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KEY=WHY - YAZMIN MAXIMILLIAN
DECODING THE NEW CONSUMER MIND
HOW AND WHY WE SHOP AND BUY
John Wiley & Sons Most businesspeople are well aware that marketing has changed dramatically in recent years. For
many, this shift is mainly about diﬀerent ways to market--through social media, online engagement, and so on. But
beyond the new tools available to businesses today, there have also been sweeping changes to how consumers behave
in the retail environment, and what underlies our decisions as consumers. How can marketers understand--and proﬁt
from--these shifts in how we buy? DECODING THE CONSUMER MIND provides retail marketers with an action plan based
on new psychological insights about how, when and why today's radically diﬀerent consumer shops and buys. A
trifecta of socio-cultural trends has forever altered the psyche of the American consumer--and understanding these 3
signiﬁcant shifts is critical for any marketer to understand. Based on her extensive research, consumer expert Kit
Yarrow classiﬁes the changes as follow: ANXIETY: Diagnosed anxiety disorders have increased 1,200% since 1980. A
1994 survey of randomly selected households found 15% of American had experienced elevated anxiety the previous
year. In 2009 that number rose to 49.5%. This has numerous implications for how consumers buy, explaining our love
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of the ratings and reviews of other shoppers; the mental relief and distraction of online shopping, and why people are
more responsive to brands that demonstrate emotional beneﬁts than those who tout product characteristics. "THE
NEW INDIVIDUALISM": A more "me"-oriented society increasingly uses brands, retailers, and shopping strategies as a
way to connect with others. Awash with choices and unfettered by the social rules that provided guard rails in previous
decades, today's consumers are more individualistic and more likely to use what they buy and how they shop as a way
to communicate and bond with others. This trend explains why "Pick Your Favorite" campaigns on Facebook have an
astonishing 27% response rate, why Etsy is so successful, and much more. REWIRED BRAINS: Because of our rampant
technology use, we literally think diﬀerently now, a shift that has broad implications for retail. As a society that
"views" more than it reads, we want everything faster, get bored more easily and gravitate more toward the quick
takeaways of symbolic communication. For example, on eBay, merchandise displayed on red backgrounds receives
higher bids than similar merchandise shown on blue backgrounds; and trends have given way to "trending." Grounded
in Yarrow's award-winning research on consumer psychology, DECODING THE CONSUMER MIND provides rich examples
of these shifts in action in the marketing strategies and consumer behavior seen by major ﬁrms and brands, many of
whom are Yarrow's clients, including: Kleenex, Desigual, Kraft Foods, eBay, Hershey's, and many more. For any
marketer hoping to proﬁt from the transformed consumer brain, DECODING THE CONSUMER MIND is essential reading.

DECODING THE NEW CONSUMER MIND
HOW AND WHY WE SHOP AND BUY
DECODING THE IRRATIONAL CONSUMER
HOW TO COMMISSION, RUN AND GENERATE INSIGHTS FROM NEUROMARKETING RESEARCH
Kogan Page Publishers Decoding the Irrational Consumer was written to help marketing practitioners demystify
neuromarketing, a relatively new ﬁeld of marketing research used to understand consumer response to marketing
stimuli. This book presents in plain terms the key theoretical tools required to implement neuromarketing studies and
achieve desired research outcomes. Marketers and researchers will learn how to eﬀectively and conﬁdently brief data
processors, and confer with neuroscientists and technicians. They will gain keen understanding of recent
developments in behavioural science and data-processing technology, as well as sophisticated neuromarketing tools
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used to understand subconscious responses including behavioural economics, eye-tracking, implicit response
measures, and facial coding. The author discusses when to apply these techniques and others, how to combine them
eﬀectively and how to correctly interpret resulting data to generate valuable insights that aid in decision making.
About the series: The Marketing Science series makes diﬃcult topics accessible to marketing students and
practitioners by grounding them in business reality. Each book is written by an expert in the ﬁeld and includes case
studies and illustrations enabling marketers to gain conﬁdence in applying the tools and techniques and in
commissioning external research.

THE SCIENCE OF WHY
DECODING HUMAN MOTIVATION AND TRANSFORMING MARKETING STRATEGY
Springer In this groundbreaking book, author David Forbes explains human motivation and provides ways that
marketers can eﬀectively reach the consumer. The book uses decades of psychology research and the author's own
tool, the Forbes Matrix that identiﬁes, organizes, and explains the nine core motivations.

