Storynomics

Storynomics

Based on the hottest, most in-demand seminar offered by the legendary story master Robert McK ee-
STORYNOMICS trand ates the lessons of storytelling in business into economic and |leadership success.
Robert McKee's popular writing workshops have earned him an international reputation. The list of alumni
with Academy Awards and Emmy Awards runs off the page. The cornerstone of his program is his singular
book, Story, which has defined how we talk about the art of story creation. Now in STORYNOMICS,

McK ee partners with digital marketing expert and Skyword CEO Tom Gerace to map a path for brands
seeking to navigate the rapid decline of interrupt advertising. After successfully guiding organizations as
diverse as Samsung, Marriott International, Philips, Microsoft, Nike, IBM, and Siemens to transform their
marketing from an ad-centric to story-centric approach, McKee and Gerace now bring this knowledge to
business |eaders and entrepreneurs alike. Drawing from dozens of story-driven strategies and case studies
taken from leading B2B and B2C brands, STORY NOMICS demonstrates how original storytelling delivers
results that surpass traditional advertising. How will brands and their customers connect in the future
STORY NOMICS provides the answer.

STORYNOMICS

Storynomics adal ah konsep yang menggabungkan storytelling (penceritaan) dengan prinsip-prinsio ekonomi
untuk menciptakan nilai dalam berbagai konteks, termasuk pemasaran, bisnis, dan pariwisata. Bicara tentang
storynomics, keaslian atau sesuatu yang bersifat otentik adalah yang utama, yang menunjukkan keaslian dan
kejujuran lebih mungkin dipercaya dan dekat dengan pihak pengdengaran atau penonton (audiens).

STORYNOMICSTOURISM: Ceritauntuk Pariwisata

From the master of Story, Dialogue, and Character, ACTION offers writers the keysto propulsive
storytelling. ACTION explores the ways that a modern-day writer can successfully tell an action story that
not only stands apart, but wins the war on clichés. Teaming up with the former co-host of The Story Toolkit,
Bassim EI-Wakil, legendary story lecturer Robert McKee guides writers to award-winning originality by
deconstructing the action genre, illuminating the challenges, and, more importantly, demonstrating how to
master the demands of plot with surprising beats of innovation and ingenuity. Topics include: Understanding
the Four Core Elements of Action Creating the Action Cast Hook, Hold, Pay Off: Design in Action The
Action Macguffin Action Set Pieces The Sixteen Action Subgenres A must-add to the McKee storytelling
library, ACTION illustrates the principles of narrative drive with precision and clarity by referencing the
most popular action movies of our time including: Die Hard, The Star Wars Saga, Dark Knight, The Matrix,
and Avengers: Endgame.

Action

The long-awaited follow-up to the perennially bestselling writers' guide Story, from the most sought-after
expert in the art of storytelling. Robert McK ee's popular writing workshops have earned him an international
reputation. The list of alumni with Oscars runs off the page. The cornerstone of his program is his singular
book, Story, which has defined how we talk about the art of story creation. Now, in Dialogue, McKee offers
the same in-depth analysis for how characters speak on the screen, on the stage, and on the page in believable
and engaging ways. From Macbeth to Breaking Bad, McK ee deconstructs key scenesto illustrate the
strategies and techniques of dialogue. Dialogue applies a framework of incisive thinking to instruct the



prospective writer on how to craft artful, impactful speech. Famous McKee alumni include Peter Jackson,
Jane Campion, Geoffrey Rush, Paul Haggis, the writing team for Pixar, and many others.

Dialogue

\"In Story screenwriting guru Robert McK ee presents his powerful and much sought-after knowledgein a
comprehensive guide to the essentials of screenwriting and storytelling.\" -- Methuen.

Story

Thelogica and enduring way to innovate. Conventional wisdom today says that to survive, companies must
move beyond incremental, sustaining innovation and invest in some form of radical innovation. \"Disrupt
yourself or be disrupted!\" is the relentless message company |leaders hear. The Power of Little Ideas argues
there'sa\"third way\" that is neither sustaining nor disruptive. Thislow-risk, high-reward strategy is an
approach to innovation that all company leaders should understand so that they recognize it when their
competitors practice it, and apply it when it will give them a competitive advantage. This distinctive
approach has three key elements: It consists of creating afamily of complementary innovations around a
product or service, all of which work together to make that product more appealing and competitive. The
complementary innovations work together as a system to carry out a single strategy or purpose. Crucialy,
unlike disruptive or radical innovation, innovating around a key product does not change the central product
in any fundamental way. In this powerful, practical book, Wharton professor David Robertson illustrates how
many well-known companies, including CarMax, GoPro, LEGO, Gatorade, Disney, USAA, Novo Nordisk,
and many others, used this approach to stave off competitive threats and achieve great success. He outlines
the organizational practices that unintentionally torpedo this approach to innovation in many companies and
shows how organizations can overcome those challenges. Aimed at leaders seeking strategies for sustained
innovation, and at the quickly growing numbers of managers involved with creating new products, The
Power of Little Ideas provides alogical, organic, and enduring third way to innovate.

