the brand gap revised edition book

The Brand Gap Revised Edition Book: Bridging Strategy and Creativity for
Stronger Brands

the brand gap revised edition book has become an essential read for
marketers, entrepreneurs, designers, and business leaders seeking to
understand how to build compelling brands that resonate deeply with
consumers. This updated edition of Marty Neumeier’'s classic work continues to
explore the critical space where brand strategy meets creative execution,
helping readers grasp how to close the gap that often exists between business
goals and customer perceptions. Whether you’'re new to branding or looking to
sharpen your existing skills, the revised edition offers fresh insights,
practical frameworks, and inspiring examples that illuminate the art and
science of modern brand-building.

Understanding the Core Concept of the Brand Gap
Revised Edition Book

At its heart, the brand gap is the disconnect between what a company intends
its brand to be and how customers actually experience it. Marty Neumeier, a
renowned branding expert, introduced this idea to highlight a common
challenge many businesses face: aligning internal brand strategy with
external messaging and design. The revised edition of the book expands on
this by addressing the evolving digital landscape and shifting consumer
expectations, making it even more relevant in today’s fast-paced market.

Why the Brand Gap Exists

Many companies create brilliant products or services yet struggle to
communicate their value effectively. This discrepancy often stems from a lack
of cohesion between different teams—marketing, design, leadership—or unclear
brand positioning. The brand gap revised edition book explains that closing
this gap requires not just creativity but strategic thinking. Brands must be
authentic, consistent, and customer-centric to thrive.

Key Principles Explored in the Brand Gap
Revised Edition Book

The revised edition delves into several foundational principles that help
bridge the brand gap, offering a roadmap for building brands that stand out.



1. Focus on Differentiation

Standing out in a crowded marketplace is more critical than ever. The book
emphasizes the importance of identifying what makes your brand unique and
communicating that clearly. Differentiation isn’t about being different for
the sake of it, but about delivering distinctive value that matters to your
target audience.

2. Embrace Simplicity

Neumeier advocates for simplicity as a powerful tool in branding. Complex
messages or cluttered designs can confuse customers and weaken brand impact.
The revised edition provides updated examples of brands that succeed by
distilling their message to its essence, making it easy for consumers to
understand and remember.

3. Build Authentic Relationships

Modern consumers crave authenticity. The book discusses how brands must go
beyond superficial marketing tactics to create genuine connections. This
involves transparency, consistency, and delivering on promises—elements that
foster trust and loyalty over time.

4. Integrate Strategy and Creativity

One of the core takeaways is that strategy and creativity are not opposing
forces but complementary. The brand gap revised edition book shows how the
best brands blend analytical insights with imaginative thinking, resulting in
campaigns and identities that resonate emotionally and rationally.

Practical Frameworks and Tools from the Brand
Gap Revised Edition Book

What sets this book apart is its actionable advice. Neumeier provides
frameworks that readers can apply directly to their branding efforts.

The Five Disciplines of Branding

The revised edition highlights five key disciplines that shape successful
brands:



Differentiation: Establishing what makes the brand unique.

Collaboration: Encouraging cross-functional teamwork to align brand
efforts.

Innovation: Continuously evolving the brand to stay relevant.

Validation: Testing brand concepts with real customers.

Cultivation: Nurturing the brand experience consistently over time.

These disciplines help organizations systematically close the gap between
brand intention and customer perception.

Brand Charters and Style Guides

Another practical tip involves developing clear brand charters and style
guides. These documents serve as internal reference points, ensuring everyone
from designers to marketers understands the brand’s voice, tone, and visual
identity. The revised edition underscores how these tools are even more
crucial in an era where brands interact across multiple digital platforms.

Why the Brand Gap Revised Edition Book Matters
in Today’s Branding Landscape

Brands today face unprecedented challenges: rapidly changing technologies,
increasing competition, and more informed consumers. The brand gap revised
edition book addresses these realities by updating its content to include
digital branding strategies, social media dynamics, and the growing
importance of customer experience.

Adapting to Digital Transformation

In the digital age, brands must be agile and responsive. The revised edition
discusses how digital channels both complicate and enrich branding efforts.
It offers guidance on maintaining consistency across websites, apps, social
media, and offline touchpoints—a task easier said than done.



Customer Experience as Brand Experience

The book stresses that every interaction a customer has with a brand shapes
their perception. This holistic view pushes businesses to consider customer
service, product design, packaging, and even employee behavior as integral
parts of branding.

