Strategic Brand Management A European Perspective
Strategic Brand Management-Dr Kevin Lane Keller 2013-03-06 Strategic Brand Management 2e provides a comprehensive and up-to-date treatment of the subjects of brands, brand equity, and
strategic brand management. Strategic brand management involves the design and implementation of marketing programmes and activities to build, measure, and manage brand equity. The book aims
to provide managers with concepts and techniques to improve the long-term profitability of their brand strategies. It incorporates current thinking and developments on these topics from both
academics and industry participants. It also combines a comprehensive theoretical foundation with numerous practical insights to assist managers in their day-to-day and long-term brand decisions.

Strategic Brand Management-Kevin Lane Keller 2008 Finely focused on the "how to" and "why" throughout, this strategy guide provides specific tactical guidelines for planning, building,
measuring, and managing brand equity. This approach considers why brands are important, what they represent to consumers, and what should be done by firms to manage them properly.

International Strategic Marketing-Marilyn A. Stone 2004 As Europe moves towards becoming a truly single European market, its contribution to global marketing grows. This topical text expands
upon existing international marketing theory and synthesizes it with colourful examples of relevant international marketing practice. Topics covered include: marketing information systems marketing
research product development pricing issues international promotion distribution channels. With a strong theoretical framework, this informative text draws out the key issues within the developing
European Union and the role it plays in marketing around the globe. Its excellent pedagogy (including case studies, summaries, text boxes and a website to run alongside), helps make it a valuable
resource for academics and professionals alike. Visit the Companion website at www.routledge.com/textbooks/0415314178

Strategic Brand Management-Jean-Noël Kapferer 1994 "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.

Strategic Brand Management in Higher Education-Bang Nguyen 2019-02-13 University branding has increased substantially, due to demands on universities to enrol greater numbers of students,
rising tuition fees, the proliferation of courses, the growing 'internationalization' of universities, financial pressures, and reliance on income from foreign students. As higher education continues to
grow, increased competition places more pressure on institutions to market their programs. Technological, social, and economic changes have necessitated a customer-oriented marketing system and
a focus on developing the university brand. This book is unique in providing a composite overview of strategy, planning, and measurement informed by ground-breaking research and the experiences
of academics. It combines theoretical and methodological aspects of branding with the views of leading exponents of branding in different contexts and across a range of higher education institutions.
Expert contributors from research and practice provide relevant and varying perspectives allowing readers to access information on international trends, theory, and practices about branding in higher
education. Readers are exposed to the critical elements of strategic brand management, gain insights into the planning process of higher education branding, and gain a solid understanding of the
emerging research area of branding concepts in higher education. Advanced students, and researchers will find this book a unique resource and it will also be of interest to brand practitioners in both
education and public sector markets.

The New Strategic Brand Management-Jean-Noël Kapferer 2012-01-03 Adopted internationally by business schools and MBA programmes, The New Strategic Brand Management is simply the
reference source for senior strategists, positioning professionals and postgraduate students. Over the years it has not only established a reputation as one of the leading works on brand strategy, but
also has become synonymous with the topic itself. Using an array of international case studies, Jean-Noël Kapferer covers all the leading issues faced by brand strategists today. With both gravitas and
intelligent insight, the book reveals new thinking on topics such as putting culture and content into brands, the impact of private labels and the comeback of local brands. This updated fifth edition of
The New Strategic Brand Management builds on its impressive reputation, including new information to enable students and practitioners to stay up to date with targeting, adding recent research and
market knowledge to the 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.

The New Strategic Brand Management-Jean-Noël Kapferer 2004 Used on professional and academic courses worldwide, Kapferer's guide to brand management is supported by an array of
international case studies, offering practical guidance and revealing new thinking in the field.

Fashion Branding and Communication-Byoungho Jin 2017-04-26 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.

