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Marketing
For introductory courses in advertising An accessible, well-written, and student-friendly approach to advertising. Advertising
tracks the changes in today's dynamic world of media and marketing communication-as well as the implications of these
changes to traditional practice-and presents them to students through an accessible, well-written approach. The Tenth
edition highlights the increasing importance of consumers as the driving force in today's advertising strategies, social
media, and the Internet evolution/revolution. It also includes an increased IMC and brand focus.

The Book of Detroiters
This third edition, arriving nearly 12 years after the previous one, is not only timely but overdue. This text offers a welcome
and appropriate mixture of knowledge or information about specific types of technology along with empirical studies of
certain technology used in various subcomponents of the criminal justice system. This text consists of 12 chapters, with
eight completely new and four substantially revised and updated. The text is arranged into two parts: law enforcement
technology and public safety technology. Major topics include: technology infrastructure: what it is and how it’s changing;
current overview of law enforcement technology; body-worn cameras: the new normal; avoiding the technological panacea
of the body-worn camera; examining perceptions of technology-enabled crimes; digital forensics; technological
advancements in keeping victims safe; the evolution of offender electronic monitoring: from radio signals to satellite
technology; technoprisons: technology and prisons; inside the Darknet: techno-crime and criminal opportunity; securing
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cyberspace in the 21st century; and assessing the deployment of automated license place recognition technology and
strategies to improve public safety. Numerous illustrations and tables highlight the chapter contents. Students, educators,
and practitioners will find this new edition most useful as it provides practical knowledge about different technology
advances and projections on many levels. This third edition has developed into an excellent resource that allows both
neophyte and expert to learn state-of-the-art information.

Selling: Building Partnerships
Now in its Tenth Edition and in continuous publication since 1959, Apley & Solomon's System of Orthopaedics and Trauma
is one of the world's leading textbooks of orthopaedic surgery. Relied upon by generations of orthopaedic trainees the book
remains true to the teaching principles of the late Alan Apley and his successor Professor Louis Solomon. This new edition is
fully revised and updated under the leadership of new editors. It retains the familiar 'Apley' philosophy and structure, and is
divided into three major sections: General Orthopaedics, Regional Orthopaedics and Trauma, thus enabling readers to gain
the knowledge they need for their lifetime learning.

Moriarty
'Tightly plotted and brilliantly written, with sharp, believable characters, this whodunit is utterly irresistible' - HEAT THE
INTERNATIONAL BESTSELLER Five students go to detention. Only four leave alive. Yale hopeful Bronwyn has never publicly
broken a rule. Sports star Cooper only knows what he's doing in the baseball diamond. Bad boy Nate is one misstep away
from a life of crime. Prom queen Addy is holding together the cracks in her perfect life. And outsider Simon, creator of the
notorious gossip app at Bayview High, won't ever talk about any of them again. He dies 24 hours before he could post their
deepest secrets online. Investigators conclude it's no accident. All of them are suspects. Everyone has secrets, right? What
really matters is how far you'll go to protect them. _____ 'Twisty plotting, breakneck pacing and intriguing characterisation
add up to an exciting single-sitting thrillerish treat' -THE GUARDIAN 'A fantastic murder mystery, packed with cryptic clues
and countless plot twists. I could not put this book down' - THE SUN 'Pretty Little Liars meets The Breakfast Club' ENTERTAINMENT WEEKLY

Nine Perfect Strangers
BASIC MARKETING RESEARCH, 9E balances a reader-friendly approach with an ideal level of coverage. The authors
introduce two dominant approaches to gathering marketing information: marketing analytics on data that exist within the
firm and customer insights gathered for a specific purpose. The book merges these approaches in an ongoing example in
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the analysis section. Readers review data from multiple sources, including consumer communication and consumer
behavior observed through technology. An overview details how organizations obtain and use data today. Readers learn
how interactions among parts of the research process give managers and researchers confidence in the results. Readers
review the information-gathering function from the perspectives of researchers who gather information and marketing
managers who use it. Important Notice: Media content referenced within the product description or the product text may
not be available in the ebook version.

