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HAUTE LUXURY BRANDING is an indispensable guide for Luxury and Fashion Professionals, Entrepreneurs and Business
School students. It serves to act as a foundation that covers the key theoretical models used in Parisian Luxury and Fashion
business schools. It reveals the strategic thinking of true haute luxury artists and maisons and how they differ to brands. This kind
of thinking will not be found in American texts on branding and provides unique strategic insights for luxury branding professionals,
entrepreneurs and students worldwide. HAUTE LUXURY BRANDING examines how the origins of early luxury and early branding
still exert their influence on perceptions today. It spells out large differences in strategic management of creative luxury brands
from a French perspective in comparison to the more commercial approach that the British and Americans adopted from the
industrial revolution onwards. Most importantly is the presentation of the HAUTE LUXE Luxury Pyramid and its strategic relevance.
Complex models have been simplified to ensure that the reader will be able to understand and apply them even if they have no
business education at all. More importantly, the thinking can be applied equally to add perceptual value to online platforms, mass
market and branded B2B alike
For nearly 60 years, Ferrari has built the sports cars which fire enthusiasts' dreams. This book catalogs the Maranello factory's
output: more than 180 designs are illustrated with both artworks and photographs. Organized in chronological order and
subdivided into touring, sport cars, and Formula One single-seaters, each design has its own technical specification and a text that
details the principle engineering and sports successes. The work is complemented by a listing detailing all the key victories in
more than 50 years of racing.--From publisher description.
Do you see branding as the key to the success of your business but aren't sure where to start? This book, written by enthusiastic
experts, will help you to maximise your brand, even in a downturn. All aspects of branding are covered including brand creation
and protection. Fascinating case studies of famous brands, including the disaster stories, nail their advice in the real world. All
aspects of branding are covered including: - what is a brand and why it is heart, soul and core of a business - brands in a
recession, including the success stories - methods to value a brand - brand focus - brand creation and structure - brand audience
and brand vision -importance of creativity - brand implementation - personal branding - brand protection- trademark, intellectual
property - brand delivery Throughout the book the authors include their own extensive experiences and guidance. A multitude of
fascinating case studies include Harley Davidson, IKEA, Aldi, Lego, Cadbury and the Apple iPod plus the disaster stories such as
Woolworths and MFI are given throughout the book to nail the advice given in the real world. Even examples of branding
behaviour such as Susan Boyle, banks and MPS are analysed! NOT GOT MUCH TIME? One, five and ten-minute introductions to
key principles to get you started. AUTHOR INSIGHTS Lots of instant help with common problems and quick tips for success,
based on the author's many years of experience. TEST YOURSELF Tests in the book and online to keep track of your progress.
EXTEND YOUR KNOWLEDGE Extra online articles at www.teachyourself.com to give you a richer understanding of computing.
FIVE THINGS TO REMEMBER Quick refreshers to help you remember the key facts. TRY THIS Innovative exercises illustrate
what you've learnt and how to use it.
Teachers see many opportunities for freelance work but is it really possible to make a living as a freelancer in the long-term? In
this book, Janine Bray-Mueller has encapsulated some key lessons on pricing, learned during her career as a freelancer. In a
competitive market, pricing is problematic, particularly in uncertain economic times. Establishing a sustainable business relies on
charging enough to pay not just for immediate living expenses, but also to update and extend your teaching skills, and cover costs
such as holidays, sickness and pension provision. Understanding why many teachers are trapped in a position of underearning is
the first step to escape. Many teachers can be their own worst enemy if they lack self-confidence or undervalue their skills.
Familiarity with local market conditions and competitors’ prices is important, but the ‘going rate’ is not necessarily an appropriate
rate to charge. Janine explains how to balance your business on three pillars: consultancy (one-to-one teaching), training (seminar
workshops) and leverage (information products). This concept will enable you to build up a sustainable teaching business. Various
pricing strategies are described with advice on how to select those which are appropriate for different types of products, services
and customers. Specialisation is a key strand in establishing a sustainable level of pricing. You may be under constant pressure to
discount prices, but Janine makes clear the dangers in doing so. She also deals with when and how to increase prices to avoid a
return to underearning. Value-based pricing is an approach which Janine has applied very successfully to freelance teaching, and
this is explained fully with valuable practical advice on how it can give you a more flexible approach to pricing. Pricing Matters is
full of careful explanations of key business concepts and practical advice on applying them in the context of freelance work. Step
by step instructions are given on how to identify both your personal and business costs. With the aid of this book, you can
calculate your available teaching time, so that you can establish your resentment number and price range. The worksheets and
checklists included will help you to clarify your strategy and position yourself in the market. Janine presents effective ways to
manage pricing in an entertaining way and makes them both meaningful and memorable for the freelance teacher. Her book
contains all you need to know to overcome your demons, price your teaching services effectively and establish a financially sound
career which is sustainable in the long-term.
