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Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places, and events
from the textbook are included. Cram101 Just the FACTS101 studyguides give all of the outlines,
highlights, notes, and quizzes for your textbook with optional online comprehensive practice tests. Only
Cram101 is Textbook Specific. Accompanys: 9780470056233 .
Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places, and events
from the textbook are included. Cram101 Just the FACTS101 studyguides give all of the outlines,
highlights, notes, and quizzes for your textbook with optional online comprehensive practice tests. Only
Cram101 is Textbook Specific. Accompanys: 9780471415725 .
An expert presents in a compact form the 20 essential principles of branding that will lead to the creation
of strong brands.
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.
Owning Game-Changing Subcategories
Strategic Marketing Management
Business Marketing Management
Marketing Strategy
Uncommon Growth in the Digital Age
Thorough yet concise, ESSENTIALS OF STRATEGIC MANAGEMENT, Third Edition, is a brief version of the
authors' market-leading text STRATEGIC MANAGEMENT: AN INTEGRATED APPROACH. Following the same framework
as the larger book, ESSENTIALS helps students identify and focus on core concepts in the field in a
more succinct, streamlined format. Based on real-world practices and current thinking, the text's
presentation of strategic management features an increased emphasis on the business model concept as a
way of framing the issues of competitive advantage. Cutting-edge research, new strategic management
theory, and a hands-on approach allow students to explore major topics in management, including
corporate performance, governance, strategic leadership, technology, and business ethics. In addition,
a high-quality case program examines small, medium, and large companies--both domestic and
international--so that students gain experience putting chapter concepts into real-world practice in a
variety of scenarios. Important Notice: Media content referenced within the product description or the
product text may not be available in the ebook version.
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 Marketing-Mix 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.
Strategic Market ManagementGlobal PerspectivesJohn Wiley & Sons
Nonprofit Marketing: Marketing Management for Charitable and Nongovernmental Organizations is a
conceptually strong text that gives students marketing strategies for nonprofit, charitable, and
nongovernmental organizations, while providing them with a broad treatment of marketing basics. Written
in an easy-to-follow style, marketing concepts are clearly presented and supported with real-world
examples.
Concepts and Cases
20 Principles That Drive Success
9780470056233
Videos to Accompany Strategic Market Management
Text and Cases
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 management.
David Aaker has become the guru of brand strategy with his impact research, twelve books, hundred-plus articles, consulting, and
speaking. From Fargo to the World of Brands details the intellectual journey that led to a focus on brands--with stops in marketing
models, market research, advertising management, emotional advertising, and business strategy--and chronicles his attempts to
influence management practices. It provides a profile of academic life, the story of a brand consulting company, and a description
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of the rich experience associated with his second professional home in Japan. This warmhearted autobiography also describes
Aaker's personal life--growing up in the Midwest in the '40s and '50s, his roots, how a Fargo boy over his head survived at MIT and
Stanford, his entrepreneurial failure, his passions and relationships, and how the Aaker family evolved over forty years.
A WALL STREET JOURNAL BESTSELLER Do you know the best way to drive your company's growth? If not, it's time to boost your
Growth IQ. Trying to find the one right move that will improve your business's performance can feel overwhelming. But, as you'll
discover in Growth IQ, there are just ten simple--but easily misunderstood--paths to growth, and every successful growth strategy
can be boiled down to picking the right combination and sequence of these paths for your current context. Tiffani Bova travels
around the world helping companies solve their most vexing problem: how to keep growing in the face of stiff competition and a
fast-changing business environment. Whether she's presenting to a Fortune 500 board of directors or brainstorming over coffee
with a startup founder, Bova cuts through the clutter and confusion that surround growth. Now, she draws on her decades of
experience and more than thirty fascinating, in-depth business stories to demonstrate the opportunities--and pitfalls--of each of the
ten growth paths, how they work together, and how they apply to business today. You'll see how, for instance: * Red Bull broke
Coca-Cola and PepsiCo's stranglehold on the soft drink market by taking the Customer Base Penetration path to establish a
foothold with adventure sports junkies and expand into the mainstream. * Marvel transformed itself from a struggling comic book
publisher into a global entertainment behemoth by using a Customer and Product Diversification strategy and shifting their focus
from comic books to comic book characters in movies. * Starbucks suffered a brand crisis when they overwhelmed their customers
with a Product Expansion strategy, and brought back CEO Howard Schultz to course-correct by returning to the Customer
Experience path. Through Bova's insightful analyses of these and many other case studies, you'll see why it can be a mistake to
imitate strategies that worked for your competitors, or rely on strategies that worked for you in the past. To grow your company
with confidence, you first need to grow your Growth IQ.
