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GA57AW - GEORGE
VANG

Surveys the online social
habits of  American teens
and analyzes the role tech-
nology  and  social  media
plays  in  their  lives,  ex-
amining common miscon-
ceptions about  such top-
ics  as  identity,  privacy,
danger, and bullying.
From the  bestselling  au-
thors  of  Marketing  War-
fare comes another winn-
er that turns conventional
views  of  marketing  up-
side-down,  presenting  a
step-by-step  approach  to
turn an effective tactic in-
to  an  overall  business
strategy.
A USA TODAY, WASHING-
TON POST, AND PUBLISH-
ER 'S  WEEKLY  BEST -
SELLER! The path to your
life's  work  is  difficult  and
risky, even scary, which is

why  few  finish  the  jour-
ney.  This  book  will  help
you  discover  your  life’s
work to live a life that mat-
ters with passion and pur-
pose.  It’s  about the task
you were born to do, your
true  life’s  work.  Best-
selling  author  and  en-
trepreneur  Jeff  Goins  ex-
plains how the search be-
gins with passion but does
not end there. Only when
our interests connect with
the needs of the world do
we begin living for a larg-
er purpose. Those who ex-
perience this  intersection
experience something ex-
ceptional  and  enviable.
Though it is rare, such a
life  is  attainable  by any-
one brave enough to try.
Through  personal  experi-
ence,  compelling  case
studies,  and  current  re-
search  on  the  mysteries
of  motivation and talent,

Jeff shows you how to find
their vocation and what to
expect along the way. In
The  Art  of  Work,  you’ll
learn: The seven stages of
calling  to  discover  your
life’s work How accidental
apprenticeships  differ
from mentoring and why
taking action is key How
believing The Myth of the
Leap  can  prevent  you
from  achieving  your
dreams To live The Portfo-
lio  Life  and  how  it  can
lead to your greatest satis-
faction and best work Our
hearts  crave  connection
to  a  meaningful  calling.
The  Art  of  Work  illumi-
nates the proven path for
anyone who wants to em-
brace  that  calling  and
build a body of work they
can be proud of.
In  Horse  Sense,  the  au-
thors convert their market-
ing principles into person-
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al  principles  and  pitch
their book at a wide range
of  general  readers  who
want to succeed - whether
in their careers or in their
personal lives.
Includes  a  CD-ROM  that
contains Excel workbooks
and a Matlab manual and
software. Covers the sub-
ject  without advanced or
exotic material.
Bestselling marketing gu-
ru Al Ries and his daugh-
ter and partner Laura di-
vulge  the  revolutionary
strategies needed to suc-
cessfully build your com-
pany,  product  or  service
into a profitable brand us-
ing the internet. The Inter-
net  is  the  first  major  new
communication  medium
to  be  introduced  since
television and businesses
ignore it  at their  peril.  If
the  Internet  is  going  to
take  its  place  alongside
the other major media it
will be because it exploits
a powerful new attribute -
interactivity.  The Internet
wil l  make  tradit ional
forms of branding, such as
conventional  advertising,
redundant. In order to suc-
ceed  in  branding  on  the
net, the message to cus-
tomers  must  be  interac-
tive. Al and Laura Ries ex-
amine  this  dilemma  and
explain  how  their  other
revolutionary  principles
can help your company to
build a brand on the net.

Like  the  22  Immutable
Laws of Marketing and the
22  Immutable  Laws  of
Branding,  this  will  be  a
smart snappy read full of
practical advice and mar-
keting savvy. The authors
will  use  anecdotes  from
their own consulting busi-
ness with top companies
to illustrate how Internet
branding really works.
Now  that  product  differ-
ences are rapidly and easi-
ly  copied,  or  are  per-
ceived  to  be  minimal,
differentiating  a  com-
pany's  products  and ser-
vices  from  the  competi-
tion  has  become  key  to
corporate survival. Market-
ing guru Jack Trout deliv-
ers  a  practical  guide  for
businesses on developing
powerful  differentiation
strategies.
Create a Culture of Belong-
ing!  Strong cultures help
peop le  suppor t  one
another,  share their  pas-
sions,  and  achieve  big
goals.  And  such  cultures
of  belonging  aren't  just
happy  accidents  -  they
can be purposefully culti-
vated, whether they're in
a company, a faith institu-
tion or among friends and
enthusiasts.  Drawing  on
3,000 years of history and
his  personal  experience,
Charles Vogl lays out sev-
en  time-tested  principles
for  growing  enduring,
effective  and  connected
communities. He provides

