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The first survey of the many redesigned and imitation historical landmarks and objects
that dot the globe "John Darlington shows . . . it is not just written history that is
malleable; it is also history on the ground, heritage in brick and stone, wood and
metal."--Simon Jenkins, Times Literary Supplement What happens when the past--or,
more specifically, a piece of cultural heritage--is fabricated? From 50 replica Eiffel
Towers located around the world to Saddam Hussein's reconstructions of ancient cities,
examples of forged heritage are widespread. Some are easy to dismiss as blatant
frauds (the Piltdown Man), while others adhere to honest copying or respectful homage
(the Parthenon in Nashville, Tennessee). This compelling book examines copies of
historic buildings, faux archaeological sites, and other false artifacts, using them to
explore the ethics and consequences of reconstructing the past; it also tackles the
issues involved with faithful, "above-board" re-creations of ancient landmarks. John
Darlington probes questions of historical authenticity, seeking the lessons that lurk
when history is twisted to tell an untrue story. Amplified by stunning images, the
narrative underscores how the issue of duplicating heritage is both intriguing and
incredibly complex, especially in the twenty-first century--as communication and
technology flourish, so too do our opportunities to be deceived.
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In the bestselling tradition of Hampton Sides’s In the Kingdom of Ice, a riveting and
cinematic tale of Dutch polar explorer William Barents and his three harrowing Arctic
expeditions—the last of which resulted in a relentlessly challenging year-long fight for
survival. The human story has always been one of perseverance—often against
remarkable odds. The most astonishing survival tale of all might be that of 16th-century
Dutch explorer William Barents and his crew of sixteen, who ventured farther north than
any Europeans before and, on their third polar exploration, lost their ship off the frozen
coast of Nova Zembla to unforgiving ice. The men would spend the next year fighting
off ravenous polar bears, gnawing hunger, and endless winter. In Icebound, Andrea
Pitzer masterfully combines a gripping tale of survival with a sweeping history of the
great Age of Exploration—a time of hope, adventure, and seemingly unlimited
geographic frontiers. At the story’s center is William Barents, one of the 16th century’s
greatest navigators whose larger-than-life ambitions and obsessive quest to chart a
path through the deepest, most remote regions of the Arctic ended in both tragedy and
glory. Journalist Pitzer did extensive research, learning how to use four-hundred-yearold navigation equipment, setting out on three Arctic expeditions to retrace Barents’s
steps, and visiting replicas of Barents’s ship and cabin. “A visceral, thrilling account full
of tantalizing surprises” (Andrea Barrett, author of The Voyage of the Narwhal ),
Pitzer’s reenactment of Barents’s ill-fated journey shows us how the human body can
function at twenty degrees below, the history of mutiny, the art of celestial navigation,
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and the intricacies of building shelters. But above all, it gives us a first-hand glimpse
into the true nature of human courage.
Praised for its conversational tone, personal examples, and helpful pedagogical tools,
the Fourth Edition of Explorations in Classical Sociological Theory: Seeing the Social
World is organized around the modern ideas of progress, knowledge, and democracy.
With this historical thread woven throughout the chapters, the book examines the works
and intellectual contributions of major classical theorists, including Marx, Spencer,
Durkheim, Weber, Mead, Simmel, Martineau, Gilman, Douglass, Du Bois, Parsons, and
the Frankfurt School. Kenneth Allan and new co-author Sarah Daynes focus on the
specific views of each theorist, rather than schools of thought, and highlight modernity
and postmodernity to help contemporary readers understand how classical sociological
theory applies to their lives.
The Office of Industrial Technologies (OIT) of the U. S. Department of Energy
commissioned the National Research Council (NRC) to undertake a study on required
technologies for the Mining Industries of the Future Program to complement information
provided to the program by the National Mining Association. Subsequently, the National
Institute for Occupational Safety and Health also became a sponsor of this study, and
the Statement of Task was expanded to include health and safety. The overall
objectives of this study are: (a) to review available information on the U.S. mining
industry; (b) to identify critical research and development needs related to the
Page 3/22

Download File PDF Brand Story Cases And Explorations In Fashion
Branding
exploration, mining, and processing of coal, minerals, and metals; and (c) to examine
the federal contribution to research and development in mining processes.
