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Featured in The New York Times, Bloomberg, and Vox, The Shopping Revolution is "a
brisk and thought-provoking anatomy of shopping in the 21st century" (Kirkus
Reviews).The retail industry was already in the midst of unparalleled disruption. Then
came COVID-19.In a fully updated and expanded edition of The Shopping Revolution:
How Retailers Succeed in an Era of Endless Disruption Accelerated by COVID-19,
Wharton professor Barbara E. Kahn, a foremost retail expert, examines the companies
that have been most successful during a tsunami of change in the industry. She offers
fresh insights into what we can learn from these companies' ascendance and continued
transformation in the face of unprecedented challenges. Kahn, also the author of Global
Brand Power: Leveraging Branding for Long-Term Growth, examines: In a brand-new
chapter, how companies in China, like Alibaba, JD.com, and Pinduoduo have changed
the game; How Amazon became the retailer of choice for a large portion of the US
population, and how other companies have chosen to work with them or have to
compete against them; How Walmart beat out other grocers in the late 1990s to
become the leader in food retailing, and how they must pivot to hold their leadership
position today; How Warby Parker dared to compete against Luxottica in the lucrative
eyewear business, and what that can tell start-ups about how to carve out a niche
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against a Goliath; How Sephora drew away customers from once-dominant department
stores to become the go-to retailers for beauty products. Kahn argues we are just
witnessing the start of the radical changes in retail that have been hastened by the
pandemic and will revolutionize shopping in every way. Building on these insights, Kahn
offers a framework that any company can use to create a competitive strategy to
survive and thrive in today's--and tomorrow's--retail environment.
In direct and simple terms, Wharton professor Richard A. Lambert demystifies financial
statements and concepts and shows you how you can apply this information to make
better business decisions for long-term profit. You will learn to use and interpret
financial data and find out what we can learn from Pepsi, Krispy Kreme, General
Motors, and more.
For more than 40 years, Computerworld has been the leading source of technology
news and information for IT influencers worldwide. Computerworld's award-winning
Web site (Computerworld.com), twice-monthly publication, focused conference series
and custom research form the hub of the world's largest global IT media network.
The INSEAD-Wharton Alliance combines the insights of two leading global business
schools to examine the forces that are driving firms to globalize, the consequences positive and negative - that accompany increasing globalization, and their managerial
and political implications. Written by experts in diverse management disciplines including leadership, finance, marketing, and operations management - the book is an
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important contribution to contemporary business strategy. In contrast to strident and
often heavily rhetorical debates, this volume focuses on the managerial strategies
involved in globalizing businesses, including leadership, market entry and managing
risks. The non-partisan treatment of the issues will be of interest to managers wrestling
with the many challenges of globalizing, to policy makers interested in whether and how
to either slow or to accelerate the process, and to those in non-governmental
organizations concerned with understanding global business challenges.
This book systematically explains how to maximize shareholder value. Columbia
University's Don Sexton fully identifies the real drivers of shareholder value, unifying
key concepts from marketing, branding, economics, management, finance, accounting,
and statistics. Sexton introduces a powerful new metric: Customer Value Added (CVA),
the difference between customer-perceived value and variable cost per unit. Next, he
demonstrates CVA at work, presents research and case studies that prove its value,
and shows how to use it to consistently measure, manage, and optimize profit, cash
flow, and shareholder value. Readers will learn why CVA works; how to measure it;
how changes in CVA correlate to changes in profits and cash flow; and how to use CVA
to steer the enterprise. Along the way, Sexton illuminates CVA's key implications for
managers, including why managers must focus attention simultaneously on both
customers and costs, and why well-publicized "generic strategies" such as "net
recommend" offer only part of the solution. Finally, drawing on his own extensive
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experience consulting on CVA and related issues, Sexton presents easy-to-use
worksheets for translating CVA concepts into reality in your own organization.

Has power moved out of institutions into the hands of powerful individuals?
A powerful call to action, Wharton professor Peter Fader's book, Customer
Centricity, upends some of our most fundamental beliefs about customer service,
customer relationship management, and customer lifetime value. Fader
advocates that in the world of customer centricity, there are good customers ...
and then there is pretty much everybody else.
Nathan Lee Kaplan develops a talmudic perspective on management ethics. By
analyzing the central ethical dilemmas of corporate managers in light of
applicable traditions from the Oral Torah, this book offers a critical bridge
between the contemporary business corporation and rabbinic Judaism’s
foundational tradition. The issues studied thereby include organizational culture,
fraud and corruption, whistle-blowing, investor and employment relations,
executive compensation, corporate social responsibility and environmental
sustainability.
