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CREATIVE STRATEGY IN ADVERTISING provides
everything you need to be successful as an advertising
professional in today's fast-changing media environment.
Focusing on the idea that good advertising always starts with
an understanding of people and an awareness of their needs,
the text advances through the creative process step by step.
It focuses first on the creative person, and then on strategy
and problem solving. Complementing expert instruction with
extensive examples of layouts and ad copy, this book gives
you all the necessary tools to create winning advertising
strategies. Important Notice: Media content referenced within
the product description or the product text may not be
available in the ebook version.
Why you should read this book: because it’s full of wisdom,
experiences, examples and entertaining stories drawn from
Tony Hertz’s 40 years’ beyond-all reason passion for radio
advertising. Including links to 25 of the best radio spots
you’ve ever heard.Because in today’s visual/digital
/online/mobile/social media/branded content consumed
advertising business, radio remains a powerful and relevant
way to reach millions of consumers all over the world. And
Tony Hertz is uniquely qualified to give it the creative
attention it deserves. Because whatever your role in the
advertising process, the 7 Secrets will actually show you how
to make better radio commercials. Even if 6 of them aren’t
actually Secrets. Because if you’ve ever been in one of
Tony’s radio workshops, seminars or presentations, this is
the book you would have bought afterwards anyway!
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Because it will make you want to sit down and write a great
radio ad!
Creativity is like an iceberg - the resulting new idea, or novel
solution is only 10% of the effort. The other 90% is the
complex interplay of thinking skills and strategies, personal
and motivational properties that activate these skills and
strategies, and the social and organizational factors of the
environment that influence the creative process. Creativity in
Engineering focuses on the Process, Person, Product, and
Place to understand when and why creativity happens in the
engineering environment and how it can be further
encouraged. Special Features: Applies findings in creativity
research to the engineering arena Defines engineering
creativity and differentiates it from innovation Discusses
personality and motivational factors that impact creativity
Clarifies the role of creativity in the design process Details the
impact of thinking skills and strategies in creativity Identifies
the role the organization and environment plays in
encouraging creativity Discusses the 4P's of Creativity:
Person, Product, Process, and Place Provides tactics and
tools that will help users foster creativity in engineering
environments Identifies how creativity results in innovative
new solutions to problems Applies creativity research and
knowledge to the engineering space
The classic guide to creative ideas, strategies, and
campaigns in advertising, now in a revised and updated third
edition In creative advertising, no amount of glossy
presentation will improve a bad idea. That’s why this book is
dedicated to the first and most important lesson: concept.
Structured to provide both a complete course on advertising
and a quick reference on specific industry topics, it covers
every aspect of the business, from how to write copy and
learn the creative process to how agencies work and the
different strategies used for all types of media. This edition
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has been updated to include expanded chapters on
interactive advertising and integrative advertising, a new
chapter on branded social media, and fifty specially drawn
new roughs of key campaigns. Pete Barry outlines simple but
fundamental rules about how to “push” an ad to turn it into
something exceptional, while exercises throughout help
readers assess their own work and that of others. Fifty years’
worth of international, award-winning ad campaigns—in the
form of over 450 “roughs” specially produced by the author,
fifty of which are new to this edition—also reinforce the book’s
core lesson: that a great idea will last forever.
"A delightful, compelling book that offers a dazzling array of
practical, thoughtful exercises designed to spark creativity,
help solve problems, foster connection, and make our lives
better."--Gretchen Rubin, New York Times bestselling author
and host of the Happier podcast In an era of ambiguous,
messy problems--as well as extraordinary opportunities for
positive change--it's vital to have both an inquisitive mind and
the ability to act with intention. Creative Acts for Curious
People is filled with ways to build those skills with resilience,
care, and confidence. At Stanford University's worldrenowned Hasso Plattner Institute of Design, aka "the
d.school," students and faculty, experts and seekers bring
together diverse perspectives to tackle ambitious projects;
this book contains the experiences designed to help them do
it. A provocative and highly visual companion, it's a definitive
resource for people who aim to draw on their curiosity and
creativity in the face of uncertainty. Teeming with ideas about
discovery, learning, and leading the way through unknown
creative territory, Creative Acts for Curious People includes
memorable stories and more than eighty innovative
exercises. Curated by executive director Sarah Stein
Greenberg, after being honed in the classrooms of the
d.school, these exercises originated in some of the world's
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most inventive and unconventional minds, including those of
d.school and IDEO founder David M. Kelley, ReadyMade
magazine founder Grace Hawthorne, innovative
choreographer Aleta Hayes, Google chief innovation
evangelist Frederik G. Pferdt, and many more. To bring fresh
approaches to any challenge-world changing or close to
home-you can draw on exercises such as Expert Eyes to
hone observation skills, How to Talk to Strangers to foster
understanding, and Designing Tools for Teams to build
creative leadership. The activities are at once lighthearted,
surprising, tough, and impactful-and reveal how the hidden
dynamics of design can drive more vibrant ways of making,
feeling, exploring, experimenting, and collaborating at work
and in life. This book will help you develop the behaviors and
deepen the mindsets that can turn your curiosity into ideas,
and your ideas into action.
