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Promote your business with clarity, ease, and authenticity. The Human Centered
Brand is a practical branding guide for service based businesses and creatives,
that helps you grow meaningful relationships with your clients and your audience.
If you're a writer, marketing consultant, creative agency owner, lawyer, illustrator,
designer, developer, psychotherapist, personal trainer, dentist, painter, musician,
bookkeeper, or other type of service business owner, the methods described in
this book will assist you in expressing yourself naturally and creating a resonant,
remarkable, and sustainable brand. Read this book to learn: Why conventional
branding approaches don't work for service based businesses. How to identify
your core values and use them in your business and marketing decisions.
Different ways you can make your business unique among all the competition.
How to express yourself verbally through your website, emails, articles, videos,
talks, podcasts... What makes your "ideal clients" truly ideal, and how to connect
with real people who appreciate you as you are. How to craft an effective tagline.
What are the most important elements of a visual brand identity, and how to use
them to design your own brand. How to craft an exceptional client experience
and impress your clients with your professionalism. How your brand relates to
your business model, pricing, company culture, fashion style, and social impact.
Whether you're a complete beginner or have lots of experience with marketing
and design, you'll get new insights about your own brand, and fresh ideas you'll
want to implement right away. The companion workbook, checklists, templates,
and other bonuses ensure that you not only learn new information, but create a
custom brand strategy on your own. Learn more at humancenteredbrand.com
An updated edition of the classic guide to technical communication Consider that
20 to 50 percent of a technology professional's time is spent communicating with
others. Whether writing a memo, preparing a set of procedures, or making an
oral presentation, effective communication is vital to your professional success.
This anthology delivers concrete advice from the foremost experts on how to
communicate more effectively in the workplace. The revised and expanded
second edition of this popular book completely updates the original, providing
authoritative guidance on communicating via modern technology in the
contemporary work environment. Two new sections on global communication
and the Internet address communicating effectively in the context of increased email and web usage. As in the original, David Beer's Second Edition discusses a
variety of approaches, such as: * Writing technical documents that are clear and
effective * Giving oral presentations more confidently * Using graphics and other
visual aids judiciously * Holding productive meetings * Becoming an effective
listener The new edition also includes updated articles on working with others to
get results and on giving directions that work. Each article is aimed specifically at
the needs of engineers and others in the technology professions, and is written
by a practicing engineer or a technical communicator. Technical engineers, IEEE
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society members, and technical writing teachers will find this updated edition of
David Beer's classic Writing and Speaking in the Technology Professions an
invaluable guide to successful communication.
The revolutionary guide that challenged businesses around the world to stop
selling to their buyers and start answering their questions to get results; revised
and updated to address new technology, trends, the continuous evolution of the
digital consumer, and much more In today’s digital age, the traditional sales
funnel—marketing at the top, sales in the middle, customer service at the
bottom—is no longer effective. To be successful, businesses must obsess over
the questions, concerns, and problems their buyers have, and address them as
honestly and as thoroughly as possible. Every day, buyers turn to search engines
to ask billions of questions. Having the answers they need can attract thousands
of potential buyers to your company—but only if your content strategy puts your
answers at the top of those search results. It’s a simple and powerful equation
that produces growth and success: They Ask, You Answer. Using these
principles, author Marcus Sheridan led his struggling pool company from the
bleak depths of the housing crash of 2008 to become one of the largest pool
installers in the United States. Discover how his proven strategy can work for
your business and master the principles of inbound and content marketing that
have empowered thousands of companies to achieve exceptional growth. They
Ask, You Answer is a straightforward guide filled with practical tactics and
insights for transforming your marketing strategy. This new edition has been fully
revised and updated to reflect the evolution of content marketing and the
increasing demands of today’s internet-savvy buyers. New chapters explore the
impact of technology, conversational marketing, the essential elements every
business website should possess, the rise of video, and new stories from
companies that have achieved remarkable results with They Ask, You Answer.
