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Emotional Branding The New Paradigm For
Connecting Brands To People
Why attractive things work better and other crucial insights into human-centered design
Emotions are inseparable from how we humans think, choose, and act. In Emotional
Design, cognitive scientist Don Norman shows how the principles of human psychology
apply to the invention and design of new technologies and products. In The Design of
Everyday Things, Norman made the definitive case for human-centered design,
showing that good design demanded that the user's must take precedence over a
designer's aesthetic if anything, from light switches to airplanes, was going to work as
the user needed. In this book, he takes his thinking several steps farther, showing that
successful design must incorporate not just what users need, but must address our
minds by attending to our visceral reactions, to our behavioral choices, and to the
stories we want the things in our lives to tell others about ourselves. Good humancentered design isn't just about making effective tools that are straightforward to use;
it's about making affective tools that mesh well with our emotions and help us express
our identities and support our social lives. From roller coasters to robots, sports cars to
smart phones, attractive things work better. Whether designer or consumer, user or
inventor, this book is the definitive guide to making Norman's insights work for you.
Authored by Bertil Hultén, one of the world's leading professors of sensory marketing,
this text brilliantly explains the techniques through which a sensory experience can be
created to surround a consumer. Sensory experiences combine not only to increase the
chance of an immediate sale, but to influence perception of a product which then plays
into a customer's chance of return, and brand loyalty for the future. • Hulten provides
definitions, insight boxes, questions and case studies to provide an engaging learning
experience. • The author is one of the most published professors in the field, sharing
exclusive expertise and experience. • The book is thorough yet accessible, dedicating a
chapter to each of the 5 senses.
For many marketing professionals, “science” is a four-letter word. They see brandbuilding as an unteachable art guided by their intuition and experience. But at its core,
marketing aims to seed ideas into people’s minds, make them feel a certain way, and,
ultimately, get them to act. In Brand Seduction, Daryl reveals the latest psychological
and neuroscientific discoveries about how our minds process brand information and
make decisions, and the important roles our emotions and unconscious play in our
selections. Welcome to the new world of neuromarketing. Through simple language,
engaging stories, and real-world examples, Brand Seduction shows you how to decode,
build, and use these hidden brand fantasies to grow your brand and business. You’ll
learn: The surprising unconscious side of brands. The biggest myths about consumer
psychology. The real role of emotions in building brands. Practical tools to use
neuroscience to inspire better marketing. Everyone seems to have a different idea of
what brands are, how they work, and how they are built. Brand Seduction digs deeper
into the nature of brands, how they exist and behave in the mind, and how marketers
and business leaders can use this understanding to “seduce” customers and grow
their businesses.
Offers an approach to building brand loyalty with the use of an interactive strategy,
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presenting case histories that demonstrate how the five human senses can be used as
effective marketing tools to respond to trends.
Elevate your brand, rise above the crowd, and build tribe In Follow the Feeling, strategy
advisor Kai D. Wright answers a critical question plaguing entrepreneurs, brand
strategists, marketers, and leaders: how do you grow your brand in a noisy world?
Analyzing 1,500 fast-growing companies from Alibaba to Zara, the Columbia University
lecturer and Ogilvy global consulting partner unpacks five branding secrets. Starting
with behavioral economic principles and ending with a new systems-based approach to
brand building, Wright offers readers one metric that trumps the hundreds entangling
brand value, feelings. Follow the Feeling will show you how to best build and position
your brand so you can stand out from competitors, build a tribe, and engineer a positive
feeling across five important branding territories—lexicon, audio cues, visual stimuli,
experience, and culture. Sharing real-world lessons and practical advice he has gained
helping everyone from Sean Diddy Combs and Meghan Trainor to Bank of America and
HP develop and implement shareable, culturally-infectious branding strategies. Through
storytelling, global research, and practical tips, this valuable book will help you and your
organization: Efficiently create and deploy a comprehensive brand strategy across the
organization Quickly launch new brands or reboot existing brands for growth Build
tribes from audiences, consumers, clients, and partners Lean into the convergence of
communication, culture, digital, and technology Regardless of industry or sector,
branding is essential for companies, non-profits, and even individuals. Follow the
Feeling: Brand Building in a Noisy World is a must-have resource for anyone from CSuite executives to aspiring entrepreneurs seeking to unleash the full potential of their
brand. And in this world of ever-increasing metrics paired with waning attentiveness,
the most important signal of brand health is how you, through your brand, make people
feel.