GEN BUY
HOW TWEENS, TEENS AND TWENTY-SOMETHINGS ARE REVOLUTIONIZING RETAIL
John Wiley and Sons Discover the forces driving the decisions of today's most sought after consumers According to
recent statistics, members of Generation Y shop 25 percent to 40 percent more than the average consumer. In Gen
BuY, Yarrow and O'Donnell argue that these voracious and fearless consumers have revolutionized the way Americans
shop by turning traditional sales and marketing strategies upside down. Based on solid research, the book oﬀers an indepth look at what motivates these young people to buy certain products and reject others. The authors reveal what
makes these consumers tic-how they deﬁne power, why they loath manipulation, and why they rely on technology-and
show marketers how they can tap into the buying power of this burgeoning group of consumers. Shows what it takes
to successfully woe and win young consumers with purchasing power Filled with surprising insights into the psyche of
Gen Y buyers Written by an expert in consumer research and a well-connected media consumer author Gen Buy is a
must-have resource for marketers, advertisers, retailers, and manufacturers who want to understand the new
generation of consumers.
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SMART PERSUASION
HOW ELITE MARKETERS INFLUENCE CONSUMERS (AND PERSUADE THEM TO TAKE ACTION)
Convertize Conversions begin in the brain. Every purchase starts with a decision, and every decision is shaped by
consumer psychology. This book explains how mental shortcuts (cognitive biases) aﬀect your customers' decision
making and shows you how to be more persuasive online. Philippe Aimé and Jochen Grünbeck are optimisation addicts
and have been at the forefront of digital marketing since the beginning. Inspired by behavioural economists like Daniel
Kahneman, Dan Ariely and Richard Thaler, the techniques described in Smart Persuasion leverage powerful decisionmaking biases to make marketing more eﬀective. Alongside these behavioural insights, Smart Persuasion incorporates
research from marketing experts such as Jonah Berger, Robert Cialdini and Roger Dooley. Principles relating to
attention and perception, as well as the cognitive eﬀects that make consumers predictably irrational, are distilled into
concrete website optimisation strategies. Drawing from hundreds of unique studies, Smart Persuasion lists proven
eﬀects such as Anchoring and Framing. Each one is illustrated with case-studies, examples and ideas that you can
apply immediately. Using the persuasive strategies outlined in this book will allow you to inﬂuence consumers more
eﬀectively, unlocking your website's potential. All proﬁts from the sale of this book help provide educational resources
for children in Africa.

WHY WE BUY
THE SCIENCE OF SHOPPING--UPDATED AND REVISED FOR THE INTERNET, THE GLOBAL CONSUMER, AND
BEYOND
Simon and Schuster A revised edition of a best-selling work on America's consumer culture makes observations about
the retail practices of other cultures, describes the latest trends in online retail, and makes recommendations for how
major companies can dramatically improve customer service practices. Original.

THE CONSUMER MIND
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BRAND PERCEPTION AND THE IMPLICATIONS FOR MARKETERS
Kogan Page Publishers The Consumer Mind explores the relationship between consumers and brands, analysing the
types of communication and their perception of brands. Based on research from Millward Brown, one of the world's
leading research agencies, it provides expert advice for marketing practitioners on how brands, products, services and
communications reach the mind of the consumer. With insights based on the latest advances in neuroscience and
psychology, it analyses the daily mental functions of consumers, in relation to others and their environment, and the
implications for brands. The Consumer Mind encourages marketers to think about people and their everyday lives,
enabling them to inﬂuence the way that their brands are perceived and to encourage trial and repeat purchases.

WHAT WOMEN WANT
THE SCIENCE OF FEMALE SHOPPING
Simon and Schuster The author of Why We Buy reports on the growing importance of women in everybody's
marketplace--what makes a package, product, space, or service "female friendly." He oﬀers a tour of the world's
marketplace--with shrewd observations and practical applications to help everybody adapt to the new realities.
Underhill examines how a woman's role as homemaker has evolved into homeowner; how the home gym and home
oﬃce are linked to the women's health movement and home-based businesses; why the refrigerator has trumped the
stove as the crucial appliance; why some malls are succeeding while others fail. "The point is," writes Underhill, "while
men were busy doing other things, women were becoming a major social, cultural, and economic force." And, as he
warns, no business can aﬀord to ignore their power and presence--From publisher description.

DECODED
THE SCIENCE BEHIND WHY WE BUY
John Wiley & Sons In this groundbreaking book Phil Barden reveals what decision science explains about people’s
purchase behaviour, and speciﬁcally demonstrates its value to marketing. He shares the latest research on the
motivations behind consumers’ choices and what happens in the human brain as buyers make their decisions. He
deciphers the ‘secret codes’ of products, services and brands to explain why people buy them. And ﬁnally he shows
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how to apply this knowledge in day to day marketing to great eﬀect by dramatically improving key factors such as
relevance, diﬀerentiation and credibility. Shows how the latest insights from the ﬁelds of Behavioural Economics,
psychology and neuro-economics explain why we buy what we buy Oﬀers a pragmatic framework and guidelines for
day-to-day marketing practice on how to employ this knowledge for more eﬀective brand management - from strategy
to implementation and NPD. The ﬁrst book to apply Daniel Kahneman’s Nobel Prize-winning work to marketing and
advertising Packed with case studies, this is a must-read for marketers, advertising professionals, web designers, R&D
managers, industrial designers, graphic designers in fact anyone whose role or interest focuses on the ‘why’ behind
consumer behaviour. Foreword by Rory Sutherland, Executive Creative Director and Vice-Chairman, OgilvyOne London
and Vice-Chairman,Ogilvy Group UK Full colour throughout

THE PSYCHOLOGY OF PRICE
Jaico Publishing House How to Use Price to Increase Demand, Proﬁt and Customer Satisfaction HOW SMART IS YOUR
PRICING? For any business, deciding how much to charge for a product or service is crucial. By gaining an insight into
the way consumers think and purchase, you can generate more demand, more customer value – and more proﬁt.
MAXIMISE REVENUE • How do unwanted products Inﬂuence what customers expect to pay? • How does oﬀering extras
for free dramatically increases Perceived Value? • Why does changing the timing of a payment make people pay 50%
More? TRIED AND TESTED TECHNIQUES Written by the founder of Inon, a leading pricing consultancy, whose clients
range from the BBC and Grant’s Whisky to Alzheimer’s Disease International and HM Treasury, The Psychology of Price
provides an insight into the strategies used by multinational corporations. Leigh Caldwell is a pricing expert and
leading researcher in behavioural economics, writing the UK’s most popular behavioural blog
(www.knowingandmaking.com) and appearing as a frequent guest on BBC News. By background a mathematician and
economist, he is the founder and chief executive of Inon, the UK’s leading pricing consultancy.

