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Best Buy Brand Guidelines
This is not a traditional textbook or collection of case studies, but is intended to
demonstrate the complex and manifold questions of retail management in the
form of 18 lessons that provide a thematic overview of key issues and illustrate
them with the help of comprehensive case studies. In the second edition, all
chapters were revised and updated. Three new chapters were added to treat
topics like online-retailing and multi-channel-strategies as well as the so called
verticals in specific chapters. All case studies were replaced by new ones to
reflect the most recent developments. Eighteen well-known retail companies from
different countries, like Best Buy, IKEA,TK Maxx, Tesco and Decathlon, are now
used to illustrate particular aspects of retail management.
Retail Marketing and Branding, 2nd Edition looks at how retailers can make more
out of their marketing money with retail best practices in branding and marketing
spend optimization. The second edition of Retail Marketing and Branding
includes the following updates: * New and updated case examples * Updated
figures and examples throughout * New interviewers with recent experiences *
Additional chapters
Have you ever wondered about what is in the meals that you feed to your canine,
it is worth finding out! Based on the quality of food which you purchase for your
dog to consume, you could be offering him/her a top quality diet that is full of
healthful ingredients, or you could be serving him/her an unbalanced, really low
quality food product possibly that contains dangerous ingredients to your dog's
overall health. Low quality foods consist of cheap additives; cheap proteins
sources, and usually consist of ingredients that you yourself may not think of
ingesting. If this may be the case, you would not want in order to feed this type of
dog meals to your dog. You need to discover what your dog food contains prior to
purchasing. How does one figure out what is low quality and what is just not?
This may sound like a complicated problem, but it really is not. Below is really a
check list to bear in mind that will help you to find out the difference between your
run of the mill canine food, and a top quality...
Kitchen Pro Series: Guide to Meat Identification, Fabrication, and Utilization is the
definitive guide to purchasing and fabricating meat cuts for professional chefs,
foodservice personnel, culinarians, and food enthusiasts. Part of the CIA’s new
Kitchen Pro Series focusing on kitchen preparation skills, this user-friendly, fullcolor resource provides practical information on fabricating beef, pork, veal, lamb,
game, and exotic meats. Helpful storage information, basic preparation methods
for each cut, and recipes are included to give professional and home chefs
everything they need to know to produce well-primed cuts of meat. For anyone
who believes that butchery is a lost art, The Culinary Institute of America’s Chef
Thomas Schneller counters that notion by providing a close examination and
explanation of the craft in this clear and concise book. Important Notice: Media
content referenced within the product description or the product text may not be
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available in the ebook version.
Benefit from values-based leadership Values-driven organizations are considered
by some to be the most successful on the planet. They have high levels of
engagement, generate higher earnings, and are more profitable by having an
inclusive, multi-tiered strategy. It’s a win-win! In Values-Based Leadership For
Dummies, you’ll get a fool-proof plan for putting the principles of values-based
leadership in action—which will inspire and motivate others to pursue what
matters most. With many Baby Boomers edging toward retirement, the largest
generation in history, the Millennials, will be taking over the reins and stepping
into leadership roles. They’ve suffered through the difficult economic times and
corporate scandals of the early 2000s and they want things to be different. Inside,
you’ll get the framework for adopting the principles of values-based leadership
that will help Millennials—and any member of any organization—thrive: utilizing the
tools of self-reflection, actionable grace, agility, and a commitment to lead
responsibly. Establish leadership positioning and company culture steeped in
values Foster employee engagement on all levels Inspire greater performance
while creating real impact socially and economically Increase the ability to remain
competitive and relevant during times of change Harness the passion and
commitment of the millennial workforce Whether you’re in an entrepreneur, entrylevel position or a CEO, employees at any level can benefit from leaning into
values-based leadership—and this book shows you how!
Invaluable advice on analyzing and measuring the effects of social media Do you
wish you could sit down with an expert to figure out whether or not your social
media initiatives are working? With Social Media Metrics Secrets, you can!
Expert John Lovett taps into his years of training and experience to reveal tips,
tricks, and advice on how to analyze and measure the effects of social media and
gauge the success of your initiatives. He uses mini case studies to demonstrate
how to manage social operations with process and technology by applying key
performance indicators, and assessing the business value of social media.