This proceedings volume presents new methods and applications in applied economic
research with an emphasis on advances in panel data analysis. Featuring papers
presented at the 2017 International Conference on Applied Economics (ICOAE) held at
Coventry University, this volume provides current research on econometric panel data
methodologies as they are applied in microeconomics, macroeconomics, financial
economics and agricultural economics. International Conference on Applied Economics
(ICOAE) is an annual conference that started in 2008 designed to bring together
economists from different fields of applied economic research in order to share
methods and ideas. Applied economics is a rapidly growing field of economics that
combines economic theory with econometrics to analyse economic problems of the real
world usually with economic policy interest. In addition, there is growing interest in the
field for panel data estimation methods, tests and techniques. This volume makes a
contribution in the field of applied economic research in this area. Featuring country
specific studies, this book will be of interest to academics, students, researchers,
practitioners, and policy makers in applied economics and economic policy.
Research-based content provides insight on the organization and operation of textiles,
apparel, accesories and home fahion companies, as well as the effect of technological,
organizational and global changes on every area of the business.
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Incorporating developments from both academia and industry, this exploration of
brands, brand equity and strategic brand management combines a theoretical
foundation with numerous techniques and practical insights. Suitable for both graduates
and upper-level undergraduates.
The fashion and luxury industries have been well-established for centuries, but the new
disruptive digital environment is causing these industries to rethink their business case
and adapt their brand offerings for consumers and experiences both online and offline,
mixing physical place and digital space: phygital. This exciting new text, the first on this
timely subject, written by an expert author explores the current malaise and offers ways
forward through a mixture of research and practice-led examples.
An acclaimed author of novels and short stories, Tim Parks - who was described in a
recent review as "e;one of the best living writers of English"e; - has delighted audiences
around the world with his finely observed writings on all aspects of Italian life and
customs. This volume contains a selection of his best essays on the literature of his
adopted country.From Boccaccio and Machiavelli through to Moravia and Tabucchi,
from the Stil Novo to Divisionism, across centuries of history and intellectual
movements, these essays will give English readers, and lovers of the Bel Paese and its
culture, the lay of the literary land of Italy.
Marketing and branding inform many of the strategic and creative decisions involved in
fashion design and product development. Marketing is a vital component of the industry
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and an understanding of its importance and role is essential for those planning a career
in fashion. Marketing Fashion, Second Edition is a practical guide to the fundamental
principles of marketing and branding, from creating a customer profile to developing a
brand identity. The book explains key theoretical concepts and illustrates how they are
applied within the global fashion and retail industry, from haute couture to the mass
market. All tools in the modern marketer's kit are discussed, from attending fashion fairs
to viral marketing and online strategies. Using examples and case studies drawn from a
broad range of fashion, textile, and retail businesses, students are led through the
marketing process from initial consumer and market research to the creation of exciting
marketing and branding campaigns. The book is designed to appeal to students at
degree or foundation level as well as those contemplating a career within the fashion
industry.