BUYOLOGY
TRUTH AND LIES ABOUT WHY WE BUY
Currency NEW YORK TIMES BESTSELLER • “A fascinating look at how consumers perceive logos, ads, commercials,
brands, and products.”—Time How much do we know about why we buy? What truly inﬂuences our decisions in today’s
message-cluttered world? In Buyology, Martin Lindstrom presents the astonishing ﬁndings from his groundbreaking
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three-year, seven-million-dollar neuromarketing study—a cutting-edge experiment that peered inside the brains of
2,000 volunteers from all around the world as they encountered various ads, logos, commercials, brands, and
products. His startling results shatter much of what we have long believed about what captures our interest—and
drives us to buy. Among the questions he explores: • Does sex actually sell? • Does subliminal advertising still
surround us? • Can “cool” brands trigger our mating instincts? • Can our other senses—smell, touch, and sound—be
aroused when we see a product? Buyology is a fascinating and shocking journey into the mind of today's consumer
that will captivate anyone who's been seduced—or turned oﬀ—by marketers' relentless attempts to win our loyalty, our
money, and our minds.

HOW CUSTOMERS BUY...& WHY THEY DON’T
MAPPING AND MANAGING THE BUYING JOURNEY DNA
Radius Book Group Lewis makes a compelling argument that businesses must look beyond their own internal view of
how something is sold, to the external reality of how customers actually buy. He asserts that no one buys anything
because of a sales process; customers only buy because of their own buying process. And so, for all those whose
livelihood depends upon successful revenue generation, the only rational course of action is to positively inﬂuence and
eﬀectively manage the end-to-end customer-buying journey. The simple failure of mousetrap logic—that is, the quality
of the product or value proposition of the service is suﬃcient to convince customers to make a purchase—is at the
heart of most revenue generation challenges today. How Customers Buy...and Why They Don’t shows that vendors are
too often trying to solve the wrong problem, because customers actually do “get it,” they just don’t buy it. The book
starts by explaining Outside-in Revenue Generation. It then decodes the six elements of the Customer Buying Journey
DNA. It deﬁnes the nine Buying Concerns, any one of which can derail a purchase. It unveils the deceptively simple and
elegant 4Q Buying Style Quadrant that unlocks the intricacies of how buyers actually think. The second section of the
book explains what you can do about customers not buying your products or services. It reveals that there are only
four things—Sales and Marketing Imperatives—that can be done to positively impact the market. It goes on to walk the
reader through the development of the Market Engagement Strategy. The ﬁnal section of the book translates the ﬁve
components of the Market Engagement Strategy into actionable sales and marketing behaviors.
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BUYOLOGY
HOW EVERYTHING WE BELIEVE ABOUT WHY WE BUY IS WRONG
Random House Most anti-smoking campaigns inadvertently encourage people to smoke. The scent of melons helps sell
electronic products. Subliminal advertising may have been banned, but it's being used all the time. Product placement
in ﬁlms rarely works. Many multi-million pound advertising campaigns are a complete waste of time. These are just a
few of the ﬁndings of Martin Lindstrom's groundbreaking study of what really makes consumers tick. Convinced that
there is a gulf between what we believe inﬂuences us and what actually does, he set up a highly ambitious research
project that employed the very latest in brain-scanning technology and called on the services of some 2000 volunteers.
Buyology shares the fruits of this research, revealing for the ﬁrst time what actually goes on inside our heads when we
see an advertisement, hear a marketing slogan, taste two rival brands of drink, or watch a programme sponsored by a
major company. The conclusions are both startling and groundbreaking, showing the extent to which we deceive
ourselves when we think we are making considered decisions, and revealing factors as varied as childhood memories
and religious belief that come together to inﬂuence our decisions and shape our tastes.