Upon reading this book, you will know: How to build trust with buyers through
content and video. How to turn your web presence into a magnet for qualified
buyers. What works and what doesn’t through new case studies, featuring realworld results from companies that have embraced these principles. Why you
need to think of your business as a media company, instead of relying on more
traditional (and ineffective) ways of advertising and marketing. How to achieve
buy-in at your company and truly embrace a culture of content and video. How to
transform your current customer base into loyal brand advocates for your
company. They Ask, You Answer is a must-have resource for companies that
want a fresh approach to marketing and sales that is proven to generate more
traffic, leads, and sales.
Exchange-traded funds (ETFs) have become in their 25-year history one of the
fastest growing segments of the investment management business. These funds
provide liquid access to virtually every financial market and allow large and small
investors to build institutional-caliber portfolios. Yet, their management fees are
significantly lower than those typical of mutual funds. High levels of transparency
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in ETFs for holdings and investment strategy help investors evaluate an ETF’s
potential returns and risks. This book covers the evolution of ETFs as products
and in their uses in investment strategies. It details how ETFs work, their unique
investment and trading features, their regulatory structure, how they are used in
tactical and strategic portfolio management in a broad range of asset classes,
and how to evaluate them individually.
The Gregg Reference Manual 9e by William Sabin is intended for anyone who
writes, edits, or prepares material for distribution or publication. For nearly fifty
years, this manual has been recognized as the best style manual for business
professionals and for students who want to master the on-the-job standards of
business professionals. Copyright © Libri GmbH. All rights reserved.
WWW may be an acronym for the World Wide Web, but no one could fault you
for thinking it stands for wild, wild West. The rapid growth of the Web has meant
having to rely on style guides intended for print publishing, but these guides do
not address the new challenges of communicating online. Enter The Yahoo! Style
Guide. From Yahoo!, a leader in online content and one of the most visited
Internet destinations in the world, comes the definitive reference on the essential
elements of Web style for writers, editors, bloggers, and students. With topics
that range from the basics of grammar and punctuation to Web-specific ways to
improve your writing, this comprehensive resource will help you: - Shape your
text for online reading - Construct clear and compelling copy - Write eye-catching
and effective headings - Develop your site's unique voice - Streamline text for
mobile users - Optimize webpages to boost your chances of appearing in search
results - Create better blogs and newsletters - Learn easy fixes for your writing
mistakes - Write clear user-interface text This essential sourcebook—based on
internal editorial practices that have helped Yahoo! writers and editors for the last
fifteen years—is now at your fingertips.
Maximize the impact and precision of your message! Now in its fourth edition, the
Microsoft Manual of Style provides essential guidance to content creators,
journalists, technical writers, editors, and everyone else who writes about
computer technology. Direct from the Editorial Style Board at Microsoft—you get a
comprehensive glossary of both general technology terms and those specific to
Microsoft; clear, concise usage and style guidelines with helpful examples and
alternatives; guidance on grammar, tone, and voice; and best practices for writing
content for the web, optimizing for accessibility, and communicating to a
worldwide audience. Fully updated and optimized for ease of use, the Microsoft
Manual of Style is designed to help you communicate clearly, consistently, and
accurately about technical topics—across a range of audiences and media.
NASA Graphics Standards ManualThames Hudson
Adobe InDesign is the world’s premier page-layout tool, and its user-friendly yet
sophisticated typographic controls are a big reason why. This updated edition of Nigel
French’s InDesign Type, the first book to focus exclusively on the typographic features
of InDesign, provides a comprehensive overview of the application’s vast array of type
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capabilities, from the basics of character-level formatting to strategies for designing
complex layouts using grids. With practical examples, loads of tips, and a wealth of
illustrations, InDesign Type offers guiding principles for how to get the best-looking type
in the most efficient way possible. InDesign Type is a rich resource for anyone who
wants to master the fine points of typography and works with Adobe InDesign.
This detailed, example-driven guide illustrates how much technical communicators can
do to make written texts more suitable for a global audience. You'll find dozens of
guidelines that you won't find in any other source, along with thorough explanations of
why each guideline is useful.