Whether you dream about becoming a rock star or a sought-after talent playing local
gigs, Starting Your Career as a Musician will guide you along the path to success.
Author Neil Tortorella explores the myriad opportunities in music today and details
proven strategies for seeking them out. He reveals the common pitfalls and traps that
are often encountered and provides aspiring musicians with time-tested advice on how
to avoid them. Jam-packed with the practical know-how you need for success in the
music business, Starting Your Career as a Musician is brought to life and made easy-to
grasp through the wisdom and experiences shared by numerous working musicians.
While it won’t show you how to be a better musician, this indispensable guide will teach
you how to make a living with your music, promote yourself or your band, get booked,
and maximize additional revenue streams.
Recently vilified as the prime dynamic driving home the breach between poor and rich
nations, here the branding process is rehabilitated as a potential saviour of the
economically underprivileged. Brand New Justice, now in a revised paperback edition,
systematically analyses the success stories of the Top Thirteen nations, demonstrating
that their wealth is based on the 'last mile' of the commercial process: buying raw
materials and manufacturing cheaply in third world countries, these countries realise
their lucrative profits by adding value through finishing, packaging and marketing and
then selling the branded product on to the end-user at a hugely inflated price. The use
of sophisticated global media techniques alongside a range of creative marketing
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activities are the lynchpins of this process. Applying his observations on economic
history and the development and impact of global marketing, Anholt presents a cogent
plan for developing nations to benefit from globalization. So long the helpless victim of
capitalist trading systems, he shows that they can cross the divide and graduate from
supplier nation to producer nation. Branding native produce on a global scale, making a
commercial virtue out of perceived authenticity and otherness and fully capitalising on
the 'last mile' benefits are key to this graduation and fundamental to forging a new
global economic balance. Anholt argues with a forceful logic, but also backs his
hypothesis with enticing glimpses of this process actually beginning to take place.
Examining activities in India, Thailand, Russia and Africa among others, he shows the
risks, challenges and pressures inherent in 'turning the tide', but above all he
demonstrates the very real possibility of enlightened capitalism working as a force for
good in global terms.
All successful leaders have a secret power - where's yours? When leadership becomes
a byword for control, and trust is outdated - how should YOU respond? 'Believe
nothing, test everything'. This is the war cry of the maverick. This scream, an essential
cornerstone of the maverick mindset. Leadership and maverick expert Judith Germain
provides the blueprint to becoming a successful leader. - Discover the 5 maverick
attributes all 'natural leaders' possess - Master the 8 maverick capabilities that all
successful leaders demonstrate - Extend your influence by utilising the 3 key power
bases - Become a transformational leader by deploying the Maverick DRIVEN
Leadership(TM) Methodology 'Judith is one of those rare people who actually knows
what she's talking about. She provides results based on good research and a
professional approach'. Peter Clayton, author of 'Body Language at Work' and body
language consultant for the BBC and ITV
Storm the Norm is a first-of-its-kind collection of contemporary stories of truly inspiring
businesses and brands from India that either wrote or rewrote the norms of their respective
industries and brought in unprecedented change and vibrancy. This book features twenty such
stories from an exciting mix of categories - telecommunications (Idea), foods and beverages
(Sprite, Tata Tea, Kissan, Kurkure), personal care (Fiama Di Wills, Sensodyne), automobiles
(Honda Motors, Ford and Mahindra), financial services (Axis Bank), entertainment (PVR),
travel (MakeMyTrip) and media (The Times of India). Some of these are brands that have
come from nowhere and created new categories, some have challenged the hegemony of longstanding leaders, and some are decades-old brands which have continuously reinvented
themselves to stay on top. Drawing from her rich experience with brands in India, Anisha
Motwani has created a powerful package of inspiration and methodology. With a Foreword by
insights specialist Santosh Desai and an Afterword by innovation specialist Ranjan Malik,
Storm the Norm will leave you altered. This book is replete with crucial untold secrets of
businesses that made all the difference.