hands-on  tools  for  crea-
tively adapting these prin-
ciples  to  any  group—for-
mal  or  informal,  mission
driven or  social,  physical
or virtual.  This book is a
guide for leaders seeking
to  build  a  vibrant,  living
culture  that  will  enrich
lives. Winner of the Nau-
tilus Silver Book Award in
the Business and Leader-
ship Category.
Dr. Stanley shows how to
push the "hot buttons" of
the  people  you've  found
to  improve  your  closing
percentage . . . . and in-
come.  This  essential  re-
source  reveals  the  three
most important things you
can  do  to  land  affluent
prospects.
Ries and Trout share their
rules for certain successes
in the world of marketing.
Combining a wide-ranging
historical overview with a
keen  eye  for  the  future,
the authors bring to light
22 superlative tools and in-
novative  techniques  for
the  international  market-
place.
"Nobody  asked  you  to
show  up."  Every  experi-
enced  product  manager
has heard some version of
those words at some point
in  their  career.  Think
about  a  company.  Engi-
neers  build  the  product.
Designers  make  sure  it
has  a  great  user  experi-
ence and looks good. Mar-
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keting  makes  sure  cus-
tomers  know  about  the
product. Sales get poten-
tial  customers  to  open
their  wallets  to  buy  the
product. What more does
a  company  need?  What
does  a  product  manager
do?  Based  upon  Product
School's curriculum, which
has  helped  thousands  of
students  become  great
product  managers,  The
Product  Book  answers
that  question.  Filled with
practical advice, best prac-
tices, and expert tips, this
book is here to help you
succeed!
Financial Services Market-
ing: an international guide
to principles and practice
contains the ideal balance
of  marketing  theory  and
practice to appeal to ad-
vanced  undergraduates
and those on professional
courses such as the Char-
tered Institute of Banking.
Taking  an  international
and strategic view of an in-
creasingly  important  and
competitive sector, Finan-
cial  Services  Marketing
adopts  a  fresh  approach
in terms of structure, and
is  organised  around  the
core  marketing  activities
of  marketing  for  acquisi-
tion and marketing for re-
tention. Financial Services
Marketing  features:  *
Strong international focus:
case  studies  and  v i -
gnettes representing Asia--
Pacific,  Europe  and  the

US. * Comprehensive cov-
erage,  focusing  on  both
B2B and B2C marketing. *
Expert insights into the lat-
est innovations in the sec-
tor, from technological de-
velopments, CRM and cus-
tomer loyalty to issues of
social responsibility. Finan-
cial  Services  Marketing
will help both the student
and the practitioner to de-
velop  a  firm  grounding  in
the fundamentals of: finan-
cial services strategy, cus-
tomer acquisition, and cus-
tomer  development.
Reflecting  the  realities  of
financial  services  market-
ing in an increasingly com-
plex  sector,  it  provides
the most up-to-date, inter-
national  and  practical
guide to the subject avail-
able.
Publisher Description
A revised new edition of
the bestselling toolkit  for
creating,  building,  and
maintaining  a  strong
brand From research and
analysis  through  brand
strategy,  design develop-
ment  through application
design, and identity stan-
dards through launch and
governance,  Designing
Brand Identity, Fourth Edi-
tion  offers  brand  man-
agers, marketers, and de-
signers a proven, univer-
sal  five-phase  process  for
creating  and  implement-
ing effective  brand identi-
ty. Enriched by new case

studies  showcasing  suc-
cess fu l  wor ld -c lass
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 prac-
tices and world-class Up-
dated  to  include  more
than 35 percent new mate-
rial  Offers  a  proven,  uni-
versal  five-phase  process
and methodology for cre-
ating  and  implementing
effective  brand  identity
A newly  revised and ex-
panded edition of the revo-
lutionary business classic,
Differentiate  or  Die,  Se-
cond  Edition  shows  you
how  to  differentiate  your
products,  services,  and
business in order to domi-
nate the competition. Vet-
eran marketing guru Jack
Trout uses real-world ex-
amples  and  h i s  own
unique  insight  to  show
you  how  to  bind  cus-
tomers  to  your  products
for long-term success and
loyalty.  This  edition  in-
cludes new case studies,
new research, and updat-
ed examples from around
the world.
With the market for securi-
ty goods and services hav-
ing  expanded  rapidly
since 9/11, this study ex-
amines the potential costs
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of  major  disruptions,  the
trade-offs between tighter
security and economic effi-
ciency,  and  the  implica-
tions  of  tighter  security
for  privacy  and  other
democratic  liberties.
From the  bestselling  au-
thor  of  the  acclaimed
Chaos and Genius comes
a thoughtful and provoca-
tive exploration of the big
ideas of the modern era:
Information,  communica-
tion, and information theo-
ry. Acclaimed science writ-
er  James Gleick presents
an  eye-opening  vision  of
how our relationship to in-
formation  has  trans-
formed the very nature of
human  consciousness.  A
fascinating  intellectual
journey through the histo-
ry of communication and
information, from the lan-
guage  of  Africa’s  talking
drums to the invention of
written  alphabets;  from
the  electronic  transmis-
sion of code to the origins
of information theory, into
the  new information  age
and the current deluge of
news,  tweets,  images,
and blogs. Along the way,
Gleick profiles key innova-
tors,  including  Charles
Babbage,  Ada  Lovelace,
S a m u e l  M o r s e ,  a n d
Claude Shannon,  and re-
veals how our understand-
ing of information is trans-
forming not only how we
look at the world, but how