Towards Effective Place Brand Management-Gregory Ashworth 2010-01-01 Many facets of place branding, such as identities, image, promotion or sense of place, have been around for a long time.
However, the need to analyse their nature in the context of branding and to examine their relationships in detail has grown rapidly in the last decade or so, as places all over the world have put
branding activities higher than ever in theiragenda. This important new book examines and clarifies key aspects of the recently popularised concept of place branding, expounding many controversies,
confusions and discords in the field. The expert contributors clarify several unresolved issues surrounding the application of place branding, in particular its multiple goals. They provide adetailed
analysis of the role of local communities in place branding strategies, and illustrate not only how, but also why brand management should be implemented. Case studies from a range of jurisdictions
and cultural and political viewpoints are drawn upon, each illustrating an array of issues or techniques in specific economic, cultural and geographical contexts. This book provides a theoretically
informed but practically oriented overview and discussion of the increasingly popular field of place branding as an instrument of place management. As such, it will strongly appeal to both academics
and practitioners in the fields of place marketing, place branding, local development, tourism planning and development, tourism marketing, cultural geography, urban and regional planning.
Consultants in local authorities, national and regional tourism boards will also find this to be a fascinating read.

Strategic Management-Christian Scholz 2013-07-02 The European Market presents numerous opportunities and at the same time challenges for business enterprises. In this anthology, lecturers and
researchers at Saarland University's Europa-Institut expound on the latest findings and trends of their most important research topics.

The New Strategic Brand Management-Jean-Noël Kapferer 2008 Adopted internationally by business schools, MBA programs, and marketing practitioners, The New Strategic Brand Management
is the reference source of choice for senior strategists, positioning professionals and postgraduate students. Over the years it has established a reputation as one of the leading works on brand
strategy. The fifth edition builds on this impressive reputation and keeps the book at the forefront of strategic brand thinking, with dedicated sections for specific types of brands (luxury, corporate and
retail), international examples, and case studies from companies such as Audi, Nivea, Toyota and Absolut Vodka. Explaining the latest techniques used by companies worldwide, author Jean-Noël
Kapferer covers all the leading issues faced by brand strategists today. With both gravitas and intelligent insight, the book reveals new thinking on topics such as putting culture and content into
brands, the impact of private labels, the new dynamics of targeting and the comeback of local brands.

Strategic Brand Management-Kevin Lane Keller 2003 Incorporating the latest thinking and developments from both academia and industry, this exploration of brands, brand equity and strategic
brand management combines a comprehensive theoretical foundation with numerous techniques and practical insights for making better day-to-day and long-term brand decisions. Focused on how-to
and why, it provides specific tactical guidelines for planning, building, measuring and managing brand equity. It includes numerous examples on each topic and over 75 Branding Briefs that identify
successful and unsuccessful brands.

Strategic Brand Management-Richard Rosenbaum-Elliott 2011-03-10 `I find it an interesting read. I appreciate the in-depth psychological discussions and students will be happy with a short
branding book.' Csilla Horvath, Radboud University Nijmegen --

Strategic Marketing: Planning and Control-Graeme Drummond 2007-06-01 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.
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Strategic Brand Management-Richard H. Elliott 2007-01 Strategic Brand Management approaches the subject of brand management from a unique socio-cultural perspective, providing students
with an understanding of the dynamics of the subject and enabling them to engage with the issues that lie within. While adopting this innovative framework, the book also integrates more traditional
notions of the brand in terms of equity and positioning within that framework. Building on a solid theoretical underpinning, this textbook provides a rigorous grounding in the subject of brand
management. The theory is applied to examples throughout, to enable students to understand the practical application. The framework for the book separates a brand's concept into functional and
emotional parts, looking at purchases that fulfil a functional need and how these develop into emotional decision-making processes.

Strategic Brand Management-Kevin Lane Keller 2020

Brand Management-Paolo Popoli 2017-11-08 This book is an original, high-quality collection of chapters about highly topical and important brand management issues, and it shows both theoretical
and empiric analysis. The 10 selected chapters are referred, with original contents and rigorous research methodologies, to some important challenges the brand management has to face in the
current competitive contexts, characterized by the dominance of the intangible resources and the new information and communication technologies. Written by leading academics, this book is
dedicated not only to marketing and management scholars but also to students wanting to investigate the knowledge concerning special fields and special brand management themes. As well to the
practitioners who can find a wide reference also to the managerial implication from the strategic and operative perspectives.

