUSINESS MODEL
Marketing is both art and science. It is an intuitive skill and a set of principles
soundly grounded in logic and academic scholarship. It reflects the individual
experiences of companies across different industries, as well as a set of common
principles that stem from these individual experiences and span companies and
industries. Building on this view of marketing, this note addresses the essence of
marketing as a business discipline, focusing on its role as a value-creator and the
growth engine of an organization. The discussion of marketing as a business
discipline is complemented by an in-depth overview of three additional topics: The
historic role of the marketing function in business management, the marketing
myopia phenomenon, and the role of frameworks in marketing management. This
note is an excerpt (Chapter 1) from Strategic Marketing Management: Theory and
Practice by Alexander Chernev (Cerebellum Press, 2019).

Strategic Brand Management, 2nd Edition
This book offers a systematic approach to identifying market opportunities and
developing breakthrough business models. It outlines the key principles of
business model generation, presents a framework for developing viable new
offerings, and provides a set of practical tools for creating a meaningful value
proposition that drives market success.

Strategic Brand Management
The essential guide to seamless product management for today’s fluid,
unpredictable business world Long considered the most useful and insightful guide
of its kind, The Product Manager’s Handbook has been fully revised and updated to
give you the edge in today’s challenging business landscape. It features expanded
coverage of product development processes, intelligence-gathering techniques
(including social media), and a greater emphasis on international issues. This
indispensable resource proves that the techniques and tools product managers use
are similar—regardless of what industry they work in and what kind of products
they manage. Simply put, this book has everything you need for superior job
performance—whether you manage consumer or business-to-business products
created by an organization that is hierarchical or horizontal. The Product Manager’s
Handbook shows you how to integrate your organization’s disparate segments into
a cooperative, results-focused unit that produces satisfying products—from initial
design through the postpurchase experience. If your job is to create and
commercialize products, it provides the information you need to: Balance
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breakthroughs and line extensions Create business cases—including competitive
assessment, market requirements, and risk reduction Conduct gate reviews and
beta testing and manage scope creep Get everything in order for a smooth product
launch For those who manage existing lines, this guide provides: Specific tips for
each of the 4Rs of product life-cycle management Brand guidelines Approaches to
customer message management Advice on working with sales and the channel
Clear, easy-to-read charts show you how to manage each crucial step from
conception to completion, and practical checklists help you evaluate progress at
every stage. Interviews with seasoned product management consultants and topperforming product managers provide you with dynamic, proven strategies for
addressing potential problems in marketing, production, cross-cultural
communication, and more. The Product Manager’s Handbook examines current
market-leading companies, the latest research findings, and evolving customer
perceptions to provide you with the tools you need to design, produce, and market
winning products—and beat the competition at every turn.

Marketing Strategy
The business classic, fully revised and updated for today's marketers The second
edition of Kellogg on Marketing provides a unique and highly regarded perspective
on both the basics of marketing and on new issues that are challenging businesses
today. Includes more than 60% new material on both fundamental marketing
concepts and hot topics such as Product Innovation, Social Media, Marketing to
Consumers at the Bottom of the Pyramid, and Internal Branding With a foreword by
Philip Kotler The Kellogg School of Management is recognized around the world as
the leading MBA program in Marketing Along with the new material, the core
concepts covered in the first edition have all been updated-including targeting and
positioning, segmentation, consumer insights, and more. This is a must-have
marketing reference.
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