A STEP-BY-STEP SYSTEM FOR CREATING CUSTOMERS AND CLIENTS FOR
LIFE. It is more difficult than ever for businesses and marketing professionals to cut
through the noise to create relationships with their customers. Organizations that focus
on converting their customers to members and helping them achieve the lasting
transformation they are seeking rather than simply offering the transaction of the
moment are winning. The Ultimate Marketing Engine promises to teach readers how to
develop a system to take every customer from where they are to where they want to be
by building on the innovative principles first brought to the marketing world in Duct Tape
Marketing and honed over three decades of working with thousands of businesses.
Introducing the Customer Success Track The Ultimate Marketing Engine introduces an
innovative new approach to marketing strategy that will transform how readers view
their business, their marketing and perhaps, even how they view every customer.
Readers will learn: Why strategy must come before tactics. How to narrow your focus
and choose only ideal customers. Why no one wants what you sell – and what they
actually want. How to use story and narrative as the voice of strategy. How to construct
the perfect customer journey. How to grow your business with your customers. This
book will help readers take control of their marketing while creating ridiculously
consistent business growth.
This third edition of the OECD Style Guide is designed to help draft and organise
published material so that readers can easily navigate, understand and access OECD
analysis, statistics and information.
THE BRAND GAP is the first book to present a unified theory of brand-building.
Whereas most books on branding are weighted toward either a strategic or creative
approach, this book shows how both ways of thinking can unite to produce a
“charismatic brand”—a brand that customers feel is essential to their lives. In an
entertaining two-hour read you’ll learn: • the new definition of brand • the five essential
disciplines of brand-building • how branding is changing the dynamics of competition •
the three most powerful questions to ask about any brand • why collaboration is the key
to brand-building • how design determines a customer’s experience • how to test
brand concepts quickly and cheaply • the importance of managing brands from the
inside • 220-word brand glossary From the back cover: Not since McLuhan’s THE
MEDIUM IS THE MESSAGE has a book compressed so many ideas into so few pages.
Using the visual language of the boardroom, Neumeier presents the first unified theory
of branding—a set of five disciplines to help companies bridge the gap between brand
strategy and customer experience. Those with a grasp of branding will be inspired by
the new perspectives they find here, and those who would like to understand it better
will suddenly “get it.” This deceptively simple book offers everyone in the company
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access to “the most powerful business tool since the spreadsheet.”
"The official style guide used by the writers and editors of the world's most authoritative
news organization."
This expanded twelfth edition of the bestselling guide to style is based on the
Economist's own updated house style manual, and is an invaluable companion for
everyone who wants to communicate with the clarity, style and precision for which the
Economist is renowned. As the introduction says, 'clarity of writing usually follows clarity
of thought.' The Economist Style Guide gives general advice on writing, points out
common errors and clichés, offers guidance on consistent use of punctuation,
abbreviations and capital letters, and contains an exhaustive range of reference
material - covering everything from accountancy ratios and stock market indices to laws
of nature and science. Some of the numerous useful rules and common mistakes
pointed out in the guide include: *Which informs, that defines. This is the house that
Jack built. But: This house, which Jack built, is now falling down. Discreet means
circumspect or prudent; discrete means separate or distinct. Remember that
"Questions are never indiscreet. Answers sometimes are" (Oscar Wilde). Flaunt means
display, flout means disdain. If you flout this distinction you will flaunt your ignorance
Forgo means do without; forego means go before. Fortuitous means accidental, not
fortunate or well-timed. Times: Take care. Three times more than X is four times as
much as X. Full stops: Use plenty. They keep sentences short. This helps the reader.
From three design partners at Google Ventures, a unique five-day process--called the
sprint--for solving tough problems using design, prototyping, and testing ideas with
customers.
The NASA Graphics Standards Manual, by Richard Danne and Bruce Blackburn, is a futuristic
vision for an agency at the cutting edge of science and exploration. Housed in a special antistatic package, the book features a foreword by Richard Danne, an essay by Christopher
Bonanos, scans of the original manual (from Danne's personal copy), reproductions of the
original NASA 35mm slide presentation, and scans of the Managers Guide, a follow-up booklet
distributed by NASA.
"This is an unconventional style guide that doesn't try to cover everything you could possibly
need to know -- it covers everything you need to know to write effectively. You get clear, simple
guidelines explained with common sense and a healthy dose of humor. All the basics of
punctuation, grammar and style are here"--back cover.