The Power of Littleldeas

The process of producing goods and servicesis relatively easy to recognize as socially beneficial. But
television ads? Telemarketers? Jingles? Junk mail? It is popular to view these commercial activities as
inherently wasteful or manipulative, marginally informative or entertaining, at best. In Selling the Dream,
John Hood takes the provocative stand that advertising images and sales pitches are actually part of the goods
and services themselves, delivering an essential component of the consumer's experience. As such, they are
inextricably linked to the basic tenets of the free-market system, and, in the boldest of terms, Hood argues
that commercial communication is morally consistent with the principles of our democratic society, including
freedom of choice, competition, and innovation. Tracing the history of advertising from Ancient Roman
times to the present, he offers a colorful account of advertising in its cultural context and addresses such
controversial issues as the promotion of harmful and immoral products (such as alcohol and tobacco),
marketing to children, the role of advertising in service industries such as health care and education, and the
impact of the Internet and other new media on the conduct of commerce. In the process, he offersa
compelling perspective on advertising and its essentia role in business, communication, and popular culture.

Selling the Dream

Thisis an open access book. The 5th International Conference on Applied Science and Technology (iCAST)
2022, organized by the Indonesian Polytechnics Consortium will be held in Samarinda, East Kalimantan,
Indonesia from 23-24 October 2022. This prestigious conference is aimed at bringing together researchers
and expertsin intelligent technology and social science from educational institutions, R & D, industry,
government and the community to exchange and share ideas or knowledges through a discussion of awide
range of issues related to Smart Manufacturing in Digital Transformation Industri 4.0 for Sustainable



Economic Growth to Face Society 5.0.

Proceedings of the I nternational Confer ence on Applied Science and Technology on
Social Science 2022 (iCAST-SS 2022)

Trying to get your message heard? Build an iconic brand? Welcome to the battlefield. The story wars are all
around us. They are the struggle to be heard in aworld of media noise and clamor. Today, most brand
messages and mass appeals for causes are drowned out before they even reach us. But afew consistently
break through the din, using the only tool that has ever moved minds and changed behavior—great stories.
With insights from mythol ogy, advertising history, evolutionary biology, and psychology, viral storyteller
and advertising expert Jonah Sachs takes readers into a fascinating world of seemingly insurmountable
challenges and enormous opportunity. Y ou’'ll discover how: ¢ Social mediatools are driving a return to the
oral tradition, in which stories that matter rise above the fray « Marketers have become today’ s mythmakers,
providing society with explanation, meaning, and ritual « Memorable stories based on timeless themes build
legions of eager evangelists « Marketers and audiences can work together to create deeper meaning and
stronger partnershipsin building a better world ¢ Brands like Old Spice, The Story of Stuff, Nike, the Tea
Party, and Occupy Wall Street created and sustained massive vira buzz Winning the Story Warsisacall to
arms for business communicators to cast aside broken traditions and join arevolution to build the iconic
brands of the future. It puts marketersin the role of heroes with a chance to transform not just their craft but
the enterprises they represent. After all, success in the story wars doesn’t come just from telling great stories,
but from learning to live them.

Winning the Story Wars

The New Y ork Times bestselling author of Dealing with Chinatakes the reader behind closed doors to
witness the creation and evolution and future of China's state-controlled capitalism. Hank Paulson has dealt
with China unlike any other foreigner. As head of Goldman Sachs, Paulson had a pivotal rolein opening up
Chinato private enterprise. Then, as Treasury secretary, he created the Strategic Economic Dialogue with
what is now the world's second-largest economy. He negotiated with China on needed economic reforms,
while safeguarding the teetering U.S. financial system. Over his career, Paulson has worked with scores of
top Chinese leaders, including Xi Jinping, China's most powerful man in decades. In Dealing with China,
Paulson draws on his unprecedented access to modern China's political and business elite, including its three
most recent heads of state, to answer several key questions: How did China become an economic superpower
so quickly? How does business really get done there? What are the best ways for Western business and
political leadersto work with, compete with, and benefit from China? How can the U.S. negotiate with and
influence China given its authoritarian rule, its massive environmental concerns, and its huge population's
unrelenting demands for economic growth and security? Written in the same anecdote-rich, page-turning
style as Paulson's bestselling memoir, On the Brink, Dealing with Chinais certain to become the classic and
definitive examination of how to engage China's leaders as they build their economic superpower.