A comprehensive introduction to the creative side of
advertising covering copywriting, layout and design, and
creative message strategy. Providing the underlying theories
that explain the practices of the profession, it discusses the
advertising process, media specifics and situations and
decision.
The Creative Self reviews and summarizes key theories,
studies, and new ideas about the role and significance selfbeliefs play in one’s creativity. It untangles the interrelated
constructs of creative self-efficacy, creative metacognition,
creative identity, and creative self-concept. It explores how
and when creative self-beliefs are formed as well as how
creative self-beliefs can be strengthened. Part I discusses
how creativity plays a part in one’s self-identity and its
relationship with free will and efficacy. Part II discusses
creativity present in day-to-day life across the lifespan. Part III
highlights the intersection of the creative self with other
variables such as mindset, domains, the brain, and individual
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differences. Part IV explores methodology and culture in
relation to creativity. Part V, discusses additional constructs
or theories that offer promise for future research on creativity
Explores how beliefs about one’s creativity are part of one’s
identity Investigates the development of self-beliefs about
creativity Identifies external and personality factors
influencing self-beliefs about creativity Incorporates worldwide
research with cross-disciplinary contributors
"More than just a nice-to-look-at, easy-to-flip-through
book...Pricken has loftier goals—namely, to transform readers
into top creatives by introducing them to a variety of
techniques and ideas."—Adweek

The Fundamentals of Creative Advertising 2nd edition
provides a rich introduction to the key elements of
creative advertising. Burtenshaw, Mahon and Barfoot
explore the role of the creative team (comprising art
director and copywriter) and examine the ways in which
these teams generate ideas and the techniques they
utilize. This second edition reflects the changes that
have taken place within the advertising industry over
recent years and, in particular, the growth of digital
media and integrated advertising campaigns. Interviews
with leading practitioners, exercises and checklists
combine to provide an up-to-date overview of the
industry, and to encourage a practical application of the
creative ideas explored within the book.
Creativity and the Wandering Mind: Spontaneous and
Controlled Cognition summarizes research on the impact
of mind wandering and cognitive control on creativity,
including imagination, fantasy and play. Most coverage
in this area has either focused on the negative
consequences of mind wandering on focused problem
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solving or the positive effect of mindfulness, but not on
the positive consequences of mind wandering. This
volume bridges that gap. Research indicates that most
people experience mind wandering during a large
percentage of their waking time, and that it is a baseline
default mode of brain function during the awake but
resting state. This volume explores the different kinds of
mind wandering and its positive impact on imagination,
play, problem-solving, and creative production.
Discusses spontaneous and controlled processes in
creativity Examines the relationship between mind
wandering, consciousness, and imagination Reviews
research on problem-solving, imagination, play, and
learning Highlights the positive impact of mind wandering
on creative thought and output
Advertising Creative, Fifth Edition continues to weave
discussions about digital messaging through every
chapter. Yet, the underlying theme is still about one thing
that never changes—the need for fresh concepts and big
ideas in pursuit of the One Thing. This edition introduces
a new co-author, Marcel Jennings, who brings a fresh
perspective from his background as a copywriter and
creative director, as well as teaching at Virginia
Commonwealth University. As always, the authors draw
upon their experiences as working advertising
professionals and teachers to get right to the point,
stressing key principles and practical information that
students and working professionals can use to
communicate more effectively to build memorable
brands. They also address some of the key issues
impacting our industry today, such as gender equality,
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diversity in the workplace, and business ethics.