Offers a new way of looking at the perplexing circumstances surrounding
business today. Knowledge@Wharton on Building Corporate Value examines the
financial and strategic approaches for bringing companies back from the bleeding
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edge. Through a combination of research, Wharton Executive Education
programs and events, and company cases and interviews with industry leaders,
this book delivers epiphanies for managers who have lost their way in the ecraze. The authors provide a framework for applying more robust and rigorous
approaches to financing, outsourcing, R&D, company infrastructure, and
customer relationship management.
Wharton professor Barbara Kahn brings brand management into the 21st
century. Global Brand Power is filled with stories about how Coca-Cola, The
Estée Lauder Companies Inc., Marriott, Apple, Starbucks, Campbell Soup
Company, Southwest Airlines, and celebrities like Lady Gaga are leveraging their
brands.
Executive Stamina combines the wisdom and methodology of the best executive
coaching with the cutting-edge training techniques of world-class athletes to help
busy, stressed-out executives achieve peak performance. This holistic approach
to executive performance uses practical tips and tools to help you maximize your
career potential, maintain your physical health, and stay aligned with your
personal values. Executive Stamina is all you need to learn how to optimize your
time, energy, and productivity to achieve more and live better.
A framework for achieving superior rates of organic growthAchieving superior growth
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through innovation is a top strategic priority for all companies. Yet most management
teams struggle to reach their firm's ambitious growth targets and suffer slow growth.
What distinguishes these growth laggards from growth leaders like IBM, Nike, LEGO,
American Express, Amazon, and Samsung that realize their full potential for
growth?Wharton professor George S. Day shows that growth leaders use their
innovation prowess to accelerate their growth at a faster rate. In this essential guide,
Day reveals how to build this prowess by combining discipline in growth-seeking
activities with an organizational ability to innovate. Day shows managers how to set a
growth strategy that is realistic while still stretching the organization; search for the best
growth opportunities along the full spectrum of 14 growth pathways; aim their growthseeking activities toward the creation of new customer value; learn to profit from the
uncertainty of innovation by successfully assessing and containing risk; build the
organizational muscle to implement an ambitious growth strategy; and move faster from
ideas to impact.With the strategies, processes, and methods discussed in Innovation
Prowess, leaders can build a tested and comprehensive strategy for driving organic
growth year after year.The Wharton Executive Essentials Series The Wharton
Executive Essentials series from Wharton Digital Press brings the ideas of the Wharton
School's thought leaders to you wherever you are. Inspired by Wharton's Executive
Education program, each book is authored by globally renowned faculty and offers a
quick-reading, penetrating, and comprehensive summary of the knowledge leaders
Page 6/22

Online Library Global Brand Power Wharton Executive Essentials
need to excel in today's competitive business environment and capture tomorrow's
opportunities.
This book examines changing ways that academic work is governed—from outside and
inside universities—in the shifting social, cultural and political contexts of new times.
Chapters trace developments in institutions, national sectors, and internationally—all
applying a global scope to identify significant shifts in the broader conditions of
university operation.
Within 20 years -- possibly far sooner -- China will have the world's largest economy.
That will powerfully impact you: your job, your company, your economic future, and
your country. In The Chinese Century, Oded Shenkar shows how China is restoring its
imperial glory by infusing modern technology and market economics into a nondemocratic system controlled by the Communist party and bureaucracy. Shenkar
shows why China's accelerating growth differs radically from predecessors such as
Japan, India, and Mexico -- and how it will lead to a radical restructuring of the global
business system. Discover why the US is most vulnerable to China's ascent ... how
China's disregard for intellectual property creates sustainable competitive advantage ...
and how China's growth impacts every global business and consumer. Above all,
Shenkar shows what you must do to survive and prosper in "the Chinese Century."
Cheap labor + millions of high-skilled professionals How China will sustain dominance
in low-tech industries as it enters high-tech realms Building tomorrow's Toyotas and
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Sonys ... faster and cheaper Chinese multinationals: learning from joint ventures,
preparing to lead Leveraging Hong Kong, Ta.
"This is the best attempt so for to interrogate the global dimension of higher education.