Dealing with China

A behind-the-scenes tour of the high-stakes world of IPOs and how a visionary band of startup executives,
venture capitalists, and maverick bankers has launched a crusade to upend the traditional 1PO as we know it.
GOING PUBLIC is acharacter-driven narrative centered on the last five years of unparalleled change in how
technology startups sell shares to the public. Initial public offerings, or IPOs, are typically the first time retail
investors can own a piece of the New Economy companies promising to rewire economic rules. Selling I1POs
is aso one of the most profitable businesses for Wall Street investment banks, who have spent the last 40
years protecting their profits. In an erawhen algorithms and software have made the financial markets more
efficient, the pricing of 1POs still relies on human judgment. In 2018, executives at music-streaming service
Spotify sought to upend the status quo. Led by atrim and understated CFO, Barry McCarthy, and a shy but
brilliant founder, Daniel Ek, they took awild idea and forged something new. GOING PUBLIC explores



how they got comfortable with the risk, and how they lobbied securities watchdogs and exchange staff to
rewrite the regulations. Readers will meet executives at disruptive companies like Airbnb, DoorDash, venture
capitalists, and even some bankers who seized on Spotify’ s labor and used it to knock Wall Street bankers off
the piles of feesthey’ d been stacking for so long. GOING PUBLIC weavesin earlier attempts to rethink the
IPO process, introducing readers to one of Silicon Valley’s earliest bankers, Bill Hambrecht, whose invention
for selling shares online was embraced by Google founders Larry Page and Sergey Brin when they auctioned
their sharesin 2004. And it examines the recent boom in blank-check companies, those Wall Street insider
deals that have suddenly become the hottest way to enter the public markets. GOING PUBLIC tells stories
from inside the room, and more.

Going Public

A New York Times bestselling author and tech columnist's counter-intuitive guide to staying relevant - and
employable - in the machine age by becoming irreplaceably human. It's not a future scenario any more.
We've been taught that to compete with automation and Al, we'll have to become more like the machines
themselves, building up technical skillslike coding. But, there's simply no way to keep up. What if all the
advice iswrong? And what do we need to do instead to become futureproof? We tend to think of automation
as a blue-collar phenomenon that will affect truck drivers, factory workers, and other people with repetitive
manual jobs. But it's much, much broader than that. Lawyers are being automated out of existence. Last year,
JPMorgan Chase built a piece of software called COIN, which uses machine learning to review complicated
contracts and documents. It used to take the firm's lawyers more than 300,000 hours every year to review all
of those documents. Now, it takes afew seconds, and requires just one human to run the program. Doctors
are being automated out of existence, too. Last summer, a Chinese tech company built a deep learning
algorithm that diagnosed brain cancer and other diseases faster and more accurately than ateam of 15 top
Chinese doctors. Kevin Roose has spent the past few years studying the question of how people,
communities, and organisations adapt to periods of change, from the Industrial Revolution to the present.
And theinsight that is sweeping through Silicon Valley as we speak -- that in an age dominated by machines,
it's human skills that really matter - is one of the more profound and counter-intuitive ideas he's discovered.
It's the antidote to the doom-and-gloom worries many people feel when they think about Al and automation.
And it's something everyone needs to hear. In nine accessible, prescriptive chapters, Roose distills what he
has |earned about how we will survive the future, that the way to become futureproof is to become incredibly,
irreplaceably human.

Futur epr oof

Robert McKee's screenwriting workshops have earned him an international reputation for inspiring novices,
refining works in progress and putting major screenwriting careers back on track. Quincy Jones, Diane
Keaton, Gloria Steinem, Julia Roberts, John Cleese and David Bowie are just afew of his celebrity alumni.
Writers, producers, development executives and agents all flock to hislecture series, praising it asa
mesmerizing and intense learning experience. In Story, McK ee expands on the concepts he teachesin his
$450 seminars (considered a must by industry insiders), providing readers with the most comprehensive,
integrated explanation of the craft of writing for the screen. No one better understands how all the elements
of a screenplay fit together, and no one is better qualified to explain the \"magic\" of story construction and
the relationship between structure and character than Robert McKee.