You're either a Purple Cow or you're not. You're either remarkable or invisible. Make your
choice. What do Apple, Starbucks, Dyson and Pret a Manger have in common? How do they
achieve spectacular growth, leaving behind former tried-and-true brands to gasp their last?
The old checklist of P's used by marketers - Pricing, Promotion, Publicity - aren't working
anymore. The golden age of advertising is over. It's time to add a new P - the Purple Cow.
Purple Cow describes something phenomenal, something counterintuitive and exciting and flatout unbelievable. In his new bestseller, Seth Godin urges you to put a Purple Cow into
everything you build, and everything you do, to create something truly noticeable. It's a
manifesto for anyone who wants to help create products and services that are worth marketing
in the first place. If you enjoyed reading this, check out Seth Godin's business classic This is
Marketing.
This book demonstrates the step-by-step process involved in designing a Web site. Readers
are assumed to be familiar with whatever Web publishing tool they are using. The guide gives
few technical details but instead focuses on the usability, layout, and attractiveness of a Web
site, with the goal being to make it as popular with the intended audience as possible.
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Considerations such as graphics, typography, and multimedia enhancements are discussed.
Praise for the first and second editions: "The Copyeditor's Handbook brims with valuable
information, good advice, and helpful suggestions for novice copyeditors and experienced
practitioners. It is comforting to know that current and future copyeditors will be able to turn to
this handbook. I'm placing this work, which fills a huge gap in the literature, right beside my
dictionary, and will highly recommend it to all my colleagues and students." —Alice Levine,
Lecturer, The Denver Publishing Institute, and freelance editor "A definite 'must have' for the
beginning to intermediate editor or author, and even the experienced editor. An indispensable
reference tool." —Kim Hawley, President, The Chicago Book Clinic "This is the book that every
teacher of editing has been waiting for: thorough, clear, authoritative, up-to-date, and sane."
—Beth Luey, Director, Scholarly Publishing Program, Arizona State University "This book
warms the cockles of the copyediting heart. It is thorough, useful, helpful, and smart. And it fills
a huge vacuum." —Constance Hale, author of Sin and Syntax and Wired Style "An excellent
resource. The Copyeditor's Handbook should sit on every business editor's shelf, next to the inhouse style guide." —Erika Henik, Research Publications Manager, Banc of America Securities
LLC "The first three chapters alone are worth the cover price. It's a book that acknowledges an
assortment of vexing copyediting questions and offers multiple answers to most of
them."—Gary Hernandez, Technical Communication "An excellent textbook to teach the
essentials of copyediting. An excellent reference work for workplace writing."—Mark Armstrong,
Business Communication Quarterly "Straightforward, sound advice for beginning or
intermediate copyeditors working with pencil or online."—Priscilla S. Taylor, The Editorial Eye
"Lays out the copyeditor's obligations with humor, style, and perspective."—Walter Pagel,
Science Editor
Provides information on manuscript preparation, punctuation, spelling, quotations, captions,
tables, abbreviations, references, bibliographies, notes, and indexes, with sections on journals
and electronic media.
Masters of Design: Logos and Identity profiles twenty well known designers, who are
recognized for the particular areas of design in which they’re profiled in the Masters series.
The profiles are not only inspirational, but they provide real-world advice and support designers
can use in their projects. Through real world examples and illustrations, the authors present
the work of the 20 legends focusing on the subject of identity and logos. This ranges from
simple mark-making to full scale programs applied to multiple mediums. The book also
includes a gallery of marks, sidebars on heroes and inspirations, and diagrams to explain
concepts or processes. The designers included will have a wide age range, type of work, inhouse agencies, small business, large firm, domestic and international designers. Each profile
is about 2,000 words and includes 10-15 projects with captions that detail the specifics. We
include current projects as well as the projects that put these people on the map.
George Orwell set out ‘to make political writing into an art’, and to a wide extent this aim
shaped the future of English literature – his descriptions of authoritarian regimes helped to form
a new vocabulary that is fundamental to understanding totalitarianism. While 1984 and Animal
Farm are amongst the most popular classic novels in the English language, this new series of
Orwell’s essays seeks to bring a wider selection of his writing on politics and literature to a
new readership. In Politics and the English Language, the second in the Orwell’s Essays
series, Orwell takes aim at the language used in politics, which, he says, ‘is designed to make
lies sound truthful and murder respectable, and to give an appearance of solidity to pure wind’.