A new addition to our 'classic racing car' series of manuals, this title will sit alongside Lotus 72, McLaren M23, Ford GT40 and
Maserati 250F, covering Ferrari's iconic 1960s 250 GTO - currently one of the most desirable and valuable cars in the world
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. Case studies include the Canterbury Crusaders, KVD Beauty, Kodak,
Yamaha, Ottobock and Holland?s rebrand as The Netherlands.
Car Marques is the most detailed and comprehensive guide to car badges ever published. In 224 pages it reveals the history and
design of over 90 marques from around the world, each with color illustrations and annotated diagrams. British motoring journalist
Simon Heptinstall, who helped launch BBC Top Gear magazine, describes each badge, details the story behind it, and uncovers
snippets of information that will delight motoring enthusiasts. The introduction outlines how the book works and provides an
overview of the history of car badges. Feature spreads show how the badges of iconic marques such as Buick and Peugeot have
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changed over time. It also contains profiles of major figures in the history of the automotive industry such as André Citroën,
Gottlieb Daimler, William C. Durant, and Enzo Ferrari. The badges are arranged in alphabetic order and include world-famous
marques such as Alfa Romeo, Aston Martin, BMW, Buick, Corvette, Lamborghini, Mercedes, Mustang, Porsche, and Toyota.
A marketing expert explains why some small companies grow into bigger and better organizations and others falter and asserts
that companies can best expand their brand by using creative and sometimes counter-intuitive strategies to generate growth.
20,000 first printing.
Retail Marketing and Branding, 2nd Edition looks at how retailers can make more out of their marketing money with retail best
practices in branding and marketing spend optimization. The second edition of Retail Marketing and Branding includes the
following updates: * New and updated case examples * Updated figures and examples throughout * New interviewers with recent
experiences * Additional chapters
With contributions from leading brand experts around the world, this valuable resource delineates the case for brands (financial
value, social value, etc.) and looks at what makes certain brands great. It covers best practices in branding and also looks at the
future of brands in the age of globalization. Although the balance sheet may not even put a value on it, a company’s brand or its
portfolio of brands is its most valuable asset. For well-known companies it has been calculated that the brand can account for as
much as 80 percent of their market value. This book argues that because of this and because of the power of not-for-profit brands
like the Red Cross or Oxfam, all organisations should make the brand their central organising principle, guiding every decision and
every action. As well as making the case for brands and examining the argument of the anti-globalisation movement that brands
are bullies which do harm, this second edition of Brands and Branding provides an expert review of best practice in branding,
covering everything from brand positioning to brand protection, visual and verbal identity and brand communications. Lastly, the
third part of the book looks at trends in branding, branding in Asia, especially in China and India, brands in a digital world and the
future for brands. Written by 19 experts in the field, Brands and Branding sets out to provide a better understanding of the role and
importance of brands, as well as a wealth of insights into how one builds and sustains a successful brand.
"We are all DigiMarketers now - or we should be. The authors have for the first time provided a lucid, hype-free, business-based
and practical guide to the new age of marketing: it is a kind of digital Baedeker, which should be on every businessman's bookshelf." —Miles Young, Chairman, Ogilvy & Mather Asia Pacific "The digital frontier is now the center of our universe. As Kent
Wertime and Ian Fenwick show, marketers must seize this digital opportunity to accelerate their market growth." —John A. Quelch,
Senior Associate Dean and Lincoln Filene Professor of Business Administration, Harvard Business School "Too many advertisers
are stuck in the primordial soup when it comes to their digital marketing strategy. However, they need to evolve fast if they are to
survive in a multi-channel landscape. This timely book acts like an Origin of the Species, steering hesitant brand owners through
the complexities of the digital ecosystem. An impressive blend of academic theory, professional insight and practical advice."