we live. A New York Times
Notable Book A Los Ange-
les  Times  and  Cleveland
Plain Dealer Best Book of
the  Year  Winner  of  the
PEN/E.  O. Wilson Literary
Science Writing Award
Discover  proven  strate-
gies for building powerful,
world-class  brands  It's
tempting  to  believe  that
brands  like  Apple,  Nike,
and  Zappos  achieved
their  iconic  statuses  be-
cause  of  serendipity,  an
unattainable magic formu-
la, or even the genius of a
single  visionary  leader.
However,  these  compa-
nies  all  adopted  specific
approaches and principles
that transformed their ord-
inary brands into industry
leaders.  In  other  words,
great  brands  can  be
built—and  Denise  Lee
Yohn knows  exactly  how
to do it. Delivering a fresh
perspective,  Yohn's  What
Great Brands Do teaches
an  innovative  brand-as-
business strategy that en-
hances  brand  identity
while  boosting  profit  mar-
gins,  improving  company
culture,  and  creating
stronger stakeholder rela-
tionships.  Drawing  from
twenty-five  years  of  con-
sulting work with such top
brands as Frito-Lay, Sony,
Nautica, and Burger King,
Yohn explains key princi-
ples of her brand-as-busi-
ness strategy. Reveals the
seven key principles that

the  world's  best  brands
consistently  implement
Presents case studies that
explore the brand building
successes and failures of
companies of all sizes in-
cluding  IBM,  Lululemon,
Chipotle  Mexican  Grill,
and  other  remarkable
brands Provides tools and
strategies  that  organiza-
tions can start using right
away Filled with targeted
guidance for CEOs, COOs,
entrepreneurs,  and  other
organization  leaders,
What Great Brands Do is
an essential  blueprint for
launching  any  brand  to
meteoric heights.
Our world is being revolu-
tionized  by  data-driven
methods: access to large
amounts of data has gen-
erated  new  insights  and
opened exciting  new op-
portunities  in  commerce,
science,  and  computing
applications.  Processing
the  enormous  quantities
of data necessary for th-
ese  advances  requires
large clusters, making dis-
t r ibuted  comput ing
paradigms  more  crucial
than ever. MapReduce is a
programming  model  for
expressing  distributed
computations on massive
datasets and an execution
framework for large-scale
data  processing  on  clus-
t e r s  o f  c o m m o d i t y
servers. The programming
model provides an easy--
to-understand abstraction
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for designing scalable al-
gorithms, while the execu-
tion  framework  transpar-
ently  handles  many  sys-
tem-level details, ranging
f r om  schedu l i ng  t o
synchronization  to  fault
tolerance. This book focus-
es  on  MapReduce  algo-
rithm design, with an em-
phasis on text processing
algorithms common in nat-
ural language processing,
information retrieval,  and
machine learning. We in-
troduce  the  notion  of
MapReduce  design  pat-
terns,  which  represent
general reusable solutions
to  commonly  occurring
problems across a variety
of problem domains. This
book not only intends to
help the reader "think in
MapReduce", but also dis-
cusses  limitations  of  the
programming  model  as
well.  This  volume  is  a
printed version of a work
that appears in the Synth-
esis Digital Library of Engi-
neering and Computer Sci-
ence.  Synthesis  Lectures
provide  concise,  original
presentations  of  impor-
tant research and develop-
ment  topics,  published
quickly,  in  digital  and
print formats. For more in-
f o r m a t i o n  v i s i t
www.morganclaypool.com
Summary Machine Learn-
ing  in  Action  is  unique
book that blends the foun-
dational  theories  of  ma-
chine  learning  with  the

