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Brand Style Guides

#brand style guide #brand guidelines #brand identity #visual identity manual #corporate branding standards

A comprehensive brand style guide is crucial for maintaining a consistent and recognizable brand
presence across all platforms. It outlines essential rules for logo usage, color palettes, typography,
imagery, and tone of voice, ensuring every communication reinforces your brand's unique identity.
Develop robust brand guidelines to empower your team and strengthen your market perception.

All textbooks are formatted for easy reading and can be used for both personal and
institutional purposes.

We sincerely thank you for visiting our website.
The document Brand Style Guide Essentials is now available for you.
Downloading it is free, quick, and simple.

All of our documents are provided in their original form.
You don’t need to worry about quality or authenticity.
We always maintain integrity in our information sources.

We hope this document brings you great benefit.
Stay updated with more resources from our website.
Thank you for your trust.

This document remains one of the most requested materials in digital libraries online.
By reaching us, you have gained a rare advantage.
The full version of Brand Style Guide Essentials is available here, free of charge.

The Human Centered Brand

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 relation-
ships with your clients and your audience. If you're a writer, marketing consultant, creative agency own-
er, 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

NASA Graphics Standards Manual

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 anti-static 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.
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Logo Design Love

Completely updated and expanded, the second edition of David Airey’s Logo Design Love contains
more of just about everything that made the first edition so great: more case studies, more sketches,
more logos, more tips for working with clients, more insider stories, and more practical information for
getting the job and getting it done right. In Logo Design Love, David shows you how to develop an iconic
brand identity from start to finish, using client case studies from renowned designers. In the process,
he reveals how designers create effective briefs, generate ideas, charge for their work, and collaborate
with clients. David not only shares his personal experiences working on identity projects—including
sketches and final results of his own successful designs—he also uses the work of many well-known
designers such as Paula Scher, who designed the logos for Citi and Microsoft Windows, and Lindon
Leader, creator of the current FedEx identity, as well as work from leading design studios, including
Moving Brands, Pentagram, MetaDesign, Sagmeister & Walsh, and many more. In Logo Design Love,
you'll learn: Best practices for extending a logo into a complete brand identity system Why one logo is
more effective than another How to create your own iconic designs What sets some designers above
the rest 31 practical design tips for creating logos that last

Identity Designed

Ideal for students of design, independent designers, and entrepreneurs who want to expand their un-
derstanding 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.

They Ask, You Answer

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 real-world 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.

Microsoft Manual of Style

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 every-
one 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 grammatr,
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.

T2D3

A playbook for driving exponential growth after reaching Product-Market Fit. T2D3 is the playbook that
B2B software companies use to get to $100 million in annual recurring revenue (ARR). Every investor
wants to hit the next "unicorn\

Nicely Said

Whether you're new to web writing, or you're a professional writer looking to deepen your skills, this
book is for you. You'll learn how to write web copy that addresses your readers’ needs and supports
your business goals. Learn from real-world examples and interviews with people who put these ideas
into action every day: Kristina Halvorson of Brain Traffic, Tiffani Jones Brown of Pinterest, Randy J.
Hunt of Etsy, Gabrielle Blair of Design Mom, Mandy Brown of Editorially, Sarah Richards of GOV.UK,
and more. Topics include: « Write marketing copy, interface flows, blog posts, legal policies, and emails
» Develop behind-the-scenes documents like mission statements, survey questions, and project briefs
* Find your voice and adapt your tone for the situation « Build trust and foster relationships with readers
» Make a simple style guide “Writing is a skill that will hugely benefit anyone’s career, and luckily, it's
a skill that anyone can learn. Nicely Said is a wonderful guide to writing clearly and concisely for the
audience you're trying to reach. Whether you're a professional or just getting started, you'll find a ton to
steal from here.” (— Austin Kleon, author of Steal Like An Artist and Show Your Work! "Between them,
Kate and Nicole have written for many of the web's most valuable and respected companies. Their
commitment to clarity and kindness is the result of their experience, and it makes them extraordinary
teachers." - Erin Kissane, author of The Elements of Content Strategy

Book of Branding

Book of Branding is an essential addition to the start-up toolkit, designed for entrepreneurs, founders,
visual designers, brand creators and anyone seeking to decode the complicated world of brand identity.
The conversational, jargon free, tone of the book helps the reader to understand essential elements of
the brand identity process. Offering first hand experience, insights and tips throughout, the book uses
real life case studies to show how great collaborative work can be achieved. Book of Branding is a
creative guide for new businesses, start-ups and individuals, which puts visual identity at the heart of
brand strategy.

Creating a Brand Identity: A Guide for Designers

Creating a brand identity is a fascinating and complex challenge for the graphic designer. It requires
practical design skills and creative drive as well as an understanding of marketing and consumer
behaviour. This practical handbook is a comprehensive introduction to this multifaceted process.
Exercises and examples highlight the key activities undertaken by designers to create a successful
brand identity, including defining the audience, analyzing competitors, creating mood boards, haming
brands, designing logos, presenting to clients, rebranding and launching the new identity. Case studies
throughout the book are illustrated with brand identities from around the world, including a diverse
range of industries — digital media, fashion, advertising, product design, packaging, retail and more.