The Routledge Companion to Contemporary Brand Management-Francesca Dall'Olmo Riley 2016-07-15 The amount and range of brand related literature published in the last fifty years can be
overwhelming for brand scholars. This Companion provides a uniquely comprehensive overview of contemporary issues in brand management research, and the challenges faced by brands and their
managers. Original contributions from an international range of established and emerging scholars from Europe, US, Asia and Africa, provide a diverse range of insights on different areas of branding,
reflecting the state of the art and insights into future challenges. Designed to provide not only a comprehensive overview, but also to stimulate new insights, this will be an essential resource for
researchers, educators and advanced students in branding and brand management, consumer behaviour, marketing and advertising.

Design Management-Sotiris T. Lalaounis 2017-09-22 Placed at the nexus between marketing and organisational studies, this book breaks a new ground on the intersection of these two disciplines
with design management. With the latest marketing thinking assigning greater emphasis on organisations co-creating value with consumers and other stakeholders by placing them at the heart of the
product/service development process, it has never been more important to integrate marketing and organisational perspectives into design management. This text explores the importance of managing
design strategies, design processes, and design implementation in a way that it puts the human and the society at the centre, contributing to organisational success, customer gratification, and social
welfare. Drawing from a variety of scholarly research and personal commercial insights, this book integrates key concepts of marketing, innovation, and design, to provide an in-depth discussion of the
subject of design management. With end-of-chapter exercises, case studies, and reflective insights along with online teaching materials, Design Management: Organisation and Marketing Perspectives
is an essential text for students in design management, marketing, and innovation, or for anyone interested in gaining an in-depth understanding of how design can be successfully managed in order to
generate the best answers to contemporary global challenges.

The Luxury Strategy-Jean-Noël Kapferer 2012-09-03 The Luxury Strategy, written by two world experts on the subject, provides the first rigorous blueprint for the effective management of luxury
brands and companies at the highest level. It rationalizes those business models that have achieved profitability and unveils the original methods that were used to transform small family businesses
such as Ferrari, Louis Vuitton, Cartier, Chanel, Armani, Gucci, and Ralph Lauren into profitable global brands. By defining the differences between premium and luxury brands and products, analysing
the nature of true luxury brands and turning established marketing 'rules' upside down, it has established itself as the definitive work on the essence of a luxury brand strategy. This fully revised
second edition of The Luxury Strategy explores the diversity of meanings of 'luxury' across different markets. It also now includes a section on marketing and selling luxury goods online and the impact
of social networks and digital developments, cementing its position as the authority on luxury strategy.

International Brand Management of European Football Clubs- 2013

Frameworks for Market Strategy-Noel Capon 2016-12-08 Frameworks for Market Strategy helps students understand how to develop and implement a market strategy and how to manage the
marketing process. Marketing activity is the source of insight on the market, customers, and competitors and lies at the core of leading and managing a business. To understand how marketing fits into
the broader challenge of managing a business, Capon and Go address marketing management both at the business and functional levels. The book moves beyond merely presenting established
procedures, processes, and practices and includes new material based on cutting-edge research to ensure students develop strong critical thinking and problem-solving skills for success. In this
European edition, Capon and Go have retained the strong framework of the book, but have updated the cases, examples, and discussions to increase the book’s relevance for students outside the USA.
Key features include: • A strong strategic focus, teaching students how to analyze markets, customers, and competitors to plan, execute, and evaluate a winning market strategy • Practical examples
from a range of contexts, allowing students to develop the skills necessary to work in for-profit, public, or non-profit firms • Emphasis on understanding the importance of working across
organizational boundaries to align firm capabilities • Full chapters devoted to key topics, including brand management, digital marketing, marketing metrics, and ethical as well as social
responsibilities • Focus on globalization with a chapter on regional and international marketing • Multiple choice, discussion, and essay questions at the end of each chapter Offering an online
instructor’s manual and a host of useful pedagogy – including videos, learning outcomes, opening cases, key ideas, exercises, discussion questions, a glossary, and more – this book will provide a solid
foundation in marketing management, both for those who will work in marketing departments, and those who will become senior executives.