The value of advertising has always been an effective way to increase consumerism among
customers. Through the use of emotional branding, companies and organizations can now
target new and old patrons while building a strong relationship with them at the same time, to
ensure future sales. Driving Customer Appeal Through the Use of Emotional Branding is a
critical scholarly resource that examines the responses consumers have to differing advertising
strategies, and how these reactions impact sales. Featuring relevant topics such as
multisensory experiences, customer experience management, brand hate, and product
innovation, this publication is ideal for CEOs, business managers, academicians, students, and
researchers that are interested in discovering more effective and efficient methods for driving
Page 3/13

Online Library Emotional Branding The New Paradigm For Connecting
Brands To People
business.
The book proposes a new and original paradigm emerging from the combination of academic
literature and business insights according to which, in the new scenario, the supply chain
should be considered as an extension of the brand and a content to story-tell. Key selling
points are: See the brand as purpose within its ecosystem; See the supply chain in branded
fast-moving goods as fashion, food and beauty as a key element of the ecosystem and
understand its key issues and evolution dynamics; Understand the financial investors'
perspective; Learn how to apply the innovative branded supply chain mapping models; Learn
how to best story tell. This book aims at: 1. Disrupting the conventional narrative about
sustainability within fast moving industries such as fashion offering a fact-based perspective
instead of many vague and uncoordinated concepts. 2. Merging disciplines that have been
separated so far (branding and supply chain management) helping readers to see the" whole
picture" and understand causes and effects of current phenomena within a complex and
interrelated world.
In Starting Your Career as a Dancer, author Mande Dagenais explains what it really takes to
get into the business, be in the business, and survive in the business. Based on more than
twenty-five years of experience in the performing arts as a dancer, teacher,
choreographer/director, and producer, Dagenais offers insider advice and shares her vast
knowledge while answering questions asked by professionals and beginners alike. Aspiring
dancers will learn about different markets, venues, and types of work for dancers, and what to
expect from a dancing job, while experienced dancers will appreciate helpful tips on where and
how to find work, business management, and career transition. Covering topics ranging from
audition dos and don’ts to injury prevention, this is absolutely the most comprehensive and
practical guide you will find to the dancer’s profession.
Branding has reached a new frontier. In the future brands will have to appeal to more than one
or two of the classic five senses. Branding expert Neil Gains shows both the science and the
practical applications of how this can be done, and links symbolism and storytelling to sensory
experience in brand marketing. Drawing on the latest research and design thinking he shows
how brands can link storytelling archetypes and symbolism to customer experience to build a
multi-sense phenomenon,. This groundbreaking book provides innovative branding tools for
evaluating where a brand is on the sensory and storytelling scale, analyzing its potential and
giving it a clear pathway to optimizing its unique sensory appeal.
Brand Admiration uses deep research on consumer psychology, marketing, consumer
engagement and communication to develop a powerful, integrated perspective and innovative
approach to brand management. Using numerous real-world examples and backed by
research from top notch academics, this book describes how companies can turn a product,
service, corporate, person or place brand into one that customers love, trust and respect; in
short, how to make a brand admired. The result? Greater brand loyalty, stronger brand
advocacy, and higher brand equity. Admired brands grow more revenue in a more efficient way
over a longer period of time and with more opportunities for growth. The real power of Brand
Admiration is that it provides concrete, actionable guidance on how brand managers can make
customers (and employees) admire a brand. Admired brands don't just do the job; they offer
exactly what customers need (enabling benefits), in way that's pleasing, fun, interesting, and
emotionally involving (enticing benefits), while making people feel good about themselves
(enriching benefits). Providing these benefits, called 3 Es, is foundational to building ,
strengthening and leveraging brand admiration. In addition, the authors articulate a commonsense and action based measure of brand equity, and they develop dashboard metrics to
diagnose if there are any 'canaries in the coal mine', and if so, what to do next. In short, Brand
Admiration provides a coherent, cohesive approach to helping the brand stand the test of time.
A well-designed, well-managed brand becomes a part of the public consciousness, and
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ultimately, a part of the culture. This trajectory is the fruit of decisions made from an integrated
strategic standpoint. This book shows you how to shift the process for your brand, with
practical guidance and an analytical approach.
This bestselling war-faring guide offers a series of principles for improving a company's
understanding of the concept of brand and brand usage based on the methods used by John
Hancock.