Brand/Story: Cases and Explorations in Fashion Branding, Second Edition examines
how a retailer, manufacturer, or designer label uses storytelling to grab a consumer's
interest. For consumers, branding tells the story and creates the identity for a product, a
person, and a company. Using 10 case studies on such notable brands as Levis and
Vivienne Westwood, Brand/Story looks at what a fashion brand is about and why
companies advertise the way they do. It enables the reader to think critically about
branding-both the medium and the message-and not simply take advertisements and
brands at face value. New to this edition: ~Features 7 new brands including
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LuluLemon, Warby Parker, MAC Cosmetics and Topshop/Topman ~Over 40 new color
images including advertisements for Ralph Lauren, Vera Wang, and Dolce & Gabbana
~Updated interviews with industry professionals including Nancy Mair, General
Merchandise Manager, Burlington Stores and Jill Walker-Roberts, President of WalkerRoberts Consulting
The most important assets of any business are intangible: its company name, brands,
symbols, and slogans, and their underlying associations, perceived quality, name
awareness, customer base, and proprietary resources such as patents, trademarks,
and channel relationships. These assets, which comprise brand equity, are a primary
source of competitive advantage and future earnings, contends David Aaker, a national
authority on branding. Yet, research shows that managers cannot identify with
confidence their brand associations, levels of consumer awareness, or degree of
customer loyalty. Moreover in the last decade, managers desperate for short-term
financial results have often unwittingly damaged their brands through price promotions
and unwise brand extensions, causing irreversible deterioration of the value of the
brand name. Although several companies, such as Canada Dry and Colgate-Palmolive,
have recently created an equity management position to be guardian of the value of
brand names, far too few managers, Aaker concludes, really understand the concept of
brand equity and how it must be implemented. In a fascinating and insightful
examination of the phenomenon of brand equity, Aaker provides a clear and wellPage 7/22
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defined structure of the relationship between a brand and its symbol and slogan, as well
as each of the five underlying assets, which will clarify for managers exactly how brand
equity does contribute value. The author opens each chapter with a historical analysis
of either the success or failure of a particular company's attempt at building brand
equity: the fascinating Ivory soap story; the transformation of Datsun to Nissan; the
decline of Schlitz beer; the making of the Ford Taurus; and others. Finally, citing
examples from many other companies, Aaker shows how to avoid the temptation to
place short-term performance before the health of the brand and, instead, to manage
brands strategically by creating, developing, and exploiting each of the five assets in
turn
This book brings together contributors from a wide range of disciplines to explore the
importance of cotton as a major resource for US fashion businesses. It is rooted in a
lengthy investigative research project that deployed undergraduate and graduate
students and faculty researchers to US fashion businesses that rely on cotton to make
their garments— with the goal of better understanding how such a key resource is
sourced, priced, transported, manipulated, and, ultimately, sold on to the consumer as
a stylish garment. he contributors focus in particular on the role of brands in the
marketing of cotton goods, and the way that brand marketing creates distinctions,
valuable in the marketplace, between various versions of what are at base similar items
of clothing, like t-shirts and underclothes. The book also explores the importance of the
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“Made in the USA” campaign, with its appeal to consumers concerned about local
manufacturing employment, reduced resource use, and social responsibility.
Ranging from travel to wellbeing and fashion to food, Lifestyle Journalism explores a
wide variety of subjects within a growing field. This edited collection examines the
complex dynamics of the ever-evolving media environment of lifestyle journalism,
encompassing aspects of consumerism, entertainment and cosmopolitanism, as well as
traditional journalistic practices. Through detailed case studies and research, the book
discusses themes of consumer culture, identity, representation, the sharing economy
and branding while bringing in important new aspects such as social media and new
cultural intermediaries. International and cross-disciplinary, the book is divided into four
parts: emerging roles; experience and identity in lifestyle media; new players and
lifestyle actors; and lifestyle consumerism and brands. Featuring case studies from a
variety of countries including Turkey, the US, Chile and the UK, this is an important
resource for journalism students and academics.
'Fashion Branding Unraveled' introduces and explains the concept of brand and the
process of brand development. The work clarifies misconceptions, introduces new
concepts, and proposes a step-by-step roadmap for developing an effective brand, all
within the context of the fashion industry. Using an easy-to-understand approach,
relevant examples, and case studies, it applies the theories and concepts covered,
such as 'mass customization' and 'M-branding,' to a variety of industry segments, from
Page 9/22

Download File PDF Brand Story Cases And Explorations In Fashion
Branding
luxury brands to private labels. The text includes an examination of the latest
technologies, their applications, and-most important-their effects on the future of
branding.