—Paul Kemp-Robertson, Co-founder & Editorial Director, Contagious www.contagiousmagazine.com "DigiMarketing: The Essential
Guide to New Marketing & Digital Media is a clear call for companies to evolve their marketing practice. This book is essential
reading for anyone seeking a roadmap to the future of business." —Dipak C. Jain, Dean, Kellogg School of Management "The rise
of conversational media new forms of distribution - from blogs to mobile platforms - challenge traditional approaches to marketing,
and require every business to have a transition plan. Kent Wertime and Ian Fenwick have written a book that is required reading
for any marketers interested in successfully making that transition." —John Battelle, CEO and Founder, Federated Media
Publishing and Author, The Search "Kent Wertime and Ian Fenwick have written the definitive guide to marketing in the digital age.
But Digimarketing does more than educate marketing professionals. It describes the new media landscape brilliantly, making it an
essential read for anyone who hopes to understand the most important technological revolution of the past fifty years. I wore out
three yellow highlighters before realizing that every sentence and every paragraph is worth committing to memory." —Norman
Pearlstine, Former Editor-in-Chief, Time Inc. and Managing Editor, The Wall Street Journal, Senior Advisor, Telecommunications
& Media, The Carlyle Group
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.
In a sporting world dominated by media and money, an understanding of sport branding is an essential skill for any sport manager.
Success means being able to ‘brand’ – and therefore differentiate – a sport club, player, code, or event in a highly competitive
entertainment market. For anyone seeking to understand or manage sport, this book offers an immediate and salient insight into
the complex and dynamic process of creating a powerful sport brand. The book explains how a sport brand goes beyond just an
identifying badge, reinforced by a name or a logo that helps sport consumers recognise a product or an organisation. It reveals
how a brand becomes linked with consumers’ opinions and perceptions of a sport product and the organisation that owns it.
Readers will learn how to create a powerful brand that has both recognition in the market and strong associated imagery, by
imbuing it with a spirit of the past through appeals to tradition, by endowing it with human qualities of emotionality, thought, and
volition, and through the use of characters, colours, texts, and symbols. It also provides a brief guide to the new domains of digital
sport branding and social media. Concise, informative, and entertaining, this is an essential resource for anyone exploring or
practising the business of sport.
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
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strategy.
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-to-date case studies on
Asian brands
This book focuses on the various vectors of visual communication, particularly on contemporary brands as social phenomena,
culture and the way people communicate and create meanings, from a designer’s perspective. It brings together contributors
experienced in the creation and management of international brands. It relates knowledge acquired by the professional design
practice with that provided by the research process, and gives an unusually holistic and humanistic view of brands and brand
marks, illustrated with concrete examples. The brand is viewed from the perspectives of communication, design, symbolic, culture,
aesthetics, visual perception and brand management. Each chapter is inscribed in a sequential logic to explain the relations
between visual communication, design and the brand, considered as a social, cultural and symbolic phenomenon, particularly in
contexts where it impacts on people’s lives.

The research is about "Made in Italy" branding in Chinese market, and it is an international research. Through the
process of Italian brands branding in China, I try to find more about the role of design and also some useful information
for designer get a better job. I try to focus on this branding process from Italy to China, with the studies from the materials
which I have collected, and certainly, I will find out some useful solutions, and this research will give out several good
advices specially for the Italian SMEs who are thinking to enter into Chinese market with their “Made in Italy” products.
Decoding Branding explains the evolution of branding and how the disrupting factors like digital revolution, technological
advancement, changing consumer behavior, and the COVID-19 pandemic have reshaped the marketing landscape.
Fundamental principles of fostering strong brands are distilled with illustrations of case studies from various industries. A
structured and holistic framework to building and revamping brands is clearly presented for corporations to remain
competitive in this constantly changing operating environment. Interviews with branding experts and corporate leaders
are featured at the end of each chapter to allow readers to obtain a complete appreciation of brand development from
different perspectives.
What is brand management and how does it work? How are skills developed in this area? What strategies can I follow to
create, administer and win a personal or corporate brand? In this guide you will find a simple, clear and comprehensive
explanation of how to build and manage a brand and what are the essential strategies to know in the curriculum. The
book takes the reader by the hand and accompanies him through four gradual steps, which highlight the key points of the
material: - what a brand is and how it works; - how the brand can contribute to the growth in value of the product or
service offered; - what are the operational strategies to build and develop your brand; - finally, how to leverage the brand
to improve and grow the relationship with its customers. The four steps listed above are the exact development of the
topics in the guide. Learning brand management can become an accessible activity for anyone, but only if they know how
to do it. Stop wasting time behind thousands of pages of theoretical manuals and discover what really matters with a
simple, stimulating and immediate reading.