SOCIAL CHEMISTRY
DECODING THE PATTERNS OF HUMAN CONNECTION
Penguin “One of the most interesting and useful books ever written on networking.”—Adam Grant Social Chemistry will
utterly transform the way you think about “networking.” Understanding the contours of your social network can
dramatically enhance personal relationships, work life, and even your global impact. Are you an Expansionist, a Broker,
or a Convener? The answer matters more than you think. . . . Yale professor Marissa King shows how anyone can build
more meaningful and productive relationships based on insights from neuroscience, psychology, and network
analytics. Conventional wisdom says it's the size of your network that matters, but social science research has proven
there is more to it. King explains that the quality and structure of our relationships has the greatest impact on our
personal and professional lives. As she illustrates, there are three basic types of networks, so readers can see the role
they are already playing: Expansionist, Broker, or Convener. This network decoder enables readers to own their
network style and modify it for better alignment with their life plans and values. High-quality connections in your
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social network strongly predict cognitive functioning, emotional resilience, and satisfaction at work. A well-structured
network is likely to boost the quality of your ideas, as well as your pay. Beyond the oﬃce, social connections are the
lifeblood of our health and happiness. The compiled results from dozens of previous studies found that our social
relationships have an eﬀect on our likelihood of dying prematurely—equivalent to obesity or smoking. Rich stories of
Expansionists like Vernon Jordan, Brokers like Yo-Yo Ma, and Conveners like Anna Wintour, as well as personal
experiences from King's own world of connections, inform this warm, engaging, revelatory investigation into some of
the most consequential decisions we can make about the trajectory of our lives.

HOW WE DECIDE
Houghton Miﬄin Harcourt The ﬁrst book to use the unexpected discoveries of neuroscience to help us make the best
decisions Since Plato, philosophers have described the decision-making process as either rational or emotional: we
carefully deliberate, or we “blink” and go with our gut. But as scientists break open the mind’s black box with the
latest tools of neuroscience, they’re discovering that this is not how the mind works. Our best decisions are a ﬁnely
tuned blend of both feeling and reason—and the precise mix depends on the situation. When buying a house, for
example, it’s best to let our unconscious mull over the many variables. But when we’re picking a stock, intuition often
leads us astray. The trick is to determine when to use the diﬀerent parts of the brain, and to do this, we need to think
harder (and smarter) about how we think. Jonah Lehrer arms us with the tools we need, drawing on cutting-edge
research as well as the real-world experiences of a wide range of “deciders”—from airplane pilots and hedge fund
investors to serial killers and poker players. Lehrer shows how people are taking advantage of the new science to
make better television shows, win more football games, and improve military intelligence. His goal is to answer two
questions that are of interest to just about anyone, from CEOs to ﬁreﬁghters: How does the human mind make
decisions? And how can we make those decisions better?

NEUROMARKETING
EXPLORING THE BRAIN OF THE CONSUMER
Springer Science & Business Media Over the last 10 years advances in the new ﬁeld of neuromarketing have yielded a
host of ﬁndings which defy common stereotypes about consumer behavior. Reason and emotions do not necessarily
appear as opposing forces. Rather, they complement one another. Hence, it reveals that consumers utilize mental
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accounting processes diﬀerent from those assumed in marketers' logical inferences when it comes to time, problems
with rating and choosing, and in post-purchase evaluation. People are often guided by illusions not only when they
perceive the outside world but also when planning their actions - and consumer behavior is no exception.
Strengthening the control over their own desires and the ability to navigate the maze of data are crucial skills
consumers can gain to beneﬁt themselves, marketers and the public. Understanding the mind of the consumer is the
hardest task faced by business researchers. This book presents the ﬁrst analytical perspective on the brain - and
biometric studies which open a new frontier in market research.

THE ADVERTISED MIND
GROUND-BREAKING INSIGHTS INTO HOW OUR BRAINS RESPOND TO ADVERTISING
Kogan Page Publishers Du Plessis draws on information about the working of the human brain from psychologists,
neurologists, and artiﬁcial intelligence specialists to suggest why "ad-liking" is such an important factor in
advertisement and how it predisposes consumers to buy the brand that is being advertised.

DECODING BRANDING
A COMPLETE GUIDE TO BUILDING AND REVAMPING BRANDS IN THE AGE OF DISRUPTION
Routledge Decoding Branding explains the evolution of branding and how the disrupting factors like digital revolution,
technological advancement, changing consumer behavior, and the COVID-19 pandemic have reshaped the marketing
landscape. Fundamental principles of fostering strong brands are distilled with illustrations of case studies from
various industries. A structured and holistic framework to building and revamping brands is clearly presented for
corporations to remain competitive in this constantly changing operating environment. Interviews with branding
experts and corporate leaders are featured at the end of each chapter to allow readers to obtain a complete
appreciation of brand development from diﬀerent perspectives.

YOUR AD HERE
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THE COOL SELL OF GUERRILLA MARKETING
NYU Press 2015 Susanne K. Langer Award for Outstanding Scholarship, Media Ecology Association2013 Book of the
Year, Visual Communication Division, National Communication Association Amidst the profound upheavals in
technology, economics, and culture that mark the contemporary moment, marketing strategies have multiplied, as
brand messages creep ever deeper into our private lives. In Your Ad Here, an engaging and timely new book, Michael
Serazio investigates the rise of “guerrilla marketing” as a way of understanding increasingly covert and interactive
ﬂows of commercial persuasion. Digging through a decade of trade press coverage and interviewing dozens of agency
CEOs, brand managers, and creative directors, Serazio illuminates a diverse and fascinating set of campaign examples:
from the America’s Army video game to Pabst Blue Ribbon’s “hipster hijack,” from buzz agent bloggers and tweeters
to The Dark Knight’s “Why So Serious?” social labyrinth. Blending rigorous analysis with eye-opening reporting and
lively prose, Your Ad Here reveals the changing ways that commercial culture is produced today. Serazio goes behindthe-scenes with symbolic creators to appreciate the professional logic informing their work, while giving readers a
glimpse into this new breed of “hidden persuaders” optimized for 21st-century media content, social patterns, and
digital platforms. Ultimately, this new form of marketing adds up to a subtle, sophisticated orchestration of consumer
conduct and heralds a world of advertising that pretends to have nothing to sell.