Lean Branding



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 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-Measure-Learn 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—nby optimizing rather than trashing Focus specifically on brand story, symbols, or strategy by
following the Build-Measure-Learn chapters that apply

Brand Bible

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.

The Yahoo! Style Guide

Is it Web site, website or web site? What's the best on-screen placement for a top story? How can |
better know my site's audience? The rapid growth of the Web has meant having to rely on style guides
that are intended for print publishing and do not address writing for the Internet. The Yahoo! Style Guide
does. Writers and programmers at Yahoo!, faced with a lack of industry guidance fifteen years ago,
began creating a set of guidelines for web writing. The seeds of The Yahoo! Style Guide were planted
with their first in-house reference, which has been added to ever since, making it the go-to manual
inside Yahoo! Polished and expanded for its public debut, this resource will cover the basics of grammar
and punctuation as well as Web-specific ways to perfect a site. It includes: identifying the audience and
making the site accessible to everyone; constructing a clear and compelling story; developing a site's
unique voice; streamlining text for mobile devices; optimizing webpages to increase the changes of
appearing in search results; streamling text so it can be read at Internet speed.

The Naming Book

NAME YOUR BUSINESS. TELL YOUR STORY. Advertising and marketing masters from Ogilvy to
Godin have proven the value of words when it comes to building a brand, attracting an audience,

and making a sale. In our increasingly crowded and noisy world, a name is the foundation of every
product, brand, or business—and it needs to stand out. In The Naming Book, Bullhorn Creative founder
and partner Brad Flowers presents a clear framework for crafting and choosing the name that sticks.
With a five-step blueprint that takes you from brainstorming to trademarking, this book is the ultimate
guidebook to naming anything. You'll learn how to: Set clear goals for your name and brand before you
start Craft a brainstorming list based on your business mission Build a brand unique to you by creating
your own word Find the balance between “cool” and clear Narrow down your list of names with five
easy tests

Sprint (Republish)

Anda mungkin beruntung memiliki pekerjaan atau proyek mendatang dengan visi yang cemerlang.
Namun, upaya mewujudkan visi ini sering kali tak mudah. Setiap hari Anda gampang sekali terjebak
dalam berbagai hal: surel yang seolah tiada habisnya, tenggat yang molor, rapat-rapat seharian
yang menyita waktu, dan proyek jangka panjang yang hanya berdasarkan asumsi. Sudah waktun-

ya Anda mencoba Sprint, sebuah metode untuk memecahkan masalah dan menguiji ide-ide baru,
menyelesaikan lebih banyak hal dengan efisien. Buku ini ditulis Jake Knapp, mantan Design Partner
Google Ventures, untuk menuntun Anda merasakan pengalaman menerapkan metode yang telah
mendunia ini. Sprint mewujudkan pengeksekusian ide besar hanya dalam lima hari. Menuntun tim
Anda dengan checklist lengkap, mulai dari Senin hingga Jumat. Menjawab segala pertanyaan penting
yang sering kali hanya disimpan di benak mereka yang sedang menguiji ide/konsep/produk. Sprint



juga membantu Anda lebih menikmati setiap proses. Anda bisa mengamati dan bergabung dengan
ratusan dari pelaku Sprint di seluruh dunia melalui tagar #sprintweek di Twitter. Sebuah proyek besar
terjadi pada 2009. Seorang insinyur Gmail bernama Peter Balsiger mencetuskan ide mengenai surel
yang bisa teratur secara otomatis. Saya sangat tertarik dengan idenya—yang disebut “Kotak Masuk
Prioritas”™—dan merekrut insinyur lain, Annie Chen, untuk bergabung bersama kami. Annie setuju,
tetapi dia hanya punya waktu sebulan untuk mengerjakannya. Kalau kami tidak bisa membuktikan
bahwa ide itu bisa diterapkan dalam jangka waktu tersebut, Annie akan beralih ke proyek lainnya.
Saya yakin waktunya tidak akan cukup, tetapi Annie adalah insinyur yang luar biasa. Jadi, saya
memutuskan untuk menjalaninya saja. Kami membagi waktu sebulan itu ke dalam empat bagian
yang masing-masing lamanya seminggu. Setiap pekan, kami menggarap desain baru. Annie dan
Peter membuat purwarupa, lalu pada akhir minggu, kami menguji desain ini bersama beberapa