Story

For anyone trying to craft a compelling marketing story strategy for their Brand, Brand Bewitchery takes the
reader by the hand through the proven power of the 10-step Story Cycle System? created by Park Howell.
Each chapter reveals another element of your brand story loaded with explanatory case studies, client
anecdotes and exercises to create your brand story with every turn of the page. By following the Story Cycle
System? businesses have grown by as much as 600% and it can do the same for you. Story on!



Brand Bewitchery

Written for working and aspiring filmmakers, directors, producers and screenwriters, The Marketing Edge for
Filmmakers walks through every stage of the marketing process - from concept to post-production - and
illustrates how creative decisions at each stage will impact the marketability of afilm. In this book,

marketing experts Schwartz and MacDonald welcome you behind the curtain into the inner workings of
Marketing department at both the studios and independents. They aso track films of different budgets
(studio, genre, independent and documentary) through the marketing process, examining how each discipline
will approach your film. Featuring interviews with both marketers and filmmakers throughout, an extensive
glossary and end-of-chapter exercises, The Marketing Edge for Filmmakers offers a unique introduction to
film marketing and a practical guide for understanding the impact of marketing on your film.

The Marketing Edge for Filmmakers: Developing a Marketing Mindset from Concept
to Release

Raja Rajamannar, Chief Marketing Officer of Mastercard, shares breakthrough, frontier strategies to navigate
the challenges that result from today’ s unprecedented disruption. As technology has continually evolved in
the last several decades, marketing has had to change with it, evolving through four significant stages that
build on the strategies and tools of the previous era. What happens next in the fifth stage, or Fifth Paradigm,
will not be an evolution, but arevolution. Almost everything about how marketing is done today, including
the very notion of abrand itself, will require a complete re-imagination. As Chief Marketing Officer of
Mastercard, one of the world’s most recognizable and decorated brands, Raja Rgjamannar shares the
forward-thinking ways all businesses must rethink their entire marketing landscape to remain relevant and be
successful. In Quantum Marketing, readers will: Understand the evolution of marketing and how to be at the
forefront of future change. Get clarity on the right marketing strategies and tactics to pursue amidst an ever-
evolving industry. Achieve breakthroughs in innovative thinking to compete in modern business. Gain
perspective from top marketers across industries. Quantum Marketing is for all business people who seek to
understand how rapidly marketing is evolving, what marketers are doing to get ready for this shift, and what
the new world will look like for companies, consumers, and society as the race to develop revolutionary
marketing strategies reaches awhole new level.

Quantum Marketing

Thisis an open access book. Understanding the problems of war and conflicts that occur both within and
outside the sovereignty of the Republic of Indonesia, several discussions on the human side seem essential to
do. Severa interesting topics can be raised, namely how media coverage isinseparable from human lifein
the 5.0 era. Furthermore, about the social changes that occurred as aresult of the conflict and war. Moreover,
the discourse on how the psychological impact experienced by humans due to conflict and war. Departing
from this, the Faculty of Social Sciences and Humanities UIN Sunan Kalijagawill hold the Annual
International Conference on Social Sciences and Humanities 2022.

Proceedings of the Annual I nternational Conference on Social Science and Humanities
(AICOSH 2022)

Are you an author or creative preparing for success? Do you want to learn to speak effectively in front of an
audience? All successful creatives have to speak and present in public, whether that's at afestival, on a
podcast or radio show, or as part of earning multiple streams of income. But you don’t have to be like Tony
Robbins, bouncing around on stage with a booming voice and larger than life personality. Y ou just have to be
you and tell your story in your own way. In this book, I'll share everything | know as a professional speaker,
author and introvert. It includes the practicalities of speaking, as well as mindset issues like anxiety, plus the
business side if you want to make speaking an income stream. Y ou will discover: PART 1: Practicalities of



Speaking Types of speaking, deciding on your topic, preparation, managing your energy, tips for slide packs,
handouts, workbooks and more, personal presentation, giving the talk, managing people, panels, feedback
and testimonials, performance tips, improving your speaking over time PART 2: Mindset Tackling anxiety,
growing your confidence and authenticity PART 3: The Speaking Business How to get speaking events,
running your own events, marketing, generosity and networking with others, your speaker brand, website and
speaker's page, professional photos, email marketing, content marketing, social media, video, audio, how
much to charge, increasing your revenue streams, financial considerations. If you want to learn how to speak
effectively in front of an audience, sample or buy now.