THE BUYING BRAIN
SECRETS FOR SELLING TO THE SUBCONSCIOUS MIND
John Wiley & Sons If You Understand Brain Basics, You'll Sell More As much as 95% of our decisions are made by the
subconscious mind. As a result, the world's largest and most sophisticated companies are applying the latest advances
in neuroscience to create brands, products, package designs, marketing campaigns, store environments, and much
more, that are designed to appeal directly and powerfully to our brains. The Buying Brain oﬀers an in-depth
exploration of how cutting-edge neuroscience is having an impact on how we make, buy, sell, and enjoy everything,
and also probes deeper questions on how this new knowledge can enhance customers' lives. The Buying Brain gives
you the key to • Brain-friendly product concepts, design, prototypes, and formulation • Highly eﬀective packaging,
pricing, advertising, and in-store marketing • Building stronger brands that attract deeper consumer loyalty A highly
readable guide to some of today's most amazing scientiﬁc ﬁndings, The Buying Brain is your guide to the ultimate
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business frontier - the human brain.

THE CULTURE CODE
AN INGENIOUS WAY TO UNDERSTAND WHY PEOPLE AROUND THE WORLD BUY AND LIVE AS THEY DO
Currency An internationally revered cultural anthropologist and marketing expert reveals techniques, perfected over
three decades of working with Fortune 100 companies, that can help companies decode the most powerful symbols
within a culture, and understand why each culture behaves the way they do. Reprint. 25,000 ﬁrst printing.

RECLAIMING OUR HEALTH
A GUIDE TO AFRICAN AMERICAN WELLNESS
Yale University Press “An interactive and empowering book” to help African American men and women create a new
vision of better health and navigate the health care system (BET.com). According to the federal Oﬃce of Minority
Health, African Americans “are aﬀected by serious diseases and health conditions at far greater rates than other
Americans.” In fact, African Americans suﬀer an estimated 85,000 excess deaths every year from diseases we know
how to prevent: heart disease, stroke, cancer, high blood pressure, and diabetes. In this important and accessible
book, Dr. Michelle Gourdine provides African Americans with the knowledge and guidance they need to take charge of
their wellbeing. Reclaiming Our Health begins with an overview of the primary health concerns facing African
Americans and explains who is at greatest risk of illness. Expanding on her career and life experiences as an African
American physician, Dr. Gourdine presents key insights into the ways African American culture shapes health
choices—how beliefs, traditions, and values can inﬂuence eating choices, exercise habits, and even the decision to
seek medical attention. She translates extensive research into practical information and presents readers with
concrete steps for achieving a healthier lifestyle, as well as strategies for navigating the health-care system. This
interactive guide with illustrations is a vital resource for every African American on how to live a healthier and more
empowered life, and an indispensable handbook for health-care providers, policy makers, and others working to close
the health gap among people of color. Says Gourdine, “I wrote this book to empower our community to solve our own
health problems and save our own lives.”
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WHAT YOUR CUSTOMER WANTS AND CAN’T TELL YOU
UNLOCKING CONSUMER DECISIONS WITH THE SCIENCE OF BEHAVIORAL ECONOMICS
Mango Media Inc. Use the Science of Behavioral Economics to Understand Why People Buy “The most important
business book to come out in years.” –Michael F. Schein, author and columnist for Forbes, Inc, and Psychology Today
#1 New Release in Business Encyclopedias, Marketing Research, and Customer Relations What Your Customer Wants
(And Can’t Tell You) explains the neuroscience of consumer behavior. Learn exactly why people buy―and how to use
that knowledge to improve pricing, increase sales, create better “brain-friendly” brand messaging, and be a more
eﬀfective leader. Behavioral economics is the marketing research future of brands and business. What Your Customer
Wants (And Can’t Tell You) goes beyond an academic understanding of behavioral economics and into practical
applications. Learn how real businesses and business professionals can use science to make their companies better. In
this book, business owner, consultant, and behavioral economics expert Melina Palmer helps leaders like you use the
psychology of the consumer, innovation, and truly impactful branding to achieve real, bottom-line beneﬁts. Discover
information and tools you can actually use to inﬂuence consumers. Go beyond data science for business and apply
behavioral economics. Learn how the consumer brain works. Become a better leader and creatively and eﬀectively
market your brand by understanding the true needs of your customers. Dramatically improve your eﬀectiveness as a
leader and marketer with the practical tools in this book, including: • Real-world examples that bring a concept to life
and make it stick • Ideas to help you with problem solving for your business • Ways to hack your brain into coming up
with innovative programs, products, and initiatives If you liked marketing and business books like Nudge by Richard
Thaler and Cass Sunstein, Predictably Irrational by Dan Ariely, or This is Marketing by Seth Godin, you’ll love What
Your Customer Wants (And Can’t Tell You).