ratus orang lainnya. Pada akhir bulan, kami menemukan solusi yang bisa dipahami dan diinginkan
orang- orang. Annie tetap menjadi pemimpin untuk tim Kotak Masuk Prioritas. Dan entah bagaimana
caranya, kami berhasil menyelesaikan tugas desainnya dalam waktu yang lebih singkat dari biasanya.
Beberapa bulan kemudian, saya mengunjungi Serge Lachapelle dan Mikael Drugge, dua orang
karyawan Google di Stockholm. Kami bertiga ingin menguiji ide perangkat lunak untuk konferensi video
yang bisa dijalankan lewat peramban. Karena saya berada di kota tersebut hanya selama beberapa
hari, kami bekerja secepat mungkin. Pada penghujung kunjungan saya, kami berhasil menyelesaikan
purwarupanya. Kami mengirimkannya ke rekan kerja kami lewat surel dan mulai menggunakannya
dalam rapat. Dalam beberapa bulan, seluruh perusahaan sudah bisa menggunakannya. (Selanjutnya,
versi yang sudah dipoles dan disempurnakan dari aplikasi berbasis web tersebut dikenal sebagai
Google Hangouts.) Dalam kedua kasus tersebut, saya menyadari bahwa saya bekerja jauh lebih efektif
ketimbang rutinitas kerja harian saya atau ketika mengikuti lokakarya diskusi sumbang saran. Apa yang
membedakannya? Saya menimbang kembali lokakarya tim yang saya gagas sebelumnya. Bagaimana
kalau saya memasukkan elemen ajaib lainnya—fokus pada kerja individu, waktu untuk membuat
purwarupa, dan tenggat yang tak bisa ditawar? Saya lalu menyebutkan, “sprint” desain. Saya membuat
jadwal kasar untuk sprint pertama saya: satu hari untuk berbagi informasi dan mereka ide, diikuti
dengan empat hari pembuatan purwarupa. Sekali lagi, tim Google menyambut baik eksperimen ini.
Saya memimpin sprint untuk mendesain Chrome, Google Search, Gmail, dan proyek-proyek lainnya. Ini
sangat menarik. Sprint ini berhasil. Ide-ide diuji, dibangun, diluncurkan, dan yang terbaik, kebanyakan
dari ide-ide ini berhasil diterapkan dalam dunia nyata. Proses sprint menyebar di seisi Google dari
satu tim ke tim lain, dari satu kantor ke kantor lain. Seorang desainer dari Google X tertarik dengan
metode ini, jadi dia menjalankan sprint untuk sebuah tim di Google Ads. Anggota tim dalam sprint di
Ads kemudian menyampaikannya kepada kolega mereka, dan begitu seterusnya. Dalam waktu singkat
saya mendengar penerapan sprint dari orang-orang yang tidak saya kenal. Dalam perjalanannya,
saya membuat beberapa kesalahan. Sprint pertama saya melibatkan empat puluh orang—jumlah
yang sangat besar dan justru hampir menghambat sprint tersebut, bahkan sebelum dimulai. Saya
menyesuaikan waktu yang diperlukan untuk mengembangkan ide dan pembuatan purwarupa. Saya
jadi memahami mana yang terlalu cepat, terlalu lambat, hingga akhirnya menemukan yang waktu
paling sesuai. Beberapa tahun kemudian, saya bertemu Bill Maris untuk membicarakan sprint. Bill
adalah CEO Google Ventures, perusahaan modal ventura yang didirikan Google untuk berinvestasi
pada startup-startup potensial. Dia adalah salah satu orang berpengaruh di Silicon Valley. Namun,
Anda tidak akan menyangkanya dari pembawaannya yang santai. Pada sore itu, dia mengenakan
pakaian khasnya, yaitu topi bisbol dan kaus dengan tulisan tentang Vermont. Bill tertarik untuk men-
jalankan sprint dengan startup dalam portofolio GV. Startup biasanya hanya memiliki satu kesempatan
emas untuk mendesain sebuah produk yang sukses, sebelum akhirnya kehabisan dana. Sprint bisa
membantu mencari tahu apakah startup-startup ini berada di jalur yang tepat sebelum akhirnya mereka
bisa berkecimpung dalam tahapan yang lebih berisiko untuk membangun dan meluncurkan produk
mereka. Dengan menjalankan sprint, mereka bisa mendapatkan sekaligus menghemat uang. Namun
agar berhasil, saya harus menyesuaikan proses sprint ini. Saya sudah berpikir mengenai produktivitas
individu dan tim selama beberapa tahun. Namun, saya hampir tidak tahu apa-apa mengenai startup
dan kebutuhan bisnis mereka. Tetap saja, antusiasme Bill meyakinkan saya bahwa Google Ventures
adalah tempat yang tepat untuk menerapkan sprint—sekaligus tempat yang tepat bagi saya. “Ini misi
kita,” ujarnya, “untuk bisa menemukan entrepreneur terbaik di muka bumi dan membantu mereka
membuat dunia ini menjadi tempat yang lebih baik.” Saya tentu tak bisa menolaknya. Di GV, saya
bergabung dengan tiga rekan lain: Braden Kowitz, John Zeratsky, dan Michael Margolis. Bersama,
kami mulai menjalankan sprint dengan startup-startup, bereksperimen dengan prosesnya, dan menguiji
hasilnya agar bisa menemukan cara untuk memperbaikinya. Ide-ide dalam buku ini lahir dari semua
anggota tim kami. Braden Kowitz memasukkan desain berbasis cerita dalam proses sprint, sebuah