Insights and Tips for Applying Lessons from the
Brand Gap Revised Edition Book

If you're wondering how to bring the concepts from this book into your daily
work, here are some suggestions inspired by Neumeier’s teachings:

e Audit Your Brand Touchpoints: Map out every way a customer encounters
your brand and evaluate consistency and clarity.

e Foster Cross-Departmental Collaboration: Break down silos between
marketing, design, sales, and leadership to create unified brand
strategies.

e Test and Iterate: Use customer feedback to refine your messaging and
creative assets continually.

e Keep It Simple: Resist the temptation to overcomplicate your brand
story; focus on clear, compelling messaging.

e Stay Authentic: Align your brand promises with your company’s values and
actions.

These actionable steps can help organizations of any size close their brand
gap and build stronger, more memorable brands.

The Lasting Impact of the Brand Gap Revised
Edition Book on Branding Professionals

Since its original release, Marty Neumeier’s work has influenced countless
brand strategists and creative professionals worldwide. The revised edition
reaffirms the book’s status as a timeless guide, adaptable to the
complexities of contemporary markets. Its blend of theory, practical advice,
and inspiring case studies makes it a go-to resource for anyone passionate
about creating brands that matter.



By reading and applying the lessons in the brand gap revised edition book,
businesses can move beyond superficial marketing and truly connect with their
audiences in meaningful ways. It’s a reminder that at the intersection of
strategy and creativity lies the power to transform ordinary products into
beloved brands.

Frequently Asked Questions

What is 'The Brand Gap Revised Edition' about?

The Brand Gap Revised Edition explores the essential principles of branding,
explaining how to bridge the gap between business strategy and creative
execution to build a strong, cohesive brand.

Who is the author of 'The Brand Gap Revised
Edition'?

The Brand Gap Revised Edition is written by Marty Neumeier, a renowned
branding expert and author.

What are the key updates in the revised edition of
'The Brand Gap'?

The revised edition includes updated examples, modern branding strategies,
and insights that reflect changes in digital marketing and consumer behavior
since the original publication.

Why is 'The Brand Gap Revised Edition' considered
important for marketers?

It provides a clear framework for understanding branding as a strategic
business tool, helping marketers align creativity with business goals to
create impactful brands.

Can 'The Brand Gap Revised Edition' help startups
with their branding?

Yes, the book offers practical advice and actionable concepts that startups
can use to differentiate their brand, communicate effectively, and build
customer loyalty from the ground up.

Additional Resources
The Brand Gap Revised Edition Book: Bridging Strategy and Design in Modern



Branding

the brand gap revised edition book stands as a seminal resource in the field
of branding, offering fresh insights into how companies can effectively close
the divide between strategy and design. Originally authored by Marty
Neumeier, this updated volume goes beyond traditional branding concepts,
emphasizing the critical intersection where business objectives meet creative
expression. As the branding landscape evolves rapidly with digital
transformation and shifting consumer expectations, the revised edition
reinvigorates the conversation about brand relevance and differentiation in
competitive markets.

Understanding the Core Premise of The Brand Gap
Revised Edition Book

At its heart, the brand gap refers to the disconnect observed in many
organizations between what a brand promises and how it is perceived
externally. The revised edition delves deeper into this phenomenon, proposing
a holistic framework that integrates business strategy, customer experience,
and design thinking. Neumeier argues that bridging this gap is essential for
building brands that resonate authentically with audiences and maintain
agility in a dynamic environment.

Unlike traditional branding guides that focus heavily on visual identity or
marketing tactics alone, The Brand Gap Revised Edition Book challenges
readers to consider brand as a comprehensive experience. It insists that
successful brands are those that align their internal culture and values with
every touchpoint consumers encounter, from product design to customer
service.

Key Updates and Enhancements in the Revised Edition

Since the original publication, the branding field has undergone significant
shifts, particularly with the rise of digital platforms, social media, and
data-driven marketing. The revised edition acknowledges these trends and
incorporates new chapters and case studies that reflect contemporary
challenges:

e Emphasis on digital brand strategy: The book explores how brands must
adapt to omnichannel environments and maintain consistency across
diverse digital landscapes.

e Integration of customer-centric design: It underscores the importance of
empathy and user experience design in building emotional connections.



e Expanded discussion on brand agility: How brands can remain flexible to
respond to market disruptions and shifting consumer preferences.

e Inclusion of real-world examples: Updated case studies from leading
global brands illustrate practical application of the principles.