Get Out of Your Way
This innovative and popular text provides a clear pathway to understanding public relations campaigns and other types of
strategic communication. Implementing the pragmatic, in-depth approach of the previous editions, author Ronald D. Smith
presents a step-by-step unfolding of the strategic campaign process used in public relations practice. Drawing from his
experience in professional practice and in the classroom, Smith walks readers through the critical steps for the formative
research, strategic and tactical planning, and plan evaluation phases of the process. Offering clear explanations, relevant
examples, and practical exercises, this text identifies and discusses the decision points and options in the development of a
communication program. The cases and examples included here explore classic public relations situations as well as
current, timely events. This third edition includes expanded discussions of ethics, diversity, and technology integrated
throughout the text, and has a new appendix addressing media training for clients. As a classroom text or a resource for
professional practice, this volume provides a model that can be adapted to fit specific circumstances and used to improve
effectiveness and creativity in communication planning. It serves as an accessible and understandable guide to field-tested
procedures, offering practical insights that apply to public relations campaigns and case studies coursework.

The Rise of the Platform Marketer
For undergraduate and graduate courses in global marketing The excitement, challenges, and controversies of global
marketing. Global Marketing reflects current issues and events while offering conceptual and analytical tools that will help
students apply the 4Ps to global marketing. MyMarketingLab for Global Marketing is a total learning package.
MyMarketingLab is an online homework, tutorial, and assessment program that truly engages students in learning. It helps
students better prepare for class, quizzes, and exams–resulting in better performance in the course–and provides educators
a dynamic set of tools for gauging individual and class progress.

Advertising and Promotion
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The social sciences are facing a crisis: the core assumption of modern social science is that we move forward by rejecting
false theories through a process of hypothesis testing. Yet after nearly a century of social science research, not one of the
innumerable competing theories of social science has been decisively rejected. Worse, fewer than half of all biomedical
findings have been able to be replicated -- the problem is worse in pharmeceutical research, where the vast majority of
results are unreproducible. In this book, a prominent social scientist argues that physical and social scientists belong to two
distinct social networks, and that the procedures that make up the canon of social science methodology are different from
those of the physical sciences. He goes on to show that using the identical procedures as physical sciences for social
phenomena work better than standard social science methods

Advertising: Principles And Practice, 7/E
Powerful and practical, current and cutting-edge, ADVERTISING AND INTEGRATED BRAND PROMOTION, 5e captures the
thrill of advertising with its integrated learning experience, solid theory, real-world examples, and coverage of emerging
trends. Important Notice: Media content referenced within the product description or the product text may not be available
in the ebook version.

Big Little Lies
For introductory courses in advertising An accessible, well-written, and student-friendly approach to advertising. Advertising
tracks the changes in today’s dynamic world of media and marketing communication–as well as the implications of these
changes to traditional practice–and presents them to students through an accessible, well-written approach. The Tenth
edition highlights the increasing importance of consumers as the driving force in today’s advertising strategies, social
media, and the Internet evolution/revolution. It also includes an increased IMC and brand focus. Please note that the
product you are purchasing does not include MyMarketingLab. MyMarketingLab Join over 11 million students benefiting from
Pearson MyLabs. This title can be supported by MyMarketingLab, an online homework and tutorial system designed to test
and build your understanding. Would you like to use the power of MyMarketingLab to accelerate your learning? You need
both an access card and a course ID to access MyMarketingLab. These are the steps you need to take: 1. Make sure that
your lecturer is already using the system Ask your lecturer before purchasing a MyLab product as you will need a course ID
from them before you can gain access to the system. 2. Check whether an access card has been included with the book at a
reduced cost If it has, it will be on the inside back cover of the book. 3. If you have a course ID but no access code, you can
benefit from MyMarketingLab at a reduced price by purchasing a pack containing a copy of the book and an access code for
MyMarketingLab (ISBN:9781292056487) 4. If your lecturer is using the MyLab and you would like to purchase the product
Go to www.MyMarketingLab.com to buy access to this interactive study programme. For educator access, contact your
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Pearson representative. To find out who your Pearson representative is, visit www.pearsoned.co.uk/replocator

The Advertising Concept Book
The Culture of Science
Handbook of Strategic Public Relations and Integrated Communications
For introductory courses in advertising. An accessible, well-written, and student-friendly approach to advertising.
Advertising tracks the changes in today’s dynamic world of media and marketing communication–as well as the implications
of these changes to traditional practice–and presents them to students through an accessible, well-written approach. The
ninth edition highlights the increasing importance of consumers as the driving force in today’s advertising strategies, social
media, and the Internet evolution/revolution. It also includes an increased IMC and brand focus.