pendekatan tak biasa yang berfokus pada pengalaman konsumen alih-alih komponen individu atau
teknologi. John Zeratsky membantu kami memulai dari akhir sehingga tiap sprint bisa membantu
menjawab berbagai pertanyaan bisnis paling penting. Braden dan John memiliki pengalaman dalam
bisnis dan startup, hal yang tidak saya miliki, dan mereka menyesuaikan prosesnya untuk menciptakan
fokus yang lebih baik dan keputusan yang lebih cerdas di tiap sprint. Michael Margolis mendorong kami
untuk mengakhiri tiap sprint dengan pengujian di dunia nyata. Dia menjalankan riset konsumen, yang
perencanaan dan pelaksanaannya bisa menghabiskan waktu berminggu-minggu, dan menemukan
cara untuk mendapatkan hasil yang jelas hanya dalam sehari. Ini benar-benar sebuah keajaiban. Kami
tidak perlu lagi menebak-nebak apakah solusi kami bagus atau tidak karena di akhir tiap sprint, kami
mendapatkan jawabannya. Kemudian ada Daniel Burka, seorang entrepreneur yang mendirikan dua
startup sebelum menjual salah satunya ke Google dan bergabung dengan GV. Saat kali pertama
menjelaskan proses sprint kepadanya, dia skeptis. Baginya, sprint terdengar seperti serangkaian
proses manajemen yang rumit. Namun, dia sepakat untuk mencoba salah satunya. “Dalam sprint
pertama itu, kami memangkas prosesnya dan menciptakan sesuatu yang ambisius hanya dalam
sepekan. Saya benar-benar jatuh hati.” Setelah kami berhasil meyakinkannya, pengalaman langsung
Daniel sebagai seorang pendiri startup dan sikapnya yang tidak menoleransi omong kosong membantu
kami menyempurnakan prosesnya. Sejak sprint pertama di GV pada 2012, kami telah beradaptasi
dan bereksperimen. Mulanya kami mengira pembuatan purwarupa dan riset yang cepat hanya akan
berhasil untuk produk berskala besar. Mampukah kami bergerak sama cepatnya jika konsumen kami
adalah para ahli di berbagai bidang seperti kesehatan dan keuangan? Tanpa disangka, proses lima hari
ini bisa bertahan. Proses ini sesuai untuk semua jenis konsumen, mulai dari investor sampai petani,
dari onkolog sampai pemilik bisnis skala kecil. Juga bagi situs web, aplikasi iPhone, laporan medis,
hingga perangkat keras berteknologi tinggi. Tidak hanya untuk mengembangkan produk, kami juga
menggunakan sprint untuk menentukan prioritas, strategi pemasaran, bahkan menamai perusahaan.
Proses ini berulang-ulangmenyatukan tim dan menjadikan ide-ide menjadi nyata. Selama beberapa
tahun belakangan, tim kami mendapatkan beragam kesempatan untuk bereksperimen dan memval-
idasi ide kami mengenai proses kerja. Kami menjalankan lebih dari seratus sprint bersama dengan
startup-startup dalam portofolio GV. Kami bekerja bersama, sekaligus belajar dari para entrepreneur
brilian seperti Anne Wojcicki (pendiri 23andMe), Ev Williams (pendiri Twitter, Blogger, dan Medium),
serta Chad Hurley dan Steve Chen (pendiri YouTube). Pada awalnya, saya hanya ingin membuat
hari-hari kerja saya efisien dan berkualitas. Saya ingin berfokus pada apa yang benar-benar penting
dan menjadikan waktu saya berharga—bagi saya, tim, dan konsumen kami. Kini, lebih dari satu dekade
kemudian, proses sprint secara konsisten telah membantu saya meraih mimpi tesebut. Dan saya
sangat senang berbagi mengenai hal tersebut dengan Anda dalam buku ini. Dengan keberuntungan,
Anda bisa memilih pekerjaan Anda karena visi yang tajam. Anda ingin berbagi visi tersebut kepada
dunia, baik yang berupa pesan, layanan, maupun pengalaman, dengan perangkat lunak maupun
keras, atau bahkan—sebagaimana dicontohkan dalam buku ini—sebuah cerita atau ide. Namun,
mewujudkan visi ini tak mudah. Gampang sekali terjebak dalam berbagai hal: surel yang seolah tiada
habisnya, tenggat yang molor, rapat-rapat seharian yang menyita waktu Anda, dan proyek jangka
panjang yang hanya berdasarkan asumsi. Prosesnya tidak harus selalu seperti ini. Sprint menawarkan
jalur untuk memecahkan masalah-masalah besar, menguji ide-ide baru, menyelesaikan lebih banyak
hal, dan melakukan semuanya dengan lebih cepat. Sprint juga membantu Anda lebih menikmati
prosesnya. Dengan kata lain, Anda benar-benar harus mencobanya sendiri. Ayo kita mulai. —Jake
Knapp San Francisco, Februari 2016 [Mizan, Bentang Pustaka, Manajemen, lde, Kreatif, Inovasi,
Motivasi, Dewasa, Indonesia] spesial seri bentang bisnis & startup

The Gregg Reference Manual

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.