These additions make The Brand Gap Revised Edition Book not only a
theoretical treatise but also a practical manual suited for brand managers,
designers, marketers, and business strategists.

The Brand Gap Revised Edition Book in Context:
Comparing Approaches

In comparison to other prominent branding literature such as Simon Sinek’s
“Start with Why” or Al Ries and Jack Trout’s “Positioning,” Neumeier'’s work
strikes a balance between conceptual strategy and actionable design
principles. While “Start with Why” focuses on purpose-driven leadership and
“Positioning” on market differentiation, The Brand Gap Revised Edition Book
bridges these domains by emphasizing the seamless integration of strategic
intent with tangible brand experiences.

Moreover, this book’s approachable language and visual presentation—often
including diagrams and succinct models—distinguish it from more academic
texts. This makes it accessible to a broad audience, from corporate
executives to creative teams, fostering cross-disciplinary collaboration that
many brands struggle to achieve.

Practical Frameworks and Tools Offered

One of the book’s standout features is its provision of clear frameworks that
guide readers through the process of brand development:

1. The Five Disciplines of Brand-Building: Differentiation, Collaboration,
Innovation, Validation, and Cultivation.

2. Brand Commitment Model: How organizations can align internal
stakeholders around a unified brand vision.

3. Visual Brand Language: Guidelines on translating brand essence into
consistent visual elements.

These tools offer actionable pathways to reduce the brand gap, helping



organizations move beyond abstract concepts to implement measurable branding
strategies.

Critical Perspective: Strengths and Limitations

While The Brand Gap Revised Edition Book excels in articulating the
importance of unifying strategy and design, some critics note that it
occasionally oversimplifies the complexity of organizational change necessary
to achieve this integration. Bridging silos between marketing, design, and
leadership often requires deep cultural shifts that extend beyond branding
frameworks.

Additionally, the book’s focus on mid-to-large scale enterprises may limit
its direct applicability to startups or small businesses with constrained
resources. However, its core principles remain broadly relevant, and many
smaller organizations can adapt the concepts in scalable ways.

Despite these nuances, the book’s visual style, concise writing, and
contemporary examples contribute significantly to its ongoing influence in

the branding field. It encourages readers to think critically about brand
authenticity and the symbiotic relationship between perception and reality.

Who Should Read The Brand Gap Revised Edition Book?

The book is particularly valuable for:
e Brand strategists aiming to deepen their understanding of integrative
branding approaches.

e Designers seeking to connect creative output with overarching business
goals.

e Marketing professionals interested in aligning messaging with brand
experience.

e Business leaders looking to foster a cohesive brand culture internally.

Its practical orientation and emphasis on collaboration make it a recommended
read for interdisciplinary teams striving to create compelling, coherent
brands.



SE0O Considerations: Why The Brand Gap Revised
Edition Book Remains Relevant

From an SEO perspective, The Brand Gap Revised Edition Book continues to
generate interest due to ongoing demand for authoritative branding content.
Keywords such as “brand strategy,” “brand design integration,” “branding
frameworks,” and “digital brand management” naturally align with the book’s
themes, driving organic traffic from professionals researching branding best
practices.

Furthermore, with branding increasingly linked to customer experience
optimization and digital transformation strategies, content related to The
Brand Gap Revised Edition Book often ranks well in search results for queries
around brand development and innovation. Its reputation as a definitive guide
supports sustained visibility in competitive content spaces.

By weaving key phrases like “closing the brand gap,” “brand alignment,” and
“brand experience design” into professional discourse, marketers and
consultants can leverage the book’s insights to enhance their own content
marketing efforts.

The Brand Gap Revised Edition Book remains a touchstone for those seeking to
understand and master the delicate balance between strategic intent and
creative execution in branding. Its exploration of how to unify disparate
organizational functions and perspectives into a coherent brand narrative
ensures its continued relevance in the evolving world of business and design.
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the brand gap revised edition book: The Brand Gap Marty Neumeier, 2005-08-04 THE
BRAND GAP is the first book to present a unified theory of brand-building. Whereas most books on
branding are weighted toward either a strategic or creative approach, this book shows how both
ways of thinking can unite to produce a “charismatic brand”—a brand that customers feel is
essential to their lives. In an entertaining two-hour read you’ll learn: ¢ the new definition of brand
the five essential disciplines of brand-building ¢« how branding is changing the dynamics of
competition ¢ the three most powerful questions to ask about any brand ¢ why collaboration is the
key to brand-building * how design determines a customer’s experience ¢ how to test brand
concepts quickly and cheaply * the importance of managing brands from the inside ¢ 220-word
brand glossary From the back cover: Not since McLuhan’s THE MEDIUM IS THE MESSAGE has a
book compressed so many ideas into so few pages. Using the visual language of the boardroom,
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Neumeier presents the first unified theory of branding—a set of five disciplines to help companies
bridge the gap between brand strategy and customer experience. Those with a grasp of branding
will be inspired by the new perspectives they find here, and those who would like to understand it
better will suddenly “get it.” This deceptively simple book offers everyone in the company access to
“the most powerful business tool since the spreadsheet.”