Highlights how social media can impact all aspects of your business and
transform the way you quantify successful interactions with customers Shares
innovative techniques for managing the massive volume of social analytics data
by putting data to work in ways that contribute to your organizational goals
Details techniques for adopting a Social Analytics Framework for understanding
evolving consumer behavior necessary to compete in a socially networked future
Written in a conversational tone, Social Media Metrics Secrets goes behind the
scenes to present you with unbeatable advice and unparalleled insight into social
media metrics.
You're no idiot, of course. You keep your projects on budget at work, shop around to find the
best prices on groceries and clothing, and even manage to sock away money for your kids'
college tuition. But when it comes to wheeling and dealing to buy a car, you feel like someone
else is in the driver's seat. Don't be taken for a ride! The Complete Idiot's Guide to Buying or
Leasing a Car helps you learn the techniques you need to drive away in the car you want at
the price you can afford. Feel confident about asking questions and bargaining, even when you
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have to say "no" to a salesperson. In this Complete Idiot's Guide, you get:
Once the treasured piece of the elite class, mobile phones have now become a prerequisite of
every commoner. From schoolchildren to pensioners, from bureaucrats to fruit vendors, all
depend greatly on their mobile phones. The reason can be given to its impeccable potential to
perform various applications efficiently, within no time. This book on Mobile Commerce gives
an in-depth insight on the role of a mobile in revolutionizing various industry verticals,
specifically business and commerce. The book shows the evolution of a mobile phone from a
mere gadget meant for communication to a smarter one performing business transactions. The
book is divided into seven parts segregated as—Basic concepts, Technology, Key players, Key
products, Security of legal aspects, the Future trends and the Case studies. The book also
discusses various technologically advanced handheld devices, like Smartphones, PDA's,
Laptops, Tablets and Portable gaming consoles, in detail. Besides, the basic technology and
concepts involved in mobile commerce is discussed comprehensively. The key concepts, like
mobile marketing, mobile ticketing, mobile computing, mobile payments and mobile banking
are discussed vis-a-vis latest technologies, like wireless and mobile communication
technology, digital cellular technology, mobile access technology and 4G and 5G systems. The
book also throws light on the issues, such as mobile security hazards, and the necessary
measures to protect the same. A chapter is devoted to laws governing the mobile phone usage
and its privacy. The Case Studies are provided elucidating the role of mobile commerce in the
real-life scenarios. This book is intended for the undergraduate and postgraduate students of
Communication Engineering, Information Technology and Management.
Ideal for students of design, independent designers, and entrepreneurs who want to expand
their understanding of effective design in business, Identity Designed is the definitive guide to
visual branding. Written by best-selling writer and renowned designer David Airey, Identity
Designed formalizes the process and the benefits of brand identity design and includes a
substantial collection of high-caliber projects from a variety of the world’s most talented design
studios. You’ll see the history and importance of branding, a contemporary assessment of
best practices, and how there’s always more than one way to exceed client expectations.
You’ll also learn a range of methods for conducting research, defining strategy, generating
ideas, developing touchpoints, implementing style guides, and futureproofing your designs.
Each identity case study is followed by a recap of key points. The book includes projects by
Lantern, Base, Pharus, OCD, Rice Creative, Foreign Policy, Underline Studio, Fedoriv, Freytag
Anderson, Bedow, Robot Food, Together Design, Believe in, Jack Renwick Studio, ico Design,
and Lundgren+Lindqvist. Identity Designed is a must-have, not only for designers, but also for
entrepreneurs who want to improve their work with a greater understanding of how good
design is good business.
Technology and economics are transforming business in a completely unexpected way:
suddenly, even the largest companies must compete as if they were small, local businesses.