Stories are orders of magnitude which are more effective than facts at achieving attention, persuading, being remembered, and
inspiring involvement. Signature stories—intriguing, authentic, and involving narratives—apply the power of stories to
communicate a strategic message. Marketing professionals, coping with the digital revolution and the need to have their strategic
message heard internally and externally, are realizing that a digital strategy revolves around content and that content is stories.
Creating Signature Stories shows organizations how to introduce storytelling into their strategic messaging, and guides
organizations to find, or even create, signature stories and leverage them over time. With case studies built into every chapter,
organizations will realize the power of storytelling to energize readers, gain visibility, persuade audiences, and inspire action.
Aaker on Branding
My Story So Far
Strategic Marketing: Planning and Control
Product and Services Management
Making Competitors Irrelevant
This Australasian adaptation of Aaker\'s popular Strategic Market Management text retains the
conciseness of the original, while bringing an abundance of local examples to enhance the text\'s
relevance to undergraduate students from Australia, New Zealand, and the Asia Pacific. Marketing
planning and analysis is at the forefront, along with Aaker\'s traditional strong focus on strategic
planning to achieve a competitive marketing strategy. Increased student pedagogy will make the
adaptation more student friendly and appropriate for undergraduate classroom use. Features: New
chapters on Marketing Information and Marketing Strategy Clear focus on marketing planning and
strategic planning, the distinctions between these as well as their interdependent nature. Competitive
industry positioning highlighted as a precursor to strategy (eg what are appropriate strategies for
market leaders, as opposed to challengers?) Focus on all aspects of the marketing mix as they apply to
strategy Coverage of market analysis tools such as forecasting and research methods Emphasis on
strategy evaluation and the marketing "audit" End of Book Case Studies Increased student pedagogy with
each chapter featuring: Learning outcomes, "Real world" scene setters, Boxed features (mini cases,
checklists) Chapter summary End of chapter questions (including both short answer and essays) Applied
learning activities
`A text that successfully bridges the gap between academic theorizing and practitioner applicability
because it uses multiple real-world examples/mini-cases of management techniques to illustrate the wellresearched academic theoretical foundations of the book' - Creativity and Innovation Management `A
complete and useful treatment of the domain of product and service decisions. This book is unique in
its treatment, dealing with product and service portfolio evaluation, new product/service development
and product/service elimination in an integrated manner. Enlivened by many mini-cases, the book
provides a soup-to-nuts approach that will prove very attractive for students and be a valuable
reference for managers as well. Highly recommended' - Gary L Lilien, Distinguished Research Professor
of Management Science, Penn State University `Product and Services Management (PSM) is a welcome, up to
date summary of the key issues facing firms in developing and refreshing their portfolios. The examples
and cases bring the academic arguments clearly into focus and demonstrate the crucial role of PSM in
leading the overall strategy of the firm' - Professor Graham Hooley, Senior Pro-Vice-Chancellor, Aston
University, Birmingham `Managers responsible for and students interested in product portfolio decisions
previously had to consult several sources for obtaining up-to-date information; books on new product
development, articles on service development, readers on product management, and frameworks for product
evaluation and termination. With the book Product and Services Management the reader obtains four-inone. Avlonitis and Papastathopoulou reveal in a compelling and comprehensive manner why product
decisions are the cornerstone of modern marketing and business, and illustrate the theory with numerous
mini-cases from Europe and elsewhere. A must read for everyone with a passion for products' - Dr Erik
Jan Hultink, Professor of New Product Marketing, Delft University of Technology This book provides a
holistic approach to the study of product and services management. It looks at the key milestones
within a product's or service life cycle and considers in detail three crucial areas within product
management, namely product/service portfolio evaluation, new product/service development and
product/service elimination. Based on research conducted in Europe and North America, this book
includes revealing cases studies that will help students make important connections between theory and
practice. The pedagogical features provided in each chapter include chapter introduction, summary,
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questions and a further reading section. Additional material for instructors include PowerPoint slides
and indicative answers to each chapter's questions. This book is written for undergraduate and
postgraduate students of business administration who are pursuing courses in marketing, product
portfolio management, new product development and product policy.