the brand gap revised edition book: The Brand Gap Marty Neumeier, 2006 Using the visual
language of the boardroom, Marty Neumeier presents the first unified theory of branding - a set of
five disciplines to help companies bridge the gap between brand strategy and brand execution.
Those with a grasp of branding will be inspired by what they find here, and those who would like to
understand it better will suddenly get it.

the brand gap revised edition book: The Brand Flip Marty Neumeier, 2015-07-24
Best-selling brand expert Marty Neumeier shows you how to make the leap from a company-driven
past to the consumer-driven future. You’ll learn how to flip your brand from offering products to
offering meaning, from value protection to value creation, from cost-based pricing to relationship
pricing, from market segments to brand tribes, and from customer satisfaction to customer
empowerment. In the 13 years since Neumeier wrote The Brand Gap, the influence of social media
has proven his core theory: “A brand isn’t what you say it is - it’s what they say it is.” People are no
longer consumers or market segments or tiny blips in big data. They don’t buy brands. They join
brands. They want a vote in what gets produced and how it gets delivered. They're willing to roll up
their sleeves and help out - not only by promoting the brand to their friends, but by contributing
content, volunteering ideas, and even selling products or services. At the center of the book is the
Brand Commitment Matrix, a simple tool for organizing the six primary components of a brand. Your
brand community is your tribe. How will you lead it?

the brand gap revised edition book: The Designful Company Marty Neumeier, 2009-03-30
Part manifesto, part handbook, THE DESIGNFUL COMPANY provides a lively overview of a growing
trend in management-design thinking as a business competence. According to the author, traditional
managers have relied on a two-step process to make decisions, which he calls “knowing” and
“doing.” Yet in today’s innovation-driven marketplace, managers need to insert a middle step, called
“making.” Making is a phase in which assumptions are questioned, futures are imagined, and
prototypes are tested, producing a wide range of options that didn’t exist before. The reader is
challenged to consider the author’s bold assertion: There can be no real innovation without design.
Those who are new to Marty Neumeier’s “whiteboard” series may want to ramp up with the first two
books, THE BRAND GAP and ZAG. Both are easy reads. Covered in THE DESIGNFUL COMPANY: -
the top 10 “wicked problems” that only design can solve - a new, broader definition of design - why
designing trumps deciding in an era of change - how to harness the “organic drivetrain” of value
creation - how aesthetics add nuance to managing - 16 levers to transform your company - why you
should bring design management inside - how to assemble an innovation metateam - how to
recognize and reward talent From the back cover: The complex business problems we face today
can’t be solved with the same thinking that created them. Instead, we need to start from a place
outside traditional management. Forget total quality. Forget top-down strategy. In an era of
fast-moving markets and leap-frogging innovations, we can no longer “decide” the way forward.
Today we have to “design” the way forward-or risk ending up in the fossil layers of history. Marty
Neumeier, author of THE BRAND GAP and ZAG, presents the new management engine that can
transform your company into a powerhouse of nonstop innovation.

the brand gap revised edition book: The Theatre of Work by Clive Wilkinson Clive Wilkinson,
2019-06-02 Architect and writer Clive Wilkinson examines global developments in the workplace and
proposes innovative principles for a design process that will bring the concept of ‘work as theatre’ to
fruition. The modern workplace has evolved to provide better technology and more amenities for
employees, but what advances have been made in building truly creative communities that spark
creativity and collaboration? Is the 21st century office performing at its peak? The Theatre of Work
proposes an evolution of the relationship between office users and the spaces they occupy. As work



processes and community relationships evolve, new collaborative synergies within the workplace are
created. The interplay between space and people offers a new kind of theatre where parallels with
the archetypal theatre of the street and the marketplace occur. This emerging new workspace
should amplify and celebrate the activity of work and of human community, and in the process,
become vital and compelling theatre. In defining this new office landscape, architect and writer
Clive Wilkinson examines global developments in workplace thinking, historical antecedents, the
performance touch-points for the new office, and proposes seven humanistic principles that will
inform a holistic design process that can bring this concept of theatre to fruition. Each of these
principles is demonstrated through case studies of the work of his renowned design studio, Clive
Wilkinson Architects (CWa), with rich iconography, diagrammatic strategy and contextual ingenuity.
The outcome of this process, with its multiple performative layers, effectively promotes elevating a
corporate brief of basic needs and goals to a profoundly human-centered presentation of ‘work as
theatre’.