It is thought-provoking and directed to the key points, with an air of enchantment."---Rui
Yang, Director of the Comparative Education Research Centre, University of Hong
Kong, China -“Marketing is part art and part science. The 'art era' was ok in the 20th century. If you
need to consistently generate growth and increased profitability in this century, you
better stick with the science. When cost cutting is not enough to improve the bottom
line, it is time to focus again on the consumer. Improve Your Marketing to Grow Your
Business shows how to go from consumer insights to relevant innovation and
actionable marketing plans. Metrics to measure marketing effectiveness complete a
must-read book.” –ARTURO MASSA Leading Global Marketing Executive, Fortune 500
Company How Marketing Can Systematically Drive Profitable Growth, Build Brand
Equity, and Maximize Stockholder Value: Rethinking and reengineering your entire
marketing organization: processes, technology, metrics, and more New insights from
today's top marketing innovators–including Procter & Gamble, Brown-Forman, KimberlyClark, Wachovia, Hyatt, and Gillette How to create a marketing culture of accountability,
and empower change throughout your organization Indispensable reading for every
marketing leader, manager, and business strategist For the first time, marketing can
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systematically drive top-line revenue growth and long-term business value. Finally, your
organization can have a marketing discipline that begins with customer insight and
leverages the full benefits of process, creativity, measurement, and collaboration. In this
book, legendary marketing innovator Hunter Hastings helps you build that revolutionary
marketing organization and use it to achieve unprecedented business results. Discover
how to integrate marketing and customer knowledge into everything your company
does…leverage technology to identify breakthrough opportunities and marketable
innovations…learn faster, act faster, and drive maximum value from every marketing
investment you make.
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Radically alter the impact of your advertising by changing your mindset Beyond
Advertising offers concrete advice for actions to take and mindsets to adopt that
will radically alter the impact of advertising—both for advertising professionals and
target audiences. An ambitious book with insight from over 200 leading
executives, innovators, and academics, this text paints a picture of what the
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future of advertising may look like by 2020. Most importantly, it provides concrete
guidance regarding the changes you can make to your approach in order to
thrive in an evolving industry, and explains what you can do differently now to
create effective advertising across all consumer touchpoints. Advertising relies
upon the engagement of target audience members to be successful, and
achieving this engagement is becoming both easier and more difficult as
communication channels change to keep up with the latest technology. Retaining
a dynamic, flexible approach to advertising—and understanding where to make
changes to your methods—is the only way to stay relevant in such a quickly
moving industry. Visualize the evolution of the advertising industry, and
understand how it may change in the coming decade Avoid the mistake of failing
to change your approach to advertising as the industry evolves Identify the
concrete actions you can take right now to improve your results Discover the
RAVES method of advertising Beyond Advertising is a forward-thinking text that
every advertising professional needs to maintain a level of relevancy as the
industry continues to evolve.
????????????????? ????????????? ??????????????????
????ESG?????????????? ???????????????????????????????????????????????
?????????????????????????????????? ???????????25??????????????????????
Page 11/22

Online Library Global Brand Power Wharton Executive Essentials
????????ESG??????????????????????????????????????????????????????????
????????? ??????????????????????????????15???Nike?IBM?????????????????
????????????????????????????????????????????????????
???????????????????????????????????????????????????????????????? ?
????????????? ? ???????????????? ? ??ESG????????????? ?
????????????????? ? ?????????? ????????????????????????????????????????
??????????????????????????????????????????????????????????????????????
???????????? ???? ??? ?????????????????????????????? ??? ?????????? ???
?? ???? ?????????????????? ??? ?????????
???????????????????????????????????????????????Why Nations
Fail?????????????Daron Acemoglu? ????????????????????????????????Arthur
C. Brooks??????????????????????Love Your Enemies??? ???????????????????
??????????????????????????????????????????????????CERES?????????????
Mindy Lubber? ????????????????????????????????????????????????????????
??????????????????Doug McMillon? ?????????????????????????????????????
????????????????????????????????????????????Best
Buy????????????????Hubert Joly? ???????????????????????????????????????
????????????????????????????????????????????????????????GPIF?????????
???? ?????????????????????????????????????????????????????????????????
Page 12/22

Online Library Global Brand Power Wharton Executive Essentials
???????????????????????????Kickstarter??????????????????????This Could
Be Our Future???????????Yancey Strickler? ???????????????????????????????
??????????????????????????????????????????????????????????????????Lea
ders’Quest??Future Stewards???????????Lindsay Levin? ???????????????????