Brand Style Guidelines for the New Entrepreneur

Finally, get all the details of your brand style figured out in one place with this one-of-a-kind workbook
for the new entrepreneur or anyone who needs to make their brand consistent. There are 21 brand
style points inside this fill-in workbook to make a solid brand for your business.

The Diversity Style Guide



New diversity style guide helps journalists write with authority and accuracy about a complex, mul-
ticultural 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-to-date 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 lliness, 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 hot-button 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.

Building Your Brand Assets

Your brand is and should be unique. It should stand out from others in a similar business or service.
What makes your brand so different? It's your unique promise and value that you provide to your
customers and clients. But how do you communicate this to your potential network? Through branding.
Like humans, brands have a character. Like us, they need to have a style, a dressing sense, and a
style of communication to grab people's attention. In this book, we'll get into the depth of each of the
brand assets from brand name, story, logo, colors, typography, tone of voice, imagery, iconography,
illustrations to compiling them in a holy brand style guide. It'll be an exciting journey. If you're a

brand strategist, marketer, brand agency team member, at a manager post, a business owner, or an
entrepreneur looking to establish your business as a brand, this is for you. If you're a young design or
business graduate struggling to understand the practical applications of your theory classes in Branding
and Marketing, this is for you. If you're a 9-5 stuck employee at a stressful job and willing to set up your
own business or brand but don't have the capital to invest in building your brand, this will help you
construct it. In the last book, 'BYOB Building Your Own Brand', we talked about the first steps towards
creating a brand strategy, value proposition statement, brand character, and the various types of brand
logos. This book is a continuation of where we left in the last book. Although you can read it without
going through the previous book, | would recommend you to read it too if you wish to gain a better
foundation in brand building. Here we will understand what a particular brand asset is used for, how it
needs to be created, where it should be used, and how to make it a successful brand asset that evokes
a strong brand recall in the minds of your audience. All the chapters are supported by examples from
brands all over the world. The last chapter focuses on compiling the valuable brand assets in the form
of a style guide with guidelines, descriptions, information, standards, best practices, do's and don'ts,
and instructions for anyone who will be involved in brand building exercises. A strong visual identity is
the need for a modern brand to evolve in this digital era and a necessity for a legacy brand to continue
growing business. Over 90% of businesses around the world today depend on highly aesthetical and
meaningful visual communication. How do we achieve this? With all the visual and emotional clutter
filling the digital space and no one really looking at your advertisements anymore? How do we attract
people and hook them to your brand? We do it by providing them value. Value through an exclusive
visual means of communication. Obviously, there's something particular about how your brand dresses
up to perform in front of your audience. These accessories it wears are your brand's assets and, in this
book, you'll discover how to make them.

Building a StoryBrand



More than half-a-million business leaders have discovered the power of the StoryBrand Framework,
created by New York Times best-selling author and marketing expert Donald Miller. And they are making
millions. If you use the wrong words to talk about your product, nobody will buy it. Marketers and
business owners struggle to effectively connect with their customers, costing them and their compa-
nies millions in lost revenue. In a world filled with constant, on-demand distractions, it has become
near-impossible for business owners to effectively cut through the noise to reach their customers,
something Donald Miller knows first-hand. In this book, he shares the proven system he has created
to help you engage and truly influence customers. The StoryBrand process is a proven solution to the
struggle business leaders face when talking about their companies. Without a clear, distinct message,
customers will not understand what you can do for them and are unwilling to engage, causing you to
lose potential sales, opportunities for customer engagement, and much more. In Building a StoryBrand,
Donald Miller teaches marketers and business owners to use the seven universal elements of powerful
stories to dramatically improve how they connect with customers and grow their businesses. His proven
process has helped thousands of companies engage with their existing customers, giving them the
ultimate competitive advantage. Building a StoryBrand does this by teaching you: The seven universal
story points all humans respond to; The real reason customers make purchases; How to simplify a
brand message so people understand it; and How to create the most effective messaging for websites,
brochures, and social media. Whether you are the marketing director of a multibillion-dollar company,
the owner of a small business, a politician running for office, or the lead singer of a rock band, Building
a StoryBrand will forever transform the way you talk about who you are, what you do, and the unique
value you bring to your customers.