In an age where the language used in politics is constantly under the microscope, Orwell’s
Politics and the English Language is just as relevant today, and gives the reader a vital
understanding of the tactics at play. 'A writer who can – and must – be rediscovered with every
age.' — Irish Times

A fully revised and updated edition of the bible of the newspaper industry
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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
In Logo Design Love, Irish graphic designer David Airey brings the best parts of his
wildly popular blog of the same name to the printed page. Just as in the blog, David fills
each page of this simple, modern-looking book with gorgeous logos and real world
anecdotes that illustrate best practices for designing brand identity systems that last.
Picturing Corporate Practice is intended for law students interested in corporate and
transactional work and for lawyers new to the practice. The book includes a brief
overview of corporate practice and chapters focused on advice development,
transaction planning and management, legal documents, board meetings, litigation
(from a corporate perspective), SEC filings, corporate pro bono, and client service. The
book features a user-friendly design, informal writing style, and over 50 diagrams,
timelines, and other graphics. It includes considerable vocabulary, how-things-work
information, and practical suggestions for the new lawyer. In addition, the book offers
ideas for using visual approaches in dealing with problems, plans, and documents
across the practice. The author is a Stanford Law School professor who practiced for
many years as a senior in-house lawyer and law firm partner before joining Stanford to
develop and direct its transactional clinic.
Brand Bible is a comprehensive resource on brand design fundamentals. It looks at the
influences of modern design going back through time, delivering a short anatomical
overview and examines brand treatments and movements in design. You'll learn the
steps necessary to develop a successful brand system from defining the brand
attributes and assessing the competition, to working with materials and vendors, and all
the steps in between. The author, who is the president of the design group at Sterling
Brands, has overseen the design/redesign of major brands including Pepsi, Burger
King, Tropicana, Kleenex, and many more.
Revised and updated for the newest digital platforms—the classic guide to business
writing style and protocols While retaining all the valuable information that has made
The Business Style Handbook a modern classic, the second edition provides new
words, phrases and guidance to help you express yourself clearly, confidently and
correctly on any digital platform. New to this edition: Updated A-to-Z section with 250
new entries Best practices for email in a world of portable devices Insights from
communications executives at global companies Praise for The Business Style
Handbook “This may be the handiest and clearest book of tips on basic business
writing I’ve read in a long time.” —Pam Robinson, cofounder, the American Copy
Editors Society “An excellent primer on how to communicate effectively in a business
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setting.” —Michael Barry, vice president, media relations, Insurance Information Institute
“This book is especially helpful for people when English is their second language. I
recommend it to all my business classes.” —Elizabeth Xu, Ph.D., author, executive
mentor and leadership class instructor, Stanford University “You never want poor
writing to get in the way of what you’re saying. . . . This style guide is a valuable
resource to help ensure that the quality of your writing differentiates you.” —Bart
Mosley, principal and chief investment officer, Alprion Capital Management LP
Michael Showalter’s Guys Can Be Cat Ladies Too is the hilarious all-access guide to
help a man comprehend, appreciate, and bond with the felines in his life. They say
dogs are a man’s best friend. True! But what if that man’s girlfriend/boyfriend,
wife/husband, or mother-in-law has a cat? Is that the end for him? Is he resigned to an
eternity of estrangement from this furry creature with which he shares his life partner,
his favorite chair, and his sock drawer? Showalter offers hope for men everywhere in
their quest to understand and love cats. In this intimate portrait of one man’s love for
cats, you will learn the answers to burning questions such as: “Why are they all aloof
and weird and stuff?”; “They hate me, right?”; and “Is it true that they have nine
lives?” Armed with these and countless other valuable lessons, by the book’s end any
guy can be on the fast track to becoming a cat’s best friend. Praise for Guys Can Be
Cat Ladies Too: “Deep stuff is decorated by fabulously absurd humor.” —Catster.com
“So what have your cats taught you about loving yourself?” Michael Showalter: “Not a
lot, I’ll be honest.” —Esquire.com “Fabulously illustrated.” —Entertainment Weekly
In Thrive, Arianna Huffington makes an impassioned and compelling case for the need
to redefine what it means to be successful in today's world. Arianna Huffington's
