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The New Strategic Brand Management Oxford University Press
Audio Branding is a concise, practical guide on the influential world of audio branding - what it
is, why it's important, and how it can be used to enhance a brand. Consider the familiar tune of
a branded ringtone, the bubbly sounds of Skype, and even the chosen sound bite for a
branded car unlocking as the driver presses the key. How do these choices tie into a wider
brand identity? Which emotions do they spark, and most importantly, how do these choices
enhance brand association with the consumer? Audio Branding delivers fascinating insights
into this area of marketing, underpinned by practical step-by-step guidance and cutting-edge
research to enhance brand loyalty through user experience. Written by authors who have
contributed directly to the development of this field, the book contains an enlightening set of
case studies, including companies such as Renault (a surprisingly emotional audio brand)
Atlanta Convention & Visitors Bureau (a warm, energetic audio brand), and Michelin (a globally
coherent audio brand). Covering issues such as the dominance of audio-enabled devices and
the phenomenon of continuous partial attention, Audio Branding demonstrates how brands can
infuse sound into so many different aspects of their identity, building in a subtle longevity of
brand presence through daily user experience.
Sustainable Management of Luxury Springer Nature
Using various research methodologies, such as reviews, case studies, analytical modeling and empirical
studies, this book investigates luxury fashion retail management and provides relevant insights, which are
beneficial to both industrialists and academics. Readers gain an understanding of luxury fashion
retailing, including proper operations and strategic management, which now are the most crucial items
on the luxury fashion industry’s senior management agenda.
Luxury Marketing Springer
Rumors may be the oldest medium of mass communication of information or ideas. Even before
there were newspapers, radio, or television, rumors communicated by word-of-mouth made and
shattered reputations, and set off riots and wars. Yet contrary to predictions, rumors continue to
thrive, in spite of and parallel to mass media. What accounts for the puzzling persistence and

continuing significance of this little-studied social phenomenon? Jean-No;el Kapferer examines
the theory and practice of rumors, focusing on specific areas such as entertainment, criminal
behavior, business and finance, and politics. He describes the kinds of conditions that give birth
to rumors, why we believe them, and the hidden messages they convey. Kapferer points out that
rumors frequently serve useful social purposes and present rich examples. He speculates about
how rumors can be controlled, changed, and prevented. Drawing upon contributions of
disciplines ranging from psychology to history, and integrating the insights of Europeans with the
latest work of American researchers, this is the most comprehensive examination of rumors,
gossip, and urban legends yet published. Translated into nine languages, this edition was updated
with advances in theory and research since the book's original French publication in 1987. Its
brisk, accessible style makes the book of interest to psychologists, economists, political scientists,
sociologists, and folklore analysts, as well as the general reader who is curious about the origins
of this fascinating social phenomenon.
Luxury Springer
Presenting some of the most significant research on the modern
understanding of luxury, this edited collection of articles from the
Journal of Brand Management explores the complex relationships consumers
tie with luxury, and the unique characteristics of luxury brand management.
Covering the segmentation of luxury consumers worldwide, the specificity of
luxury management, the role of sustainability for luxury brands and major
insights from a customer point of view, Advances in Luxury Brand Management
is essential reading for upper level students as well as scholars and
discerning practitioners.

Luxury Brand Management Springer
This second volume in the Palgrave Studies in Practice: Global Fashion Management series focuses
on core strategies of branding and communication of European luxury and premium brands. Brand
is a critical asset many firms strive to establish, maintain, and grow. It is more so for fashion
companies when consumers purchase styles, dreams and symbolic images through a brand. The
volume starts with an introductory chapter that epitomizes the essence of fashion brand management
with a particular emphasis on emerging branding practices, challenges and trends in the fashion
industry. The subsequent five cases demonstrate how a family workshop from a small town can grow
into a global luxury or premium brand within a relatively short amount of time. Scholars and
practitioners in fashion, retail, branding, and international business will learn how companies can
establish a strong brand identity through innovative strategies and management.
Luxury Fashion Retail Management Kogan Page Publishers
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Despite being vastly different both socially and economically, art and fashion are increasingly
converging to collaborate in mutually advantageous ways. This book discusses the mutual benefits of
collaboration through analysis of successful case studies, including corporate art collections and
museums, patronage and sponsorship initiatives, and art-based brand management in the fashion
sector. It provides a categorization of the strategies that fashion firms employ when they join the art
world and illustrates how art and fashion brands can interact strategically at different levels. This book
will be a valuable resource to researchers, providing an enhanced understanding of the potential of
artification for managing brands and products.
Advances in Luxury Brand Management John Wiley & Sons
Srun shows how the psychology of luxury brands truly plays into high value customer motivations
and unlocks the potential to understand their decision processes which are unlike that of any other
customer. Selling to very wealthy, demanding customers – whether you’re selling luxury products
or high value bespoke professional services – is a very different process to selling anything else to
anyone else. Francis Srun has twenty years experience in the luxury industry, based in France,
Switzerland, China and Hong Kong, most recently with Maison Boucheron. The first step is learning
how to physically embody “Luxury”. You need to look, speak, and move “Luxury”. The true
luxury attitude is not submissive nor is it hauteur – it is gentle, generous and simply, truly human.