Suddenly, your customers can talk to everyone else across the nation, and people listen to
them, not your carefully crafted advertising or branding. It's just like doing business in a small
town, where "reputation is forever." Suddenly, communities and personal connections are
critical to your success - just as they've always been in small towns. The best small-town and
rural entrepreneurs have been successfully overcoming these challenges for centuries. Their
lessons and techniques are suddenly intensely valuable to even the largest companies, most
dominant brands, and most cosmopolitan businesses. Small Town Rules adapts these lessons
and techniques for today's new "global small town": one knitted together through the Web,
Facebook, and Twitter. Two pioneering entrepreneurs and social media experts show how to: *
Survive seasonal cycles and year-to-year fluctuations the way rural farmers and businesses do
* Use "small town entrepreneur secrets" for coping with limited access to people and capital *
Reduce risk by "piecing together" multiple income sources * Start using customer-driven
Page 3/9

Read Book Best Buy Brand Guidelines
communication to your advantage * Interact with customers on a more human scale, no matter
how big you are * Rediscover your company's local roots, and more
Social networks are the new norm and traditional marketing is failing in today's digital, alwayson culture. Businesses across the world are having to face up to how they remain relevant in
the choppy waters of the digital ocean. In an era where a YouTube star gets more daily
impressions than Nike, Coca-Cola and Walmart combined, traditional marketing as we know it
is dead. The End of Marketing revolutionizes the way brands, agencies and marketers should
approach marketing. From how Donald Trump won the American presidency using social
media and why Kim Kardashian is one of the world's biggest online brands, through to the
impact of bots and automation, this book will teach you about new features and emerging
platforms that will engage customers and employees. Discover bold content ideas, hear from
some of the world's largest brands and content creators and find out how to build smarter paidstrategies, guaranteed to help you dominate your markets. The End of Marketing explains that
no matter how easy it is to reach potential customers, the key relationship between brand and
consumer still needs the human touch. Learn how to put 'social' back into social media and
claim brand relevancy in a world where algorithms dominate, organic reach is dwindling and
consumers don't want to be sold to, they want to be engaged.
It takes strength to compete. Becoming a well-known and well-regarded brand enhances a
company's strength. Internal branding-especially in service industries-is essential for longevity,
great competitive strength, and high financial value. Driven by a shared, authentic corporate
culture and guided by top management, employees will build brand value in all their actions
and interactions every day. Create a Brand That Inspires: How to Sell, Organize, and Sustain
Internal Branding effectively addresses three core brand management challenges in readers'
organizations: selling the brand to senior management, organizing the brand on all
management levels, and living the brand within each of the company's internal communities.
The book includes sixteen international case studies complete with pictures, interviews and
examples from a wide range of industries. The long-term, hands-on experience of the coauthors and their unique perspectives on how to successfully develop and manage internal
branding make this study a rewarding read for executives, managers and team leaders.

Provides information on wireless networking, covering such topics as 802.11
standards, hotspots, and setting up a wireless network.
The 30 Day MBA in Marketing provides a complete marketing 'course' spanning
twelve disciplinary areas, and including such hot topics as Buyer behaviour,
Marketing strategy, Promotion and advertising, Pricing, Managing the marketing
organization and Marketing and the law. Each chapter includes at least one
practical real life example to illustrate how marketing concepts apply to business
decision making. Learn what they teach you on professional marketing courses
and at the world's top Business Schools and why it matters to you; eliminate
gaps in your marketing knowledge and take part in business decision making on
an equal footing with MBA graduates or your company marketing director. This
book includes detailed information on how to find and analyse market data on
any business or market anywhere and online appendices that provide an
invaluable guide to finding further information and free resources on each topic
covered.
