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Diederich Bakker develops a comprehensive planning process that can
guide brand manufacturers in assessing the internal and external
environment. The step-by-step planning process includes strategies to
thoroughly audit brand portfolios and to review an organisation’s brand
management capabilities. The planning process aides brand
manufacturers in assessing product categories and in determining
retailers for their suitability as cooperation partners. The proposed
Vertical Brand Portfolio Management is based on the principles of brand
portfolio strategy assigning clear roles for all brands including private
labels. Instead of fighting the retailer products brand manufacturers are
encouraged to cooperate with retail partners by offering vertically
integrated brand portfolios. Based on numerous international case
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This book offers a comprehensive, multidisciplinary introduction to
theme parks and the field of theme park studies. It identifies and
discusses relevant economic, social, and cultural as well as medial,
historical, and geographical aspects of theme parks worldwide, from
the big international theme park chains to smaller, regional, family-
operated parks. The book also describes the theories and methods that
have been used to study theme parks in various academic disciplines



and reviews the major contexts in which theme parks have been
studied. By providing the necessary backgrounds, theories, and
methods to analyze and understand theme parks both as a business
field and as a socio-cultural phenomenon, this book will be a great
resource to students, academics from all disciplines interested in theme
parks, and professionals and policy-makers in the leisure and
entertainment as well as the urban planning sector.