practical realities of build-
ing tools for everyday da-
ta analysis. You'll use the
flexible  Python  program-
ming  language  to  build
programs that implement
algorithms for data classifi-
cation, forecasting, recom-
mendations,  and  high-
er-level features like sum-
marization  and  simplifica-
tion. About the Book A ma-
chine  is  said  to  learn
when its performance im-
proves  with  experience.
Learning  requires  algo-
rithms and programs that
capture  data  and  ferret
out the interestingor use-
ful patterns. Once the spe-
cialized  domain  of  an-
alysts  and  mathemati-
cians, machine learning is
becoming  a  skill  needed
by many. Machine Learn-
ing in Action is a clearly
written tutorial for devel-
opers. It avoids academic
language  and  takes  you
straight to the techniques
you'll use in your day-to--
day work.  Many (Python)
examples  present  the
core algorithms of statisti-
cal data processing, data
analysis, and data visual-
ization  in  code  you  can
reuse.  You'll  understand
the  concepts  and  how
they  fit  in  with  tactical
tasks  like  classification,
forecasting, recommenda-
tions, and higher-level fea-
tures  like  summarization
and  simplification.  Read-
ers need no prior experi-

ence with machine learn-
ing or statistical process-
ing.  Famil iar i ty  with
P y t h o n  i s  h e l p f u l .
Purchase of the print book
comes  with  an  offer  of  a
free PDF, ePub, and Kindle
eBook from Manning. Also
available is all code from
the book. What's Inside A
no-nonsense  introduction
Examples  showing  com-
mon  ML  tasks  Everyday
data analysis  Implement-
ing classic algorithms like
Apriori and Adaboos Table
of Contents PART 1 CLAS-
SIFICATION Machine learn-
ing basics Classifying with
k-Nearest Neighbors Splitt-
ing  datasets  one  feature
at a time: decision trees
Classifying with probabili-
ty theory: naïve Bayes Lo-
gistic  regression  Support
vector  machines  Improv-
ing  classification  with  the
AdaBoost meta algorithm
PART 2 FORECASTING NU-
MERIC VALUES WITH RE-
GRESSION  Predicting  nu-
meric  values:  regression
Tree-based  regression
PART  3  UNSUPERVISED
LEARNING Grouping unla-
beled  i tems  using  k-
means clustering Associa-
tion analysis with the Apri-
ori  algorithm  Efficiently
finding  frequent  itemsets
with FP-growth PART 4 AD-
DITIONAL  TOOLS  Using
principal component analy-
sis to simplify data Simpli-
fying data with the singu-
lar  value  decomposition
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Big  data  and  MapReduce
WARNING:  Do  Not  Read
This Book If You Hate Mon-
ey  To  build  a  successful
business,  you  need  to
stop doing random acts of
marketing and start follow-
ing  a  reliable  plan  for
rapid business growth. Tra-
ditionally, creating a mar-
keting  plan  has  been  a
difficult and time-consum-
ing process, which is why
it often doesn't get done.
In  The  1-Page  Marketing
Plan,  serial  entrepreneur
and rebellious marketer Al-
lan Dib reveals a market-
ing implementation break-
through that makes creat-
ing a marketing plan sim-
ple and fast. It's literally a
single page, divided up in-
to  nine  squares.  With  it,
you'll be able to map out
your  own  sophisticated
marketing  plan  and  go
from  zero  to  marketing
hero. Whether you're just
starting out or are an ex-
perienced  entrepreneur,
The  1-Page  Marketing
Plan  is  the  easiest  and
fastest  way  to  create  a
marketing  plan  that  will
propel  your  business
growth.  In  this  ground-
breaking new book you'll
discover:  -  How  to  get
new customers, clients or
patients and how to make
more  profit  from  existing
ones.  -  Why  "big  busi-
ness"  style  marketing
could  kill  your  business

and strategies that actual-
ly work for small and medi-
um-sized  businesses.  -
How to close sales without
being pushy, needy, or ob-
noxious while turning the
t a b l e s  a n d  h a v i n g
prospects begging you to
take their money. - A sim-
ple  step-by-step  process
for creating your own per-
sonalized  marketing  plan
that is literally one page.
Simply  follow  along  and
fill  in  each  of  the  nine
squares  that  make  up
your own 1-Page Market-
ing Plan. - How to annihi-
late  competitors  and
make yourself the only log-
ical choice. -  How to get
amazing  results  on  a
small budget using the se-
crets  of  direct  response
market ing .  -  How  to
charge  high  prices  for
your  products  and  ser-
vices and have customers
actually thank you for it.
Peck's views on being a se-
parate courageous individ-
ual.
More  than  100,000  en-
trepreneurs  rely  on  this
book for detailed, step-by-
step instructions on build-
ing  successful,  scalable,
profitable  startups.  The
National  Science Founda-
tion  pays  hundreds  of
startup  teams each  year
to follow the process out-
lined in the book, and it's
taught at Stanford, Berke-
ley,  Columbia  and  more
than 100 other leading uni-