The Future of Work: The Insights You Need from Harvard Business Review

The future is here. How is your organization responding? Amid the turbulence of a global pandemic,
worldwide social justice movements, and accelerated digital transformation, one thing is clear—work
will no longer be the same. Employees now expect a flexible, inclusive workplace and a deeper con-
nection to their employer. Organizations must commit to doing good for their people and communities.
What should you and your company be doing to adapt? The Future of Work: The Insights You Need
from Harvard Business Review will provide you with today's most essential thinking about creating a
work-from-anywhere organization, harnessing Al as part of your team, creating an inclusive culture,
and building a purpose-driven organization. Business is changing. Will you adapt or be left behind?
Get up to speed and deepen your understanding of the topics that are shaping your company's future
with the Insights You Need from Harvard Business Review series. Featuring HBR's smartest thinking
on fast-moving issues—Dblockchain, cybersecurity, Al, and more—each book provides the foundational
introduction and practical case studies your organization needs to compete today and collects the best
research, interviews, and analysis to get it ready for tomorrow. You can't afford to ignore how these
issues will transform the landscape of business and society. The Insights You Need series will help you
grasp these critical ideas—and prepare you and your company for the future.

MHRA Style Guide

Now in its second edition, the MHRA Style Guide is an indispensable tool for authors and editors

of scholarly books, contributors to academic publications, and students preparing theses. The Style
Guide succeeds the best-selling MHRA Style Book, five editions of which were published from

1971 to 1996. Though originally designed for use in connection with the publications of the Modern
Humanities Research Association, the Style Book became a standard book of reference, particularly
in the humanities, and has been adopted by many other authors, editors, and publishers. This new
edition of the Style Guide has been revised and updated by a subcommittee of the MHRA. It provides
comprehensive guidance on the preparation of copy for publication and gives clear and concise advice
on such matters as spelling (including the spelling of proper names and the transliteration of Slavonic
names), abbreviations, punctuation, the use of capitals and italics, dates and numbers, quotations,
notes, and references. Chapters on indexing, the preparation of theses and dissertations, and proof
correcting are also included

Million Dollar Dog Brand

Have you ever looked around and wondered why some businesses seem like the popular kids in
school? They appear to be wildly successful overnight. They are in all the magazines, seem to have
more business than they can handle, and everyone is talking about them. Author J.Nichole Smith has



spent over a decade building and studying this type of stand-out brand in the pet industry. She calls
these outliers Million Dollar Dog Brands. In this book she outlines the exact formula petpreneurs can
follow to craft their own. In the Million Dollar Dog Brand, Smith shares exclusive in-depth interviews
with the founders of 10 of the most pioneering, market-leading Million Dollar Dog Brands, including
BarkBox, Ruffwear, Planet Dog, Honest Kitchen, P.L.A.Y., Zee.Dog, Harry Barker, Victoria Stilwell,
PetHub, and her own co-creation, Dog is Good. The pet industry has just surpassed $100 billion in
value worldwide. Building a pet business is more appealing than ever. Opportunity leads to intense
competition, which means building a sustainable, profitable business in this market can feel like an
impossible job. This book is the essential field guide to do exactly that: to start or grow a pet business
in a way that is irresistible to customers and opinion leaders, resulting in more demand, more profit,
and more influence. This book is packed with inspiring, battle-tested strategies that any petpreneur can
use immediately to improve just about every metric that matters in their business. From dog walkers,
trainers, and groomers to pet bloggers, pet photographers, pet product manufacturers, and pet retail
store owners, anyone operating in the pet space will profit from learning and implementing the Million
Dollar Dog Brand formula.

The Times Style Guide: A practical guide to English usage

The official style guide followed by The Times and The Sunday Times. Uncover the rules, conventions
and policies on spelling, grammar and usage followed by the journalists, contributors and editors
working on the Times and Sunday Times newspapers. Now updated with all the latest policy decisions.

Wordcraft

"Five little words: BlackBerry, Accenture, Viagra, Cayenne, e-business. Two of the words are appro-
priated (BlackBerry and Cayenne); two are completely made up (Viagra and Accenture); and one
(e-business) is a composite word made of a word and a letter that already exist. . . .These five words
are the characters in this book." Words shape and move the modern marketplace; they are at once
ubiquitous and invisible. But where do words such as Saturn, PowerBook, and Tylenol originate? How
did we come to "xerox" our paperwork and "have a cup of Starbucks"? Which names work, and why?
For journalist Alex Frankel, what began as an exercise in curiosity--tracing the evolution of a handful of
the most successful brand names from the marketplace to their places of origin--resulted in a year-long
journey in which he gained access to a previously undiscovered world of forward-thinking creatives:
professional namers, the unique group of marketers responsible for inventing words that ultimately
become a part of our everyday vocabularies. Wordcraft is Frankel's in-depth look at how companies
name themselves and their products and, in the process of defining their business through words
and language, develop narratives that define the way they present themselves to the outside world.
His lively, fly-on-the-wall narrative takes us into the conference rooms of Lexicon, the world's largest
professional naming firm, where we see how the highly successful email pager known as the BlackBerry
got its name. We travel to Germany to learn how Porsche approached the naming of its controversial
SUV, a car that challenged the company's famously sporty image. The creative team behind Viagra
explains how they took a completely fabricated word and turned it into a powerful idea. We witness
how IBM assumed ownership of the word and story of "e-business" and in so doing turned around its
corporate mindset and returned to a dominant industry position. The book is filled with stories about how
things get their names, but it's not just tales of business meetings and product launches. We meet the
characters who populate the naming world, "information age neologists" like freelance namer Andrea
Michaels, who plays professional Scrabble and competes on TV game shows when not brainstorming
for corporate clients. And we learn about the civic unrest that erupted in Denver when the naming rights
for Mile High Stadium were sold. Frankel laces his narrative with cultural and historical references and
guotations from thinkers as diverse as Marianne Moore and Lawrence Lessig, all of which add a layer
of richness and depth to this book's multithreaded and engaging stories. For anyone intrigued by the
power of words and ideas in today's marketplace, Wordcraft is a captivating tour of a fascinating world.