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-tobusiness 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 cross-functional 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 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.
Strategic Marketing Management: The Framework outlines the essentials of 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.
Get Smarter About the Choices that Will Make or Break Your Business
Strategic Marketing
The New CMO Imperative
Spanning Silos
Growth IQ

Strategic Market Management, helps managers identify, implement, prioritize, and adapt market-driven business strategies in
dynamic markets. The text provides decision makers with concepts, methods, and procedures by which they can improve the
quality of their strategic decision-making. The 11th Edition provides students in strategic marketing, policy, planning, and
entrepreneurship courses with the critical knowledge and skills for successful market management, including strategic analysis,
innovation, working across business units, and developing sustainable advantages.
The overall success of an organization is dependent on how marketing is able to inform strategy and maintain an operational focus
on market needs. With an array of examples and case studies from around the world, Lancaster and Massingham's vital study
offers an alternative to the traditional American focused teaching materials currently available. This second edition has been fully
revised and updated, including a new chapter on digital marketing written by Dr Wilson Ouzem. Topics covered include: consumer
and organizational buyer behaviour product and innovation strategies direct marketing Social media marketing Designed and
written for undergraduate, MBA and masters students in marketing management classes, Essentials of Marketing Management
builds on the successful earlier edition to provide a solid foundation to understanding this core topic.
BWPBK
"Reflecting the latest trends and issues, the new Europe, Middle East & Africa Edition of Business Marketing Management: B2B
delivers comprehensive, cutting-edge coverage that equips students with a solid understanding of today's dynamic B2B market.
The similarities and differences between consumer and business markets are clearly highlighted and there is an additional
emphasis on automated B2B practices and the impact of the Internet."--Cengage website.
Developing Business Strategies
Creating Signature Stories
Market-Oriented Corporate and Business Unit Planning
STRATEGIC MARKET MANAGEMENT, 7TH ED
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.
Powerful product, country, and functional silos are jeopardizing companies' marketing efforts. Because ofsilos, firms misallocate
resources, send inconsistent messages to the marketplace, and fail to leverage scale economies and successes - all of which can threaten a
company's survival. As David Aaker shows inSpanning Silos, the unfettered decentralization that produces silos is no longer feasible in
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today's marketplace. It's up to chief marketing officers to break down silo walls to foster cooperation and synergy. This isn't easy: silo
teams guard their autonomy vigorously. As proof of their power, consider the fact that the average CMO tenure is just twenty-three
months. In this age of dynamic markets, new media, and globalization, getting the different parts of your organization to collaborate is
more critical - and more difficult - than ever. This book gives you the road map you need to accomplish that feat.
MARKETING STRATEGY, 6e, International Edition edition emphasizes teaching students to think and act like marketers. It presents strategy
from a perspective that guides strategic marketing management in the social, economic, and technological arenas in which businesses
function today--helping students develop a customer-oriented market strategy and market plan. Its practical approach to analyzing,
planning, and implementing marketing strategies is based on the creative process involved in applying marketing concepts to the
development and implementation of marketing strategy. An emphasis on critical thinking enables students to understand the essence of
how marketing decisions fit together to create a coherent strategy. Well-grounded in developing and executing a marketing plan, the text
offers a complete planning framework, thorough marketing plan worksheets, and a comprehensive marketing plan example for students
to follow.