??????????????????????????????????????????????????????????More from
Less??????????????The Second Machine Age?????????????Machine, Platform,
Crowd?????????????Andrew McAfee? ????????????????????????????????????
??????????????????????????????????????????????????Aspen
Institute???????????? ?Judith Samuelson? ????????????????????????????????
??????????????????????????????????????????????????Hewlett
Foundation??????????Larry Kramer?
????????????????????????????????????????????????????The Future of
Capitalism??????????Paul Collier? ???????????????????????????????????????
????????????????Barry-Wehmiller???????????????Everybody
Matters??????????Bob Chapman?
World-class branding for the interconnected modern marketplace Kellogg on
Branding in a Hyper-Connected World offers authoritative guidance on building
new brands, revitalizing existing brands, and managing brand portfolios in the
rapidly-evolving modern marketplace. Integrating academic theories with
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practical experience, this book covers fundamental branding concepts,
strategies, and effective implementation techniques as applied to today’s
consumer, today’s competition, and the wealth of media at your disposal. Indepth discussion highlights the field’s ever-increasing connectivity, with practical
guidance on brand design and storytelling, social media marketing, branding in
the service sector, monitoring brand health, and more. Authored by faculty at the
world’s most respected school of management and marketing, this invaluable
resourceincludes expert contributions on the financial value of brands, internal
branding, building global brands, and other critical topics that play a central role
in real-world branding and marketing scenarios. Creating a brand—and steering it
in the right direction—is a multi-layered process involving extensive research and
inter-departmental cooperation. From finding the right brand name and
developing a cohesive storyline to designing effective advertising, expanding
reach, maintaining momentum, and beyond, Kellogg on Branding in a HyperConnected World arms you with the knowledge and skills to: Apply cutting-edge
techniques for brand design, brand positioning, market-specific branding, and
more Adopt successful strategies from development to launch to leveraging Build
brand-driven organizations and reinforce brand culture both internally and
throughout the global marketplace Increase brand value and use brand
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positioning to build a mega-brand In today’s challenging and complex
marketplace, effective branding has become a central component of success.
Kellogg on Branding in a Hyper-Connected World is a dynamic, authoritative
resource for practitioners looking to solve branding dilemmas and seize great
opportunities.
Runner's World magazine aims to help runners achieve their personal health,
fitness, and performance goals, and to inspire them with vivid, memorable
storytelling.
?????,??????????????????????????????????????????????????????????????
For a limited time, receive four Wharton School Publishing books, which are
excerpted in the Knowledge@Wharton Summer Book Section: Lie Low, Lean
Back, and Read. Additionally, as a bonus, you'll receive Built for Growth, the
ground breaking book by Arthur Rubinfeld. The Knowledge@Wharton Summer
Reading Collection was designed specifically for readers who want in-depth
coverage of the issues and ideas that drive business today. With more than
1,500 pages from the world's leading authorities on product design,
management, marketing, and leadership, this collection is a must have for
readers who have come to know and respect the business insight provided every
two weeks by Knowledge@Wharton. This limited time offer is available to you at
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the special discounted price of $64.95, a savings of more than 50%, and
includes: *Why Great Leaders Don't Take Yes for an Answer: Executives hear
yes far too often. Their status and power inhibits candid dialogue. They don't
hear bad news until it's too late. They get groupthink, not reality. They think
they've achieved consensus, then find their decisions undermined or derailed by
colleagues who never really bought in.They become increasingly isolated; even
high-risk or illegal actions can begin to go unquestioned. Inevitable? Absolutely
not. In this book, Harvard Business School Professor Michael Roberto shows you
how to promote honest, constructive dissent and skepticism...use it to improve
your decisions...and then align your entire organization to fully support the
decisions you make. Drawing on his extensive research on executive decisionmaking, Roberto shows how to test and probe the members of your management
team...discover when yes means yes and when it doesn't...and build real, deep
consensus that leads to action. Along the way, Roberto offers important new
insights into managing teams, mitigating risk, promoting corporate ethics through
effective governance, and much more. Your organization and your executive
team have immense untapped wisdom: this book will help you tap that wisdom to
the fullest. *Built for Growth: If there's one thing that's consistent in today's
business world, it's rapid change. So how do you not only stay steady but
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actually grow'and quickly enough to stay safely ahead of your competitors?Built
for Growth delivers specific solutions to create a brand and presence that
generates true customer passion, as you lay a solid foundation for long-term
success. Author Arthur Rubinfeld was a major driver in Starbucks' unprecedented
retail expansion from 100 stores to more than 4000-- and its transformation into
one of the world's most recognized brands. Here he draws on his singular
expertise to present a proven, holistic approach to conceiving, designing, and
executing your business plan: creating exciting concepts, growing them to fruition
in local markets, expanding rapidly, and keeping your brand fresh and relevant as
it matures. His revolutionary approach to business strategy embodies strong
personal values, promotes exceptional creativity, leverages scientific
methodology in finance and market analysis, and brings it all together with 'oldtime' customer service. Each lesson is clearly distilled with detailed examples
from one of the best business writers, Collins Hemingway, co-author with Bill
Gates of the #1 bestseller Business at the Speed of Thought.So whether you're
seeking to reignite growth or planning your first store, Built for Growth will be
utterly indispensable. Foreword by Jeff Brotman, Co-founder and Chairman of
Costco, the world's #1 warehouse club. *Moral Intelligence: Through a
combination of research, and original thought leadership, the authors
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demonstrate how the best performing companies have leaders who actively
apply moral values to achieve enduring personal and organizational success.