A real-world introduction to advertising design and art
direction, updated and revised for today's industry The
newly revised Fourth Edition of Advertising by Design:
Generating and Designing Creative Ideas Across Media
delivers an invigorating and cutting-edge take on concept
generation, art direction, design, and media channels for
advertising. The book offers principles, theories, step-bystep instructions, and advice from esteemed experts to
guide you through the fundamentals of advertising
design and the creative process. With a fresh focus on
building a coherent brand campaign through storytelling
across all media channels, Advertising by Design shows
you how to conceive ideas based on strategy, build
brands with compelling advertising, and encourage
social media participation. You'll also get insights from
guest essays and interviews with world-leading creatives
in the advertising industry. The book is filled with
practical case studies that show real-world applications.
You’ll also benefit from coverage of A quick start guide
to advertising A thorough introduction to what advertising
is, including its purpose, categories, forms, media
channels, social media listening, and its creators
Creative thinking strategies and how to generate ideas
based on creative briefs Utilizing brand archetypes and
creating unique branded content Composition by design,
including the parts of an ad, the relationship between
images and copy, basic design principles, and points of
view How to build a brand narrative in the digital age
Copywriting how-to's for art directors and designers
Experiential advertising An examination of digital design,
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including subsections on the basics of mobile and
desktop website design, motion, digital branding, and
social media design Perfect for students and instructors
of advertising design, art direction, graphic design,
communication design, and copywriting, Advertising by
Design also will earn a place in the libraries of business
owners, executives, managers, and employees whose
work requires them to understand and execute on
branding initiatives, advertising campaigns, and other
customer-facing content.
Lavishly illustrated full-colour story of the development of
the internationally renowned British Airways brand, in
association with British Airways and full of fascinating
images from the British Airways archive
This book is aimed at anyone who is considering
becoming an advertising creative, is studying to become
one or would like to become a better one. Packed with
invaluable advice and insights from the author and other
industry insiders, the book explains everything you need
to know about working as an advertising creative but
don't get taught at college. Its engaging, straight-talking
text explains the diverse set of skills that you need to
make it as an advertising creative above-and-beyond the
ability to write good adverts, and demonstrates: how to
get the best out of the people you work with; how to
present your work to clients; how to manage your career;
even how to start your own agency. Getting a job as an
advertising creative is not easy. This book teaches you
the intangible skills that are essential to get a job,
survive, thrive and ultimately make it big in one of the
most exciting industries on the planet.
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The advertising universe is changing rapidly. New
communication technologies such as live streaming,
gaming, social media and social networking sites, online
brand communities and blogs have given advertisers
new platforms to communicate and promote their
messages. Two remarkable phenomena are apparent:
interactivity in online communication; and integration of
editorial and commercial content - or the combination of
both of these.Academic research is increasingly focusing
upon these new techniques and formats, how they work,
and how consumers are affected by or respond to them.
This book makes an important contribution to the field of
advertising in bringing together state-of-the-art insights
into new advertising formats and how they work. Split
into three sections: The Changing Advertising Universe,
Advertising in a Digital Connected World and Hidden but
Paid for: Branded Content the book provides conceptual
overviews, discusses recent academic literature, reports
new research work, and develops viewpoints on the key
issues. Together, it provides a valuable overview of
insights into modern advertising practice for advertising
academics and practitioners alike.
Revised edition of the author's Hey Whipple squeeze
this!, 2012.
Key creative strategiesbehind the world’s
greatestcampaigns for anyoneworking in
advertising,marketing, design,and communication.
Creativity and the Performing Artist: Behind the Mask
synthesizes and integrates research in the field of
creativity and the performing arts. Within the performing
arts there are multiple specific domains of expertise, with
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domain-specific demands. This book examines the
psychological nature of creativity in the performing arts.
The book is organized into five sections. Section I
discusses different forms of performing arts, the domains
and talents of performers, and the experience of
creativity within performing artists. Section II explores the
neurobiology of physiology of creativity and flow. Section
III covers the developmental trajectory of performing
artists, including early attachment, parenting, play
theories, personality, motivation, and training. Section IV
examines emotional regulation and psychopathology in
performing artists. Section V closes with issues of
burnout, injury, and rehabilitation in performing artists.
