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BusinessWeek : Marketing Power Plays before purchasing it in order to gage whether or not it would be worth my
time, and al praised Marketing Power Plays:

0 of 0 people found the following review helpful. Mini-Case Studies of Ingenious MarketingBy Raobert MorrisThisis
one of three anthologies of articles that first appeared in BusinessWeek magazine, the others focusing on strategy and
leadership. The appeal and value of the material will obviously be determined by each reader's own interests. The
same istrue of other series, notably "Harvard Business Review on...." | really appreciate having these collections of


http://f3db.com/pub/links.php?id=B001E5SNBI

articles because (a) | may not have read all of them the first time around, (b) assembled as they arein asingle volume,
| can easily compare and contrast the given executives and/or companies and/or issues, and (¢) having the volume near
at hand means | can easily locate one or more articles whenever | need to review specific material. | also appreciate the
fact that it is"totable." Stephen J. Adler wrote the Introduction to each of the three volumes.In Marketing Power Plays,
the focusis on "how the world's most ingenious marketers reach the top of their game." Only afew of the executives
featured (one per chapter in each of 15 chapters) will be familiar to most readers, notably Jeff Immelt (GE), Steve Jobs
(Apple Computer) and Russell Simmons (Def Jam and Phat Farm). Then in a"Trends" section which follows the final
chapter, readers are provided with an additional commentary based on material which appeared in a number of
different articles: "Reaching an Audience of One: Buzz Marketing, the Vanishing Mass Market, and Cult Brands." For
example, hereisthe "Monday Morning" material that concludes Susan Berfield's article about Russell Simmons,
written with Diane Brady and Tom Lowry:The Problem: Maintaining company growth as hip-hop inevitably fadesin
popularity with the youth market; keeping the business' cutting edge status even while partnering with decidedly unhip
megacompanies. The Solution: Offer adiversity of products, from children's and adult clothing to athletic wear and
debit cards; Forge relationships with corporate giants that will enable the company to extend its reach. Maintain the
integrity of the brand through philanthropic and political ventures that will underscore the company's commitment to
hip-hop culture.Sustaining the Win: Continue to focus on building the business mainstream popul arity so that it will
continue to thrive even when hip-hop is no longer hip.The emphasisin this and in each of the other chaptersison
"what" to do and then on "how" it was done. Of course, there are several excellent books that explore positioning,
marketing, brand management, etc. in much greater depth, certainly more than any article or anthology can. For most
executives, however, Marketing Power Play's greatest value will be derived from lessons to be learned from a number
of quite different situations in which ingenious marketers either created or increased demand in the face of sometimes
ferocious competition.O of 0 people found the following review helpful. Advertorial or Infomercial? Y ou name itBy
Servantof GodMy fault. Absolutely my fault. | should have been smart enough to see the trap, from my previous
infrequent but definitely accurate perception of Business Week's incredibly positive portrait of its potential or existing
Big Corp Adertisers.....With no exaggeration, this book resembles a collection of very generic "buy low, sell high"
advice from afew columnists who flood you with insightless boasts that you doubt they just copy from material
provided by respective CEOs or CMOs PRs. Infact, | seldom rate a book only one single star. Nevertheless, | am
obliged to warn potential buyers of the worthlessness of it.0 of 2 people found the following review helpful. POOR
MARKETING SKILL y John P. GauthierGET OUT OF THE BOX , PLEASE PLEASE , NO
MORE"HY POTHESIS" YOUR MAKING TO MANY ASSERTIONS.BE REAL STAY OUT OF THAT
BOX, AND DO YOUR MARKETING RESEARCH SAME GOES FOR YOUR STRATEGY AND LEADERSHIP
BOOKS.JPG P.S. BUSINESSWEEK Y OU DISAPPOINTED ME.

Learn the Plays Make Y our Move Build an IKEA-style global brand the way Ingvar Kamprad does Use Hans
Straberg's tactics at Electrolux to sweep in profits Bank on thinking locally like Citigroup's Steven Freiberg Keep your
company tuned in the way Judy McGrath doesat MTV And get in the game with the Monday Morning strategies and
inside plays of the world's top business champions. BusinessWeek Power Plays Leadership Power Plays Strategy
Power Plays Game On. Visit businessweek.com/powerplays

About the AuthorBusinessWeek is the world's number-one business magazine, famous for its award-winning
coverage, inside information, and annual rankings of businesses. Established in 1929, the magazine set a new industry
standard and ultimately expanded its enormous popularity through the website, BusinessWeek.com.