These individuals exhibit moral intelligence: a strong moral compass and the
ability to follow it, even in a world that may reward bad behavior in the short r
Apersonal brand says a lot about who you are and how you conduct business. It
reflects your cherished beliefs and values. It demonstrates your ethics to
colleagues, employees, business partners and customers. In Your Personal
Brand: Your Power Tool to Build Career Integrity, Kevin Iwamoto, GLP, GTP,
offers valuable guidance on creating and maintaining a personal brand
throughout your career. Iwamoto has an uplifting, positive message about living
(not just talking about) your brand. To demonstrate how a good brand pays a
multitude of dividends, he shares his brand-building experiences over the course
of his 25-year career as an executive in the global business travel and meeting
industry. In an age when rude behavior - often by public figures - seems almost
fashionable, Iwamoto proclaims that treating others as you would have them treat
you is still the golden rule for keeping your integrity and your personal brand
intact. Says Iwamoto: "My vision statement is: If you want respect - respect
others. When you learn something - share it. When your friends and family need
you - be there. Love and live life unconditionally and without regret. Everything I
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do reflects that statement. It helps me maintain my brand integrity on both a
personal and professional level." In this book, Iwamoto offers both strategic
wisdom and practical tips for creating and nurturing a brand by: - Stepping out of
your comfort zone and building a professional network - Mastering social media
to communicate and maintain your brand - Achieving new career milestones and
fulfilling dreams with continuing education - Paying back the blessings you've
received - Winning gracefully ... and with your ethics intact - Repairing damage to
your brand - Leading with service as your highest goal - Helping others through
mentorship ... a rewarding experience for both the mentor and mentee Your
Personal Brand: Your Power Tool to Build Career Integrity is your blueprint for
achieving your best in your professional life."
Based on research presented at The Harvard Business School’s first-ever
conference on business approaches to poverty alleviation, Business Solutions for
the Global Poor brings together perspectives from leading academics and
corporate, non-profit and public sector managers. The contributors draw on
practical and dynamic how-to insights from leading BOP ventures from more than
twenty countries world-wide. This important volume reflects poverty’s multifaceted nature and a broad range of actors—multinational and local businesses,
entrepreneurs, civil society organizations and governments—that play a role in its
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alleviation.
Our relationship with ads: it's complicated A must-read for anyone intrigued by
the role and influence of the ad world, Seducing the Subconscious explores the
complexities of our relationship to advertising. Robert Heath uses approaches
from experimental psychology and cognitive neuroscience to outline his theory of
the subconscious influence of advertising in its audience’s lives. In addition to
looking at ads’ influence on consumers, Heath also addresses how advertising is
evolving, noting especially the ethical implications of its development. Supported
by current research, Seducing the Subconscious shows us just how strange and
complicated our relationship is with the ads we see every day.
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Strategic Marketing Management (8th Edition) outlines the essentials of
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marketing theory and offers a structured approach to identifying, understanding,
and solving marketing problems. This book delineates a comprehensive
framework for articulating sound marketing strategies to guide business decisions
involving product and service design, branding, pricing, sales promotion,
communication, and distribution. The concepts, principles, and frameworks
advanced in this book apply to a wide range of organizations, from startups to
established market leaders, from packaged-goods manufacturers to value-added
service providers, from nonprofit entities to for-profit corporations.
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