Public Speaking for Authors, Creatives and Other Introverts

Thefirst professional book to explore and analyze digital storytelling across interactive media and genres-this
book examines how digital storytelling draws on classic narrative techniques and utilizes interactive digital
technologies to create today's entertainment.Digital Storytelling explains key strategies for conveying
narrative through digital technologies, based on personal experience and numerous case studies, providing
project managers, interactive content designers, and writers with the tools necessary for planning a successful
interactive project, including ideas for product development and conceptualization. Detailed planning
processes for al types of interactive projects are discussed, including videogames, massively multiplayer
online games, the Internet, interactive TV, cross-media productions, smart toys, virtual reality, immersive
environments, wireless devices, kiosks, and DV Ds. The book also covers topics such as. structure, characters
and emoations; tackling projects for children; finding work and staying employed; and more.Miller has written
Digital Storytelling for the professional and the student, and details what interactive content devel opers and
project managers need to know in a clear, enthusiastic manner.

Digital Storytelling

Suspense with a Camera brings the secrets of suspense out of the shadows. Written for screenwriters and
directors by aleading expert on Hitchcock techniques, you'll have fresh insights on crafting suspense. These
ideas have never been published before and share revelations that go far beyond the clich? knives, corpses,
and blondes that many associate with Hitchcock. Suspense is such a basic part of storytelling it can even be
used in romantic comedy!How did Hitchcock manipulate his audience into a state of frenzy? Hitchcock
scholar Jeffrey Michael Bays has made this question his life's mission, and is here to share his top tips for
escalating suspense and leaving your audience begging for more. Ideal for filmmakers of all kinds, these tips
will enhance everyone's creative works -- shorts, web series, TV episodes, and features.

Suspense with a Camera

Demonstrates what constitutes a good performance, what actors want from a director, what directors do
wrong and more.

Directing Actors

Inextricably linked to human evolution, storytelling has always been a key element of the marketer’ stoolkit.
However, despite extensive practitioner interest, academic research on the topic currently falls short. This
book highlights how storytelling has evolved from an ancient art to contemporary marketing science, placing
it in the context of digitisation and social media. It reflects the dramatic shift in brand storytelling in which
marketers are in the driving seat, leaving consumers to do the navigating. Based within the context of Al, the
influence of VR, AR, big data, and new media, this book predicts a creative renaissance in brand storytelling;
one that will be at the intersection of science, art and humanity. The author suggests that there will be a shift
from ad to art through the use of cognition and emotion, data and fiction. It suggests that through storytelling,
brands will be able to connect with their customers' hearts and minds. Drawing upon interdisciplinary
research on neuroscience, emotional attachment and narrative theory, the book critically analyses existing



theories, practices and applications of storytelling, providing a platform for debate between academics,
researchers and practitioners.

Brand Storytelling in the Digital Age

\"Making agood script great is not just a matter of having agood idea. Nor isit amatter of just putting that
good idea down on paper. In scriptwriting, it's not just the writing but also the rewriting that counts. [This
book] focuses on the rewriting process and offers specific methods to help you craft tighter, stronger, and
more workable scripts. While retaining all the valuable insights that have made the first edition one of the all-
time most popular screenwriting books, this expanded, second edition adds new chapters that take you
through the compl ete screenwriting process, from the first draft through the shooting draft. If you're writing
your first script, this book will help develop your skills for telling a compelling and dramatic story. If you're a
veteran screenwriter, this book will articulate the skills you know intuitively. And if you're currently stuck on
arewrite, this book will help you analyze and solve the problems and get your script back on track.\"--Back
cover.

Making a Good Script Great

A paradigm shift in understanding the mechanics and art of comedy, providing practical tools that help
writers trandate that understanding into successful, commercial scripts. Kaplan deconstructs secrets and
techniquesin popular filmsand TV that work and don't work, and explains what tools were used (or should
have been used ).

The Hidden Tools of Comedy

Now initsthird edition, the best-selling text, Marketing in Travel and Tourism, explains the principles and
practice of marketing as they are increasingly being applied in the global travel and tourism industry.
Building on the success of previous editions, the authors have completely revised the text to reflect the
changesin the travel and tourism industry in the 21st century. International examples and case studies drawn
from recent practice in several countries are used throughout the text. Case studies emphasising the role of
ICT include: Microburners, Travel Inn (budget hotels), RCI Europe, the Balearic Islands, and ICT and the
role of the Internet in international NTO strategies. With its comprehensive content and user friendly style,
Marketing in Travel and Tourism third edition takes the reader from an initial definition of the subject matter
through to the application of marketing in the travel and tourism industry, discussing crucial components
such as planning strategy and the marketing mix, making it an indispensable text for both students and
practitioners alike.

