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CHAPTER 07 Suggested additional reading

The following provide insights into competitor analysis:

Hooley, G, Saunders, J., and Piercy, N. (2007), Marketing Strategy and Competitive Positioning, 4th edn. Hemel Hempstead: Prentice-Hall.

D’Aveni, R. A. (2007), ‘Mapping Your Competitive Position’. Harvard Business Review, November.

The following book provides a general and authoritative introduction to the principles of branding:

De Chernatony, L. and McDonald, M. (2003), Creating Powerful Brands, 3rd edn. Oxford: Butterworth-Heinemann.

The following provides a more critical perspective on the role of branding:

Klein, N. (2001), No Logo, London: Flamingo.

For further discussion of the application of general branding principles to not-for profit organizations, refer to the following:

Stride, H. and Lee, S. (2007), ‘No Logo? No way: branding in the not-for profit sector’. Journal of Marketing Management, 23(1/2): 107–22.
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