Advertising N Promotion
Flu
Now thoroughly revised and updated, this systematically presented coursebook tells you everything you need to know
about advertising, from how to write copy and choose a typeface, to how agencies work and the different strategies used
for print, TV or cinema and other media, including interactive. Exercises throughout help the reader judge their own work
and that of others. By getting to the heart of the creative process in a way that other guides dont, the book can help
anyone produce better advertising. This new edition features a thoroughly revised and updated chapter on interactive
advertising, with new exercises and some thirty new illustrations. 'Invaluable' Creative Review 'Enormously encouraging,
practical and entertaining. If this book could stand in front of a class (of creative students) and talk, I'd be out of a job.' Tony
Cullingham, Course Director, The Watford Creative Advertising Course, West Herts College

Advertising and Integrated Brand Promotion
The first edition of the successful Encyclopedia of Creativity served to establish the study of creativity is a field in itself. Now
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completely updated and revised in its second edition, coverage encompasses the definition of creativity, the development
and expression of creativity across the lifespan, the environmental conditions that encourage or discourage creativity,
creativity within specific disciplines like music, dance, film, art, literature, etc., the relationship of creativity and mental
health, intelligence, and learning styles, and the process of being creative. This reference also appeals to a lay audience
with articles specifically on the application of creativity to business settings. Available online via ScienceDirect and in
limited print release. Named a 2012 Outstanding Academic Title by the American Library Association's Choice publication
Serves as a compendium of reviews of a number of domain-specific areas, such as acting, dance, expressive arts, film, food,
music, religion, science, sports, theater, and writing. Creativity and education are examined in articles about thought
processes, such as developmental trends in creative abilities and potentials, the enhancement of creativity, intelligence,
knowledge, play, prodigies, programs and courses, talent and teaching creativity. Cognitive aspects of creativity can be
investigated in articles about altered and transitional states, analogies, attention, cognitive style, divergent thinking, flow
and optimal experience, metacognition, metaphors, problem-finding, problem-solving, and remote associates. Covers
business and organizational creativity in articles about advertising with art, creative visuals, business/management,
creativity coaching, creativity exercises, entrepreneurship, group dynamics, innovation, leadership, organizational culture,
organizational development, teams, and training, among others. Explicitly examines the complex interrelationship between
society and creativity in articles about awards, conformity and conventionality, the creative sector and class of society,
cultural diversity, the dark side of creativity, East vs. West, networking, social psychology, war, zeitgeist, and others.
Personal and interpersonal creativity is discussed in articles relating to collaboration, family, life stages, mentors,
networking, personal creativity and self-actualization. Focuses on scientific information about creativity, there are also
articles that discuss brain and neuropsychology, concepts of creativity, definitions of creativity, expertise, longitudinal
studies, researching art, artists and art audiences, research methods, phenomenology research and qualitative research.
Online version contains an additional 26 biographies of famously creative people

Advertising & IMC
Selling: Building Partnerships, 9e remains the most innovative textbook in the Selling course area today with its unique role
plays and partnering skills which are critical skills for all business people. The authors emphasize throughout the text the
need for salespeople to be flexible--to adapt their strategies to customer needs, buyer social styles, and relationship needs
and strategies. This is followed by a complete discussion of how effective selling and career growth are achieved through
planning and continual learning. This market-leading text has been updated to continue its relevance in the Selling market
today just as it was twenty years ago.