Emotional Branding is the best selling revolutionary business book that has created a
movement in branding circles by shifting the focus from products to people. The “10
Commandments of Emotional Branding” have become a new benchmark for marketing and
creative professionals, emotional branding has become a coined term by many top industry
experts to express the new dynamic that exists now between brands and people. The
emergence of social media, consumer empowerment and interaction were all clearly predicted
in this book 10 years ago around the new concept of a consumer democracy. In this updated
edition, Marc Gobé covers how social media helped elect Barack Obama to the White House,
how the idea behind Twitter is transforming our civilization, and why new generations are reinventing business, commerce, and management as we know it by leveraging the power of the
web. In studying the role of women as "shoppers in chief, "and defining the need to look at the
marketplace by recognizing differences in origins, cultures, and choices, Emotional Branding
foresaw the break up of mass media to more targeted and culturally sensitive modes of
communications. As the first marketing book ever to study the role of the LGBTQ community
as powerful influencers for many brands, Emotional Branding opened the door to a renewed
sensitivity toward traditional research that privilege individuality and the power of the margins
to be at the center of any marketing strategy. A whole segment in the book looks at the role of
the senses in branding and design. The opportunity that exists in understanding how we feel
about a brand determines how much we want to buy. By exploring the 5 senses, Emotional
Branding shows how some brands have built up their businesses by engaging in a sensory
interaction with their consumers. Emotional Branding explores how effective consumer
interaction needs to be about senses and feelings, emotions and sentiments. Not unlike the
Greek culture that used philosophy, poetry, music, and the art of discussion and debate to
stimulate the imagination, the concept of emotional branding establishes the forum in which
people can convene and push the limits of their creativity. Through poetry the Greeks invented
mathematics, the basis of science, sculpture, and drama. Unless we focus on humanizing the
branding process we will lose the powerful emotional connection people have with brands.
Critics hailed Emotional Branding as a breakthrough and a fresh approach to building brands.
Design in this book is considered a new media, the web a place where people will share
information and communicate, architecture a part of the brand building process, and people as
the most powerful element of any branding strategy. Most importantly, it emphasizes the need
to transcend the traditional language of marketing--from one based on statistics and data to a
visually compelling new form of communication that fosters creativity and innovation. Allworth
Press, an imprint of Skyhorse Publishing, publishes a broad range of books on the visual and
performing arts, with emphasis on the business of art. Our titles cover subjects such as graphic
design, theater, branding, fine art, photography, interior design, writing, acting, film, how to
start careers, business and legal forms, business practices, and more. While we don't aspire to
publish a New York Times bestseller or a national bestseller, we are deeply committed to
quality books that help creative professionals succeed and thrive. We often publish in areas
overlooked by other publishers and welcome the author whose expertise can help our
audience of readers.

"Content is now king - and if you're a brand marketer, you need to be a media
company, too. Your Brand, The Next Media Company brings together the
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strategic insights, operational techniques, and insights and practical approaches
for transforming your brand into a highly successful media company - and a
winning social business! Social business pioneer Michael Brito covers every step
of the process, including: Understanding your social customer and their new
world Planning your social business and content strategies Building infrastructure
and teams, and setting the stage for transformation Identifying and overcoming
the specific content challenges you face Recognizing the central role content now
plays Developing your content message Transitioning from brand messaging to
high content relevancy Moving from content creation to curation to aggregation
Successfully integrating paid, earned, and owned media content Distributing the
right content at the right time through the right channels to the right customers
Mastering the critical new roles of the community manager in your media
company Evaluating the content technology vendors and software platforms
vying for your businessAlong the way, Brito presents multiple case studies from
brand leaders worldwide, including Coca Cola, RedBull, Oreo, Skittles, Old
Spice, Dos Equis, Gatorade, Tide, and the NFL - delivering specific, powerfully
relevant insights you can act on and profit from immediately." --Publisher
description.