Brand Management-Michael Beverland 2018-01-08 Presenting the basics of brand management, the book provides both a theoretical and practical guide to brands, placing emphasis on the theory
that the consumer is a co-creator in a brand's identity. In a world in which social media and inclusive digital platforms have increased customer engagement, the role of brands and branding has
changed. The line between the producer and the consumer has become blurred; consumers are no longer the recipients of brand identity, but the co-creators, playing a significant role in shaping new
products and systems. To help students better understand the basics of brand management, and the co-creation theory, the book includes a collection of geographically diverse case studies, including:
Burger King, Lego, Lynx, Maserati, HSBC and Vegemite. The book is complemented by online resources for lecturers and students, including PowerPoint slides, journal articles, web and video links,
and a selection of exclusive videos with a professional brand consultant. Suitable reading for students of branding and brand management modules.

Fashion Management-Rosemary Varley, Ana Roncha, Natascha Radclyffe-Thomas, and Liz Gee

Strategic Market Management-David A. Aaker 2009-12-08 The text is a European adaptation of our current US book:Strategic Market Management, 9th Edition by David Aaker. This new edition is a
mainstream textsuitable for all business students studying strategy and marketingcourses. Strategic Market Management: Global Perspectives ismotivated by the strategic challenges created by the
dynamic natureof markets. The premise is that all traditional strategicmanagement tools either do not apply or need to be adapted to amore dynamic context. The unique aspects of the book are its
inclusion of: A business strategy definition that includes product/marketscope, value proposition, and assets and competences. A structured strategic analysis including a detailed customer,competitor,
market, and environmental analysis leading tounderstanding of market dynamics that is supported by a summaryflow diagram, a set of agendas to help start the process, and a setof planning forms.
Concepts of strategic commitment, opportunism, and adaptabilityand how they can and should be blended together. Bases of a value proposition and strong brands. A strategywithout a compelling
value proposition will not be market driven orsuccessful. Brand assets that will support a business strategy needto be developed. Creating synergetic marketing with silo organisations definedby
products or countries. All organisations have multiple productsand markets and creating cooperation and communication instead ofcompetition and isolation is becoming an imperative. A global
perspective is an essential aspect of this new edition.This reflects the lived experience of the student reader but alsotheir likely professional challenges. This is achieved by theextensive use of new
examples and vignettes.

Strategic Brand Management-Kevin Lane Keller 2003

Handbook of Research on Family Business-Panikkos Poutziouris 2013-01-01 'This is a very business-like book in its approach. It has an impressive global reach in its authorship, focal areas and use
of evidence; it hits all the major practical challenges of family firms in a spirit that is fresh and current; and it deals with the cutting-edge themes and issues that are uppermost in the minds of owners,
executives, advisors and researchers in the field.' – Nigel Nicholson, London Business School, author, Managing the Human Animal, Family Wars and The 'I' of Leadership Acclaim for the first edition:
'The authors have taken a lot of pain in putting this handbook together. As the name indicates, this is an excellent handbook for researchers.' – Global Business Review 'The Handbook of Research on
Family Business has collected and synthesized a broad variety of topics by notable researchers who share a common dedication to family business research. This Handbook provides a comprehensive
treatment that advances the frontiers of knowledge in family business, provoking valuable thoughts and discussion. The Handbook will serve as both an authoritative and comprehensive reference
work for researchers investigating family enterprises.' – A. Bakr Ibrahim, Concordia University, Montreal, Canada 'Although family business research is a young discipline it is both necessary and
important. For the wellbeing and future development of our society the survival of prosperous and passionate family business entrepreneurs is indispensable. In order to help the families in business to
better understand how to succeed with their enterprises we need qualified and updated research. This book is the answer!' – Hans-Jacob Bonnier, Bonnier Business Press Group, Sweden and 6th
Generation Chairman of the Family Business Network – International 'This Handbook is a unique compilation of the most important and the best recent family business research. The field has grown so
rapidly that this effort will be a mark for the research to follow. The Handbook of Research on Family Business will be the reference for scholars in family business for many years to come. It will also
stimulate new ideas in research.' – John L. Ward, IMD, Switzerland and Northwestern University, US During the previous decade, the multi-disciplinary field of family business has advanced
significantly in terms of advances in theory, development of sophisticated empirical instruments, systematic measurement of family business activity, use of alternative research methodologies and
deployment of robust tools of analysis. This second edition of the Handbook of Research on Family Business presents important research and conceptual developments across a broad range of topics.
The contributors – notable researchers in the field – explore the frontiers of knowledge in family business entrepreneurship and stimulate critical thinking, enriching the repository of theoretical
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frameworks and methodologies. The Handbook takes a systematic and rigorous approach by providing in-depth insights into the dynamics of family business, its context and the significant role of
stakeholders. Ultimately, this scholarly compendium of extant family business papers is an invaluable resource for researchers, educators, family business consultants, family business owner-managers
and students.