Introduction to Advertising and Promotion
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Encyclopedia of Creativity
Develop the skills and capabilities quickly becoming essential in the new marketing paradigm The Rise of the Platform
Marketer helps you leverage the "always–on" consumer to deliver more personalized engagements across media, channels,
and devices. By managing these interactions at scale throughout the customer lifecycle, you can optimize the value of your
customers and segments through strategic use of Connected CRM (cCRM). This book shows you how to take advantage of
the massive growth and proliferation of social and other digital media, with clear strategy for developing the new
capabilities, tools, metrics, and processes essential in the age of platform marketing. Coverage includes identity
management, audience management, consumer privacy and compliance, media and channel optimization, measurement
and attribution, experience design, and integrated technology, plus a discussion on how the company as a whole must
evolve to keep pace with marketing′s increasingly rapid evolution and capabilities. The expansion of digital platforms has
created addressability opportunity through search, video, display, and social media, offering today′s foremost opportunity
for competitive advantage. This book outlines the capabilities and perspective required to reap the rewards, helping you
shift your strategy to align with the demands and expectations of the modern consumer. Develop the tools, metrics, and
processes necessary to engage the modern consumer Gain a deep understanding of Connected Customer Relationship
Management Leverage trends in technology and analytics to create targeted messages Adjust your company′s structure
and operations to align with new capabilities The new era of marketing requires thorough understanding of cCRM, along
with the knowledge and innovative forethought to thrive in the ever–expanding digital audience platform environment. The
Rise of the Platform Marketer gives you an edge, and helps you clear a path to full implementation.

Student Value Edition
Test Item File
The fascinating, true story of the world's deadliest disease. In 1918, the Great Flu Epidemic felled the young and healthy
virtually overnight. An estimated forty million people died as the epidemic raged. Children were left orphaned and families
were devastated. As many American soldiers were killed by the 1918 flu as were killed in battle during World War I. And no
area of the globe was safe. Eskimos living in remote outposts in the frozen tundra were sickened and killed by the flu in
such numbers that entire villages were wiped out. Scientists have recently rediscovered shards of the flu virus frozen in
Alaska and preserved in scraps of tissue in a government warehouse. Gina Kolata, an acclaimed reporter for The New York
Times, unravels the mystery of this lethal virus with the high drama of a great adventure story. Delving into the history of
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the flu and previous epidemics, detailing the science and the latest understanding of this mortal disease, Kolata addresses
the prospects for a great epidemic recurring, and, most important, what can be done to prevent it.

Advertising Principles & Practices: Global Edition
A catchy business name and a smart logo may get you a few clicks, but to create a sustaining image for your organization
and build continual success will require the perfect branding statement. The essence of an organization begins with
establishing its brand, therefore it is absolutely essential to get it right.Brand managers, marketers, and executives have
long turned to the trusted principles in Brand Aid to troubleshoot their branding problems. Written by an acknowledged
branding expert with 30 years of experience building world-class brands, this must-have guide covers topics ranging from
research and positioning to brand equity management and architecture strategy. The latest edition has collected
illuminating case studies, best practices, and the latest research in order to offer invaluable advice on every aspect of brand
management, including:• The 6 most powerful sources of brand differentiation• 5 elements that trigger brand insistence•
Turning brand strategy into advertising• Online branding• Social responsibility, sustainability, and storytelling• 60
nontraditional marketing techniques• And moreAn organization cannot afford to get their branding wrong. With the treasure
trove of techniques, templates, and rules of thumb found in Brand Aid, it won’t!

One Of Us Is Lying
Advertising & IMC: Principles and Practice, Global Edition
DEMOCRACY FOR THE FEW is a provocative interpretation of American Government. It shows how democracy is repeatedly
violated by corporate oligopolies, and how popular forces have fought back and occasionally made gains in spite of the
system. By focusing on the relationship between economic power and political power, discussing actual government
practices and policies, conspiracies, propaganda, fraud, secrecy and other ploys of government and politics, this book
stands apart in its analysis of how US Government works. Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook version.