Discusses domain specificity within the performing arts
Encompasses dance, theatre, music, and comedy
performance art Reviews the biology behind
performance, from thinking to movement Identifies how
an artist develops over time, from childhood through
adult training Summarizes the effect of personality,
mood, and psychopathology on performance Explores
career concerns of performing artists, from injury to burn
out
Time to create ideas - The Kickstart catalogue - Wit an
humour in the copy - Creative techniques - Vizualization
- Interviews and resources.
Advertising Creative is the first “postdigital” creative
strategy and copywriting textbook in which digital
technology is woven throughout every chapter. The book
gets right to the point of advertising by stressing key
principles and practical information students and working
professionals can use to communicate effectively in this
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postdigital age. Drawing on personal experience as
award-winning experts in creative advertising, Tom
Altstiel and Jean Grow offer real-world insights on cuttingedge topics, including global, social media, business-tobusiness, in-house, and small agency advertising. In this
Fourth Edition, Altstiel and Grow take a deeper dive into
the exploration of digital technology and its implications
for the industry, as they expose the pervasive changes
experienced across the global advertising landscape.
Their most important revelation of all is the identification
of the three qualities that will define the future leaders of
this industry: Be a risk taker. Understand technology.
Live for ideas.
How does advertising work? Does it have to attract
conscious attention in order to transmit a 'Unique Selling
Proposition'? Or does it insinuate emotional associations
into the subconscious mind? Or is it just about being
famous... or maybe something else again?
Can advertising be a force for good? Can it bring about
positive social or environmental change? Should it tell
the truth about a brand? With todays consumers being
more informed, empowered and ethically minded than
ever, advertising needs to do all those things and more.
Organized around 10 Commitment chapters,
Goodvertising showcases outstanding creative work from
over 120 campaigns from around the world that
communicate that the client is actively being and doing
good. Each campaign is from a leading agency working
in the full spectrum of media channels for an
international array of clients including Unilever, CocaCola, Ben & Jerrys, Nike, Tropicana, Volkswagen, Fiat,
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Levis, Toyota, Honda, Sainsburys, Microsoft and IKEA,
and charities including Greenpeace, Amnesty
International, PETA and WWF. For any advertising or
branding professional, this timely and much-needed
book will provide inspiration and insights into how being
good doesnt lead to dull advertising.
Now thoroughly revised and updated, this systematically
presented coursebook tells you everything you need to
know about advertising, from how to write copy and
choose a typeface, to how agencies work and the
different strategies used for print, TV or cinema and
other media, including interactive. Exercises throughout
help the reader judge their own work and that of others.
By getting to the heart of the creative process in a way
that other guides dont, the book can help anyone
produce better advertising. This new edition features a
thoroughly revised and updated chapter on interactive
advertising, with new exercises and some thirty new
illustrations. 'Invaluable' Creative Review 'Enormously
encouraging, practical and entertaining. If this book could
stand in front of a class (of creative students) and talk, I'd
be out of a job.' Tony Cullingham, Course Director, The
Watford Creative Advertising Course, West Herts
College
There are a lot of great advertising books, but none that
get down in the dirt with you quite like this one. Thomas
Kemeny made a career at some of the best ad agencies
in America. In this book he shows how he got in, how
he's stayed in, and how you can do it too. He breaks
apart how to write fun, smart, and effective copyeverything from headlines to scripts to experiential
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activations-giving readers a lesson on a language we all
thought we already knew. This book is not a
retrospective from some ad legend. It's a book that
should be instantly useful for people starting out. A guide
for the first few years at a place you'd actually want to
work. Traditionally, advertising books have been written
by people with established careers, big offices and
letters like VP in their titles. They have stories from the
old days when people could start in the mailroom. They
are talented. That's been done. Who wants another book
filled with seasoned wisdom? This is a book written by
somebody still getting his bearings. Someone who has
made an extraordinary number of errors in a still short
career. Someone who has managed to hang onto his job
despite these shortcomings.
An integrative introduction to the theories and themes in
research on creativity, this book is both a reference work
and text for courses in this burgeoning area of research.