This book will broaden readers’ understanding of the links between the music and
fashion industries. It highlights the challenges currently facing the fashion industry in
terms of hyper-competition, definition of ever-faster trends, changing consumer
demands etc. In fact, the fashion industry is heavily influenced by the digital revolution
in the music industry, which has changed the face of individual music consumption and
social reference, and therefore, also has impacts on fashion consumption and social
reference. This understanding is crucial in order to realign any fashion company’s
strategies to the demands of modern fashion consumers. In terms of content, the book
first discusses the social perspective of fashion and music. This includes an analysis of
music as a key influencer of fashion trends, both theoretically and on the basis of a
case study on grunge music. Then the role of music in the fashion business is
addressed, and covers in-store music and the role of music in fashion communication.
Following up, the role of fashion in the music business is analyzed. This includes the
trend of co-design of fashion collections, music artists’ role of differentiation by style,
and the market for music fashion merchandise articles (both theoretically and drawing
on a case study). In closing, potential lessons learned from the music industry are
developed for the fashion industry. This includes an analysis of the digital revolution
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and the advent of the crowdfunding idea (both theoretically and in a case study).
Be Fearless is researched-based call to action for those seeking to live extraordinary lives and
bring about transformational change. LOS ANGELES TIMES BESTSELLER * NATIONAL
BESTSELLER Weaving together storytelling, practical tips and inspiration, the book will teach
you how to put the five fearless principles to work so that you too can spark the sorts of
remarkable breakthroughs that can impact the world. Philanthropist, investor, and technology
pioneer Jean Case brings to life the five Be Fearless principles common to the people and
organizations that bring about transformational change. When National Geographic Chairman
Jean Case set out to investigate the core qualities of great change makers, past and present,
from inventors to revolutionaries, she found five surprising traits they all had in common. These
weren’t wealth, privilege, or even genius. What all of these exceptional men and women
shared was that they had chosen to make a “big bet,” take bold risks, learn from their failures,
reach beyond their bubbles, and let urgency conquer fear. Throughout Be Fearless, Jean
vividly illustrates these principles through storytelling—from her own transformational life
experiences, to Jane Goodall’s remarkable breakthroughs in understanding and protecting
chimpanzees, to celebrity chef José Andrés’ decision to be a “first responder” and take his
kitchen to the sites of devastating hurricanes to feed the hungry, to Madame C.J. Walker’s
vision to build a hair care empire that would employ thousands across the country, and more.
She shares new insights to stories you might think you know—like Airbnb’s tale of starting from
scratch to transform the hospitality industry, to John F. Kennedy’s history-making
moonshot—and gems from changemakers you’ve never heard of. Be Fearless features a
compelling foreword from Jane Goodall saying “there is no time in history when it has been
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more important to Be Fearless” and a new afterword with stories of people inspired to take
action after reading the book.
Electronic Commerce is a complete introduction to the world of electronic commerce, including
balanced coverage of technical and business topics. Case studies and plentiful business
examples complement conceptual coverage to provide a real-world context. Implementation
strategies are analyzed, using examples of both successful and unsuccessful implementations.
An A to Z of the whole fashion process including design, production and marketing.
Scholars have argued that postmodernism is dead and that we are entering into a new era that
some have labelled altermodernism, digimodernism, performatism, and post-postmodernism.
This book expands on the nascent scholarship of post-postmodernism to highlight how dress,
fashion, and appearance are reflections of this new age. The volume starts with a discussion of
fashion, subjectivity, and time and an analysis of temporality, technology, and fashion in postpostmodern times. Later chapters analyse the work of design houses and mass producers
such as Vetements, Gucci, and Uniqlo whose products align with post-postmodern aesthetics,
hyperconsumption, and hypermodern branding. The book looks at diverse geographic and
identity markers by discussing post-postmodernism and the religio-politico-cultural questions in
South Asian Muslim fashion, image and identity presentation in queer social networking apps,
and by exploring fashion designer Tom Ford's output as a movie director. Two chapters
discuss the post-postmodern fashion exhibition with analyses of recent exhibitions and an indepth look at the work of exhibition maker Judith Clark. The final chapter is written by members
of The Rational Dress Society, a counter-fashion collective that makes JUMPSUIT, an
experimental garment to replace all clothes. Fashion, Dress, and Post-postmodernism is a
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companion to research on relationships between post-postmodernism, fashion, and dress, and
the go-to resource for researchers and students interested in these areas.