the brand gap revised edition book: A Degree in a Book: Marketing John Jessup, Joel
Jessup, 2022-04-01 A comprehensive, highly visual guide to everything you can learn in a Marketing
degree. This accessible full-color book leads the reader through the crucial aspects of successful
business marketing, covering everything from advertising and social media to marketing economics
and the commercial law. Easy-to-digest information is presented with flow diagrams, infographics,
pull-out features and glossaries breaking down marketing jargon. Profiles of successful marketing
professionals are also included, such as David Ogilvy and Philip Kotler, as well as brand biographies
to show principles in practice, from Netflix to Apple. Includes topics such as: * Management ¢
Market research ¢ Product development ¢ Buyer behavior and the impact of popular culture, ethics
and social responsibility ¢ Digital marketing including social media and SEO ¢ Retail - in all its many
forms ¢ How lockdown and the global pandemic has changed the world of marketing Whether you're
a student, a marketing professional or a small business trying to expand, A Degree in a Book:
Marketing is perfect for anyone wishing to know how good, effective marketing can play a part in
their own business. ABOUT THE SERIES: Get the knowledge of a degree for the price of a book with
Arcturus Publishing's A Degree in a Book series. Written by experts in their fields, these highly
visual guides feature flow diagrams, infographics, handy timelines, information boxes, feature
spreads and margin annotations, allowing readers to get to grips with complex subjects in no time.

the brand gap revised edition book: Hot-Wiring Your Creative Process Curt Cloninger,
2006-10-03 Design philosophies can be useful, but inspiration, creative strategies, and efficient work
habits are what really get the job done. Designer, instructor, and author Curt Cloninger provides a
multitude of strategies, tools, and practices that readers can use to inject a big dose of creativity into
just about any design project. With illustrations drawn from 20th-century French philosophy,
medieval manuscripts, punkrock posters, and more, Curt’s innovative text introduces readers to his
personal toolkit for hot-wiring the creative process. You'll learn strategies to: * Recognize and
believe in your creative powers * Develop effective methods for evaluating your own work ¢ Draw
inspiration from the past * Use standard software in experimental ways, and find nonstandard
applications to create new effects * Maintain a personal design playground * Mine your
subconscious with the Oblique Strategies Cards, developed by Brian Eno and Peter Schmidt ¢
Un-stick your imagination by “blitz-designing” mock-ups Curt Cloninger is an artist, designer,
author, and instructor in Multimedia Arts & Sciences at the University of North Carolina at
Asheville. His book Fresh Styles for Web Designers: Eye Candy from the U nderground (New Riders,
2002) is an industry standard on creative Web design solutions. Curt’s art and design work has been
featured in [.D. Magazine, HOW Magazine, The New York Times, Desktop Magazine, and at digital
arts festivals from Korea to Brazil. He regularly speaks at international events such as HOW Design,
South by Southwest, Web Design World, and FILE. His pirate signal broadcasts from lab404.com to
facilitate lively dialog.

the brand gap revised edition book: Designing Brand Identity Alina Wheeler, 2012-10-11 A
revised new edition of the bestselling toolkit for creating, building, and maintaining a strong brand



From research and analysis through brand strategy, design development through application design,
and identity standards through launch and governance, Designing Brand Identity, Fourth Edition
offers brand managers, marketers, and designers a proven, universal five-phase process for creating
and implementing effective brand identity. Enriched by new case studies showcasing successful
world-class brands, this Fourth Edition brings readers up to date with a detailed look at the latest
trends in branding, including social networks, mobile devices, global markets, apps, video, and
virtual brands. Features more than 30 all-new case studies showing best practices and world-class
Updated to include more than 35 percent new material Offers a proven, universal five-phase process
and methodology for creating and implementing effective brand identity

the brand gap revised edition book: Emotional Engineering, Vol.5 Shuichi Fukuda,
2017-03-25 This book provides a review of the latest research on emotion in engineering, with a
particular focus on design and manufacturing. Topics include experience, happiness, cognitive
science, neuroscience, additive manufacturing, universal design, branding, teamwork. Throughout
the book, the emotions of the end users of engineering products are discussed, as well as the
perspective of the expert. The book provides researchers, students, and practicing engineers with an
opportunity to examine research and practice in engineering from a different perspective, and offers
pointers to how to collaborate with people from other fields to help achieve a more connected
society.