In H2H Marketing the authors focus on redefining the role of marketing by
reorienting the mindset of decision-makers and integrating the concepts of
Design Thinking, Service-Dominant Logic and Digitalization. It’s not just
technological advances that have made it necessary to revisit the way everybody
thinks about marketing; customers and marketers as human decision-makers are
changing, too. Therefore, having the right mindset, the right management
approach and highly dynamic implementation processes is key to creating
innovative and meaningful value propositions for all stakeholders. This book is
essential reading for the following groups: Executives who want to bring new
meaning to their lives and organizations Managers who need inspirations and
evidence for their daily work in order to handle the change management needed
in response to the driving forces of technology, society and ecology Professors,
trainers and coaches who want to apply the latest marketing principles Students
and trainees who want to prepare for the future Customers of any kind who need
to distinguish between leading companies Employees of suppliers and partners
who want to help their firms stand out. The authors review the status quo of
marketing and outline its evolution to the new H2H Marketing. In turn, they
demonstrate the new marketing paradigm with the H2H Marketing Model, which
incorporates Design Thinking, Service-Dominant Logic and the latest innovations
in Digitalization. With the new H2H Mindset, Trust and Brand Management and
the evolution of the operative Marketing Mix to the updated, dynamic and iterative
H2H Process, they offer a way for marketing to find meaning in a troubled world.
Branding for Nonprofits provides the processes, tools, and thinking needed to
brand or rebrand. Author DK Holland—a pioneer in the field—helps nonprofits
approach the rebranding process with confidence and enthusiasm. Case studies
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reveal real-life situations in which nonprofits have successfully created branding
opportunities out of dilemmas, creating a distinctinve, clear identity that furthers
their mission. Inspiring and demystifying, this book is the essential tool for
nonprofits seeking to communicate their important work in a bold voice. •
Addresses the connection between branding and fund-raising • There are 1.6
million nonprofits in the United States. Stand out from the crowd! Allworth Press,
an imprint of Skyhorse Publishing, publishes a broad range of books on the
visual and performing arts, with emphasis on the business of art. Our titles cover
subjects such as graphic design, theater, branding, fine art, photography, interior
design, writing, acting, film, how to start careers, business and legal forms,
business practices, and more. While we don't aspire to publish a New York Times
bestseller or a national bestseller, we are deeply committed to quality books that
help creative professionals succeed and thrive. We often publish in areas
overlooked by other publishers and welcome the author whose expertise can
help our audience of readers.
In Body of Truth, Dan Hill, PhD, explores the rational approach to marketing and
market research, using the latest findings on human cognition and
communication to help marketers tap into consumers’ real needs and wants. Hill
backs his argument with new technology such as biofeedback and facial coding
to measure and record consumers’ true sensory responses to products and
advertisements, providing a framework for developing marketing initiatives that
elicit the optimal emotional response.
The branding bible for today's globalized worldToday, brands have become even
more important than the products they represent: their stories travel with lightning
speed through social media and the Internet and across countries and diverse
cultures. A brand must be elastic enough to allow for reasonable category and
product-line extensions, flexible enough to change with dynamic market
conditions, consistent enough so that consumers who travel physically or virtually
won't be confused, and focused enough to provide clear differentiation from the
competition. Strong brands are more than globally recognizable; they are critical
assets that can make a significant contribution to your company's bottom line.In
Global Brand Power, Kahn brings brand management into the 21st century,
addressing how branding contributes to the purchase process and how to
position a strong global brand, from identifying the appropriate competitive set,
offering a sustainable differential advantage, and targeting the right strategic
segment. This essential guide also covers how customer ownership of your
brand affects marketing strategy, methods for assessing brand value, how to
manage a brand for long-term profitability, effective brand communications and
repositioning strategies, and how to manage a brand in a world of total
transparency—where one slip-up can go around the world via social media
instantaneously.Filled with stories about how Coca-Cola, The Estée Lauder
Companies Inc., Marriott, Apple, Starbucks, Campbell Soup Company,
Southwest Airlines, and celebrities like Lady Gaga are leveraging their brands,
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Global Brand Power is the only book you will need to implement an effective
brand strategy for your firm.
Leading brand designer Marc Gobé builds on his highly successful Emotional
Branding strategy with Citizen Brand, a powerful new concept designed to help
companies earn the trust of today's consumers. Gobé argues that corporations
need a new vision to survive in the present "emotional economy," challenging
them to develop more passionate, human, and socially responsible brand
strategies. He shows how to transform Consumers to People, Products to
Experiences, Honesty to Trust, Quality to Preference, Identity to Personality, and
Service to Relationship.
You need loyal customers, not just satisfied ones. Managing the Customer
Experience: Turn Customers Into Advocatesshows you how to manage your
customer experience and reap the rewards.
'I believe that 'emotion' is where it's at' Tom Peters For far too long, emotions
have been ignored in favour of rationality and efficiency, but breakthroughs in
brain science have revealed that people are primarily emotional decision-makers.