Whether you're the project manager for your company's rebrand, or you need to
educate your staff or your students about brand fundamentals, Designing Brand
Identity is the quintessential resource. From research to brand strategy to design
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execution, launch, and governance, Designing Brand Identity is a compendium of
tools for branding success and best practices for inspiration. 3 sections: brand
fundamentals, process basics, and case studies. Over 100 branding subjects,
checklists, tools, and diagrams. 50 case studies that describe goals, process,
strategy, solution, and results. Over 700 illustrations of brand touchpoints. More
than 400 quotes from branding experts, CEOs, and design gurus. "Designing
Brand Identity is a comprehensive, pragmatic, and easy-to-understand resource
for all brand builders—global and local. It's an essential reference for
implementing an entire brand system." - Carlos Martinez Onaindia, Global Brand
Studio Leader, Deloitte "Alina Wheeler explains better than anyone else what
identity design is and how it functions. There's a reason this is the 5th edition of
this classic." - Paula Scher, Partner, Pentagram "Designing Brand Identity is the
book that first taught me how to build brands. For the past decade, it's been my
blueprint for using design to impact people, culture, and business." - Alex Center,
Design Director, The Coca-Cola Company "Alina Wheeler's book has helped so
many people face the daunting challenge of defining their brand." - Andrew
Ceccon, Executive Director, Marketing, FS Investments "If branding was a
religion, Alina Wheeler would be its goddess, and Designing Brand Identity its
bible." - Olka Kazmierczak, Founder, Pop Up Grupa "The 5th edition of Designing
Brand Identity is the Holy Grail. This book is the professional gift you have always
wanted." - Jennifer Francis, Director of Marketing, Communications, and Visitor
Experience, Louvre Abu Dhabi
Provides an international and management perspective on the field of corporate
communication Corporate communication plays an important role in higher-level
management to help build and preserve a company’s reputation. This intangible
yet valuable asset determines the net worth of a company and affects the
success of its operations. Corporate Communication: An International and
Management Perspective introduces readers to the broad environment of the
modern extended organization and provides an understanding of the
globalization process. It describes how economic, political, and cultural features
of a country affect company decisions and communication and discusses various
communication disciplines and practices that are employed in programs and
campaigns. This book addresses the key management issues of sustainability
and technology and innovation. It also emphasizes the importance of why
corporate communication must be seen as a management function and not
restricted to a communication process. Presented in five parts, Corporate
Communication offers comprehensive chapters covering: The Domain of
Corporate Communication; Strategic Application of Communication Practices;
International Perspective; Key Management Issues of Sustainability and
Technology; and Corporate Communication Contribution to Management. The
foundation of Corporate Communication is public relations but also included is
the entire range of communication practices and the contribution to management
decision making. Conceptualizes corporate communication as a strategic
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management function which helps management recognize, adjust to, and
construct policy related to global issues Emphasizes the critical role that
corporate communication plays in making corporate decisions and behaviors
more socially responsible and sustainable Demonstrates how corporate
communication draws on public affairs, marketing and social media in its
strategic planning Emphasizes the critical importance of relationships to
corporations and their effect on reputation Provides numerous examples of cases
of global problems and how corporations have responded to them Corporate
Communication is intended for upper-level undergraduate and graduate students
in schools of communication and schools of business and management who
want to extend their competence to the global arena and to combine the various
communication practices to design strategic programs and campaigns. Course
titles include corporate communication, international public relations, corporate
public affairs, global marketing communication, global corporate communication,
and social media.
Identifies and describes specific government assistance opportunities such as
loans, grants, counseling, and procurement contracts available under many
agencies and programs.
Rates consumer products from stereos to food processors
Strategic Market Management, helps managers identify, implement, prioritize, and adapt
market-driven business strategies in dynamic markets. The text provides decision makers with
concepts, methods, and procedures by which they can improve the quality of their strategic
decision-making. The 11th Edition provides students in strategic marketing, policy, planning,
and entrepreneurship courses with the critical knowledge and skills for successful market
management, including strategic analysis, innovation, working across business units, and
developing sustainable advantages.
The essential guide to effective IG strategy and practice Information Governance is a highly
practical and deeply informative handbook for the implementation of effective Information
Governance (IG) procedures and strategies. A critical facet of any mid- to large-sized
company, this “super-discipline” has expanded to cover the management and output of
information across the entire organization; from email, social media, and cloud computing to
electronic records and documents, the IG umbrella now covers nearly every aspect of your
business. As more and more everyday business is conducted electronically, the need for
robust internal management and compliance grows accordingly. This book offers big-picture
guidance on effective IG, with particular emphasis on document and records management best
practices. Step-by-step strategy development guidance is backed by expert insight and crucial
advice from a leading authority in the field. This new second edition has been updated to align
with the latest practices and regulations, providing an up-to-date understanding of critical IG
concepts and practices. Explore the many controls and strategies under the IG umbrella
Understand why a dedicated IG function is needed in today’s organizations Adopt accepted
best practices that manage risk in the use of electronic documents and data Learn how IG and
IT technologies are used to control, monitor, and enforce information access and security
policy IG strategy must cover legal demands and external regulatory requirements as well as
internal governance objectives; integrating such a broad spectrum of demands into workable
policy requires a deep understanding of key concepts and technologies, as well as a clear
familiarity with the most current iterations of various requirements. Information Governance
distills the best of IG into a primer for effective action.