Marketingin Travel and Tourism

Brian Kurtz is the bridge connecting the bedrock fundamentals of direct response marketing to the state-of-
the-art strategies, tactics, and channels of today. Overdeliver distills his expertise from working in the
trenches over aimost four decades to help readers build a business that maximizes both revenue and
relationships. Marketing isn't everything, according to Brian Kurtz. It's the only thing. If you have avision or
amission in life, why not share it with millions instead of dozens? And while you are sharing it with as many
peopl e as possible and creating maximum impact, why not measure everything and make all of your
marketing accountable? That's what this book is all about. In the world of direct marketing, Brian Kurtz has
seen it al and doneit al over almost four decades. And he lives by the philosophy, \"Those who did it have a
responsibility to teach it.\" Here's a small sample of what you'll learn: The 4 Pillars of Being Extraordinary
The 5 Principles of why \"Original Source\" matters The 7 Characteristics that are present in every world
class copywriter Multiple ways to track the metrics that matter in every campaign and every medium, online
and offline Why customer service and fulfillment are marketing functions That the most important capital
you own has nothing to do with money And much more Whether you're new to marketing or a seasoned pro,



this book gives you a crystal-clear road map to grow your business, make more money, maximize your
impact in your market, and love what you're doing while you're doing it. Kurtz takes you inside the craft to
help you use al the tools at your disposal--from the intricate relationship between lists, offers, and copy, to
continuity and creating lifetime value, to the critical importance of multichannel marketing and more--so you
can succeed wildly, exceed all your expectations, and overdeliver every time.

Overddiver

Gage Winters has finally come home, but home has never felt so far away. Hisfamily is freezing him out, he
can¢t get used to civilian life, and ever since he escaped the terrorist cell that kidnapped him, he hasn¢t been
ableto dleep. Until he meets her. The first time he sees Sophie, Gage thinks sheis an angel come to earth.
Then he spies the full curves hiding beneath her innocent white nightgown and knows Sophie is no angel.
She might just be his salvation, but only if Gage can convince her to let down her guard. Sophie has secrets
lurking in her green eyes, secrets that threaten their fragile connection and could claim Sophie¢s life. Home
was supposed to be safe, but now Gageisin the fight of hislife - to save the woman he¢s claimed as his own
and take back the life that was meant to be his before he loses everything.

The Billionaire's Angel

Thisis an open access book. The rapid advancement of technology has created new civilization in this digital
erawhich affects amost all aspects of life including language, literature, culture, and education. The digital
era brings opportunities as well as challenges that people have to deal with. Thus, some adjustments need to
be done in order to keep up with those changes. Studies on language, literature, culture, and education need
to be continuously conducted and devel oped to revitalize those aspects in facing the dynamic changes of the
digital era. In relation to this, Faculty of Language and Literature Education, Universitas Pendidikan
Indonesia (FPBS UPI) hosts this year’s International Conference on Language, Literature and Culture
(ICOLLITE) with the theme “Revitalization of Language, Literature, Culture, and Education in the Digital
Era’ asaforum for experts and professionals to share their research, ideas, and experiences on this issue.
Presenters and participants are welcome to discuss and disseminate current issues and offer solutions to the
challenges of our time. Discussions on current trends in digital literacies are expected to pave way to learn
from each other for betterment as one big society of humankinds, regardless of their social, economic, and
cultural backgrounds.

Proceedings of the Sixth International Confer ence on Language, Literature, Culture,
and Education (ICOLLITE 2022)

"The book to read' GQ 'A revelatory book' John Lewis-Stempel While the laws that guide our lives are written
by the politicians we elect, much of the world around us - from the food we eat to the products we buy to the
medi cations we take - is shaped by private negotiations and business deals few of us know about. For twenty
years, Peretti has interviewed the people behind the decisions that have atered our world, from CEOs of
multinational corporationsto politicians, economists, and scientists. In The Deals that Made the World,
Peretti draws on his vast knowledge to reveal a host of fascinating and startling connections, from how Wall
Street's actions on food commaodities helped spark the Arab Spring to the link between the AIDS epidemic in
1980s San Francisco and the subprime mortgage crisis of 2008. He proves a sure guide, combining both eye-
opening on-the-ground reporting and a narrative flair that makes esoteric financial and business concepts
clear and understandable. Like Steven Levitt, Nassim Nicholas Taleb, Brad Stone, Michael Lewis, and
Malcolm Gladwell, Peretti takes the ordinary and turns it inside out to give us a compelling new perspective
on our lives and our world.