"Unquestionably the most comprehensive treatment available on the subject. I found this book unique in its capacity to benefit
executives, planning staff, and students of strategy alike." ̶Robert L. Joss, Dean of the Graduate School of Business, Stanford University A
successful business strategy enables managers to provide organizational vision, monitor and understand a dynamic business
environment, generate creative strategic options in response to environmental changes, and base every business effort on sustainable
competitive advantages. Developing Business Strategies provides the knowledge and understanding needed to generate and implement
such a strategy. This fully revised and updated edition of David Aaker's highly influential strategic manual offers copious new information
on important emerging business topics. Numerous new and revised sections cover such critical areas as the big idea, knowledge
management, the customer as an active partner, creative thinking, distinguishing fads from trends, forecasting technologies, alliances,
design as strategy, downstream business models, and more. Other important new features of this comprehensive guide include: A new
chapter on strategic positioning Many new illustrative examples from B-to-B, high-tech, and the Internet Increased focus on global
leadership and global brand management Using the Internet to develop and support business strategies For managers who need to
develop and implement effective, responsive business strategies that keep the organization competitive through changing business
conditions, Developing Business Strategies, Sixth Edition is the way to go.
Nonprofit Marketing
From Fargo to the World of Brands
Strategic Management, Loose-Leaf Print Companion
Strategic Messaging that Persuades, Energizes and Inspires
Strategic Market Management Web Resources
The Art of Developing, Evaluating, and Implementing Successful Strategies! Successful market management
depends on the manager's ability to think strategically, and to translate that thinking into resultsgetting plans. This best-selling text has been revised with new concepts and illustrative examples to
show how to develop a complete management system. Using case studies illustrating conceptual models,
this compact best-seller shows: * How to conduct a structured external and internal analysis of a
business with confidence * How to develop sustainable competitive advantages by developing assets,
competencies, and synergies * How to make strategic investment decisions to generate growth * How to
organize to support strategies * How to compete strategically in hostile, growth and global contexts
"Offering a diverse set of approaches, from stock market response modeling to historical analysis,
Assessing Marketing Strategy Performance aims to foster new and more effective thinking about the value
of marketing and the productivity of marketing investments. It will be a valuable resource to those
seeking to better understand marketing's role in the firm"-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 * E-marketing * 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.
As industries turn increasingly hostile, it is clear that strong brand-building skills are needed to
survive and prosper. In David Aaker's pathbreaking book, MANAGING BRAND EQUITY, managers discovered the
value of a brand as a strategic asset and a company's primary source of competitive advantage. Now, in
this compelling new work, Aaker uses real brand-building cases from Saturn, General Electric, Kodak,
Healthy Choice, McDonald's, and others to demonstrate how strong brands have been created and managed. A
common pitfall of brand strategists is to focus on brand attributes. Aaker shows how to break out of the
box by considering emotional and self-expressive benefits and by introducing the brand-as-person, brandas-organisation, and brand-as-symbol perspectives. A second pitfall is to ignore the fact that
individual brands are part of a larger system consisting of many intertwined and overlapping brands and
subbrands. Aaker shows how to manage the "brand system" to achieve clarity and synergy, to adapt to a
changing environment, and to leverage brand assets into new markets and products. As executives in a
wide range of industries seek to prevent their products and services from becoming commodities, they are
recommitting themselves to brands as a foundation of business strategy. This new work will be essential
reading for the battle-ready.