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This book is designed to inspire and motivate the pursuit of entrepreneurship. It will illustrate
how to position self and minimize risk. You will learn how to establish your career path and
embark on your journey to entrepreneurial success. You will understand how to overcome your
fears, break bad habits and be victorious over self-defeating beliefs. In addition, you will learn
never to accept failure, and regardless of the obstacles faced, move up the success ladder.
This book is developed and designed to provide valuable resources, processes and
methodologies to help Entrepreneurs and Small Business Owners to reach their levels of
success in Public & Private Sector business. This methodology is an inspiration of
entrepreneurial power within self. The Author having a multi-functional diversified background
of experience, he was able to carve an entrepreneurial and small business niche of innovative
sources of business solutions from one multi-functional collaborated system. In 2005, he
launched his own firm by uniquely turning his struggles into success and implementing the
methodology outlined in the book. In doing so, he hopes readers will gain valuable insight
towards achieving their goals during these especially challenging times. Being that his entire
military and civilian career placed him in unique positions that provide him great exposure to
gain unlimited and unique valuable business experiences from the best corporations in the
world. This is just one the initial reasons why this book should be read by all entrepreneurs and
small business owners. The book describes the quest of life's challenges, accomplishments,
rewards, downfalls, successes and consistency to prevail through any obstacle that came and
to continue to come our way. You can overcome anything as long as you retain selfdetermination, perseverance, tenacity and faith!
With this book in hand, nonprofits can increase their fundraising potential—and their overall
impact—by learning how to ramp up nearly every aspect of their fundraising programs in new
and creative ways. • Adopts a comprehensive approach to nonprofit fundraising for board
members, executives, and those specifically charged with raising money • Explores nonprofits'
attitudes and limiting beliefs • Examines best practices related to fundraising, then takes those
practices to the next level through creativity and innovation • Provides concrete ways to
leverage boards, strategic planning, and communications to improve fundraising outcomes •
Shares case studies, worksheets, samples, and tools to help nonprofits move from knowing to
doing
Book set on communicating and connecting with customers today and in the future This is a
three-publication set from thought leader Brian Solis covering social media and new media, the
evolution of business, and the future of business. Engage! looks at social media and how to
participate as a business while engaging your audience. What's the Future of Business?
discusses topics such as the customer journey and the critical nature of the user experience.
The End of Business as Usual reviews the evolution of the network economy and digital
lifestyles. Moving forward successfully with your business communications is an overall theme
of the set.
Social media platforms like Facebook, Twitter, Pinterest, YouTube, and Flickr allow users to
connect with one another and share information with the click of a mouse or a tap on a
touchscreen—and have become vital tools for professionals in the news and strategic
communication fields. But as rapidly as these services have grown in popularity, their legal
ramifications aren’t widely understood. To what extent do communicators put themselves at
risk for defamation and privacy lawsuits when they use these tools, and what rights do
communicators have when other users talk about them on social networks? How can an entity
maintain control of intellectual property issues—such as posting copyrighted videos and
photographs—consistent with the developing law in this area? How and when can journalists
and publicists use these tools to do their jobs without endangering their employers or clients?
In Social Media and the Law, eleven media law scholars address these questions and more,
including current issues like copyright, online impersonation, anonymity, cyberbullying, sexting,
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and WikiLeaks. Students and professional communicators alike need to be aware of laws
relating to defamation, privacy, intellectual property, and government regulation—and this
guidebook is here to help them navigate the tricky legal terrain of social media.

For over thirty years Heloise's column "Hints from Heloise" has been an American
institution, read by millions daily. In All-New Hints from Heloise, her first new householdhints book in almost a decade, Heloise has created an indispensable home reference
guide that focuses specifically on today's changing life-styles. The operative word today
is convenience--getting what has to be done accomplished in the limited time available.
You will still find an abundance of the time-tested household hints from Heloise so
many have come to expect, from removing spots and stains to caring for household
plants and fixing squeaky floors. In addition, you will also find scores of hints on using
and maintaining household appliances that simply didn't exist in most homes a decade
ago. Organized by subject, and cross-referenced with a comprehensive index, All-New
Hints from Heloise provides up-to-date advice on everything from home care inside and
outside to travel, entertainment, children, pets, and more. This is the first household selfhelp book to take readers beyond the traditional concerns of the past and help prepare
them to overcome the hurdles of the '90s.