What do brands like Apple, Diesel, Abercrombie & Fitch, and Virgin have in common and what differentiates them from
other brands? These brands are able to maintain a relationship with their clients that goes beyond brand loyalty. This
gives a complete analysis of lifestyle brands that inspire, guide, and motivate beyond product benefits alone.
There are a lot of books out there that show collections of logos. But David Airey’s “Logo Design Love” is something
different: it’s a guide for designers (and clients) who want to understand what this mysterious business is all about.
Written in reader-friendly, concise language, with a minimum of designer jargon, Airey gives a surprisingly clear
explanation of the process, using a wide assortment of real-life examples to support his points. Anyone involved in
creating visual identities, or wanting to learn how to go about it, will find this book invaluable. - Tom Geismar, Chermayeff
& Geismar In Logo Design Love, Irish graphic designer David Airey brings the best parts of his wildly popular blog of the
same name to the printed page. Just as in the blog, David fills each page of this simple, modern-looking book with
gorgeous logos and real world anecdotes that illustrate best practices for designing brand identity systems that last.
David not only shares his experiences working with clients, including sketches and final results of his successful designs,
but uses the work of many well-known designers to explain why well-crafted brand identity systems are important, how to
create iconic logos, and how to best work with clients to achieve success as a designer. Contributors include Gerard
Huerta, who designed the logos for Time magazine and Waldenbooks; Lindon Leader, who created the current FedEx
brand identity system as well as the CIGNA logo; and many more. Readers will learn: Why one logo is more effective
than another How to create their own iconic designs What sets some designers above the rest Best practices for working
with clients 25 practical design tips for creating logos that last
Brand Bible is a comprehensive resource on brand design fundamentals. It looks at the influences of modern design
going back through time, delivering a short anatomical overview and examines brand treatments and movements in
design. You'll learn the steps necessary to develop a successful brand system from defining the brand attributes and
assessing the competition, to working with materials and vendors, and all the steps in between. The author, who is the
president of the design group at Sterling Brands, has overseen the design/redesign of major brands including Pepsi,
Burger King, Tropicana, Kleenex, and many more.
WhatsBrandNew is a discovery platform for new launches and the latest trends related to lifestyle.
www.whatsbrandnew.com
Creating a Brand Identity: A Guide for DesignersQuercus Publishing
This Study and Revision Guide will ensure you approach your exams feeling confident and prepared through the help of accurate and
accessible notes, examiner advice, and exam-style questions on each key topic. - Practise and check your understanding on a range of
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Exam Practice questions - Be aware of the essential points with key terms and facts for each topic - Discover what you need to achieve
certain grades with advice and tips, including common mistakes to avoid. Answers are free online at: www.hoddereducation.com/IBextras
The classic Marketing Management is an undisputed global best-seller - an encyclopedia of marketing considered by many as the
authoritative book on the subject. This third European edition keeps the accessibility, theoretical rigour and managerial relevance - the heart
of the book - and adds: * A structure designed specifically to fit the way the course is taught in Europe. * Fresh European examples which
make students feel at home. * The inclusion of the work of prominent European academics. * A focus on the digital challenges for marketers.
* An emphasis on the importance of creative thinking and its contribution to marketing practice. * New in-depth case studies, each of which
integrates one of the major parts in the book. This textbook covers admirably the wide range of concepts and issues and accurately reflects
the fast-moving pace of marketing in the modern world, examining traditional aspects of marketing and blending them with modern and future
concepts. A key text for both undergraduate and postgraduate marketing programmes.
An illustrated guide to Ferrari road cars from the 1948 open-wheel 166 Corsa to the F40 supercar. Describes the evolution and design of
each of the models. Features a company history and a biography of its founder Enzo Ferrari. Archival photography depicts Ferrari during his
years spent driving and designing race cars for Alpha Romeo.
This updated second edition now includes over 575 brands, as opposed to the only 170 brands presented in the first book. Once again this
full-color guide will include popular contemporary brands such as Majorette, Tomica, Hot Wheels, Matchbox, Siku, Maisto, Bburago, Johnny
Lightnings, and many others featured together in detail, showing the different models and thousands of variations. This extraordinary book is
arranged alphabetically by brand name with hundreds of color photographs, manufacturers, model numbers, descriptions, scales, colors,
distinguishing marks, and current market values. It provides a helpful bibliography and guide to resources for finding more diecast toys on the
secondary market. 1998 values.