Many companies have not yet accepted that fact, much less acted on it. In this
fully revised edition, Emotionomics will help you to understand emotions in terms
of business opportunities - both in the marketplace and in the workplace. In
today's highly competitive marketplace where many products look alike, it is the
emotional benefit that can make the difference. At the same time, companies with
engaged, productive work forces will undoubtedly achieve competitive
advantage. Dan Hill's book draws on insights gathered through facial coding, the
single best viable means of measuring and managing the emotional response of
customers and employees, to help you to leverage emotions for business
success in terms of branding, product design, advertising, sales, customer
satisfaction, leadership and employee management. Emotions matter and
Emotionomics will help you to step closer to customers and employees, but step
ahead of your competitors.
Coca-Cola. Harley-Davidson. Nike. Budweiser. Valued by customers more for
what they symbolize than for what they do, products like these are more than
brands--they are cultural icons. How do managers create brands that resonate so
powerfully with consumers? Based on extensive historical analyses of some of
America's most successful iconic brands, including ESPN, Mountain Dew,
Volkswagen, Budweiser, and Harley-Davidson, this book presents the first
systematic model to explain how brands become icons. Douglas B. Holt shows
how iconic brands create "identity myths" that, through powerful symbolism,
soothe collective anxieties resulting from acute social change. Holt warns that
icons can't be built through conventional branding strategies, which focus on
benefits, brand personalities, and emotional relationships. Instead, he calls for a
deeper cultural perspective on traditional marketing themes like targeting,
positioning, brand equity, and brand loyalty--and outlines a distinctive set of
"cultural branding" principles that will radically alter how companies approach
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everything from marketing strategy to market research to hiring and training
managers. Until now, Holt shows, even the most successful iconic brands have
emerged more by intuition and serendipity than by design. With How Brands
Become Icons, managers can leverage the principles behind some of the most
successful brands of the last half-century to build their own iconic brands.
Douglas B. Holt is associate professor of Marketing at Harvard Business School.
From Patagonia to Apple, Whole Foods to New Balance, we love our favorite
products--and, by extension, the companies that provide them. The emotional
connections we form with our beloved brands and services are important
relationships--relationships that are potentially worth billions. In the fast-paced,
constantly-changing world of the modern marketplace, brands must adapt or
perish—strategies, methods, and techniques must evolve to remain effective and
relevant. Are you using yesterday’s thinking for tomorrow’s challenges? Brand
Intimacy details ways to build better marketing through the cultivation of
emotional connections between brand and consumer. The book provides lessons
for marketers and business leaders alike who are seeking to understand these
ultimate brand relationships and the opportunities they represent. Divided into
three sections, Brand Intimacy starts with Context and Understanding. This
explains today’s marketing landscape, the effects of technology, consumer
behaviors and the advancements around decision making. Through research we
discovered that people form relationships with brands the same way they develop
relationships with other people. This section provides guidance on how to think
about complimentary concepts such as loyalty, satisfaction and brand value. We
then explore and compare established approaches and methodologies and
showcase why intimacy is a compelling new and enhanced opportunity to build
your brand or market your business. The second section, Theory and Model
reveals and dimensions the brand intimacy model and dissects it into steps to
help you better factor it into your marketing approaches or frameworks. Here you
will learn the core concepts and components that are essential to build bonds
and the role emotion can play to help you achieve greater customer engagement.
You can also review the rankings of the best brands in terms of Brand Intimacy.
A summary of our annual research reveals the characteristics of best performers,
the most intimate industries, and differences based on geography, age, gender
and income. By examining the top intimate brands, we reveal and decode the
secrets of the bonds they form with their customers. The third section is Methods
& Practice, this details the economic benefits and advantages of a strategy that
factors Brand Intimacy. Intimate brands are proven to outperform the Fortune 500
and Standards and Poors’ index of brands. Intimate brands create more revenue
and profit and last longer. Consumers are also willing to pay more for a brand
they are more intimate with. Conversely, we also explore a series of brand
failures and lessons learned to help you avoid common pitfalls in brand
management. We articulate the steps to build a more intimate brand as well as
share a glimpse on the future where software will play a more important role in
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brand building. The book outlines a proprietary digital platform that we use to
help manage and enable intimacy through collaboration, simulators and real-time
tracking of emotions. Business and marketing owners face an increasing difficult
task to build brands that rise above the clutter, engage more and grow. Brand
Intimacy explains how to better measure, build and manage enduring brands.