personal wake-up call came in the form of a broken cheekbone and a nasty gash over
her eye--the result of a fall brought on by exhaustion and lack of sleep. As the
cofounder and editor-in-chief of the Huffington Post Media Group--one of the fastest
growing media companies in the world--celebrated as one of the world's most influential
women, and gracing the covers of magazines, she was, by any traditional measure,
extraordinarily successful. Yet as she found herself going from brain MRI to CAT scan
to echocardiogram, to find out if there was any underlying medical problem beyond
exhaustion, she wondered is this really what success feels like? As more and more
people are coming to realize, there is far more to living a truly successful life than just
earning a bigger salary and capturing a corner office. Our relentless pursuit of the two
traditional metrics of success--money and power--has led to an epidemic of burnout
and stress-related illnesses, and an erosion in the quality of our relationships, family
life, and, ironically, our careers. In being connected to the world 24/7, we're losing our
connection to what truly matters. Our current definition of success is, as Thrive shows,
literally killing us. We need a new way forward. In a commencement address Arianna
gave at Smith College in the spring of 2013, she likened our drive for money and power
to two legs of a three-legged stool. They may hold us up temporarily, but sooner or later
we're going to topple over. We need a third leg--a third metric for defining success--to
truly thrive. That third metric, she writes in Thrive, includes our well-being, our ability to
draw on our intuition and inner wisdom, our sense of wonder, and our capacity for
compassion and giving. As Arianna points out, our eulogies celebrate our lives very
differently from the way society defines success. They don't commemorate our long
hours in the office, our promotions, or our sterling PowerPoint presentations as we
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relentlessly raced to climb up the career ladder. They are not about our resumes--they
are about cherished memories, shared adventures, small kindnesses and acts of
generosity, lifelong passions, and the things that made us laugh. In this deeply personal
book, Arianna talks candidly about her own challenges with managing time and
prioritizing the demands of a career and raising two daughters--of juggling business
deadlines and family crises, a harried dance that led to her collapse and to her "aha
moment." Drawing on the latest groundbreaking research and scientific findings in the
fields of psychology, sports, sleep, and physiology that show the profound and
transformative effects of meditation, mindfulness, unplugging, and giving, Arianna
shows us the way to a revolution in our culture, our thinking, our workplace, and our
lives.

More people write for The Associated Press than for any newspaper in the world,
and writers-nearly two million of them-have bought more copies of The AP
Stylebook than of any other journalism reference. It provides facts and references
for reporters, and defines usage, spelling, and grammar for editors. There are
separate sections for journalists specializing in sports and business, and
complete guidelines for how to write photo captions, file copy over the wire,
proofread text, handle copyrights, and avoid libel. This edition of The AP
Stylebook keeps pace with world events, common usage, and AP procedures.
A little more than seventy-five years ago, Kate L. Turabian drafted a set of
guidelines to help students understand how to write, cite, and formally submit
research writing. Seven editions and more than nine million copies later, the
name Turabian has become synonymous with best practices in research writing
and style. Her Manual for Writers continues to be the gold standard for
generations of college and graduate students in virtually all academic disciplines.
Now in its eighth edition, A Manual for Writers of Research Papers, Theses, and
Dissertations has been fully revised to meet the needs of today’s writers and
researchers. The Manual retains its familiar three-part structure, beginning with
an overview of the steps in the research and writing process, including
formulating questions, reading critically, building arguments, and revising drafts.
Part II provides an overview of citation practices with detailed information on the
two main scholarly citation styles (notes-bibliography and author-date), an array
of source types with contemporary examples, and detailed guidance on citing
online resources. The final section treats all matters of editorial style, with advice
on punctuation, capitalization, spelling, abbreviations, table formatting, and the
use of quotations. Style and citation recommendations have been revised
throughout to reflect the sixteenth edition of The Chicago Manual of Style. With
an appendix on paper format and submission that has been vetted by
dissertation officials from across the country and a bibliography with the most upto-date listing of critical resources available, A Manual for Writers remains the
essential resource for students and their teachers.