the brand gap revised edition book: The New Strategic Brand Management Jean-No€l
Kapferer, 2012-01-03 Adopted internationally by business schools and MBA programmes, this book
is the ultimate resource for senior strategists, positioning professionals and postgraduate students
to understand and overcome the challenges of brand management and strategy today, written by the
leading international expert of branding, Jean-Noé€l Kapferer. The New Strategic Brand Management
is simply the reference source for branding 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, this book
covers all the leading issues faced by brand strategists today, with both gravitas and intelligent
insight. It 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 builds on the book's
already impressive reputation, including new content that will help students and practitioners stay
up to date with targeting, with relevant research and market knowledge to support 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; The New Strategic Brand Management
remains at the forefront of strategic brand thinking.

the brand gap revised edition book: The Strategic Enemy Laura Ries, 2025-09-09 The next
breakthrough in Positioning thinking. Laura Ries simplifies, amplifies, and challenges us to get
serious about what we stand for. —Seth Godin, Author, This is Marketing Build a brand worth
fighting for using the power of positioning and focus Consumers are overwhelmed by choices and
inundated with marketing messages. And despite an obsession with positioning amongst the world’s
most well-known companies, too many brands retain an outdated focus on “being better” and using
“line-extensions” rather than on what really matters in the mind—being different than your strategic
enemy. In The Strategic Enemy: How to Build and Position a Brand Worth Fighting For, bestselling
author and brand strategist Laura Ries delivers an exciting and powerful new discussion of how
some of the world’s most energetic brands make an impact in the market. She explains the key to
effective brand positioning—identifying an “enemy”—and shows you how to use an indisputable
difference to drive your brand into the minds of consumers. To get people to fight for something, it
will require them to reject something else. Ries draws on her extensive experience in marketing and
branding to show you how to develop a “visual hammer:” a crystal-clear image that distinguishes
your brand from everyone else’s. You'll also find: Illustrative case studies of real-world
companies—like Liquid Death, the popular canned water brand, Chick-fila-A's “Eat More Chikin”




campaign, Oatly’s “Wow no Cow,” slogan, and Nvidia, the leader in Al computing—that demonstrate
how to effectively position using focus and a distinctive enemy (plastic bottles, beef, and dairy milk,
respectively) Strategies to adapt to a constantly changing marketplace where trends, products, and
customer needs shift every day How to keep your company from expanding or extending to such an
extent that true differentiation is impossible Perfect for branding and strategy teams, managers,
executives, and other business leaders, The Strategic Enemy is also a must-read for marketing
professionals, sales leaders, and anyone else with an interest in driving revenue at their company.

the brand gap revised edition book: Cause a Disturbance Ken Tencer, John Paulo Cardoso,
2013-10-15 If you can slice a melon or make a right-hand turn, you can be a breakthrough innovator.
The title of this book, Cause a Disturbance, says it all, and it most assuredly will cause a disturbance
in the way you think about business: your business. Everyone knows—and everyone talks
about—how important innovation is in the competitive battle to find, delight, and keep customers,
yet far too few achieve it. As Tencer and Cardoso explain, “There’s a big difference between an
occasional spark of innovation and an eternal flame.” But the reality is different; most firms struggle
to consistently innovate. All that can change. Kick-start your business with attitude. Cause a
disturbance! Whether your business is in transition or simply looking for an innovative spark, give it
a lift with Cause a Disturbance. Within these pages you will learn how innovation can change your
business in simple steps through The 90% Rule®: a straightforward philosophy that drives you to
constantly ask “What’s the next 10%? What's the next product, service, or process improvement that
will create a continuously engaged customer base and strengthen my brand?” Cause a disturbance
in the way you think about innovation as you open your mind to the possibilities—and simplicity—of
being innovative every day!