DIGITAL MARKETING
STRATEGIC PLANNING & INTEGRATION
SAGE An unbiased, balanced guide to all aspects of digital marketing planning and strategy, from social media, mobile
and VR marketing to objectives, metrics and analytics.
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NEW CONSUMER MARKETING
MANAGING A LIVING DEMAND SYSTEM
John Wiley & Sons Because of the Internet and globalization, the fast moving consumer goods market has been turned
on its head and made more competitive than ever. This book synthesizes emerging marketing thinking in the consumer
domain with practical advice on how to proﬁt from changes. It illustrates the key issues facing the fast moving
consumer goods industry and provides an analysis of cutting-edge management research and academic insight.

NEUROMARKETING FOR DUMMIES
John Wiley & Sons Learn how to use neuromarketing and understand the sciencebehind it Neuromarketing is a
controversial new ﬁeld whereresearchers study consumers' brain responses toadvertising and media. Neuromarketing
and the brain sciencesbehind it provide new ways to look at the age-oldquestion: why do consumers buy?
NeuromarketingFor Dummies goes beyond the hype to explain thelatest ﬁndings in this growing and
oftenmisunderstood ﬁeld, and shows business owners andmarketers how neuromarketing really works and how
theycan use it to their advantage. You'll get a ﬁrm grasp onneuromarketing theory and how it is impacting researchin
advertising, in-store and online shopping,product and package design, and much more. Topicsinclude: How
neuromarketing works Insights from the latest neuromarketing research How to apply neuromarketing strategies to
any level ofadvertising or marketing, on any budget Practical techniques to help your customers develop bonds
withyour products and services The ethics of neuromarketing Neuromarketing for Dummies demystiﬁes the topic
forbusiness owners, students, and marketers and oﬀers practical waysit can be incorporated into your existing
marketing plans.

THE CRAFT AND SCIENCE OF COFFEE
Academic Press The Craft and Science of Coﬀee follows the coﬀee plant from its origins in East Africa to its current role
as a global product that inﬂuences millions of lives though sustainable development, economics, and consumer desire.
For most, coﬀee is a beloved beverage. However, for some it is also an object of scientiﬁcally study, and for others it is
approached as a craft, both building on skills and experience. By combining the research and insights of the scientiﬁc
community and expertise of the crafts people, this unique book brings readers into a sustained and inclusive
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conversation, one where academic and industrial thought leaders, coﬀee farmers, and baristas are quoted, each
informing and enriching each other. This unusual approach guides the reader on a journey from coﬀee farmer to
roaster, market analyst to barista, in a style that is both rigorous and experience based, universally relevant and
personally engaging. From on-farming processes to consumer beneﬁts, the reader is given a deeper appreciation and
understanding of coﬀee's complexity and is invited to form their own educated opinions on the ever changing
situation, including potential routes to further shape the coﬀee future in a responsible manner. Presents a novel
synthesis of coﬀee research and real-world experience that aids understanding, appreciation, and potential action.
Includes contributions from a multitude of experts who address complex subjects with a conversational approach.
Provides expert discourse on the coﬀee calue chain, from agricultural and production practices, sustainability, postharvest processing, and quality aspects to the economic analysis of the consumer value proposition. Engages with the
key challenges of future coﬀee production and potential solutions.

WHO DO YOU WANT YOUR CUSTOMERS TO BECOME?
Harvard Business Press Who do you want your customers to become? According to MIT innovation expert and thought
leader Michael Schrage, if you aren’t asking this question, your strategic marketing and innovation eﬀorts will fail. In
this latest HBR Single, Schrage provides a powerful new lens for getting more value out of innovation investment. He
argues that asking customers to do something diﬀerent doesn’t go far enough—serious marketers and innovators must
ask them to become something diﬀerent instead. Even more, you must invest in their capabilities and competencies to
help them become better customers. Schrage’s primary insight is that innovation is an investment in your client, not
just a transaction with them. To truly innovate today, designing new products or features or services won’t get you
there. Only by designing new customers—thinking of their future state, being the conduit to their evolution—will you
transform your business. Schrage explains how the above question (what he calls “The Ask”) will incite you and your
team to imagine and design ideal customer outcomes as the way to drive your business’s future. The Single is
organized around six key insights and includes practical exercises to help you apply the question to your current
situation. Schrage also includes examples from well-known companies—Google, Facebook, Disney, Starbucks, Apple,
IKEA, Dyson, Ryanair, and others—to illustrate just what is possible when you apply “The Ask.” Marketing executives,
brand managers, strategic innovators, and entrepreneurs alike should understand how successful innovation rebrands
the client and not the product. A requisite question for its time, Who Do You Want Your Customers To Become will
liberate you and your team from ‘innovation myopia’—and turn your innovation eﬀorts on their head. HBR Singles

15

16

provide brief yet potent business ideas, in digital form, for today's thinking professional.