Every day, thousands of passionate developers come up with new startup ideas
but lack the branding know-how to make them thrive. If you count yourself among
them, Lean Branding is here to help. This practical toolkit helps you build your
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own robust, dynamic brands that generate conversion. You’ll find over 100 DIY
branding tactics and inspiring case studies, and step-by-step instructions for
building and measuring 25 essential brand strategy ingredients, from logo design
to demo-day pitches, using The Lean Startup methodology’s Build-MeasureLearn loop. Learn exactly what a brand is—and what it isn’t Build a minimal set of
brand ingredients that are viable in the marketplace: brand story, brand symbols,
and brand strategy Measure your brand ingredients by using meaningful metrics
to see if they meet your conversion goals Pivot your brand ingredients in new
directions based on what you’ve learned—by optimizing rather than trashing
Focus specifically on brand story, symbols, or strategy by following the BuildMeasure-Learn chapters that apply
New diversity style guide helps journalists write with authority and accuracy about
a complex, multicultural world A companion to the online resource of the same
name, The Diversity Style Guide raises the consciousness of journalists who
strive to be accurate. Based on studies, news reports and style guides, as well as
interviews with more than 50 journalists and experts, it offers the best, most up-todate advice on writing about underrepresented and often misrepresented groups.
Addressing such thorny questions as whether the words Black and White should
be capitalized when referring to race and which pronouns to use for people who
don’t identify as male or female, the book helps readers navigate the minefield of
names, terms, labels and colloquialisms that come with living in a diverse society.
The Diversity Style Guide comes in two parts. Part One offers enlightening
chapters on Why is Diversity So Important; Implicit Bias; Black Americans; Native
People; Hispanics and Latinos; Asian Americans and Pacific Islanders; Arab
Americans and Muslim Americans; Immigrants and Immigration; Gender Identity
and Sexual Orientation; People with Disabilities; Gender Equality in the News
Media; Mental Illness, Substance Abuse and Suicide; and Diversity and Inclusion
in a Changing Industry. Part Two includes Diversity and Inclusion Activities and
an A-Z Guide with more than 500 terms. This guide: Helps journalists, journalism
students, and other media writers better understand the context behind hotbutton words so they can report with confidence and sensitivity Explores the
subtle and not-so-subtle ways that certain words can alienate a source or
infuriate a reader Provides writers with an understanding that diversity in
journalism is about accuracy and truth, not “political correctness.” Brings
together guidance from more than 20 organizations and style guides into a single
handy reference book The Diversity Style Guide is first and foremost a guide for
journalists, but it is also an important resource for journalism and writing
instructors, as well as other media professionals. In addition, it will appeal to
those in other fields looking to make informed choices in their word usage and
their personal interactions.
The IBM Style Guide distills IBM wisdom for developing superior content:
information that is consistent, clear, concise, and easy to translate. The IBM Style
Guide can help any organization improve and standardize content across
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authors, delivery mechanisms, and geographic locations. This expert guide
contains practical guidance on topic-based writing, writing content for different
media types, and writing for global audiences. Throughout, the authors illustrate
the guidance with many examples of correct and incorrect usage. Writers and
editors will find authoritative guidance on issues ranging from structuring
information to writing usable procedures to presenting web addresses to handling
cultural sensitivities. The guidelines cover these topics: Using language and
grammar to write clearly and consistently Applying punctuation marks and special
characters correctly Formatting, organizing, and structuring information so that it
is easy to find and use Using footnotes, cross-references, and links to point
readers to valuable, related information Presenting numerical information clearly
Documenting computer interfaces to make it easy for users to achieve their goals
Writing for diverse audiences, including guidelines for improving accessibility
Preparing clear and effective glossaries and indexes The IBM Style Guide can
help any organization or individual create and manage content more effectively.
The guidelines are especially valuable for businesses that have not previously
adopted a corporate style guide, for anyone who writes or edits for IBM as an
employee or outside contractor, and for anyone who uses modern approaches to
information architecture.
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