Vitamin D and Human Health
This innovative work provides a state-of-the-art overview of current thinking about the development of brand strategy.
Unlike other books on branding, it approaches successful brand strategy from both the producer and consumer
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perspectives. "The Science and Art of Branding" makes clear distinctions among the producer's intentions, external brand
realities, and consumer's brand perceptions - and explains how to fit them all together to build successful brands. Co-author
Sandra Moriarty is also the author of the leading Principles of Advertising textbook, and she and Giep Franzen have filled
this volume with practical learning tools for scholars and students of marketing and marketing communications, as well as
actual brand managers. The book explains theoretical concepts and illustrates them with real-life examples that include
case studies and findings from large-scale market research. Every chapter opens with a mini-case history, and boxed
inserts featuring quotes from experts appear throughout the book. "The Science and Art of Branding" also goes much more
deeply than other works into the core concept of brand equity, employing new measurement systems only developed over
the last few years.

CRIMINAL JUSTICE TECHNOLOGY IN THE 21st CENTURY
As the media grow more ruthless, the role of public relations becomes increasingly complex and critical. Savvy business
people know that how a company conveys and maintains its image has never been more important or more challenging.
The Handbook of Strategic Public Relations & Integrated Communication is the definitive resource for communications
professionals. Featuring the expertise of the world s foremost public relations and marketing authorities, it is the first book
of its kind to combine the art and science of marketing, public relations and communications.

Strategic Planning for Public Relations, Third Edition
THE NEW YORK TIMES BESTSELLER One of The New York Times Book Review's 10 Best Crime Novels of 2016! The
blockbuster thriller for those who loved The Girl on the Train and The Widow"[A] finely crafted novel with a killer twist."--#1
New York Times bestselling author Paula Hawkins On a rainy afternoon, a mother's life is shattered as her son slips from her
grip and runs into the street I Let You Go follows Jenna Gray as she moves to a ramshackle cottage on the remote Welsh
coast, trying to escape the memory of the car accident that plays again and again in her mind, desperate to heal from the
loss of her child and the rest of her painful past. At the same time, the novel tracks the pair of Bristol police investigators
trying to get to the bottom of this hit-and-run. As they chase down one hopeless lead after another, they find themselves as
drawn to each other as they are to the frustrating, twist-filled case before them.

Behind Closed Doors
Democracy for the Few
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The 3rd edition of Advertising: Principles and Practice is the only practical, applied guide to the real world of advertising in
Australasia using award-winning examples of how and why great advertising is achieved. It features new coverage of
advertising’s role within the integrated marketing communications (IMC). Moriarty explores the ever-changing media
landscape and encourages readers to think about the ways in which advertising operates as part of a broader
communication strategy. How do you define great advertising? How do you encourage creativity in advertising? How can
interactive and digital media add value to advertising? These questions, and many more are comprehensively answered
inside this Australian adaptation of the US text, Advertising & IMC: Principles and Practice by Moriarty, Mitchell and Wells.

Advertising & IMC
Follows three mothers, each at a crossroads, and their potential involvement in a riot at a school trivia night that leaves one
parent dead in what appears to be a tragic accident, but which evidence shows might have been premeditated.

Rural Marketing
This book translates knowledge about persuasion into evidence-based principles. Useful knowledge about persuasion has
been obtained over the last 100 years from the experience of advertising experts and from empirical studies in advertising
and other fields including psychology, consumer behavior, law, mass communication, politics, and propaganda. The
principles in Persuasive Advertising provide understandable and easy-to-access guidance for all types of advertising.
Including still media such as print and Internet, and motion media such as TV, streaming video, Internet, and radio. They
also apply to other types of persuasive communications such as management reports, speeches, and press releases.
Wharton School Professor J. Scott Armstrong spent over 16 years on this book. In recent years, he was assisted by Gerry
Lukeman, Chairman Emeritus of Ipsos-ASI and Sandeep Patnaik, Research Director at Gallup and Robinson. Altogether,
more than 80 people contributed to Persuasive Advertising by obtaining relevant studies, analyzing data, editing and
reviewing, and surveying researchers to ensure that the book correctly summarizes their findings. Persuasive Advertising
summarizes findings from about 3,000 empirical studies and 50 books. It also presents new findings from previously
unpublished studies. . Along with the AdPrin Audit software on AdPrin.com, Persuasive Advertising enables advertisers as
well as agencies to quickly and inexpensively identify ways to improve ads – or to determine which of a set of ads will be
most effective. For example, it typically requires about an hour for an experienced user to obtain a persuasiveness index for
a print ad along with a list of ways to improve the ad., By using these principles, advertisers can improve their creativity
and effectiveness. This book is supported by the AdPrin.com site: http://advertisingprinciples.com/