A revised new edition of the bestselling toolkit for creating, building, and maintaining a
strong brand From research and analysis through brand strategy, design development
through application design, and identity standards through launch and governance,
Designing Brand Identity, Fourth Edition offers brand managers, marketers, and
designers a proven, universal five-phase process for creating and implementing
effective brand identity. Enriched by new case studies showcasing successful worldclass 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 practices and world-class Updated to include more than 35 percent new material
Offers a proven, universal five-phase process and methodology for creating and
implementing effective brand identity
Buying for retail is a demanding and challenging job that requires a creative flair, a
strong awareness of fashion trends, life trends as well as good interpersonal and team
working skills. Buyers and merchandisers have to ensure that the right merchandise is
being sent to the right stores, at the right time, in the right quantities. This takes a blend
of forward planning and rapid response to consumer demands. In combination with the
other areas of the business, success comes from maximizing profit, which is achieved
through anticipating customer needs and responding rapidly to immediate issues. It
involves complex data analysis, liaison with the stores operation teams and balancing
store stock levels. To succeed as a professional buyer, you will need strong analytical
and numerical skills, an interest and understanding of consumer demands and strong
commercial awareness. You also need to have an ability to understand and prioritize
issues quickly and efficiently. Progression into the Merchandising function also involves
the ability to manage change. The better equipped you are in your buying function the
better you will be able to adapt to these changes. The best change of all is to graduate
from a good buyer to an outstanding one! To handle the complexity of data and to
enable you to contribute effectively in the critical role of a buyer, you need the right skillsets and a right mind-set. Both of which can be learned in The Art of Retail Buying. This
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easy to read guide is written in a concise & pictorial style with colorful images that
enables you to follow step-by-step each function of a buyer. The Art of Retail Buying
will inspire you, motivate you and encourage you towards merchandising excellence!
American Woodworker magazine, A New Track Media publication, has been the
premier publication for woodworkers all across America for 25 years. We are committed
to providing woodworkers like you with the most accurate and up-to-date plans and
information -- including new ideas, product and tool reviews, workshop tips and much,
much more.
China is certainly doing its best to keep the world mesmerized by its e- nomic
achievements. The Chinese economic growth story that begun 30 years ago has in
terms of dynamics and duration long since surpassed all those “economic miracles”
which have brought Germany, Japan, and the South East Asian Tigers into the
top–league of the industrialized world. The rapid expansion of the Chinese economy
has gone along with a fu- fledged re-integration of China into the global economic
system. In the course of the last 30 years China has become a major player in the
global economy and today is on a trajectory towards even greater prominence. In
recent years, the Chinese economy seems to have reached an imp- tant threshold line
of economic development and global integration. In the first quarter century of reform
and global opening, Chinese enterprises have been largely confined to a ‘passive’ role
in the global division of - bor. Foreign enterprises as the proprietors of greatly superior
business models, production technologies, management models as well as very
competitively established brands have been integrating Chinese players in their value
chains and global operations. Lacking the necessary production technologies, products
as well as marketing knowledge to successfully - dress OECD-consumers, Chinese
enterprises have been hardly able to - ter the global markets without such guidance.
Now, this constellation is changing.
Social media platforms like Facebook, Twitter, Instagram, YouTube, and Snapchat
allow users to connect with one another and share information with the click of a mouse
or a tap on a touchscreen—and have become vital tools for professionals in the news
and strategic communication fields. But as rapidly as these services have grown in
popularity, their legal ramifications aren’t widely understood. To what extent do
communicators put themselves at risk for defamation and privacy lawsuits when they
use these tools, and what rights do communicators have when other users talk about
them on social networks? How can an entity maintain control of intellectual property
issues—such as posting copyrighted videos and photographs—consistent with the
developing law in this area? How and when can journalists and publicists use these
tools to do their jobs without endangering their employers or clients? Including two new
chapters that examine First Amendment issues and ownership of social media
accounts and content, Social Media and the Law brings together thirteen media law
scholars to address these questions and more, including current issues like copyright,
online impersonation, anonymity, cyberbullying, sexting, and live streaming. Students
and professional communicators alike need to be aware of laws relating to defamation,
privacy, intellectual property, and government regulation—and this guidebook is here to
help them navigate the tricky legal terrain of social media.
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