THE LAWS OF HUMAN NATURE
Penguin From the #1 New York Times-bestselling author of The 48 Laws of Power comes the deﬁnitive new book on
decoding the behavior of the people around you Robert Greene is a master guide for millions of readers, distilling
ancient wisdom and philosophy into essential texts for seekers of power, understanding and mastery. Now he turns to
the most important subject of all - understanding people's drives and motivations, even when they are unconscious of
them themselves. We are social animals. Our very lives depend on our relationships with people. Knowing why people
do what they do is the most important tool we can possess, without which our other talents can only take us so far.
Drawing from the ideas and examples of Pericles, Queen Elizabeth I, Martin Luther King Jr, and many others, Greene
teaches us how to detach ourselves from our own emotions and master self-control, how to develop the empathy that
leads to insight, how to look behind people's masks, and how to resist conformity to develop your singular sense of
purpose. Whether at work, in relationships, or in shaping the world around you, The Laws of Human Nature oﬀers
brilliant tactics for success, self-improvement, and self-defense.

THE WEALTH OF NETWORKS
HOW SOCIAL PRODUCTION TRANSFORMS MARKETS AND FREEDOM
Yale University Press Describes how patterns of information, knowledge, and cultural production are changing. The
author shows that the way information and knowledge are made available can either limit or enlarge the ways people
create and express themselves. He describes the range of legal and policy choices that confront.

THE INNOVATION DELUSION
HOW OUR OBSESSION WITH THE NEW HAS DISRUPTED THE WORK THAT MATTERS MOST
Currency “Innovation” is the hottest buzzword in business. But what if our obsession with ﬁnding the next big thing
has distracted us from the work that matters most? “The most important book I’ve read in a long time . . . It explains
so much about what is wrong with our technology, our economy, and the world, and gives a simple recipe for how to ﬁx
it: Focus on understanding what it takes for your products and services to last.”—Tim O’Reilly, founder of O’Reilly
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Media It’s hard to avoid innovation these days. Nearly every product gets marketed as being disruptive, whether it’s
genuinely a new invention or just a new toothbrush. But in this manifesto on thestate of American work, historians of
technology Lee Vinsel and Andrew L. Russell argue that our way of thinking about and pursuing innovation has made
us poorer, less safe, and—ironically—less innovative. Drawing on years of original research and reporting, The
Innovation Delusion shows how the ideology of change for its own sake has proved a disaster. Corporations have spent
millions hiring chief innovation oﬃcers while their core businesses tank. Computer science programs have drilled their
students on programming and design, even though theoverwhelming majority of jobs are in IT and maintenance. In
countless cities, suburban sprawl has left local governments with loads of deferred repairs that they can’t aﬀord to ﬁx.
And sometimes innovation even kills—like in 2018 when a Miami bridge hailed for its innovative design collapsed onto
a highway and killed six people. In this provocative, deeply researched book, Vinsel and Russell tell the story of how
we devalued the work that underpins modern life—and, in doing so, wrecked our economy and public infrastructure
while lining the pockets of consultants who combine the ego of Silicon Valley with the worst of Wall Street’s greed. The
authors oﬀer a compelling plan for how we can shift our focus away from the pursuit of growth at all costs, and back
toward neglected activities like maintenance, care, and upkeep. For anyone concerned by the crumbling state of our
roads and bridges or the direction our economy is headed, The Innovation Delusion is a deeply necessary reevaluation
of a trend we can still disrupt.

THE TWO HALVES OF THE BRAIN
INFORMATION PROCESSING IN THE CEREBRAL HEMISPHERES
MIT Press This volume provides a comprehensive view of the latest research in brain asymmetry, oﬀering not only
recent empirical and clinical ﬁndings but also a coherent theoretical approach to the subject.

THE BRANDED MIND
WHAT NEUROSCIENCE REALLY TELLS US ABOUT THE PUZZLE OF THE BRAIN AND THE BRAND
Kogan Page Publishers The Branded Mind is about how people think, and particularly how people think about brands. It
explores what we know about the structure of the brain, explains how the diﬀerent parts of the brain interact, and
then demonstrates how this relates to current marketing theories on consumer behaviour. It investigates
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developments in neuroscience and neuromarketing, and how brain science can contribute to marketing and brand
building strategies. Including research by Millward Brown, one of the World's top market research companies, it
touches on key topics such as the nature of feelings, emotions and moods, personality, measuring the brain, consumer
behaviour and decision making and market segmentation.