Global Marketing, Global Edition
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THE INSTANT NEW YORK TIMES AND USA TODAY BESTSELLING DEBUT PSYCHOLOGICAL THRILLER YOU CAN'T MISS! The
perfect marriage? Or the perfect lie? “A hair-raising debut, both unsettling and addictiveA chilling thriller that will keep you
reading long into the night.” —Mary Kubica, New York Times and USA Today bestselling author of The Good Girl “This is one
readers won’t be able to put down.” —Booklist (starred review) "A can’t-put-down psychological thriller.” —Library Journal
(starred review) “This debut is guaranteed to haunt youWarning: brace yourself.” —Bustle (10 New Thrillers to Read This
Summer) “The sense of believably and terror that engulfs Behind Closed Doors doesn't waver.” —The Associated Press,
picked up by The Washington Post “This was one of the best and most terrifying psychological thrillers I have ever read.”
—San Francisco Book Review Everyone knows a couple like Jack and Grace. He has looks and wealth; she has charm and
elegance. He’s a dedicated attorney who has never lost a case; she is a flawless homemaker, a masterful gardener and
cook, and dotes on her disabled younger sister. Though they are still newlyweds, they seem to have it all. You might not
want to like them, but you do. You’re hopelessly charmed by the ease and comfort of their home, by the graciousness of
the dinner parties they throw. You’d like to get to know Grace better. But it’s difficult, because you realize Jack and Grace
are inseparable. Some might call this true love. Others might wonder why Grace never answers the phone. Or why she can
never meet for coffee, even though she doesn’t work. How she can cook such elaborate meals but remain so slim. Or why
she never seems to take anything with her when she leaves the house, not even a pen. Or why there are such high-security
metal shutters on all the downstairs windows. Some might wonder what’s really going on once the dinner party is over, and
the front door has closed. From bestselling author B. A. Paris comes the gripping thriller and international phenomenon
Behind Closed Doors.

Basic Marketing Research
This book is a printed edition of the Special Issue "Vitamin D and Human Health" that was published in Nutrients

I Let You Go
Persuasive Advertising
Apley & Solomon's System of Orthopaedics and Trauma
Marilyn and Larry have identified the common thread present in all successes and failures: us. We are always there. Like
most people, you are in the way of your own success, happiness, and eventual advancement.The time has come for you to
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get out of your own way! Get Out of Your Way is intended for all of you who have stopped short of achieving your goals and
dreams and feel someone or something is always getting in your way. Its for those of you who are frustrated by your
current position in life; and for those who have reached heights beyond your dreams and who, as most of us do, want still
more. Read this book. Keep this book. Then read it again. Pay it forward by recommending this book to others whom you
think would benefit from it. You and they will learn how to:?Çó Turn fears into excitement;?Çó Become the person youve
always wanted to be;?Çó Change your attitude from a wannabe to I am; ?Çó Get out of the way of your own success. Deep
down we all know that the truth is we have been in our own way. But Marilyn and Larry Singer help us through it without too
much guilt. ?ÇÿGet Out of Your Way has pearls of wisdom on every page. I cant wait to get this into the hands of hundreds
on the team and watch the positive changes. -- Gary DeRitter, Network Marketing Professional

