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Old Odessa, on the Black Sea, gained notoriety as a legendary city of
Jewish gangsters and swindlers, a frontier boomtown mythologized for
the adventurers, criminals, and merrymakers who flocked there to seek
easy wealth and lead lives of debauchery and excess. Odessa is also
famed for the brand of Jewish humor brought there in the 19th century
from the shtetls of Eastern Europe and that flourished throughout
Soviet times. From a broad historical perspective, Jarrod Tanny
examines the hybrid Judeo-Russian culture that emerged in Odessa in
the 19th century and persisted through the Soviet er
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Flagships are the physical apogee of consumerism, places where brand
experiences are most defined and interactions with consumers are
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highly refined. This book marks the first comprehensive study of the
concept of the flagship, bringing together a range of scholarly insights
from the field, covering issues such as consumerism, areas of
consumption and experimental marketing theory and practise. The
ways in which flagship projects communicate brand values, both
externally and internally, form an important part of this book, and
provide new perspectives on late twentieth century commercial an