Success comes from not just being professional but from building a genuinely luxury relationship
with clients. To do that you need to truly understand your client. High value customers today are
younger, international in outlook and residence, and increasingly from Asia. Their buying
motivation is always about self-affirmation and pleasure and never about money. The luxury
customer’s decision process is unlike that of other customers. While emotion is important when
selling anything to anyone – with luxury selling it is paramount. Srun shows how the psychology of
Brand, Product, Place, Price and Time all play a role in customer’s motivations. Finally this book
guides you step by step with concrete examples and useful techniques through the seven steps of
luxury selling: be prepared to sell, welcome appropriately, listen genuinely, propose and present with
style, meet objections with persuasion rather than refutation, conclude sharply and finally gain loyalty
for a long term relationship.
Strategic Brand Management Kogan Page Publishers
Uncovers the truth about luxury brand marketing and shows that like any other commercial brand,
they manipulate and influence their customers with traditional commercial techniques. Full of case
studies and practical tools for understanding luxury brand marketing the author provides frameworks
to help companies with their own branding strategy
Digital Luxury John Wiley & Sons
The definitive guide to managing a luxury brand, newly revised and updated What defines a luxury brand? Traditional
wisdom suggests that it's one that's selective and exclusive—to such a degree that only one brand can exist within each
retail category (automobiles, fragrances, cosmetics, etc.). But this definition is inherently restrictive, failing to take into
account the way in which luxury brands today are increasingly identified as such by their placement in stores and how
consumers perceive them. This revised and updated edition of Luxury Brand Management, the first comprehensive
book on luxury brand management, looks at the world of branding today. Written by two renowned insiders, the
book builds on this new, broader definition of luxury and examines more than 450 internationally known brands from
a wide range of industries. Packed with new information covering the financial crisis's impact on luxury brands, and
looking towards a new period of growth, the book reconciles management, marketing, and creation with real-life
examples and management tools that the authors have successfully used in their professional careers. Includes

dedicated chapters focusing on each of the main functions of a luxury brand, including brand creation, the complexity
of managing brand identity, the convergence of arts and brands, and much more Addresses the practical functions that
can make or break bottom lines and affect brand perception, such as distribution, retailing, logistics, and licensing
Focuses on brand life-cycle, brand identity, and licensing issues A compelling and comprehensive examination of the
different dimensions of luxury management in various sectors, this new edition of the classic text on brand
management is essential reading for anyone working with or interested in making the most of a luxury brand in the
post-recession world.
Enlightened Marketing in Challenging Times Springer
How Cool Brands Stay Hot reveals what drives Generation Y, the most marketing savvy and
advertising-critical generation, and how you can develop the right brand strategies to reach this group
which, at three times the size of Generation X, has a big impact on society and business. Packed with
qualitative and quantitative research plus creative ideas on how to position, develop and promote
brands to the new consumer generation, it explains the five crucial steps or dimensions on how to
stay a cool youngster brand. The first edition of How Cool Brands Stay Hot won the prestigious 2012
Berry-AMA Book Prize for the best book in marketing and Expert Marketer's Marketing Book of the
Year 2011. This fully updated second edition incorporates additional years of extensive research and
includes new case studies and 18 interviews with global brand and marketing executives of successful
brands such as Converse, Heineken, Diesel, Coca-Cola, MasterCard, eBay, and the BBC.
Managing Brand Equity Springer Nature
Praise for SELLING LUXURY “Geneviève and Robin have brought together their talents to create a book that
gives all Sales Ambassadors the fundamentals in selling and building customer loyalty.” —Hamida Belkadi, CEO, De
Beers Diamond Jewellers, USA “Selling Luxury is filled with ways of exceeding each client’s expectations through
offering a service that surprises and delights.” —Aaron Simpson, Group Executive Chairman, Quintessentially What
does it take to sell high-end luxury creations to the richest clients in the world? In Selling Luxury, Robin Lent and
Geneviève Tour, with thirty years of combined experience, share their savoir-faire. You’ll also pick up tips from
multi-million dollar luxury sales professionals who will help you understand the complexities of the universe of luxury.
Selling Luxury will show you how a salesperson can acquire Sales Ambassador status by offering the impeccable service
associated with the world’s most prestigious brands.
How Cool Brands Stay Hot Springer
As this book is the first book worldwide in the "sustainable" management of luxury area, it highlights
key aspects in the sustainable management of luxury based on presentations using different
approaches, whether reflexive, empirical, hands-on or applied theory and cases.
Digitalization in the Luxury Fashion Industry Springer Nature
 The luxury market has transformed from its traditional conspicuous consumption model to a new experiential
luxury sensibility that is marked by a change in how consumers define luxury. In a global context, it is crucial to
understand why consumers buy luxury, what they believe luxury is, and how their perception of luxury value impacts
their buying behavior. This handbook aims to provide a holistic approach to luxury marketing with respect to the
characteristics and the key challenges and opportunities of luxury brand management. Therefore, the multifaceted
contributions by authors from different parts of the world will offer both a research and management perspective of
luxury marketing and deliver a concentrated body of knowledge with contributions from diverse elements.