The Dealsthat MadetheWorld



Cover subtitle: Inspiration, influence, and persuasion through the art of storytelling
The Story Factor

INDONESIA terkenal dengan budaya lisan yang secara turun-temurun diwariskan kepada generasinya. Dari
kisah-kisah budaya yang dituturkan secara lisan, terkandung makna dan nilai-nilai luhur tentang adab, norma,
hinggatoleransi. Budayalisan ini mulai dialihkan ke budaya tulisan, bahkan audio, video atau film. Agar
terdokumentasi dengan baik, mudah ditemukan dan diakses, hingga bermanfaat sebagai rujukan atau
referensi berbagai pihak untuk dipelgjari dan dikembangkan sesuai kebutuhan dan kemajuan zaman.

Serial Indonesia Storynomic: Nilai Luhur Destinas Wisata

WINNER: American Book Fest Best Book Awards 2020 - Marketing and Advertising category WINNER:
NY C Big Book Award 2020 - Business: Small Business and Entrepreneurship category WINNER:
BookAuthority Best New Book to Read in 2020 - Social Media Marketing category FINALIST: Business
Book Awards 2020 - International Business Book category Social networks are the new norm and traditional
marketing isfailing in today's digital, dways-on culture. Businesses across the world are having to face up to
how they remain relevant in the choppy waters of the digital ocean. In an erawhere a'Y ouTube star gets
more daily impressions than Nike, Coca-Cola and Walmart combined, traditional marketing as we know it is
dead. The End of Marketing revolutionizes the way brands, agencies and marketers should approach
marketing. From how Donald Trump won the American presidency using social media and why Kim
Kardashian is one of the world's biggest online brands, through to the impact of bots and automation, this
book will teach you about new features and emerging platforms that will engage customers and employees.
Discover bold content ideas, hear from some of the world's largest brands and content creators and find out
how to build smarter paid-strategies, guaranteed to help you dominate your markets. The End of Marketing
explains that no matter how easy it isto reach potential customers, the key relationship between brand and
consumer still needs the human touch. Learn how to put 'social’ back into social media and claim brand
relevancy in aworld where a gorithms dominate, organic reach is dwindling and consumers don't want to be
sold to, they want to be engaged.

The End of Marketing

Assisting Intelligence How to Build Authentic in the Age of Al A Golden Retriever, a 15th-Century Printer,
and a Generative Al Model walk into abar ... No, thisisn't the setup of ajoke or Al hallucination. It's the
beginning of an extraordinary journey through time and technology. Dive into the age of Al to: Ignite Ideas:
Learn how to craft prompts that spark innovation. Preserve Authenticity: Discover how to use Al to protect
your unigue voice and brand. Expand Knowledge: Explore the power of Al to enhance learning and
understanding. A Guide to the Al Revolution Practical and complete, this playbook offers: A Primer on Al
Onboard with the basics, essential tips, and techniques. Master Prompts. Learn the art of crafting effective
prompts. Preserve Y our Voice: How to harness Al without compromising your individuality. Tell your
stories and explore aternative perspectives on Al's capabilities. Iterate with Al: Adopt an Agile Al
methodology for knowledge creation. Define Your Al: Tell your stories and explore alternative perspectives
on Al's capabilities. Your Al Playbook: Equip yourself with Al expertise with guided practice. Embrace the
Future, Informed by the Past, to Build Authentic Join us on thisjourney to unlock the full potential of Al. By
understanding its capabilities and limitations, we can build a future where Al assists our intellectual pursuits.
Discover how to build authentic knowledge by harnessing Al's Assisting Intelligence.

Assisting Intelligence
What if all the advice we' ve heard about networking is wrong? What if the best way to grow your network

isn’t by introducing yourself to strangers at cocktail parties, handing out business cards, or signing up for the
latest online tool, but by developing a better understanding of the existing network that’s already around you?



We know that it’s essential to reach out and build a network. But did you know that it’s actually your distant
or former contacts who will be the most helpful to you? Or that many of our best efforts at meeting new
people simply serve up the same old opportunities we already have? In this startling new look at the art and
science of networking, business school professor David Burkus digs deep to find the unexpected secrets that
reveal the best ways to grow your career. Based on entertaining case studies and scientific research, this
practical and revelatory guide shares what the best networkers really do. Forget the outdated advice you' ve
already heard. Learn how to make use of the hidden networks you already have.

Friend Of A Friend . ..