Strategic Marketing-Tony Proctor 2014-02-25 Fully updated and revised to include the latest case studies and examples from a broad range of industry sectors, this second edition of Strategic
Marketing: An Introduction is a concise, thorough and enlightening textbook that demonstrates how organizations can cope with a myriad of demands by better understanding themselves, their
products or services, and the world around them. From assessing internal relationships to planning and implementing marketing strategies, and featuring analysis of relationship marketing and
strategic alliances, Proctor uses insights from a range of key models and theoretical frameworks to illustrate how an organization can successfully take advantage of ‘strategic windows’ to improve its
position. Core issues covered include: marketing strategy analyzing the business environment the customer in the market place targeting and positioning marketing mix strategy. This textbook is the
complete guide to assessing and imposing a realistic and successful marketing strategy to fit an organization, its resources and objectives, and the environment in which it operates. Accessibly written
and supported by a user-friendly companion website, this new edition of Strategic Marketing: An Introduction is an essential resource for all students of marketing and business and management. A
companion website provides additional material for lecturers and students alike: www.routledge.com/textbooks/9780415458160/

Asian Brand Strategy-M. Roll 2005-10-17 This book offers insights, knowledge and perspectives on Asian brands and branding as a strategic tool and provides a comprehensive framework for
understanding Asian branding strategies and Asian brands, including success stories and challenges for future growth and strengths. The book includes theoretical frameworks and models and up-todate case studies on Asian brands

Diversity in European Marketing-Thomas Rudolph 2012-03-09 This case book offers a non-traditional issue-centered perspective to European marketing. Focusing on some of the key challenges
faced by managers charged with developing pan-European marketing strategies, marketing problems are placed into the context of these challenges and capture the multiple facets and implications
for European marketing in an integrative manner.

European Business and Marketing-Phil Harris 2004-05-25 The second edition of European Business and Marketing will be published in 2000 in time for the millennium and has been fully revised to
incorporate much modern thinking in Europe. It includes material on the Euro and the enlargement of the European Union and the development of global companies with a European base. The text
has been researched and written especially for students on undergraduate and post graduate courses, who need to understand modern European marketing, the European Union and the distinct
features that are emerging in the World's largest market place. The second edition of the successful European Business and Marketing text has been fully revised and includes new chapters on
marketing strategy in Euro

B2B Brand Management-Philip Kotler 2010-02-12 This is one of the first books to probe deeply into the art and science of branding industrial products. The book comes at a time when more
industrial companies need to start using branding in a sophisticated way. It provides the concepts, the theory, and dozens of cases illustrating the successful branding of industrial goods. It offers
strategies for a successful development of branding concepts for business markets and explains the benefits and the value a business, product or service provides to industrial customers. As industrial
companies are turning to branding this book provides the best practices and hands-on advice for B2B brand management.

Strategic Marketing in Tourism Services-Rodoula H. Tsiotsou 2012-05-10 Focuses on marketing strategies implemented in tourism services firms and includes a collection of papers related to
specific marketing strategies. This title presents the application of specific marketing strategies such as experiential marketing, branding, target marketing, relationship marketing and e-marketing in
tourism.