Web Style Guide, 3rd edition

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. Considerations such as graphics,
typography, and multimedia enhancements are discussed.

Web Style Guide



This book is for anyone with a brand.It is a book about future-proofing your brand's identity. It will help
you set up a long-term strategy to build Distinctive Assets, and tell you what you need to do to protect
them.Do you want to get better at branding?You'll learn which strategies and actions work, as well as
which ones don't, to help you take advantage of opportunities and avoid minefields.Building Distinctive
Brand Assets is for anyone with a brand logo, font or colour scheme, and is essential reading for those
who have wondered if (or have been told) it's time for a change. Readers will learn how to set up a
long-term strategy to build a strong brand identity, and how to make use of knowledge, metrics and
management systems in order to build and protect a brand's Distinctive Assets.Building Distinctive
Brand Assets is divided into three sections that capture the processes involved in brand asset creation,
implementation and ongoing management. The first section is focuses on strategy, and covers how
Distinctive Assets are created and their role in a broader brand equity building. The second section
covers measurement approaches, and how to use and interpret key metrics. The third section delves
into the strengths and weaknesses of different types of assets and introduces the idea of a Distinctive
Asset palette. This section also outlines how to set up a Distinctive Asset management system to
provide an early warning system to identify potential threats before they evolve into major issues.

Building Distinctive Brand Assets

Brand the Change is a guidebook to build your own brand. It contains 23 tools and exercises, 14 case
studies from change making organisations across the world and 7 guest essays from experts.

Brand the Change

Written by a fundraiser for fundraisers. The Digital Fundraising Blueprint provides a one-stop resource
for nonprofits to use when it comes to raising more money online. The strategies and tactics contained
in this book are the exact same ones used by the author, a digital fundraising consultant, that helped
raise over $100 million for nonprofits. Now, you have access to the same tips and frameworks, which
can power your nonprofit to do more good in the world. This book goes into detail about raising money
via website content, email, social media, social media ads, search engine marketing, online display
ads, mobile, and more! In addition, this book is loaded with tips that you can immediately put into place
to incrementally generate more money for your nonprofit. What about Snapchat, Amazon Alexa, and
Facebook Live? There are tips on those in this book as well. Looking for ways to incorporate digital with
your direct mail fundraising efforts? That's in here too. For a beginner audience, it provides education
on digital fundraising terms and marketing channels. For nonprofit leaders that may not be directly
engaged with the digital efforts of its organization, this book will provide a baseline to understand the
concepts and learn how to ask the right questions. For a more advanced digital fundraising audience,
this book will include several tips for digital creative, testing ideas, donation page recommendations,
and an overview of the digital fundraising ecosystem. The content of this book will spark ideas that will
help you take your digital fundraising to the next level. In addition to providing information on what digital
fundraising is and how to use it, this book also walks the reader through how to plan and organize your
fundraising efforts. This is the most comprehensive book on the market about digital fundraising, based
on real-life experience, not theories or second-hand knowledge. The following are topics covered in The
Digital Fundraising Blueprint:The Digital Fundraising Ecosystem OverviewDigital Fundraising Com-
ponentsYour WebsiteWebsite Hierarchy of ContentWebsite User Experience (UX)Website Branding
and PositioningWebsite Email Capture TipsDonation Page TipsWebsite Content TipsWebsite Tracking
& AnalyticsWebsite Search Engine Optimization (SEO)Website Privacy Policy, Terms & Conditions,
and GDPREmailEmail Acquisition TipsThe Anatomy of a Fundraising EmailFundraising Email Tip-
sAffirmation Email TipsCAN-SPAM Overview & Email BlacklistingEmail List HygieneEmail TestingE-
mail Design TipsSocial Media OverviewFacebookYouTubelnstagramTwitterLinkedinSnapchatDigital
Media OverviewSearch Engine Marketing (SEM)Google Ad GrantsOnline Display AdsSocial Media
AdsContent MarketingDigital Integration with Direct MailMobile FundraisingOther Digital Fundraising
ChannelsThe Digital Fundraising FunnelAnnual Digital Fundraising PlanningTypes of Annual Planning
AssetsHow to Prioritize Your Digital Fundraising ChannelsDigital Campaigns Overview