Brands that are built to inspire as well as profit. Written by experienced marketers
and backed by extensive research, Brand Intimacy rewrites the rulebook on how
to establish and expand your marketing. The book is equal parts theory, research
and practice, the result of 7 year journey and a new marketing paradigm for the
modern marketer.
Brandjam, the follow-up to the groundbreaking best-seller Emotional Branding,
presents a powerful new concept from renowned designer and business guru
Mark Gobe. The Brandjam concept is about innovation, intuition, and risk. Gobe
explains how design is the “instrument” companies can use for jazzing up a
brand—how design puts the face on the brand and creates an irresistible message
that connects buyers to the product in a visceral way. Using jazz as his
metaphor, he shows how the instinctive nature of the creative process leads to
unusual solutions that make people gravitate toward a brand and make brands
resonate with people by bringing more joy into their lives. It explores how design
represents the personality of a company and provides its window to the world.
Brandjam is an inspiration for brands and people as it reveals the transforming
impact brands have on their audience. • Follow-up to Emotional
Branding—50,000 copies sold in nine languages • Insider's look at creating
powerful, compelling brands and identities • Exciting new ideas for using design
to drive consumers to embrace brands Allworth Press, an imprint of Skyhorse
Publishing, publishes a broad range of books on the visual and performing arts,
with emphasis on the business of art. Our titles cover subjects such as graphic
design, theater, branding, fine art, photography, interior design, writing, acting,
film, how to start careers, business and legal forms, business practices, and
more. While we don't aspire to publish a New York Times bestseller or a national
bestseller, we are deeply committed to quality books that help creative
professionals succeed and thrive. We often publish in areas overlooked by other
publishers and welcome the author whose expertise can help our audience of
readers.
Raja Rajamannar, Chief Marketing Officer of Mastercard, shares breakthrough,
frontier strategies to navigate the challenges marketers face to thrive in a modern
business world that is changing with unprecedented speed and disruption. As
technology has continually evolved in the last several decades, marketing has
had to change with it, evolving through four significant stages that build on the
strategies and tools of the previous era. What happens next in the fifth stage, or
Fifth Paradigm, will not be an evolution, but a revolution. Almost everything about
how marketing is done today, including the very notion of a brand itself, will
require a complete re-imagination. As Chief Marketing Officer of Mastercard—one
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of the world’s most recognizable and decorated brands—Raja Rajamannar
shares the forward-thinking ways all businesses must rethink their entire
marketing landscape to remain relevant and be successful. Readers will:
Understand the evolution of marketing and how to be at the forefront of future
change. Get clarity on the right marketing strategies and tactics to pursue amidst
an ever-evolving industry. Achieve breakthroughs in innovative thinking in order
to compete in modern business. Gain perspective from top marketers across
industries. Quantum Marketing is for all business people who seek to understand
how rapidly marketing is evolving, what some of the smartest people in the
discipline are doing to get ready for this dramatic shift, and what the new world
will look like for companies, consumers, and society at large as the race to
develop revolutionary marketing strategies reaches a whole new level.
There is no way to mistake the ubiquitous trademarked Coca-Cola bottle, or the
stylish ads for Absolut Vodka with any of their competitors. How have these
companies created this irresistible appeal for their brands? How have they
sustained a competitive edge through aesthetics? Bernd Schmitt and Alex
Simonson, two leading experts in the emerging field of identity management,
offer clear guidelines for harnessing a company's total aesthetic output -- its "look
and feel" -- to provide a vital competitive advantage. Going beyond standard
traditional approaches on branding, this fascinating book is the first to combine
branding, identity, and image and to show how aesthetics can be managed
through logos, brochures, packages, and advertisements, as well as sounds,
scents, and lighting, to sell "the memorable experience." The authors explore
what makes a corporate or brand identity irresistible, what styles and themes are
crucial for different contexts, and what meanings certain visual symbols convey.