versities worldwide. Why?
The Startup Owner's Manu-
al  guides  you,  step-by-
step, as you put the Cus-
tomer  Development  pro-
cess to work. This method
was created by renowned
Silicon Valley startup ex-
pert Steve Blank, co-crea-
tor  with  Eric  Ries  of  the
"Lean Startup" movement
and tested and refined by
him for more than a de-
cade. This 608-page how--
to guide includes over 100
charts,  graphs,  and  dia-
grams,  plus  77  valuable
checklists that guide you
as  you  drive  your  com-
pany  toward  profitability.
It  will  help  you:  •  Avoid
the 9 deadly sins that de-
stroy startups' chances for
success  •  Use  the  Cus-
tomer  Development
method to bring your busi-
ness idea to life • Incorpo-
rate  the  Business  Model
Canvas as the organizing
principle  for  startup  hy-
potheses  •  Identify  your
customers and determine
how  to  "get,  keep  and
grow"  customers  profitab-
ly  •  Compute  how you'll
drive  your  startup to  re-
peatable,  scalable  profits.
The Startup Owner's Manu-
al was originally published
by K&S Ranch Publishing
Inc. and is now available
from Wiley. The cover, de-
sign, and content are the
same as the prior release
and should not be consid-
ered  a  new  or  updated
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product.
Are all  film stars linked to
Kevin Bacon? Why do the
stock markets rise and fall
sharply on the strength of
a  vague  rumour?  How
does  gossip  spread  so
quickly? Are we all related
through six degrees of se-
paration? There is a grow-
ing awareness of the com-
plex  networks  that  per-
vade modern society. We
see  them  in  the  rapid
growth of the Internet, the
ease of global communica-
tion,  the  swift  spread  of
news  and  information,
and in the way epidemics
and financial crises devel-
op  with  startling  speed
and  intensity.  This  intro-
ductory book on the new
science of networks takes
an  interdisciplinary  ap-
proach,  using economics,
sociology,  computing,  in-
formation science and ap-
plied mathematics to ad-
dress  fundamental  ques-
tions about the links that
connect us, and the ways
that  our  decisions  can
have  consequences  for
others.
Stories  define  our  reality
as human beings. The sto-
ries you tell-- as an individ-
ual, a business, an organi-
zation--will  shape  yours.
LEARN  TO  MOVE  MAR-
KETS Whether you have a
product to sell, a fundrais-
ing goal to reach, a politi-
cal  agenda  to  push--any

change  you'd  l ike  to
make--crafting  the  right
message, telling the right
story,  is  how  you  effect
the  change you seek.  In
this  book,  you'll  find  the
laws that govern the crea-
tion of impactful messag-
ing. A framework, consum-
able in a single sitting, to
act as a guiding light for
the  messages  you'll  cre-
ate.  Craft  high-impact
messages  and  you  can
shape culture, drive sales,
incite  movements--mold
the  world  around  you.
Fail,  and  instead  craft
bland,  apathetic  mes-
sages, and you'll find your-
self yet another voice, lost
in the crowd. While there
is no singular template for
crafting  a  high  impact
message,  there  are  laws
that govern what works. If
you're ready to spark your
movement,  sit  down,  dig
in.  LET'S GO. BUSINESS/-
MARKETING-GENERAL THE
12
"One of the most provoca-
tive entrepreneurs of our
time,  who  started  Eckō
Unltd  out  of  his  parents'
garage and turned it into
a  media  empire,  Marc
Eckō  reveals  his  formula
for  building  an  authentic
brand  or  business.  Marc
Eckō began his career by
spray-painting  t-shirts  in
the  garage  of  his  child-
hood  home  in  suburban
New  Jersey.  A  graffiti
artist with no connections