Rules for Compositors and Readers ... at the University Press, Oxford

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 com-
munications 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 setting.” —Michael Barry, vice president, media relations, Insurance Information Institute
“This book is especially helpful for people when English is their second language. | 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

The Digital Fundraising Blueprint

User experience (UX) design has traditionally been a deliverables-based practice, with wireframes, site
maps, flow diagrams, and mockups. But in today’s web-driven reality, orchestrating the entire design
from the get-go no longer works. This hands-on book demonstrates Lean UX, a deeply collaborative
and cross-functional process that lets you strip away heavy deliverables in favor of building shared
understanding with the rest of the product team. Lean UX is the evolution of product design; refined
through the real-world experiences of companies large and small, these practices and principles help
you maintain daily, continuous engagement with your teammates, rather than work in isolation. This
book shows you how to use Lean UX on your own projects. Get a tactical understanding of Lean
UX—and how it changes the way teams work together Frame a vision of the problem you're solving
and focus your team on the right outcomes Bring the designer’s tool kit to the rest of your product team
Break down the silos created by job titles and learn to trust your teammates Improve the quality and
productivity of your teams, and focus on validated experiences as opposed to deliverables/documents
Learn how Lean UX integrates with Agile UX

Atomic Design

Dynamic brand builder Kubi Springer offers essential advice on how to develop and attain personal
brand success as a woman in a male-dominated business world.

The Business Style Handbook, Second Edition: An A-to-Z Guide for Effective Writing on the Job

The Publication Manual of the American Psychological Association is the style manual of choice for
writers, editors, students, and educators in the social and behavioral sciences. It provides invaluable
guidance on all aspects of the writing process, from the ethics of authorship to the word choice that
best reduces bias in language. Well-known for its authoritative and easy-to-use reference and citation
system, the Publication Manual also offers guidance on choosing the headings, tables, figures, and
tone that will result in strong, simple, and elegant scientific communication.

Lean UX

Think of the last great article you read or the last great speech you heard. Chances are, if you
remember one key message, you also remember one compelling story. That's because the best content
starts with a story. When it comes to marketing, the best business content starts with a story the
audience cares about, not the brand's message about what it wants to sell them. In Brand, Meet
Story, Heather Pemberton Levy describes the Story Comes First method, a practical approach that
combines techniques from journalism and fiction writing to help brands tell stories that put the readers'
interests first. Whereas most brand marketers create content to sell their product, service or technology,
the Story Comes First method turns this approach on its head to create content with the "human
moments" that truly engage an audience. Filled with examples from Levy's experience creating content
marketing programs, trade books, and hundreds of articles for a variety of B2B and B2C brands, the
book shows readers a step-by-step approach to create content designed to deliver business results.
Brand, Meet Story explains the key ways to uncover what your audience cares about and how to turn
brand messaging into stories that matter. Levy inspires readers to develop a compelling voice that will
carry the brand tone and values across all channels, and helps them turn their ideas into engaging,
story-driven content their audiences will read, love, and share.

| Am My Brand



NEW YORK TIMES BESTSELLER -« From the stars of the Netflix series Get Organized with The Home
Edit (with a serious fan club that includes Reese Witherspoon, Gwyneth Paltrow, and Mindy Kaling),
here is an accessible, room-by-room guide to establishing new order in your home. “A master class
on how to arrange even your most unattractive belongings—and spaces—in an aesthetically pleasing
and easy-to-navigate way."—Glamour (10 Books to Help You Live Your Best Life) Believe this: every
single space in your house has the potential to function efficiently and look great. The mishmash of
summer and winter clothes in the closet? Yep. Even the dreaded junk drawer? Consider it done. And
the best news: it's not hard to do—in fact, it’s a lot of fun. From the home organizers who made their
orderly eye candy the method that everyone swears by comes Joanna and Clea’s signature approach to
decluttering. The Home Edit walks you through paring down your belongings in every room, arranging
them in a stunning and easy-to-find way (hello, labels!), and maintaining the system so you don’t need
another do-over in six months. When you're done, you’ll not only know exactly where to find things, but
you'll also love the way it looks. A masterclass and look book in one, The Home Edit is filled with bright
photographs and detailed tips, from placing plastic dishware in a drawer where little hands can reach
to categorizing pantry items by color (there’s nothing like a little ROYGBIV to soothe the soul). Above
all, it's like having your best friends at your side to help you turn the chaos into calm. Includes a link
to download and print the labels from a computer (you will need 8-1/2 x 11-inch clear repositionable
sticker project paper, such as Avery 4397).

Publication Manual of the American Psychological Association

The Super Fashion Designer is a visual guide of business practicing in the fashion industry. It applies
beautiful graphic illustration to transform the complex theory into interesting read. The book provides a
better understanding of the real world of fashion, from how to predict fabric usage to reading customers'
body language, this book provide insights and knowledges for anyone who are in the fashion industry.

Brand, Meet Story
The Home Edit
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