Brand Management and Marketing of Luxury Goods SAGE
Discover the meaning of the latest trends in the luxury industry with this resource from leading voices in the
field The thoroughly revised Second Edition of The Road to Luxury: The New Frontiers in Luxury Brand
Management delivers a comprehensive overview of the foundations of, and new developments in, luxury
brands. The book discusses a new wave of mergers and acquisitions, the rise of Gucci, the growth of
Balenciaga, a variety of new collaborations between different companies, a growing support for sustainability,
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and the COVID-19 pandemic. Readers will also benefit from the inclusion of: An insightful analysis of the
impact and meaning of the COVID-19 for the luxury industry, particularly for market growth in China The
creation of savoir faire and business plan competitions in the luxury industry LVMH's sponsoring of Viva
Technology Perfect for students in MBA programs or taking degrees or courses in Luxury Brand
Management, The Road to Luxury will also earn a place in the libraries of executives and managers in the
luxury business, marketing, branding, and advertising professionals and companies, and entrepreneurs
interested in the workings of the luxury industry.
The Road to Luxury Springer
The first book focusing specifically on talent management, retention and leadership in the luxury industry. It
explores how to lead and manage the people this industry attracts, and the major HR challenges the industry
is about to face as the previous generation of luxury pioneers retire and Asia becomes a major player in the
luxury world.
Audio Branding Springer
We live in a world obsessed by luxury. Long-distance airlines compete to offer first-class sleeping experiences
and hotels recommend exclusive suites where you are never disturbed. Luxury is a rapidly changing global
industry that makes the headlines daily in our newspapers and on the internet. More than ever, luxury is a
pervasive presence in the cultural and economic life of the West - and increasingly too in the emerging super-
economies of Asia and Latin America. Yet luxury is hardly a new phenomenon. Today's obsession with
luxury brands and services is just one of the many manifestations that luxury has assumed. In the middle ages
and the Renaissance, for example, luxury was linked to notions of magnificence and courtly splendour. In the
eighteenth century luxury was at the centre of philosophical debates over its role in shaping people's desires
and oiling the wheels of commerce. And it continues to morph today, with the growth of the global super-
rich and increasing wealth polarization. From palaces to penthouses, from couture fashion to lavish jewellery,
from handbags to red wine, from fast cars to easy money, Peter McNeil and Giorgio Riello present the first
ever global history of luxury, from the Romans to the twenty-first century: a sparkling and ever-changing
story of extravagance, excess, novelty, and indulgence.
Luxury Talent Management Kogan Page Publishers
In our hyper-connected world that is changing at warp speed, marketers recognize the need to shift from
traditional marketing methods to a new way that can help them better navigate the unpredictable
environment. For traditionalists, this change has posed a challenge. Many have tried to incorporate new
approaches into the old models they grew up with, only to be frustrated with the results. From the bestselling
authors of The Social Employee, and LinkedIn Learning course authors, comes a powerful new textbook that
cracks the marketing code in our hyper-focused digital age. The New Marketing, with contributions
spanning CMO trailblazers to martech disruptors, behavioral economics luminaries at Yale to leading
marketing thinkers at Kellogg and Wharton, is a GPS for navigating in a digital world and moves the craft of
marketing through the forces of marketing transformation. We can’t predict the future. But our goal is to
help make Masters/MBA students and marketing practitioners future-ready and successful.
Luxury World The Luxury Strategy
This groundbreaking fashion branding and management text brings an analytical business dimension to the
marketing and corporate techniques of the luxury fashion goods industry. It will make engaging reading for
anyone who wishes to learn about the captivating business of turning functional products into objects of
desire.
Kapferer on Luxury Bloomsbury Publishing USA
"The art of building sales is, to a large extent, the art of building brands. After reading Kapferer's
book, you'll never again think of a brand as just a name. Several exciting new ideas and perspectives

on brand building are offered that have been absent from our literature".--Philip Kotler".An invaluable
reference for designers, marketing managers and brand managers alike".--Design magazine.
The Artification of Luxury Fashion Brands Kogan Page Publishers
Adopted internationally by business schools and MBA programmes, The New Strategic Brand Management is simply
the reference source for senior strategists, positioning professionals and postgraduate students. Over the years it has
not only established a reputation as one of the leading works on brand strategy, but also has become synonymous with
the topic itself. Using an array of international case studies, Jean-No�l Kapferer covers all the leading issues faced by
brand strategists today. With both gravitas and intelligent insight, the book reveals new thinking on topics such as
putting culture and content into brands, the impact of private labels and the comeback of local brands. This updated
fifth edition of The New Strategic Brand Management builds on its impressive reputation, including new information
to enable students and practitioners to stay up to date with targeting, adding recent research and market knowledge to
the discipline. With dedicated sections for specific types of brands (luxury, corporate and retail), international
examples and case studies from companies such as Audi, Nivea, Toyota and Absolut Vodka; plus models and
frameworks such as the Brand Identity Prism; it remains at the forefront of strategic brand thinking.
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