and no fashion pedigree,
he left  the safety net  of
pharmacy school to start
his own company. Armed
with  only  hustle,  sweat
equity, and creativity, he
flipped  a  $5,000  bag  of
cash into a global corpora-
tion now worth $500 mil-
lion. Unlabel is a success
story,  but  it's  one  that
shares the bruises, scabs,
and  gut-wrenching  mis-
takes  that  every  en-
trepreneur  must  over-
come to succeed. Through
his  personal  prescription
for success--the Authentic-
ity  Formula--Eckō  re-
counts  his  many  innova-
tions  and  misadventures
in  his  journey  from  misfit
kid to the CEO. It wasn't a
meteoric  rise;  in  fact,  it
was  a  rollercoaster  that
dipped  to  the  edge  of
bankruptcy  and  even  to
national notoriety, but this
is  an underdog story we
can learn from: Ecko's dou-
bling  down  on  the  core
principles  of  the  brand
and his formula for action
over  talk  are  all  lessons
for today's entrepreneurs.
Ecko  offers  a  brash  mes-
sage with his inspirational
story: embrace pain, take
risks, and be yourself. Un-
label  demonstrates  that,
l ike  or  not,  you  are  a
brand and it's up you to
take control of it and cre-
ate  something  authentic.
Unlabel is a groundbreak-
ing  guide  to  channeling
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your creativity, finding the
courage  to  defy  conven-
tion, and summoning the
confidence  to  act  and  be
competitive  in  any  envi-
ronment"--
This work has been select-
ed  by  scholars  as  being
culturally important and is
part  of  the  knowledge
base of civilization as we
know it. This work is in the
public domain in the Unit-
ed States of America, and
possibly  other  nations.
Within the United States,
you may freely copy and
distribute this work, as no
entity (individual or corpo-
rate)  has  a  copyright  on
the  body  of  the  work.
Scholars believe,  and we
concur,  that  this  work  is
important  enough  to  be
preserved,  reproduced,
and made generally avail-
able to the public. To en-
sure a quality reading ex-
perience,  this  work  has
been proofread and repub-
lished using a format that
seamlessly  blends  the
original  graphical  ele-
ments  with  text  in  an
easy-to-read typeface.
An understanding of psy-
chology—specifically  the
psychology  behind  how
users behave and interact
with  digital  interfaces—is
perhaps  the  single  most
valuable nondesign skill a
designer  can  have.  The
most  elegant  design  can
fail if it forces users to con-
form to the design rather

than  working  within  the
"blueprint"  of  how  hu-
mans  perceive  and  pro-
cess  the  world  around
them. This practical guide
explains how you can app-
ly  key  principles  in  psy-
chology to build products
and experiences that are
more  intuitive  and  hu-
man-centered. Author Jon
Yablonski deconstructs fa-
miliar  apps  and  experi-
ences to provide clear ex-
amples of how UX design-
ers can build experiences
that  adapt  to  how users
perceive and process digi-
tal interfaces. You’ll learn:
How  aesthetically  pleas-
ing  design  creates  posi-
tive responses The princi-
ples  from  psychology
most useful for designers
How  these  psychology
principles  relate  to  UX
heuristics Predictive mod-
els  including  Fitts’s  law,
Jakob’s  law,  and  Hick’s
law Ethical implications of
using  psychology  in  de-
sign A framework for app-
lying these principles
"From the earliest days of
thinking man, people the
world over have pondered
the  nature  of  the  Uni-
verse, our planet, and of
ourselves. What does it all
mean?  Why  am  I  here?
What is the real purpose
of my life? What will hap-
pen to me after I die? Will
I  return  once  again  for
another life on Earth?" So

starts  the  first  paragraph
of this book, summarising
and  encapsulating  very
succinctly both the reason
I was inspired to write Our
Ultimate Reality and a con-
cise summary of the con-
tents  contained  therein.
As we approach the end
of a great age for humani-
ty, increasingly more peo-
ple from all walks of what
we know as "life" are ask-
ing what it all means for
them,  for  their  families
and for their future exis-
tence  on  this  planet  we
call "Earth." Our Ultimate
Reality, Life, the Universe
and Destiny of Mankind is
your  complete  reference
and guide for realising the
Divine  heritage  of  each
and  every  one  of  us  as
equal aspects of our Crea-
tor, a life of perfect happi-
ness,  health,  abundance,
fulfilment  and  Spiritual
evolution.  This  book  has
been written in a modern,
understandable, non-mys-
tical way, setting out in a
concise,  logical,  easy  to
follow  format,  all  you
need to know in order to
understand, pursue and re-
alise your own true poten-
tial  during  this  pivotally
important era. I wish you
every possible success as
you follow your own true
destiny on the path of re-
turn to our Divine Creator
from Whom we came in
the  beginning,  and  wish
that  this  book will  prove
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to be your valuable guide
and companion.
INTERNATIONAL  BEST-
SELLER "For anyone who
wants to understand capi-
talism not as economists
or  politicians  have  pic-
tured it but as it actually
operates, this book will be
invaluable." -Observer
(UK)  If  you've  wondered
how we did  not  see  the
economic  collapse  com-
ing, Ha-Joon Chang knows
the answer: We didn't ask
what  they  didn't  tell  us
about capitalism. This is a
lighthearted  book  with  a
serious purpose: to ques-
tion the assumptions be-
hind the dogma and sheer
hype  that  the  dominant
school  of  neol ibera l
economists-the  apostles
of  the  freemarket-have
spun since the Age of Rea-
gan. Chang, the author of
the  international  best-
seller  Bad Samaritans,  is
one of the world's most re-
spected  economists,  a
voice of sanity-and wit-in
the tradition of John Ken-
neth Galbraith and Joseph
Stiglitz.  23  Things  They
Don't Tell You About Capi-
talism equips readers with
an understanding of  how
global  capitalism  work-
s-and  doesn't.  In  his  final
chapter,  "How to Rebuild
the World," Chang offers a
vis ion  of  how  we  can
shape  capitalism  to  hu-
mane ends, instead of be-
coming slaves of the mar-

