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In global consumer culture, brands structure an economy of symbolic exchange
that gives value to the meanings consumers attach to the brand name, logo, and
product category. Brand meaning is not just a value added to the financial value
of goods, but has material impact on financial markets themselves. Strong brands
leverage consumer investments in the cultural myths, social networks, and
ineffable experiences they associate with marketing signs and rituals. Creating
Value: The Theory and Practice of Marketing Semiotic Research is a guide to
managing these investments by managing the cultural codes that define value in a
market or consumer segment.

The book extends the discussion beyond the basics of semiotics to post-structural
debates related to ethnographic performance, multicultural consumer identity, the
digitalized consumer, and heterotopic experiences of consumer space. The book
invites readers to challenge the current thinking on topics ranging from cultural
branding and brand rhetoric to digital media management and service site design.
It also emphasizes the role of product category codes and cultural trends in the
production of perceived value.

Creating Value explains theory in language that is accessible to academics and
students, as well as research practitioners and marketers. By applying semiotics
to the everyday world of the marketplace, the book makes sense of the semiotics
discipline, which is often mystified by technical jargon and hair-splitting debate
in the academic literature. The book also provides practitioners and professors
with a practical guide to the methods used in semiotic research across the
marketing mix.
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In global consumer culture, brands structure an economy of symbolic exchange that gives value to the
meanings consumers attach to the brand name, logo, and product category. Brand meaning is not just a value
added to the financial value of goods, but has material impact on financial markets themselves. Strong
brands leverage consumer investments in the cultural myths, social networks, and ineffable experiences they
associate with marketing signs and rituals. Creating Value: The Theory and Practice of Marketing Semiotic
Research is a guide to managing these investments by managing the cultural codes that define value in a
market or consumer segment.

The book extends the discussion beyond the basics of semiotics to post-structural debates related to
ethnographic performance, multicultural consumer identity, the digitalized consumer, and heterotopic
experiences of consumer space. The book invites readers to challenge the current thinking on topics ranging
from cultural branding and brand rhetoric to digital media management and service site design. It also
emphasizes the role of product category codes and cultural trends in the production of perceived value.

Creating Value explains theory in language that is accessible to academics and students, as well as research
practitioners and marketers. By applying semiotics to the everyday world of the marketplace, the book makes
sense of the semiotics discipline, which is often mystified by technical jargon and hair-splitting debate in the
academic literature. The book also provides practitioners and professors with a practical guide to the
methods used in semiotic research across the marketing mix.

Creating Value: The Theory and Practice of Marketing Semiotics Research By Laura R. Oswald
Bibliography

Sales Rank: #2070436 in Books●

Published on: 2015-03-22●

Released on: 2015-03-22●

Original language: English●

Number of items: 1●

Dimensions: 6.10" h x .50" w x 9.10" l, .74 pounds●

Binding: Paperback●

224 pages●

 Download Creating Value: The Theory and Practice of Marketi ...pdf

 Read Online Creating Value: The Theory and Practice of Marke ...pdf

http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270
http://mbooknom.men/go/best.php?id=0199657270




Download and Read Free Online Creating Value: The Theory and Practice of Marketing Semiotics
Research By Laura R. Oswald