The book begins with a discussion of the theories of
creativity (Person, Product, Process, Place), the general
question of whether creativity is influenced by nature or
nurture, what research has indicated of the personality
and style of creative individuals from a personality
analysis standpoint, how social context affects creativity,
and then coverage of issues like gender differences,
whether creativity can be enhanced, if creativity is
related to poor mental or physical health, etc. The book
contains boxes covering special interest items including
one page biographies of famous creative individuals and
activities for a group or individual to test and/or
encourage creativity, as well as references to internet
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sites relating to creativity. Breaks down the major
theories about creativity but doesn't restrict to a singular
perspective Includes extensive citations of existing
literature Textbook features included (i.e., key terms
defined)
Cultural and regional differences in creating and
managing advertising require unique responses to a
dynamic, rapidly globalising business environment. To
be global in advertising is no longer to be homogenised
or standardised, it is to be at the leading edge of social
and cultural trends that are changing the world as we
know it. Global Advertising Practice in a Borderless
World covers a wide range of adaptive advertising
practices, from major and emerging markets, in
mainstream and digital advertising. It focuses on
understanding how the globalisation of advertising works
in practice, explored in three sections: globalising
advertising in a media and communications context;
advertising in a global world; and global advertising in a
digital world. Covering past, present and potential
futures, through an impressive ensemble of global
advertising practitioners and academics, the book
combines academic rigour with practical insights to
provide a comprehensive analysis of the changing
dynamics between advertising and globalisation. It will
be of great interest to researchers, educators and
advanced students in advertising, global branding,
international marketing, international business media,
communication and cultural studies.
A recovering Mad Man throws down the ultimate
challenge to his profession: Innovate or die. The ad
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apocalypse is upon us. Today millions are downloading
ad-blocking software, and still more are paying
subscription premiums to avoid ads. This $600 billion
industry is now careening toward outright extinction, after
having taken for granted a captive audience for too long,
leading to lazy, overabundant, and frankly annoying ads.
Make no mistake, Madison Avenue: Traditional
advertising, as we know it, is over. In this short,
controversial manifesto, Andrew Essex offers both a
wake-up call and a road map to the future. In The End of
Advertising, Essex gives a brief and pungent history of
the rise and fall of Adland—a story populated by snake-oil
salesmen, slicksters, and search-engine optimizers. But
his book is no eulogy. Instead, he boldly challenges
global marketers to innovate their way to a better ad-free
future. With trenchant wit and razor-sharp insights, he
presents an essential new vision of where the smart
businesses could be headed—a broad playing field where
ambitious marketing campaigns provide utility, services,
gifts, patronage of the arts, and even blockbuster
entertainment. In this utopian landscape, ads could
become so enticing that people would pay—yes, pay—to
see them. Praise for The End of Advertising “New York
media types aren’t quick to pass up a party, even one
celebrating a book that predicts their demise. . . . The
future of marketing will need to rely on creative,
innovative models, Mr. Essex wrote, pointing to The
Lego Movie and New York’s Citi Bike bicycle-share
program as promising examples.”—The New York Times
“A rabble-rousing indictment of the ad industry from one
of its own. Essex predicts that success will depend less
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on the ability to annoy and more on the capacity to
create and entertain.”—Adam Grant, New York Times
bestselling author of Originals and Give and Take “Fresh
and timely, The End of Advertising is an eye-opening
take on the current media landscape. And along with it,
Essex provides a road map for how brands can reinvent
themselves and navigate this new world.”—Arianna
Huffington “In this dynamic little book, Essex challenges
brands—even those of us who pride ourselves on thinking
outside the box—to think bigger still. He’s got me
thinking.”—Neil Blumenthal, co-founder of Warby Parker
“Mandatory reading for anyone who wants to get a
message across in this age of authenticity.”—Alexis
Ohanian, co-founder, Reddit
In the Creative Brief Blueprint, Kevin McTigue and Derek
Rucker merge decades of academic insights and
practical experience to offer an approachable and
actionable guide to crafting successful communications
strategy.
CREATIVE STRATEGY IN ADVERTISING provides
everything students need to be successful as advertising
professionals in today's fast-changing media
environment. Focusing on the idea that good advertising
always starts with an understanding of people and an
awareness of their needs, the text advances through the
creative process step by step. It focuses first on the
creative person, and then on strategy and problem
solving. Complementing expert instruction with extensive
examples of layouts and ad copy, this book gives
students the necessary tools to create winning
advertising strategies.