"Vittorio Gregotti is one of the best known architects of his generation in Italy. Beginning in the 1950s, Gregotti produced many large-scale
housing projects, supermarkets and department stores for the Italian chain La Rinascente, college campuses (including Florence, Calabria,
and Palermo), as well as graphic design for Ferrari, museum interiors, furniture, and an extensive body of writing." "This volume presents
over 110 of Gregotti's projects from his early years with Architetti Associati, through the founding in 1974 of Gregotti Associati, the 1986
founding of the Campo design company, and his current work. Photographs, plans, sketches, and models are accompanied by Gregotti's own
writings, which elucidate his commitment to historicism, his concern with the environment, and his vast polemics."--BOOK JACKET.Title
Summary field provided by Blackwell North America, Inc. All Rights Reserved
This book constructs scenarios from Shanghai to Edinburgh, Seoul to California encompassing complex topics such as human trafficking,
conferences, transport, food tourism or technological innovation. This is a blue skies thinking book about the future of tourism and a thought
provoking analytical commentary.
The Rough Guide to Las Vegas is the definitive guide to the most dynamic and fascinating city in the US. Get the full lowdown on all its worldfamous casinos, from Caesar's Palace to City Center, and see how they've grown from their murky Mob-owned roots to the flamboyant
fantasylands of today. Read witty, well-informed reviews of the vibrant dining scene, from bargain buffets to the latest gourmet restaurants,
keep up with Sin City's no-holds-barred nightlife, and learn where and how to gamble, whether your game's blackjack, poker or roulette. Fullcolor features explore Las Vegas' role as the entertainment capital of the world, covering music and movies as well as the legendary shows,
from the feather-and-rhinestone days up to the Cirque de Soleil, and celebrate the city's mind-boggling architecture. Detailed maps and
casino floor plans guide your every step, and there's comprehensive coverage of nearby natural wonders like the Grand Canyon and Zion
National Park. Cut through the cliché and the hype, and get the plain-spoken truth with The Rough Guide to Las Vegas.
Creating a brand identity is a fascinating and complex challenge for the graphic designer. It requires practical design skills and creative drive
as well as an understanding of marketing and consumer behaviour. This practical handbook is a comprehensive introduction to this
multifaceted process. Exercises and examples highlight the key activities undertaken by designers to create a successful brand identity,
including defining the audience, analyzing competitors, creating mood boards, naming brands, designing logos, presenting to clients,
rebranding and launching the new identity. Case studies throughout the book are illustrated with brand identities from around the world,
including a diverse range of industries – digital media, fashion, advertising, product design, packaging, retail and more.
You are a great designer, but no-one knows. Now what? This indispensable book, written by one of the most influential marketers in
architecture, will demystify Public Relations and marketing for all architects, whether in large practices or practicing as sole practitioners. It
bridges the distance between architects and marketing by giving practical tips, best practice and anecdotes from an author with 20 years’
experience in architecture marketing. It explains all aspects of PR and Business Development for architects: for example, how to write a good
press release; how to make a fee proposal; how to prepare for a pitch. It gives examples of how others do it well, and the pitfalls to avoid. In
addition, it discusses more general aspects which are linked to PR and BD, such as being a good employer, ethics for architects and the
challenges when working abroad. Featuring vital insights from a wide variety of architects, from multinational practices to small offices, this
book is an essential companion to any architectural office.
Marketing Communications Management: concepts and theories, cases and practice makes critical reflections on the prime issues in
integrated marketing communications and is designed to encourage the reader to stop and think about key issues. The author takes a
managerial approach to the subject and provides a set of frameworks that facilitate both learning and teaching. A wide range of pedagogical
features is included such as sample exam questions, 'stop points', vignettes, and case studies, and a summary of key points concludes each
chapter. Most organizations need some form of marketing or corporate communications and this text is designed to service both practitioners
and students undertaking formal study. The author addresses strategic and critical issues that dovetail with the current interest in marketing
communications as reflected in the media, with particular emphasis given to advertising and sponsorship.
'Brand Management Strategies' explains how a brand can successfully drive global business development. The text takes an applied
approach with supporting examples from current fashion and non-fashion brands.