The Science and Art of Branding
ALERT: Before you purchase, check with your instructor or review your course syllabus to ensure that you select the correct
ISBN. Several versions of Pearson's MyLab & Mastering products exist for each title, including customized versions for
individual schools, and registrations are not transferable. In addition, you may need a CourseID, provided by your instructor,
to register for and use Pearson's MyLab & Mastering products. Packages Access codes for Pearson's MyLab & Mastering
products may not be included when purchasing or renting from companies other than Pearson; check with the seller before
completing your purchase. Used or rental books If you rent or purchase a used book with an access code, the access code
may have been redeemed previously and you may have to purchase a new access code. Access codes Access codes that
are purchased from sellers other than Pearson carry a higher risk of being either the wrong ISBN or a previously redeemed
code. Check with the seller prior to purchase. -- An accessible and well-written approach to advertising. Advertising tracks
the changes in today's dynamic world of media and marketing communication-as well as the implications of these changes
to traditional practice-and presents them to readers through an accessible, well-written approach. The ninth edition
highlights the increasing importance of consumers as the driving force in today's advertising strategies, social media, and
the Internet evolution/revolution. It also includes an increased IMC and brand focus.

Advertising: Principles and Practice
The game is once again afoot in this thrilling mystery from the bestselling author of The House of Silk, sanctioned by the
Conan Doyle estate, which explores what really happened when Sherlock Holmes and his arch nemesis Professor Moriarty
tumbled to their doom at the Reichenbach Falls. Internationally bestselling author Anthony Horowitz’s nail-biting new novel
plunges us back into the dark and complex world of detective Sherlock Holmes and Moriarty—dubbed the Napoleon of
crime” by Holmes—in the aftermath of their fateful struggle at the Reichenbach Falls. Days after the encounter at the Swiss
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waterfall, Pinkerton detective agent Frederick Chase arrives in Europe from New York. Moriarty’s death has left an
immediate, poisonous vacuum in the criminal underworld, and there is no shortage of candidates to take his
place—including one particularly fiendish criminal mastermind. Chase and Scotland Yard Inspector Athelney Jones, a
devoted student of Holmes’s methods of investigation and deduction originally introduced by Conan Doyle in “The Sign of
Four”, must forge a path through the darkest corners of England’s capital—from the elegant squares of Mayfair to the
shadowy wharfs and alleyways of the London Docks—in pursuit of this sinister figure, a man much feared but seldom seen,
who is determined to stake his claim as Moriarty’s successor. A riveting, deeply atmospheric tale of murder and menace
from one of the only writers to earn the seal of approval from Conan Doyle’s estate, Moriarty breathes life into Holmes’s
dark and fascinating world.

Brand Aid
Advertising Procedure
From the no. 1 New York Times bestselling author of The Husband's Secret and Big Little Lies. The retreat at health and
wellness resort Tranquillum House promises total transformation. Nine stressed city dwellers are keen to drop their literal
and mental baggage, and absorb the meditative ambience while enjoying their hot stone massages. Watching over them is
the resort's director, a woman on a mission to reinvigorate their tired bodies and minds. These nine perfect strangers have
no idea what is about to hit them. With her wit, compassion and uncanny understanding of human behaviour, Liane
Moriarty explores the depth of connection that can be formed when people are thrown together in unconventional
circumstances. LONGLISTED FOR THE ABIA GENERAL FICTION BOOK OF THE YEAR 2019 LONGLISTED FOR THE INDIE BOOK
AWARD FOR FICTION 2019 PRAISE FOR NINE PERFECT STRANGERS "She isboth hugely popular yet subversiveNine Perfect
Strangers shows Moriarty still taking risks with fictionweighty issues writ with humour and a light touch. The hammer is still
in the handbag, ready to smash a glass window or two." Lucy Sussex, The Australian "Welcome to Tranquillum House where
those Perfect Strangers have come to sort out their lives This gives Moriarty the opportunity to do what she does best, write
about the human condition and connections that bind us all, with wicked humour, empathy and compassion - and a little bit
of danger thrown in." Frances Whiting, Courier Mail PRAISE FOR LIANE MORIARTY "One of the few writers I'll drop anything
for. Her books are wise, honest, beautifully observed" Jojo Moyes "Moriarty is a deft storyteller who creates believable,
relatable characters." Washington Post "Moriarty is brilliant at her craft, all the time cranking up the suspense." The Age
"funny and scary" Stephen King "Sharply intelligent" Entertainment Weekly "Mistress of the razor-sharp observation" Kate
Morton
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