Any person in any organization in any industry can benefit from employing the
tools of "marketing aesthetics." Schmitt and Simonson describe how a firm can
use these tools strategically to create a variety of sensory experiences that will
(1) ensure customer satisfaction and loyalty; (2) sustain lasting customer
impressions about a brand's or organization's special personality; (3) permit
premium pricing; (4) provide legal "trade dress" protection from competitive
attacks; (5) lower costs and raise productivity; and (6) most importantly, create
irresistible appeal. The authors show how to manage identity globally and how to
develop aesthetically pleasing retail spaces and environments. They also
address the newly emergent topic of how to manage corporate and brand identity
on the Internet. Supporting their thesis with numerous real-world success stories
such as Absolut Vodka, Nike, the Gap, Cathay Pacific Airlines, Starbucks, the
New Beetle Website, and Lego, the authors explain how actual companies have
developed, refined, and maintained distinct corporate identities that set them
apart from competitors.
Emotional BrandingThe New Paradigm for Connecting Brands to PeopleSimon
and Schuster
Argues that successful brands exist when the marketing forms emotional
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connections to consumers, and suggests ways that companies can identify and
tap into consumers' feelings to develop new and offshoot brand name products.
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
Electronic Inspection Copy available for instructors here Building on the
popularity of the first edition, published in 2000, the Second Edition brings
together revised and new, original chapters from an outstanding team of
contributors providing an authoritative overview of the theoretical foundations and
current status of thinking on topics central to the discipline and practice of
marketing. Summary of key features: - A marketing theory text written specifically
for students - Provides an introduction and overview of the role of theory in
marketing - Contributors are leading, well-established authorities in their fields Explains key concepts for students in a clear, readable and concise manner. Provides full, in-depth coverage of all topics, with recommended further readings
Have you taken your business from good to great, only to find that “great” still
isn’t cutting it? Are you making all the right moves in your career and still not
receiving the recognition you have earned? Why do companies like Apple get all
the attention, when you have difficulty getting anyone to focus on your efforts? In
our homogenized world, companies in every sector—from big-box retail to
financial services; from fast food to entrepreneurs—appear more and more alike,
as do the tweets and LinkedIn pages of professionals across the country. But if
people see you or your company as nothing more than a carbon copy of the
competition, how can you expect to attract attention? Scott McKain’s original
approach to this problem, first captured in his book Collapse of Distinction, was
conceived and written in the direct aftermath of the 2008 financial meltdown. His
forceful case for the importance of distinction—finding success by setting yourself
apart from the crowd—resonated with thousands of readers. To reflect the
changing reality since that book’s publication—and to incorporate new research
and up-to-date examples—McKain, an internationally recognized expert on
business distinction, has retitled and revised it as Create Distinction. Within these
updated pages (including one entirely new chapter) you’ll find a potent cure for
similarity and uniformity—the primary killers of businesses and careers. In
engaging, story-filled prose, McKain lays out the cornerstones of distinction and
equips you with the specific tools and knowledge you need to stand out. Whether
you’re in the “C-suite” of a multinational company or just vying for your next
promotion, you’ll learn how to rise above the fray and make your work
unmistakable. With this practical advice, you’ll feel confident stepping up from
the competition—and toward success.
Ian Schrager, Marcus Aurelius, Supreme, Kith, Rick Rubin, Kanye West,
Soulcycle, Ikea, Sweetgreen, The Wu-Tang Clan, Danny Meyer, Tracy
Chapman, Warren Buffett, Walt Disney, Jack's Wife Freda, Starbucks, A24,
Picasso, In-N-Out Burger, intel, Tom Brady, Mission Chinese, Nike, Masayoshi
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Takayama, Oprah, the Baal Shem Tov. What do they all have in common? They
have discovered their purpose and unlocked their creative potential. We have
been born into a time when all the tools to make our dreams a reality are
available and, for the most part, affordable. We have the freedom to manifest our
truth, pursue our own path, and along the way discover our best selves. Whether
as individuals or as part of a group, we can't be held back by anything except
knowledge. The Age of Ideas provides that knowledge. It takes the reader on an
incredible journey into a world of self-discovery, personal fulfillment, and modern
entrepreneurship. The book starts by explaining how the world has shifted into
this new paradigm and then outlines a step-by-step framework to turn your inner
purpose and ideas into an empowered existence. Your ideas have more power
than ever before, and when you understand how to manifest and share those
ideas, you will be on the road to making an impact in ways you never before
imagined. Welcome to the Age of Ideas.
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 highperformance brand-radical differentiation.
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.
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