the brand gap revised edition book: Leadership at the Crossroads Joanne B. Ciulla,
Donelson R. Forsyth, Michael A. Genovese, George R. Goethals, Lori Cox Han, Crystal L. Hoyt,
2008-10-30 What is leadership? Not only has that question been debated since the beginning of
human culture and society, but it's a moving target based on the definer, and the epoch. The
definition can be thought-provoking and profound: A leader is best when people barely know he
exists, not so good when people obey and acclaim him, worse when they despise him, (Lao Tzu, 6th
century BC ). Or the profundity may lie shrouded in the prosaic: A leader is one who has followers,
(Peter Drucker, 20th century). However you define the concept, today's challenges for leaders of all
stripes are monumental, and the need for effective leadership is huge. More than anything, this set
travels farther and digs deeper than most leadership books. It takes us from mere explanations of
leadership to an understanding of it as part of the human condition. Reading it should be at the top
of the to-do list for any leader in any era. In Leadership at the Crossroads, contributors from a wide
variety of fields, including management, economics, political science, philosophy, sociology, history,
literature, and psychology, explore the many facets of leadership. The set comprises: Volume 1:
Leadership and Psychology; Volume 2: Leadership and Politics; Volume 3: Leadership and the
Humanities. Collectively, this set showcases traditional and emerging approaches to leadership in
both theory and practice and raises new questions brought on by society's new challenges. It also
suggests solutions for developing and promoting leadership in the corporate world, politics and
diplomacy, religion, education, non-profits, and the arts. Whether identifying qualities that will serve
a U.S. president well, or the characteristics of the essential can-do supervisor in today's corporation,
Leadership at the Crossroads supplies insights and intelligence that will help leaders make the most
of the challenges and opportunities lying before them.

the brand gap revised edition book: Brandscapes Anna Klingmann, 2010-09-24 Architecture
as imprint, as brand, as the new media of transformation—of places, communities, corporations, and
people. In the twenty-first century, we must learn to look at cities not as skylines but as brandscapes
and at buildings not as objects but as advertisements and destinations. In the experience economy,
experience itself has become the product: we're no longer consuming objects but sensations, even
lifestyles. In the new environment of brandscapes, buildings are not about where we work and live
but who we imagine ourselves to be. In Brandscapes, Anna Klingmann looks critically at the



controversial practice of branding by examining its benefits, and considering the damage it may do.
Klingmann argues that architecture can use the concepts and methods of branding—not as a
quick-and-easy selling tool for architects but as a strategic tool for economic and cultural
transformation. Branding in architecture means the expression of identity, whether of an enterprise
or a city; New York, Bilbao, and Shanghai have used architecture to enhance their images, generate
economic growth, and elevate their positions in the global village. Klingmann looks at different kinds
of brandscaping today, from Disneyland, Las Vegas, and Times Square—prototypes and case studies
in branding—to Prada's superstar-architect-designed shopping epicenters and the banalities of
Niketown. But beyond outlining the status quo, Klingmann also alerts us to the dangers of
brandscapes. By favoring the creation of signature buildings over more comprehensive urban
interventions and by severing their identity from the complexity of the social fabric, Klingmann
argues, today's brandscapes have, in many cases, resulted in a culture of the copy. As experiences
become more and more commodified, and the global landscape progressively more homogenized, it
falls to architects to infuse an ever more aseptic landscape with meaningful transformations. How
can architects use branding as a means to differentiate places from the inside out—and not, as
current development practices seem to dictate, from the outside in? When architecture brings
together ecology, economics, and social well-being to help people and places regain self-sufficiency,
writes Klingmann, it can be a catalyst for cultural and economic transformation.

the brand gap revised edition book: Foundations for Youth Ministry Dean Borgman,
2013-10-01 Dean Borgman, a nationally known youth ministry expert, offers a new edition of his
influential classic. Reaching a broadly ecumenical audience, this book challenges readers to think
about the theological nature of youth ministry. Questions for discussion and reflection are included.
This thoroughly updated edition was previously published as When Kumbaya Is Not Enough. Praise
for the first edition Writing with the lens of a theologian, the heart of a pastor, and welcome
doctrinal breadth, Borgman has provided a 'field book' of pastoral theologies that takes seriously the
social systems shaping the lives of adolescents. This book is a significant step toward the
long-awaited conversation about theology and youth ministry in postmodern culture.--Kenda Creasy
Dean, Princeton Theological Seminary; author of Almost Christian In this excellent work Borgman
brings theological integrity, depth, and years of wisdom like nothing else I have seen in our
field.--Jim Burns, author of Teenology: The Art of Raising Great Teenagers