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Figurative communication (the use of metaphor,
metonymy, hyperbole and irony) provides economy of
expression, clarity, persuasiveness, politeness,
evaluation, and communication of emotions. However, it
also increases the potential for misunderstanding in
situations when people lack shared background
knowledge. This book combines theoretical frameworks
with empirical studies that measure the effectiveness of
different approaches to the use of figurative language in
advertisements, to show how to maximise the benefits of
creative metaphor and metonymy in global advertising. It
highlights how subtle differences in colour, layout, and
combinations of different kinds of figurative language
affect the reception and appreciation of creative
advertising, shedding new light on the nature of figurative
communication itself. With a balance between theory,
experiments and practical case studies, this book is
accessible for academics in linguistics and
communication studies, as well as advertising and
marketing professionals.
With the proliferation of digital and social media, there
has never been a more dynamic time to engage with
marketing communications - and never has the
integration of marketing communications (marcoms)
principles into a strategic marketing plan been more
challenging. Even the best product in the world won’t
sell without the right reach to your potential customers
and the right message to engage them. This textbook
applies a uniquely practical approach to the topic so that,
whilst a structured overview of planning, development,
implementation and evaluation of marketing
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communications is in place, the detailed cases made
available by the Institute for Practitioners in Advertising
(IPA) show how actual challenges faced by professionals
in the field were addressed. This book will help you to
develop the skills you need to turn theory into the right
integrated communication plan, in order to succeed in an
increasingly competitive environment. Aided by a
veritable wealth of pedagogical features, Marketing
Communications will be essential reading for both
students and professionals in marketing,
communications and public relations. This textbook also
benefits from a companion website which includes a
comprehensive instructor’s guide with PowerPoint
slides, testbank questions and answer checklists.
Creative Advertising: An Introduction explores the
fundamentals of advertising and branding, providing an
indispensable overview of creative thinking in advertising
practice. The book offers clear guidance on portfolio
presentation, making contacts, and skills building, on
crafting ideas in copy and art direction, and on working
with others in the larger creative process. It is full of
advice from some of the world's leading figures in
advertising and is illustrated with numerous examples of
award-winning work.
This book is for young startups and entrepreneurs in the
advertising, marketing, and digital services space. It's an A-toZ guide for young advertising firms, full of advice that ranges
from getting funding to how to value the company and sell it
to how to hire your first employee.
Copywriting is a rarely known lucrative creative writing
profession. It involves persuasive writing for Advertising and
Marketing Communications. This book uncovers the greatest
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tips about how to write stunning copy for Advertising, as well
as key insights on Viral Marketing/ "Viratising." Also, in this
book, over 50 creative professionals, including accomplished
Creative Directors, Lecturers, Art Directors and Copywriters
from more than 10 countries, reveal the "Secret books"
behind their astounding success in the world of Advertising.
Here's a rich reference material for Senior and Amateur
Copywriters/Art Directors, Creative Directors, as well as
ordinary "Creative Writers" and enthusiasts, interested in
becoming the next shocking superstars in the world's
Advertising and Marketing Communications story. Read it. It's
for you!
'Brand New China' offers a detailed, penetrating and up-todate portrayal of branding and advertising in contemporary
China. Wang takes readers inside an advertising agency to
show the influence of American branding theories and models
and also examines the impact of new media practices on
Chinese advertising.
Presents a twelve-week program intended to increase
creativity by capturing the creative energy of the universe.
Winner of the 2013 Cannes Bronze Book Design Lion and the
Epica awards, Life in Five Seconds is a gift for anyone with a
good sense of humor and a short attention span. H-57 is a
design and advertising with two decades of award-winning
work in advertising and the masterminds behind the online
infographic "History of... " series, which has amassed
worldwide popularity. Told in ingenious pictographs that are
witty, provocative, and to the point, Life in 5 Seconds takes
on 200 important events, inventions, great lives, wonders of
the natural world, and cultural icons and boils away the
useless details to give you the pure essence of knowledge in
a bold and irreverent set of illustrations that speak to today's
caffeine-charged, jet-fueled, information-overloaded society.
You'll laugh out loud as you finally understand the differences
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between Satan and Santa Claus; explore the vibrancy of
artists from Beethoven to Banksy; compare the masonry in
the Great Wall of China to that of the Berlin Wall; weigh the
importance of Elvis; deconstruct the genius of Ikea; play with
the history of video games; and plumb other vitally important
holes in your knowledge. From the Hardcover edition.
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