Editorial Review

Review
Laura Oswald's truly original interdisiplinary Marketing Semiotics and its compendium Creating Value are
groundbreaking, foundational works that incorporate a wide range of modern and postmodern semiotic,
economic and deconstruction theories, seminal for understanding the foundations of marketing semiotics.
Creating value, an intellectual tour de force is a seminal work for all those interested in semiotic theory, and
marketing in particular, contributing to the establishment of the dynamic field as an exciting innovative
academic discipline that furthers our comprehension of social behaviour in general. Paul Perron, Professor
Emeritus, The University of Toronto Building on real-life case studies, Laura Oswald offers a broad-ranging
and stimulating framework for understanding how semiotics (broadly defined) can be applied to address a
large variety of marketplace problems. Christian Pinson, Emeritus Professor of Marketing, INSEAD
Fontaine Bleau Today marketing managers look for customer insights directly, by getting out and talking to
people where they shop and consume. The more they do so, the more they realize that interpretive and
ethnographic skills are not innate; they need to be learned. Books like this one, unpacking the science and art
of semiotics, are essential reading for managers responsible for insights research. Professor John A.
Deighton, Harold M. Brierly Professor of Business Administration, Harvard Business School Creating Value
is a remarkable book, not only written skillfully but with a rare mix of cutting-edge theory and practice on
the market-based making of meanings. Market creators, brand managers, and customer experience designers
alike will find it to be an eloquent and effective guide to leveraging the power of semiotics. Markus Giesler,
Professor of Marketing, The Schulich School of Business, York University, Toronto In this book, Laura
Oswald brings semiotic theory and marketing practice together through an engaging and illuminating series
of case studies...Her analyses astutely pin point the limitations of more conventional approaches and show
the clear strategic advantages offered by a semiotically informed, cultural perspective. This book should
have a strong appeal for marketing academics and practitioners alike. Craig Thompson, Churchill Professor
of Marketing, University of Wisconsin-Madison

About the Author

Laura R. Oswald, Director, Marketing Semiotics Inc.

Laura Oswald is an academic as well as founder and director of Marketing Semiotics Inc., a brand strategy
research and consulting firm serving Fortune 500 clients in North America, Europe, and Asia. Oswald is an
expert in semiotics - a social science discipline that leverages consumers' investments in the cultural myths,
social networks, and ineffable experiences they associate with marketing signs and rituals. Oswald has held
academic positions at Northwestern University, ESSEC Business School, and the University of Illinois,
Urbana. She writes and speaks on current issues in advertising, consumer research, design, and strategy at
meetings of the Association for Consumer Research, the American Marketing Association, the Qualitative
Research Consultants Association, and the American Sociological Association.

Users Review

From reader reviews:



John White:

The actual book Creating Value: The Theory and Practice of Marketing Semiotics Research will bring that
you the new experience of reading a new book. The author style to describe the idea is very unique. Should
you try to find new book to read, this book very appropriate to you. The book Creating Value: The Theory
and Practice of Marketing Semiotics Research is much recommended to you to study. You can also get the
e-book in the official web site, so you can quicker to read the book.

Meagan Shaffer:

Spent a free the perfect time to be fun activity to perform! A lot of people spent their spare time with their
family, or their own friends. Usually they performing activity like watching television, likely to beach, or
picnic in the park. They actually doing same every week. Do you feel it? Do you need to something different
to fill your own personal free time/ holiday? Could possibly be reading a book may be option to fill your free
time/ holiday. The first thing that you'll ask may be what kinds of guide that you should read. If you want to
consider look for book, may be the e-book untitled Creating Value: The Theory and Practice of Marketing
Semiotics Research can be good book to read. May be it is usually best activity to you.

Steven Kilgore:

The particular book Creating Value: The Theory and Practice of Marketing Semiotics Research has a lot of
knowledge on it. So when you read this book you can get a lot of advantage. The book was compiled by the
very famous author. The author makes some research ahead of write this book. This particular book very
easy to read you will get the point easily after reading this article book.

Mary Bessler:

A number of people said that they feel bored when they reading a reserve. They are directly felt the idea
when they get a half regions of the book. You can choose the actual book Creating Value: The Theory and
Practice of Marketing Semiotics Research to make your reading is interesting. Your own skill of reading skill
is developing when you like reading. Try to choose simple book to make you enjoy to study it and mingle the
feeling about book and reading especially. It is to be initially opinion for you to like to start a book and study
it. Beside that the e-book Creating Value: The Theory and Practice of Marketing Semiotics Research can to
be your brand new friend when you're experience alone and confuse using what must you're doing of that
time.
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