The Language of Branding: Theory, Strategies and Tactics shows marketers how to use
language successfully to improve brand value and influence consumer behavior. Luna and
Lerman are among only a few researchers who take a multidisciplinary perspective on the
ways language influences how consumers act. Together with Morais, an anthropologist
engaged in market research, they show how understanding the power of language can impact
the essence – and sales – of a brand. The book covers the fundamentals of brand language
and applications for an array of marketing initiatives. Readers will learn why brand language
matters, how language is used in marketing, and how to build a brand strategy that capitalizes
on the richness and complexity of language. This book includes real-world case histories that
demonstrate vividly how brand language is created and exercises that enable both students of
marketing and marketing professionals to apply the book’s concepts and stimulate class
discussion. The Language of Branding: Theory, Strategies and Tactics can be used in a
number of courses, including consumer behavior, branding, advertising, linguistics, and
communications.
Combines fashion theory with approaches from literature, art, advertising, music, media
studies, material studies, and sociology to consider the function of fashion within popular
culture in Europe, Australia, and the United States.
This is the eBook of the printed book and may not include any media, website access codes,
or print supplements that may come packaged with the bound book. Written by award-winning
experts, Steve Mariotti and Caroline Glackin, Entrepreneurship and Small Business
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Management presents complex economic, financial and business concepts in a manner easily
understood by a variety of students. Based on a proven curriculum from the Network for
Teaching Entrepreneurship (NFTE), it is organized to follow the life-cycle of an entrepreneurial
venture–from concept through implementation to harvesting or replication. Filled with examples
from a broad range of industries, it moves further into the entrepreneurial process–discussing
the business plan and also the unique aspects of managing and growing entrepreneurial
ventures and small businesses.
Everywhere we look, people are using fashion to communicate self and society—who they are,
and where they belong. Transglobal Fashion Narratives presents an international,
interdisciplinary analysis of those narratives. Moving from sweatshop to runway, page to
screen, camera to blog, and artist to audience, the book examines fashion as a mediated form
of content in branding, as a literary and filmic device, and as a personal form of expression by
industry professionals, journalists, and bloggers.

The Coffee Run: And Other Internship Need-to-Knows honestly documents the author's
past internship experience, and through bold and motivating prose, offers
undergraduates invaluable advice for those who are about to embark on an internship
of their own.
"The manufacturing and distribution of textiles and apparel products is a truly global
industry, making it crucial to understand current political, social and economic
developments within the international marketplace. Going Global offers a
comprehensive framework and approach to understanding the global textile and
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apparel industries, trade and markets. This framework is used to holistically examine
the global sourcing of textiles and apparel in the context of the supply chain
sustainability"-The secret to movement marketing? Your customers want to make a difference “Scott
Goodson and his StrawberryFrog colleagues have found the secret to plugging into
Purpose with a capital P: find out what moves people to action, then create a way to
support and enhance that movement with your product, service, or craft. I call that a
winning strategy.” —Daniel H. Pink, author of Drive and A Whole New Mind “Want to
change your customers’ buying habits? Want to change the world? Stop marketing,
read this book, roll up your sleeves, and start a movement.” —Sally Hogshead, author of
Fascinate and creator of HowToFascinate.com “Essential stuff. One of the smartest
thinkers on branding on one of the most important developments in that critical
intersection between culture and marketing.” —Adam Morgan, author of Eating the Big
Fish and The Pirate Inside “A well-researched and insightful book that will hopefully
spark a movement against traditional, stodgy marketing. A must-read for the new
generation of marketers who will be defining tomorrow’s marketing landscape.”
—Boutros Boutros, Senior Vice President, Emirates Airline About the Book: Movement
marketing is changing the world. It’s the new way forward for anyone trying to win
customers’ loyalty, influence public opinion, and even change the world. In Uprising,
Scott Goodson, founder and CEO of StrawberryFrog, the world’s first cultural
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movement agency, shows how your idea or organization can successfully ride this
wave of cultural movements to authentically connect to the lives and passions of people
everywhere. We are in the midst of a profound cultural transformation in which
technology is making it easier than ever for anyone to share ideas, goals, and interests.