Building Strong Brands
Creating Relevance, Differentiation, Energy, Leverage, and Clarity
Strategic Market Management
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Marketing Management for Charitable and Nongovernmental Organizations
Brand Relevance
The most important assets of any business are intangible: its company name, brands, symbols, and slogans, and their
underlying associations, perceived quality, name awareness, customer base, and proprietary resources such as patents,
trademarks, and channel relationships. These assets, which comprise brand equity, are a primary source of competitive
advantage and future earnings, contends David Aaker, a national authority on branding. Yet, research shows that
managers cannot identify with confidence their brand associations, levels of consumer awareness, or degree of customer
loyalty. Moreover in the last decade, managers desperate for short-term financial results have often unwittingly damaged
their brands through price promotions and unwise brand extensions, causing irreversible deterioration of the value of the
brand name. Although several companies, such as Canada Dry and Colgate-Palmolive, have recently created an equity
management position to be guardian of the value of brand names, far too few managers, Aaker concludes, really
understand the concept of brand equity and how it must be implemented. In a fascinating and insightful examination of
the phenomenon of brand equity, Aaker provides a clear and well-defined structure of the relationship between a brand
and its symbol and slogan, as well as each of the five underlying assets, which will clarify for managers exactly how brand
equity does contribute value. The author opens each chapter with a historical analysis of either the success or failure of a
particular company's attempt at building brand equity: the fascinating Ivory soap story; the transformation of Datsun to
Nissan; the decline of Schlitz beer; the making of the Ford Taurus; and others. Finally, citing examples from many other
companies, Aaker shows how to avoid the temptation to place short-term performance before the health of the brand
and, instead, to manage brands strategically by creating, developing, and exploiting each of the five assets in turn
Owning Game-Changing Subcategories is about creating organizational growth in the digital age by creating and owning
game-changing subcategories fueled by digital. Owning Game-Changing Subcategories outlines the path to finding,
managing, and leveraging new subcategories. In the digital age, the path has been made wider, shorter, and more
frequently traveled. Throughout Owning Game-Changing Subcategories, David Aaker discusses certain aspects of the
digital age that alter this path, such as E-commerce providing fast, inexpensive market access bypassing the cost of
gaining distribution into storefront retailers or creating personal sales teams and social media and websites enabling
communication on steroids in comparison with traditional use of advertising or events. Growth is not only a success
measure but also creates energy and opportunity for customers and employees. And such growth almost never occurs
with “my brand is better than your brand” marketing. Owning Game-Changing Subcategories explores the only ways to
grow a business (with rare exceptions) which is to: develop new “must haves” that define a game-changing subcategory
that provides a new or markedly superior buying or use experience or brand relationship to a core customer base; become
the exemplar brand that represents the subcategory and drives its visibility, positioning, and success; and create barriers
to competitors that could include “must-have” associations and a basis of relationships that go beyond functional
benefits.
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 Management delivers an insightful and concise introduction to strategic management concepts utilizing a strong
mix of real-world contemporary examples. Written in a conversational style, this product sparks ideas, fuels creative
thinking and discussion, while engaging students with the concepts they are studying.
Essentials of Strategic Management
A Pacific Rim Edition
Strategic Marketing Management - The Framework, 10th Edition
Brand Portfolio Strategy
The Marketing Plan Handbook, 6th Edition

Branding guru Aaker shows how to eliminate the competition and become the lead brand in your market This groundbreaking book defines the concept of brand relevance using dozens of case studies-Prius, Whole Foods, Westin, iPad and
more-and explains how brand relevance drives market dynamics, which generates opportunities for your brand and threats
for the competition. Aaker reveals how these companies have made other brands in their categories irrelevant. Key points:
When managing a new category of product, treat it as if it were a brand; By failing to produce what customers want or
losing momentum and visibility, your brand becomes irrelevant; and create barriers to competitors by supporting
innovation at every level of the organization. Using dozens of case studies, shows how to create or dominate new
categories or subcategories, making competitors irrelevant Shows how to manage the new category or subcategory as if it
were a brand and how to create barriers to competitors Describes the threat of becoming irrelevant by failing to make what
customer are buying or losing energy David Aaker, the author of four brand books, has been called the father of branding
This book offers insight for creating and/or owning a new business arena. Instead of being the best, the goal is to be the
only brand around-making competitors irrelevant.
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.
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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.
Market_Desc: · Business Professionals· MBA Students Special Features: · The most direct and comprehensive treatment
of the role of marketing in a corporation's strategic decision making· Strong coverage of branding· Provides a structure and
methodology for analyzing the external environment· Emphasizes the importance of sustainable competitive advantages
(SCAs) in a business About The Book: This book describes and illustrates a structured approach to external market
analysis that business managers can apply to their strategic decision-making. By using a variety of concepts and methods
such as strategic questions, portfolio models and scenario analysis, this book help managers identify and evaluate
numerous strategic investment alternatives. It also discusses how an organization can create dynamic strategies that are
responsive to changing conditions. The book also places greater emphasis on the importance of external market analysis
including the value proposition, product category analysis, the value of relevance, and competitor analysis.
Outlines and Highlights for Strategic Market Management by David a Aaker, Isbn
Global Perspectives
Strategic Marketing Management, 9th Edition
Essentials of Marketing Management
Managing Brand Equity
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