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"Saunders Mac Lane was an extraordinary mathematician, a dedicated
teacher, and a good citizen who cared deeply about the values of
science and education. In his autobiography, he gives us a glimpse of
his "life and times," mixing the highly personal with professional
observations. His recollections bring to life a century of extraordinary
accomplishments and tragedies that inspire and educate. Saunders Mac
Lane's life covers nearly a century of mathematical developments.
During the earlier part of the twentieth century, he participated in the
exciting happenings in Gottingen--the Mecca of mathematics. He
studied under David Hilbert, Hermann Weyl, and Paul Bernays and
witnessed the collapse of a great tradition under the political pressure
of a brutal dictatorship. Later, he contributed to the more abstract and
general mathematical viewpoints developed in the twentieth century.
Perhaps the most outstanding accomplishment during his long and
extraordinary career was the development of the concept of categories,
together with Samuel Eilenberg, and the creation of a theory that has
broad applications in different areas of mathematics, in particular
topology and foundations. He was also a keen observer and active
participant in the social and political events. As a member and vice
president of the National Academy of Science and an advisor to the
Administration, he exerted considerable influence on science and
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education policies in the post-war period. Mac Lane's autobiography
takes the reader on a journey through the most important milestones
of the mathematical world in the twentieth century."--Provided by
publisher.
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As the media landscape has evolved over the past few years, especially
with the emergence of interactive media and social media, the
philosophy of advertising is significantly changing. Most businesses
realize that the days when they relied on three national networks (ABC,
NBC, and CBS) and a few national newspapers to advertise are gone;
thus, they begin to find alternatives to standardized advertising. Many
of them begin to adopt more individualized advertising approaches,
empowered by the Internet technologies. Although a few high-
technology companies--such as Google, Facebook, and Amazon--are
showing success in delivering individualized advertising messages to
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consumers, this approach (including both personalization and
customization) is not suitable for all businesses. The problem is that
many companies don't know what strategy is the best for their
business. The purpose of this book is to describe in detail and discuss
the pros and cons of each of the three fundamental strategies of
advertising: standardized, targeted, and individualized. The importance
of collecting consumer insights and incorporating those insights into
advertising messages will be highlighted. No single strategy is
absolutely more effective than the others; however, here you are given
a real strategy based on a scrutiny of the value proposition of the
business and expectations of consumers.