ket.
This marketing classic has
been expanded to include
new commentary, new il-
lustrations,  and  a  bonus
book:  The  11  Immutable
Laws of Internet Branding.
Smart and accessible, The
22  Immutable  Laws  of
Branding  is  the  definitive
text  on branding,  pairing
anecdotes about some of
the  best  brands  in  the
world,  like  Rolex,  Volvo,
and  Heineken,  with  the
signature savvy of market-
ing  gurus  Al  and  Laura
Ries.  Combining  The  22
Immutable Laws of Brand-
ing and The 11 Immutable
Laws of Internet Branding,
this  book  proclaims  that
the only way to stand out
in today's marketplace is
to  build  your  product  or
service into a brand—and
provides the step-by-step
instructions  you  need  to
do so. The 22 Immutable
Laws  of  Branding  also
tackles  one  of  the  most
challenging  marketing
problems today: branding
on the Web. The Rieses di-
vulge  the  controversial
and  counterintuit ive
strategies  and  secrets
that both small and large
companies  have  used  to
establish internet brands.
The 22 Immutable Laws of
Branding is  the essential
primer on building a cate-
gory-dominating,  world--
class  brand.
A powerful way to master

every performance in your
career and life, from pre-
sentations and sales pitch-
es to interviews and tough
conversations, drawing on
the  methods  the  author
applied as a working actor
and has honed over a de-
cade of coaching salespeo-
ple, marketers, managers,
and business owners.
I t 's  not  just  smal ler,
lesser-known  companies
that  have  launched  dud
brands.  On  the  contrary,
most of the world's global
giants have launched new
produc t s  tha t  have
flopped  -  spectacularly
and at great cost. Haig or-
ganizes  these  100  ""fai-
lures""  into  ten  types
which include classic fail-
ures  (e.g.,  New  Coke),
i dea  fa i l u res  (e .g . ,
R.J.Reynolds' smokeless ci-
garettes),  extension  fail-
ures (e.g. Harley Davidson
perfume),  culture failures
(e.g.,  Kellogs  in  India),
and  technology  failures
(e.g.,  Pets.com).
Agribusiness Management
uses  four  specific  ap-
proaches to help readers
develop  and  enhance
their  capabi l i t ies  as
agribusiness  managers.
First,  this  edition  of  the
book  offers  a  contempo-
rary  focus  that  reflects
the  issues  that  agribusi-
ness managers face both
today  and  are  likely  to
face  tomorrow.  Specifical-
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ly,  food  sector  firms  and
larger  agribusiness  firms
receive more attention in
this  edition,  reflecting
their  increasing  impor-
tance  as  employers  of
food and agribusiness pro-
gram graduates.  Second,
the book presents concep-
tual material in a pragmat-
ic  way  with  illustrations
and  examples  that  will
help  the  reader  unders-
tand  how  a  specific  con-
cept  works  in  practice.
Third, the book has a deci-
sion-making  emphasis,
providing  contemporary
tools that readers will find
useful when making deci-
sions in the contemporary
business environment. Fi-
nally,  Agribusiness  Man-
agement  offers  a  perti-
nent  set  of  discussion
ques t ions  and  case
studies that will allow the
reader to apply the mate-
rial  covered in real-world
situations.
SELLING THE INVISIBLE is
a succinct and often enter-
taining look at the unique
characteristics of services
and  their  prospects,  and
how any service,  from a
home-based  consultancy
to a multinational broker-
a g e ,  c a n  t u r n  m o r e
prospects into clients and
keep them. SELLING THE
INVISIBLE  covers  service
marketing  from  start  to
finish.  Filled  with  wonder-
ful insights and written in
a roll-up-your-sleeves, jar-

gon-free, accessible style,
such  as:  Greatness  May
Get  You  Nowhere  Focus
Groups  Don'ts  The  More
You Say, the Less People
Hear & Seeing the Forest
Around the Falling Trees.
What's  the  secret  to  a
company's  continued
growth and prosperity? In-
ternationally  known  mar-
keting expert Al Ries has
the  answer:  focus.  His
commonsense  approach
to  business  management
is founded on the premise
that  long-lasting  success
depends  on  focusing  on
core products and eschew-
ing the temptation to di-
versify into unrelated en-
terprises. Using real-world
examples, Ries shows that
in industry after industry,
it is the companies that re-
sist diversification, and fo-
cus instead on owning a
category  in  consumers'
minds,  that  dominate
their  markets.  He  offers
solid guidance on how to
get  focused  and  how  to
stay focused, laying out a
workable blueprint for any
company's  evolution that
will increase market share
and  shareholder  value
while ensuring future suc-
cess.
We are not born knowing
what to eat; as omnivores
it  is  something  we  each
have to figure out for our-
selves. From childhood on-
ward, we learn how big a