A WALL STREET JOURNAL BESTSELLER Do you know the best way to drive your company's growth?
If not, it'stime to boost your Growth IQ. Trying to find the one right move that will improve your business's
performance can feel overwhelming. But, asyou'll discover in Growth 1Q, there are just ten simple--but
easily misunderstood--paths to growth, and every successful growth strategy can be boiled down to picking
the right combination and sequence of these paths for your current context. Tiffani Bovatravels around the
world helping companies solve their most vexing problem: how to keep growing in the face of stiff
competition and a fast-changing business environment. Whether she's presenting to a Fortune 500 board of
directors or brainstorming over coffee with a startup founder, Bova cuts through the clutter and confusion
that surround growth. Now, she draws on her decades of experience and more than thirty fascinating, in-
depth business stories to demonstrate the opportunities--and pitfalls--of each of the ten growth paths, how
they work together, and how they apply to business today. Y ou'll see how, for instance: * Red Bull broke
Coca-Cola and PepsiCo's stranglehold on the soft drink market by taking the Customer Base Penetration path
to establish afoothold with adventure sports junkies and expand into the mainstream. * Marvel transformed
itself from a struggling comic book publisher into aglobal entertainment behemoth by using a Customer and
Product Diversification strategy and shifting their focus from comic books to comic book charactersin
movies. * Starbucks suffered a brand crisis when they overwhelmed their customers with a Product
Expansion strategy, and brought back CEO Howard Schultz to course-correct by returning to the Customer
Experience path. Through Bovasinsightful analyses of these and many other case studies, you'll see why it
can be a mistake to imitate strategies that worked for your competitors, or rely on strategies that worked for
you in the past. To grow your company with confidence, you first need to grow your Growth Q.

Growth 1Q

It's harder today than ever before for independent filmmakers to make money with their films. From
predatory film distributors ripping them off to huckster film aggregators who prey upon them, the odds are
stacked against the indie filmmaker. The old distribution model for making money with indie film is broken
and there needs to be a change. The future of independent filmmaking is the entrepreneurial filmmaker or the
Filmtrepreneur®. In Rise of the Filmtrepreneur® author and filmmaker Alex Ferrari breaks down how to
actually make money with independent film projects and shows filmmakers how to turn their indie films into
profitable businesses. Thisis not al theory, Alex uses multiple real-world case studies to illustrate each part
of his method. this book shows you the step by step way to turn your filmmaking passion into a profitable
career. If you are making afeature film, series or any kind of video content, The Filmtrepreneur® Method
will set you up for success.

Rise of the Filmtrepreneur

A groundbreaking take on how complexity causes failurein all kinds of modern systems--from social media
to air travel--this practical and entertaining book reveals how we can prevent meltdowns in business and life.

M eltdown

Story Analyst Daniel Calvisi brings his Story Map screenwriting method to television as he breaks down the



structure of the TV pilot, citing case studies from ground-breaking hit television shows like GAME OF
THRONES, THE WALKING DEAD, TRUE DETECTIVE, SCANDAL, MAD MEN, BREAKING BAD
and HOUSE OF CARDS. Story Maps. TV Drama offersthe first Beat Sheet for TV shows for
screenwriters.Thisis the structural template for TV pilot scripts that aspiring and professional TV writers
have been looking for. TV pilot screenplays and TV drama scripts follow a detailed structure template that is
defined in this book in a clear, step-by-step manner. How to write a TV pilot has never been easier. Story
Maps. TV Dramaalso offers definitions of the key terms and formats used in the television industry in
Hollywood, citing examples from many current series. Thisis agreat crash course in the format, structure,
industry standards and writing methods of Hollywood TV pilot scriptwriters. A TV script can present a
difficult challenge for a screenwriter who is used to feature screenplay format and structure, but \" Story
Maps. TV Drama: The Structure of the One-Hour Television Pilot\" offers an easy-to-follow, practical
method to write a pilot that adheres to Hollywood standards.

Story Maps

DISTINGUISHED FAVOURITE: NY C Big Book Awards 2017 Content, in al itsforms, is the single most
critical element of any marketing campaign. Finding a successful equilibrium between content marketing and
content strategy is difficult, but essential. Content - The Atomic Particle of Marketing goes beyond
superficial descriptions of how to produce engaging social media content to offer the results of many years of
deep quantitative research, and hours of interviews with senior marketers at some of the world's leading
brands. Written by arecognized industry thought |eader, Content - The Atomic Particle of Marketing
explores how content functions in the broader framework of all marketing, as well as organizational concerns
and IT decision making. It demonstrates the value content brings not only to \"owned\" mediainitiatives,
such as a company website or blog, but also the essential role content playsin all other marketing initiatives,
from social media to advertising to offline channels. It will enable readers to make the organizational,
staffing, tools and process decisions necessary to get content up and running across divisions and
organizational silos. Deeply researched and insightful, Content - The Atomic Particle of Marketing is, quite
simply, the definitive research-based guide to content marketing.

Content - The Atomic Particle of Marketing
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