the brand gap revised edition book: The Art of Client Service Robert Solomon, 2016-04-04 A
practical guide for providing exceptional client service Most advertising and marketing people would
claim great client service is an elusive, ephemeral pursuit, not easily characterized by a precise skill
set or inventory of responsibilities; this book and its author argue otherwise, claiming there are
definable, actionable methods to the role, and provide guidance designed to achieve more effective
work. Written by one of the industry's most knowledgeable client services executives, the book
begins with a definition, then follows a path from an initial new business win to beginning, building,
losing, then regaining trust with clients. It is a powerful source of counsel for those new to the
business, for industry veterans who want to refresh or validate what they know, and for anyone in
the middle of the journey to get better at what they do.

the brand gap revised edition book: Small Business, Big Opportunity Rob Hartnett, 2006

the brand gap revised edition book: Ready, Launch, Brand Orly Zeewy, 2021-05-09 A
powerful and urgent introduction to lean marketing and the magic of getting it right. -- Seth Godin,
author, This is Marketing You may be familiar with the Silicon Valley expression about the iterative
approach to software development, We're learning to fly the plane while we’re building it. If so,
think of a startup—with all its moving parts, phases, and personalities—as flying a plane, while
you're building it, booking passengers, marketing the airline, interviewing co-pilots, and serving
coffee. In this book, Orly Zeewy navigates the turbulence and provides a flight plan so you know
when you've landed in the right airport. Orly Zeewy is a brand architect who helps startups cut
through the noise. She has worked with dozens of founders and entrepreneurs to uncover their
brands’ DNA. In Ready, Launch, Brand: The Lean Marketing Guide for Startups you will learn how to



close the marketing gaps that can slow down sales and make it harder to scale your business. Orly
shares her brand process for building the right team, attracting brand evangelists, and cultivating a
sustainable company culture. Prior to starting her brand consulting practice, Orly ran the
award-winning Zeewy Design and Marketing Communications firm and directed marketing
programs for national clients such as CIGNA, Kraft Foods, and Prince Tennis. She has lectured at
the Wharton School of Business at the University of Pennsylvania, taught at the Charles D. Close
School of Entrepreneurship at Drexel University, and been featured in the business section of the
Philadelphia Inquirer.

the brand gap revised edition book: Psychological Foundations of Marketing Allan Kimmel,
Allan J Kimmel, 2018-01-12 This is the only textbook to provide an applied, critical introduction to
the role of psychology in marketing, branding and consumer behavior. Ideally suited for both
students and professionals, the new edition is a complete primer on how psychology informs and
explains marketing strategies, and how consumers respond to them. The book provides
comprehensive coverage of: Motivation: the human needs at the root of many consumer behaviors
and marketing decisions. Perception: the nature of perceptual selection, attention, and organization
and how they relate to the evolving marketing landscape. Decision making: how and under what
circumstances it is possible to predict consumer choices, attitudes, and persuasion. Personality and
lifestyle: how insight into consumer personality can be used to formulate marketing plans. Social
behavior: the powerful role of social influence on consumption. Now featuring case studies
throughout to highlight how psychological research can be applied in the marketplace, and
insightful analysis of the role of digital media and new technologies, this award-winning textbook is
required reading for anyone interested in this fascinating and evolving subject.

the brand gap revised edition book: slide:ology Nancy Duarte, 2008-08-07 No matter where
you are on the organizational ladder, the odds are high that you've delivered a high-stakes
presentation to your peers, your boss, your customers, or the general public. Presentation software
is one of the few tools that requires professionals to think visually on an almost daily basis. But
unlike verbal skills, effective visual expression is not easy, natural, or actively taught in schools or
business training programs. slide:ology fills that void. Written by Nancy Duarte, President and CEO
of Duarte Design, the firm that created the presentation for Al Gore's Oscar-winning film, An
Inconvenient Truth, this book is full of practical approaches to visual story development that can be
applied by anyone. The book combines conceptual thinking and inspirational design, with insightful
case studies from the world's leading brands. With slide:ology you'll learn to: Connect with specific
audiences Turn ideas into informative graphics Use sketching and diagramming techniques
effectively Create graphics that enable audiences to process information easily Develop truly
influential presentations Utilize presentation technology to your advantage Millions of presentations
and billions of slides have been produced -- and most of them miss the mark. slide:ology will
challenge your traditional approach to creating slides by teaching you how to be a visual thinker.
And it will help your career by creating momentum for your cause.
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