Recently vilified as the prime dynamic driving home the breach between poor and rich nations, here the branding process is rehabilitated as a
potential saviour of the economically underprivileged. Brand New Justice, now in a revised paperback edition, systematically analyses the
success stories of the Top Thirteen nations, demonstrating that their wealth is based on the 'last mile' of the commercial process: buying raw
materials and manufacturing cheaply in third world countries, these countries realise their lucrative profits by adding value through finishing,
packaging and marketing and then selling the branded product on to the end-user at a hugely inflated price. The use of sophisticated global
media techniques alongside a range of creative marketing activities are the lynchpins of this process. Applying his observations on economic
history and the development and impact of global marketing, Anholt presents a cogent plan for developing nations to benefit from
globalization. So long the helpless victim of capitalist trading systems, he shows that they can cross the divide and graduate from supplier
nation to producer nation. Branding native produce on a global scale, making a commercial virtue out of perceived authenticity and otherness
and fully capitalising on the 'last mile' benefits are key to this graduation and fundamental to forging a new global economic balance. Anholt
argues with a forceful logic, but also backs his hypothesis with enticing glimpses of this process actually beginning to take place. Examining
activities in India, Thailand, Russia and Africa among others, he shows the risks, challenges and pressures inherent in 'turning the tide', but
above all he demonstrates the very real possibility of enlightened capitalism working as a force for good in global terms.
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The Ferrari 512 marked the company's return to the World Sports Car Championship, and despite being a late entrant, the 512 was a
formidable race car. Such was Ferrari's breadth and depth in motorsport that they were able to mix and match components relatively quickly
and the new car was revealed at the 1969 Turin Motor Show although it was only ready to race the following year. Mauro Forghieri, under
whose direction the 512 was developed, used a semi-monocoque chassis similar to that of the 612 P Can-Am car, and the car was fitted with
a 5-litre V12 engine. The extremely handsome, muscular body was designed by Pininfarina and was available in both sports coupe and
spyder format.
Biometric identity verification (BIV) offers a radical alternative to passports, PIN numbers, ID cards and driving licences. It uses physiological
or behavioural characteristics such as fingerprints, hand geometry, and retinas to check a person's identity. It is therefore much less open to
fraudulent use, which makes it ideal for use in voting systems, financial transactions, benefit payment administration, border control, and
prison access. This is the first book to provide business readers with an easy-to-read, non-technical introduction to BIV systems. It explains
the background and then tells the reader how to get their system up and running quickly. It will be an invaluable read for practitioners,
managers and IT personnel - in fact for anyone considering, or involved in, implementing a BIV system. Julian Ashbourn was one of the
pioneers in integrating biometric technology and has provided input into many prototype BIV systems around the world.
This beautifully designed and illustrated essential guide to Ferrari from Motorbooks' Speed Read series celebrates the world's premier
performance-car manufacturer, from the first complete car Enzo Ferrari constructed in 1940—the Auto Avio Costruzioni—to masterpieces
produced by Ferrari today. Author Preston Lerner covers 50-plus aspects key to understanding Ferrari's amazing history, including both
racing and production cars, design and technology, and the personal histories of key figures. In sections divided by topic, you'll explore the
story of Ferrari's founding; descriptions and critiques of over 25 different Ferrari models, including the milestone racers, lust-inspiring road
cars, and dominating F1, sports, and prototype racecars; profiles of the most famous Ferrari drivers; recaps of Ferrari's most memorable
racing wins; and a survey of all the stylists, coachbuilders, engineers, salesmen, and executives who have contributed to Ferrari's success.
Each section ends with a glossary of related terms, and informational sidebars provide fun facts, historical tidbits, and mini-bios of key people
in Ferrari history. Sleek illustrations of the cars bring the evolution of the company to life. With Motorbooks’ Speed Read series, become an
instant expert in a range of fast-moving subjects, from Formula 1 racing to the Tour de France. Accessible language, compartmentalized
sections, fact-filled sidebars, glossaries of key terms, and event timelines deliver quick access to insider knowledge. Their brightly colored
covers, modern design, pop art–inspired illustrations, and handy size make them perfect on-the-go reads.
Marketing Communications provides a comprehensive overview of every aspect of marketing communications, from social media,
advertising, PR and sponsorship to direct selling and merchandizing. It presents modern marketing communications theories and tools in an
accessible way so readers can fully understand the landscape and achieve better results. With a plethora of examples and case studies, as
well as online support material for lecturers and students, this essential textbook will guide students and practitioners through everything they
need to know about the changing face of marketing. This fully updated 6th edition of Marketing Communications features more of the
underpinning theory whilst building on its impressive reputation as a leading practical textbook on the subject. Case studies and anecdotes
from companies such as Campbell's Soup, Spotify, Paypal, Kraft and Nike focus on recent digital developments to bring the latest marketing
tools to life. With a particular emphasis on analytics, engagement and integration, it addresses the integrated offline and online with social
media approach to reflect the current state of play for marketing communications experts. This edition is also supported by a wealth of online
resources, including lecture slides for every chapter and self-tests for students.
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