CHOICE HACKING
HOW TO USE PSYCHOLOGY AND BEHAVIORAL SCIENCE TO CREATE AN EXPERIENCE THAT SINGS
Jennifer L. Clinehens What if you could use Nobel prize-winning science to predict the choices your customers will
make? Customer and user behaviors can seem irrational. Shaped by mental shortcuts and psychological biases, their
actions often appear random on the surface. In Choice Hacking, we'll learn to predict these irrational behaviors and
apply the science of decision-making to create unforgettable customer experiences. Discover a framework for
designing experiences that doesn't just show you what principles to apply, but introduces a new way of thinking about
customer behavior. You'll ﬁnish Choice Hacking feeling conﬁdent and ready to transform your experience with science.
In Choice Hacking, you'll discover: - How to make sure your customer experience is designed for what people do (not
what they say they'll do) - How to increase the odds that customers will make the "right choice" in any environment How to design user experiences that drive action and engagement - How to create retail experiences that persuade
and drive brand love - How brands like Uber, Netﬂix, Disney, and Starbucks apply these principles in their customer
and user experiences Additional resources included with the book: - Access to free video Companion Course - Access to
exclusive free resources, tools, examples, and use cases online Who will beneﬁt from reading Choice Hacking? This
book was written for anyone who wants to better understand customer and user decision-making. Whether you're a
consultant, strategist, digital marketer, small business owner, writer, user experience designer, student, manager, or
organizational leader, you will ﬁnd immediate value in Choice Hacking. About the Author Jennifer Clinehens is currently
Head of Experience at a major global experience agency. She holds a Master's degree in Brand Management as well as
an MBA from Emory University's Goizueta School. Ms. Clinehens has client-side and consulting experience working for
brands like AT&T, McDonald's, and Adidas, and she's helped shape customer experiences across the globe. A
recognized authority in marketing and customer experience, she is also the author of CX That Sings: An Introduction To
Customer Journey Mapping. To learn more about this book or contact the author, please visit ChoiceHacking.com
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SARAH
THE LIFE OF SARAH BERNHARDT
Yale University Press Everything about Sarah Bernhardt is fascinating, from her obscure birth to her glorious career-redeﬁning the very nature of her art--to her amazing (and highly public) romantic life, to her indomitable spirit. Well
into her seventies, after the amputation of her leg, she was performing under bombardment for soldiers during World
War I and toured America for the ninth time. Though the Bernhardt literature is vast, this is the ﬁrst English-language
biography to appear in decades, tracking the trajectory through which an illegitimate--and scandalous--daughter of a
Jewish courtesan transformed herself into the most famous actress who ever lived, and into a national icon, a symbol
of France.--From publisher description.

WHY WE BUY
THE SCIENCE OF SHOPPING
An expert on shopping behavior and motivation oﬀers an analysis of consumers' tastes and habits, discussing why
point-of-sale purchases are still the most signiﬁcant, and why Internet shopping will not replace the mall.

REGULATING BLOCKCHAIN
TECHNO-SOCIAL AND LEGAL CHALLENGES
Oxford University Press Less than a decade after the Financial Crisis, we are witnessing the fast emergence of a new
ﬁnancial order driven by three diﬀerent, yet interconnected, dynamics: ﬁrst, the rapid application of technology - such
as big data, machine learning, and distributed computing - to banking, lending, and investing, in particular with the
emergence of virtual currencies and digital ﬁnance; second, a disintermediation fuelled by the rise of peer-to-peer
lending platforms and crowd investment which challenge the traditional banking model and may, over time, lead to a
transformation of the way both retail and corporate customers bank; and, third, a tendency of de-bureaucratisation
under which new platforms and technologies challenge established organisational patterns that regulate ﬁnance and
manage the money supply. These changes are to a signiﬁcant degree driven by the development of blockchain
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technology. The aim of this book is to understand the technological and business potential of the blockchain
technology and to reﬂect on its legal challenges. The book mainly focuses on the challenges blockchain technology has
so far faced in its ﬁrst application in the areas of virtual money and ﬁnance, as well as those that it will inevitably face
(and is partially already facing, as the SEC Investigative Report of June 2017 and an ongoing SEC securities fraud
investigation show) as its domain of application expands in other ﬁelds of economic activity such as smart contracts
and initial coin oﬀerings. The book provides an unparalleled critical analysis of the disruptive potential of this
technology for the economy and the legal system and contributes to current thinking on the role of law in harvesting
and shaping innovation.

ELECTORAL REALIGNMENTS
A CRITIQUE OF AN AMERICAN GENRE
Yale University Press The study of electoral realignments is one of the most inﬂuential and intellectually stimulating
enterprises undertaken by American political scientists. Realignment theory has been seen as a science able to predict
changes, and generations of students, journalists, pundits, and political scientists have been trained to be on the
lookout for “signs” of new electoral realignments. Now a major political scientist argues that the essential claims of
realignment theory are wrong—that American elections, parties, and policymaking are not (and never were)
reconﬁgured according to the realignment calendar. David Mayhew examines ﬁfteen key empirical claims of
realignment theory in detail and shows us why each in turn does not hold up under scrutiny. It is time, he insists, to
open the ﬁeld to new ideas. We might, for example, adopt a more nominalistic, skeptical way of thinking about
American elections that highlights contingency, short-term election strategies, and valence issues. Or we might
examine such broad topics as bellicosity in early American history, or racial questions in much of our electoral history.
But we must move on from an old orthodoxy and failed model of illumination.

THE PSYCHOSOCIAL IMPLICATIONS OF DISNEY MOVIES
MDPI In this volume of 15 articles, contributors from a wide range of disciplines present their analyses of Disney
movies and Disney music, which are mainstays of popular culture. The power of the Disney brand has heightened the
need for academics to question whether Disney’s ﬁlms and music function as a tool of the Western elite that shapes
the views of those less empowered. Given its global reach, how the Walt Disney Company handles the role of race,
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gender, and sexuality in social structural inequality merits serious reﬂection according to a number of the articles in
the volume. On the other hand, other authors argue that Disney productions can help individuals cope with diﬃcult
situations or embrace progressive thinking. The diﬀerent approaches to the assessment of Disney ﬁlms as cultural
artifacts also vary according to the theoretical perspectives guiding the interpretation of both overt and latent
symbolic meaning in the movies. The authors of the 15 articles encourage readers to engage with the material,
showcasing a variety of views about the good, the bad, and the best way forward.

21

21