Working with companies and brands ranging from SmartCar to Pampers to Jim Beam
to India’s Mahindra Group, StrawberryFrog and Goodson have led a paradigm focal
shift away from one-on-one selling to sharing. Using client case studies and
contributions from a global team of movement marketing forerunners—among them,
political guru Mark McKinnon; Lee Clow, creative chief at TBWA/Chiat/Day; Apple
evangelist Guy Kawasaki; and Marty Cooke, who helped make yellow LIVESTRONG
bracelets synonymous with the fight against cancer—Goodson details why and how
individuals and companies are embracing the movement phenomenon. He then applies
these insights to practical steps that you can take right now to reach people through
what matters most to them, including: Stop talking about yourself—let the movement
control your message Home in on the core objectives of your concept or brand—and
align these values with what people are for (or against) “Light the spark”—create a
culture within your organization that can embrace and drive a movement Leverage your
assets—content, events, expertise, connecting platforms—to give people tools to spread
your gospel Adjust concepts to travel across borders and link people across cultural
boundaries The examples and guidance in this book will prepare you to find, connect
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to, and even lead the next big movement. What happens next is up to you. Get up. Go
out. And create a brand Uprising of your own.
As remarkable as Columbus and the conquistador expeditions, the history of
Portuguese exploration is now almost forgotten. But Portugal's navigators cracked the
code of the Atlantic winds, launched the expedition of Vasco da Gama to India and beat
the Spanish to the spice kingdoms of the East - then set about creating the first longrange maritime empire. In an astonishing blitz of thirty years, a handful of visionary and
utterly ruthless empire builders, with few resources but breathtaking ambition,
attempted to seize the Indian Ocean, destroy Islam and take control of world trade. Told
with Roger Crowley's customary skill and verve, this is narrative history at its most vivid
- a epic tale of navigation, trade and technology, money and religious zealotry, political
diplomacy and espionage, sea battles and shipwrecks, endurance, courage and
terrifying brutality. Drawing on extensive first-hand accounts, it brings to life the exploits
of an extraordinary band of conquerors - men such as Afonso de Albuquerque, the first
European since Alexander the Great to found an Asian empire - who set in motion five
hundred years of European colonisation and unleashed the forces of globalisation.
'A prodigious novel ... Stapledon's literary imagination was boundless' Jorge Luis
Borges A lasting influence on successive generations of science fiction writers and on
the physicist Freeman Dyson, this poetic, philosophical tale of one man's unexpected
voyage through the universe is imbued with a sense of mystery and vast cosmic
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loneliness. 'The most wonderful novel I have ever read ... Star Maker remains light
years ahead' Brian Aldiss 'Probably the most powerful work of imagination ever written'
Arthur C. Clarke 'A unique genius' Doris Lessing 'One of the most creative thinkers of
our time' Greg Bear
Brand/Story: Ralph, Vera, Johnny, Billy, and Other Adventures in Fashion Branding
examines how a retailer, manufacturer, or designer label grabs an individual’s interest.
Fashion branding is not just about specific products. For consumers, branding tells the
story and creates the identity for a product, a person, and a company. Brand/Story
looks at what a fashion brand is about and why companies advertise the way they do. It
enables the reader to think critically about branding—both the medium and the
message—and not simply take advertisements and brands at face value.
This book is the first attempt to bridge the current divide between studies addressing
"economic nationalism" as a deliberate ideology and movement of economic 'nationbuilding', and the literature concerned with more diffuse expressions of economic
"nationness"—from national economic symbols and memories, to the "banal" world of
product communication. The editors seeks to highlight the importance of economic
issues for the study of nations and nationalism, and its findings point to the need to give
economic phenomena a more prominent place in the field of nationalism studies. The
authors of the essays come from disciplines as diverse as economic and cultural
history, political science, business studies, as well as sociology and anthropology. Their
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chapters address the nationalism-economy nexus in a variety of realms, including
trade, foreign investment, and national control over resources, as well as consumption,
migration, and welfare state policies. Some of the case studies have a historical focus
on nation-building in the nineteenth and early twentieth centuries, while others are
concerned with contemporary developments. Several contributions provide in-depth
analyses of single cases while others employ a comparative method. The geographical
focus of the contributions vary widely, although, on balance, the majority of our authors
deal with European countries.