Customer Loyalty and Brand Management- María Jesús Yagüe Guillén 2019-09-23 Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers has
become an increasingly complex challenge for brands due to the widespread acceptance and adoption of diverse technologies by which customers communicate with brands. Customers use different
channels (physical, web, apps, social media) to seek information about a brand, communicate with it, chat about the brand and purchase its products. Firms are thus continuously changing and
adapting their processes to provide customers with agile communication channels and coherent, integrated brand experiences through the different channels in which customers are present. In this
context, understanding how brand management can improve value co-creation and multichannel experience—among other issues—and contribute to improving a brand’s portfolio of loyal customers
constitutes an area of special interest for academics and marketing professionals. This Special Issue explores new areas of customer loyalty and brand management, providing new insights into the
field. Both concepts have evolved over the last decade to encompass such concepts and practices as brand image, experiences, multichannel context, multimedia platforms and value co-creation, as
well as relational variables such as trust, engagement and identification (among others).

(Re)inventing the Brand-Jean-Noël Kapferer 2001 Are the 'classical' rules of brand management obsolete? These rules were created over 50 years ago in the United States under very different
market conditions and realities. Since then, textbooks and current thinking have been replete with the same simplistic models of branding, which are looking incresingly out of date.

Measuring Marketing and Brand Communications Performance-Elenica Pjero 2020-02-18 Under the contemporary business conditions of hyper-competition, incessant change and pressure for
growth and profitability, better management of marketing budgets has become an imperative for companies. In addition, properly monitoring and measuring marketing and brand communication
strategies and tactics has become a critical factor for success across the geographic and typological organisational spectrum. This book explores how appropriately applied management initiatives on
marketing and brand communications, through defined and measured consumer-centred processes, can be more successful and provide significant marketing return on investment (ROI). Moreover,
the notions, methods and approaches described here ultimately constitute the tools of developing, measuring and improving strategy design and implementation. In addition, they are linked to a
number of wider business goals, such as increased customer basis, stronger customer relationships, cost control, increased consumer loyalty, and brand building. In this vein, the book proposes
various means of generating greater returns from marketing and brand investments, maximising both their efficiency and effectiveness. This, in turn, allows for greater financial resources to be
reinvested towards consumer and employee satisfaction, strengthening the stability and viability of the company.

Strategic Brand Management and Development-Sotiris T. Lalaounis 2020-12-31 Bringing together theories and concepts from brand management, consumer culture theory, marketing,
communications, and design, this book provides an understanding of how organisations can successfully develop, market, and manage their brands. It draws extensively from scholarly research
published in social sciences and humanities to provide a detailed discussion of the process of brand management and development. This book explores how organisations can design brand identities,
develop brand marketing programmes, measure brand performance, and sustain brand equity, combining psychological, sociological, cultural, and management perspectives. It provides numerous
examples that contextualise theory, enabling the reader to understand how past and present branding campaigns and strategies can be deconstructed, analysed, and evaluated, using these theoretical
insights.With end-of-chapter case studies on Burberry, Juventus F.C., Pukka Herbs, Yo!, and many other European and global brands, Strategic Brand Management and Development is an essential
text for students in marketing, brand management, and consumer research, or for anyone interested in understanding the extraordinary power and scope of brands and branding in contemporary postmodern society.

Consumer Empowerment- 2006

Research Frontiers on the International Marketing Strategies of Chinese Brands-Zuohao Hu 2016-08-05 This book proposes a theoretical framework identifying external and internal factors
that influence internationalization strategy of Chinese brands and brand performance. It explores several key strategies e.g. standardization versus adaptation, price leadership versus branding, OBM
export versus OEM export, and incremental versus leap-forward internationalization model. The relationships are examined between various international marketing mix e.g. distribution channel and
pricing strategies, and brand performance. Through case studies the text also analyses the internationalization of contract-based firms.

Brand Management in Emerging Markets: Theories and Practices-Wang, Cheng Lu 2014-06-30 "This book provides valuable and insightful research as well as empirical studies that allow
audiences to develop, implement, and maintain branding strategies"--Provided by publisher.
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