"port ion"  is  and  how
sweet  is  too  sweet.  We
learn to enjoy green veg-
etables -- or not. But how
does this  education  hap-
pen? What are the origins
of  taste?  In  First  Bite,
award-winning food writer
Bee Wilson draws on the
latest research from food
psychologists, neuroscien-
tists,  and  nutritionists  to
reveal that our food habits
are  shaped  by  a  whole
host of factors: family and
culture, memory and gen-
der, hunger and love. Tak-
ing the reader on a jour-
ney across the globe, Wil-
son introduces us to peo-
ple  who  can  only  eat
foods  of  a  certain  color;
prisoners  of  war  whose
deepest  yearning  is  for
Mom's  apple  pie;  a  nine
year  old  anosmia  sufferer
who  has  no  memory  of
the  flavor  of  her  mother's
cooking; toddlers who will
eat  nothing  but  hotdogs
and  grilled  cheese  sand-
wiches;  and  researchers
and doctors who have pi-
oneered  new  and  effec-
tive ways to persuade chil-
dren  to  try  new vegeta-
bles.  Wilson  examines
why the Japanese eat so
healthily,  whereas  the
vast  majority  of  teenage
boys  in  Kuwait  have  a
weight  problem  --  and
what these facts can tell
Americans  about  how  to
eat  better.  The  way  we
learn to eat holds the key
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to why food has gone so
disastrously wrong for so
many people.  But Wilson
also  shows  that  both
adults  and children have
immense  potential  for
learning new, healthy eat-
ing habits. An exploration
of  the  extraordinary  and
surprising  origins  of  our
tastes and eating habits,
First  Bite  also  shows  us
how we  can  change  our
palates to lead healthier,
happier lives.
The PR Masterclass is writ-
ten by former newspaper,
magazine and digital jour-
nalist Alex Singleton, who
is  now  a  prominent  PR
trainer  and consultant.  It
reveals  the  secrets  of
effective  PR  and  shows
how to put in place a prac-
tical, reliable and success-
ful  media  strategy  for
your product, business or
activity – one that delivers
the  greatest  results.
Through the book, you get
to discover how to devel-
op  and  pitch  effective
newsworthy  material,  re-
gardless  of  your  budget.
The  PR  Masterclass  is
aimed at PR professionals
as well as small business
owners and entrepreneurs

implementing a PR strate-
gy.  "PR can do more for
your  money  than  any
other marketing tool. But
very  few  people  unders-
tand how to use it.  Alex
does because he has been
at  the  receiving  end.  So
will you if you read this re-
markably practical book."
—Drayton  Bird,  author,
Commonsense Direct and
Digital Marketing "The les-
sons contained within The
PR Masterclass should be
plastered over the walls of
organisations  seeking  to
utilise the media effective-
ly  for  their  campaigns.
This book is a must-have
reference  point."  —Ryan
Bourne, CityAM columnist
and Head of Economic Re-
search,  Centre  for  Policy
Studies "This is an impor-
tant book about public re-
lations and how the media
is changing. Singleton is a
straight-talking journalist--
turned-practitioner  who
pulls no punches. He calls
on the industry to grow up
and adopt the rigour of a
professional discipline. It's
a call to action that I whol-
ly heartedly support. You
should read The PR Mas-

terclass  if  you're  new to
public relations or work in
the  profession  and  want
to  continue  doing  so."
—Stephen  Waddington,
Eu ropean  d i rec to r ,
Ketchum, and 2014 Presi-
dent of the Chartered Insti-
tute  of  Public  Relations
(CIPR)  "Provides  all  you
need to know about secur-
ing  press  coverage."
—Fraser Seitel, O'Dwyer's
PR magazine "Every page
is packed with insight and
practical advice." —Steve
Harrison, co-founder, Har-
rison  Troughton  Wunder-
man  "Written  in  a  no-
nonsense  style,  every
chapter  contains  a  mine
of  information  about  the
subject. What's more, it's
clear that Alex knows the
business  inside  out.  This
is  the  kind  of  book  you
need  to  have  close  at
hand.  Do  what  it  says,
and you'll be miles ahead
with  your  PR."  —James
Hammond,  brand  consul-
tant  "Alex  Singleton's
book  on  public  relations
strategy  is  an  excellent
practical guide to the real
world  of  PR."  —Ray Hie-
bert,  Editor,  Public  Rela-
tions Review