This book constitutes the refereed proceedings of the 12th International Conference on
Interactive Digital Storytelling, ICIDS 2019, held in Little Cottonwood Canyon, UT, USA,
in November 2019. The 14 revised full papers and 10 short papers presented together
with 19 posters, 1 demo, and 3 doctoral consortiums were carefully reviewed and
selected from 66 submissions. The papers are organized in the following topical
sections: Creating the Discipline: Interactive Digital Narrative Studies, Impacting Culture
and Society, Interactive Digital Narrative Practices and Applications, Theoretical
Foundations, Technologies, Human Factors, Doctoral Consortium, and
Demonstrations.
This book represents a major milestone in the endeavour to understand how
communication is impacting on the fashion industry and on societal fashion-related
practices and values in the digital age. It presents the proceedings of FACTUM 19, the
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first in a series of fashion communication conferences that highlights important
theoretical and empirical work in the field. Beyond documenting the latest scientific
insights, the book is intended to foster the sharing of methodological approaches,
expand the dialogue between communications’ studies and fashion-related disciplines,
help establish an international and interdisciplinary network of scholars, and offer
encouragement and fresh ideas to junior researchers. It is of high value to academics
and students in the fields of fashion communication, fashion marketing, visual studies in
fashion, digital transformation of the fashion industry, and the cultural heritage
dimension of fashion. In addition, it is a key resource for professionals seeking sound
research on fashion communication and marketing.
Once a luxury that only the elite could afford, fashion is now widely accessible. While
brands such as Zara and H&M have made fashion an affordable choice for the mass
market, sports brands such as Nike and Adidas have transformed the image of their
products from merely practical to fashionable. How has this transformation occurred?
Fashion Brands explores the popularization of fashion and explains how marketers and
branding experts have turned clothes and accessories into objects of desire. Full of firsthand interviews with key players, the book analyzes every aspect of fashion from a
marketing perspective. It examines how advertising, store design and the media have
altered our fashion sense. The new edition includes chapters on fashion bloggers and
the rise of celebrity-endorsed products.
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"An enthralling story . . . A work of history that reads like a novel." — Christian Science
Monitor “As Hochschild’s brilliant book demonstrates, the great Congo scandal
prefigured our own times . . . This book must be read and reread.” — Los Angeles
Times Book Review In the late nineteenth century, as the European powers were
carving up Africa, King Leopold II of Belgium carried out a brutal plundering of the
territory surrounding the Congo River. Ultimately slashing the area’s population by ten
million, he still managed to shrewdly cultivate his reputation as a great humanitarian. A
tale far richer than any novelist could invent, King Leopold’s Ghost is the horrifying
account of a megalomaniac of monstrous proportions. It is also the deeply moving
portrait of those who defied Leopold: African rebel leaders who fought against hopeless
odds and a brave handful of missionaries, travelers, and young idealists who went to
Africa for work or adventure but unexpectedly found themselves witnesses to a
holocaust and participants in the twentieth century’s first great human rights
movement. A National Book Critics Circle Award Finalist A New York Times Notable
Book
No Marketing Blurb
This fun and creative book features 52 map-related art activities. You'll learn how to
make colourful legends and eye catching graphics, design maps in various types and
styles, and create personalised maps that allow you to journey to new worlds. This
book is for individuals, teachers and groups of all ages. If you are a curious explorer
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who likes to visually record your wanderings, you can be a mapmaker. If you are a
storyteller looking for new ways to tell your stories, you can be a mapmaker. If you are
curious about yourself, you might find a huge amount of fun and satisfaction in making
maps about where you are, places you long to go, and places you dare to imagine.
Copyright: d68b885f7f9d7851a6225c5ddf628f7b

Page 22/22

Copyright : school.techpoint.africa

