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Digital Neuromarketing The Psychology Of Persuasion In The Digital Age
This book will introduce you to fascinating research in the areas of social psychology and consumer behavior. But more
importantly, this book will show you exactly how you can apply these research findings to acquire more customers for
your business.
A comprehensive introduction to using the tools and techniques of neuroscience to understand how consumers make
decisions about purchasing goods and services. Contrary to the assumptions of economists, consumers are not always
rational actors who make decisions in their own best interests. The new field of behavioral economics draws on the
insights of psychology to study non-rational decision making. The newer field of consumer neuroscience draws on the
findings, tools, and techniques of neuroscience to understand how consumers make judgments and decisions. This book
is the first comprehensive treatment of consumer neuroscience, suitable for classroom use or as a reference for business
and marketing practitioners. After an overview of the field, the text offers the background on the brain and physiological
systems necessary for understanding how they work in the context of decision making and reviews the sensory and
perceptual mechanisms that govern our perception and experience. Chapters by experts in the field investigate tools for
studying the brain, including fMRI, EEG, eye-tracking, and biometrics, and their possible use in marketing. The book
examines the relation of attention, memory, and emotion to consumer behavior; cognitive factors in decision making; and
the brain's reward system. It describes how consumers develop implicit associations with a brand, perceptions of pricing,
and how consumer neuroscience can encourage healthy behaviors. Finally, the book considers ethical issues raised by
the application of neuroscience tools to marketing. Contributors Fabio Babiloni, Davide Baldo, David Brandt, Moran Cerf,
Yuping Chen, Patrizia Cherubino, Kimberly Rose Clark, Maria Cordero-Merecuana, William A. Cunningham, Manuel
Garcia-Garcia, Ming Hsu, Ana Iorga, Philip Kotler, Carl Marci, Hans Melo, Kai-Markus Müller, Brendan Murray, Ingrid L.
C. Nieuwenhuis, Graham Page, Hirak Parikh, Dante M. Pirouz, Martin Reimann, Neal J. Roese, Irit Shapira-Lichter,
Daniela Somarriba, Julia Trabulsi, Arianna Trettel, Giovanni Vecchiato, Thalia Vrantsidis, Sarah Walker
This book aims to spread knowledge and expertise to others in the industry as well as those just entering the world of
marketing. In addition to discussing various cognitive biases and the psychological theories based on them, this book
examines consumer behavior as a whole, its importance, influences upon it, and emerging fields such as
neuromarketing. It also includes a section on ethical considerations when employing such methods, and the extent to
which these marketing techniques can be used without causing harm to consumers.
"A one-two punch! Half kick in the ass, half cheerleading encouragement." —Steven Pressfield, author of The War of Art If
you are happy being just a dreamer, perhaps you don’t need this book. If you’re enjoying the status quo, don’t even
consider reading this book. If you are content waiting for success to find you, please put this book down and go find
something else to read. Why has Poke the Box become a cult classic? Because it’s a book that dares readers to do
something they’re afraid of. It could be what you need, too. "Is Seth Godin the Pied Piper for however many of us have
been afraid to fail? Will I answer his call? Will you?" —Peter Shermeta, reviewing the original edition of Poke the Box
Ever notice that all watch ads show 10:10 as the time? Or that all fast-food restaurants use red or yellow in their logos?
Or that certain stores are always having a sale? You may not be aware of these details, yet they've been influencing you
all along. Every time you purchase, swipe, or click, marketers are able to more accurately predict your behavior. These
days, brands know more about you than you know about yourself. Blindsight is here to change that. With eye-opening
science, engaging stories, and fascinating real-world examples, neuroscientist Matt Johnson and marketer Prince
Ghuman dive deep into the surprising relationship between brains and brands. In Blindsight, they showcase how
marketing taps every aspect of our mental lives, covering the neuroscience of pain and pleasure, emotion and logic, fear
and safety, attention and addiction, and much more. We like to think of ourselves as independent actors in control of our
decisions, but the truth is far more complicated. Blindsight will give you the ability to see the unseeable when it comes to
marketing, so that you can consume on your own terms. On the surface, you will learn how the brain works and how
brands design for it. But peel back a layer, and you'll find a sharper image of your psychology, reflected in your consumer
behavior. This book will change the way you view not just branding, but yourself, too.
Marketing visionary Martin Lindstrom has been on the front line of the branding for over twenty years. In Brandwashed,
he turns the spotlight on his own industry, drawing on all he has witnessed behind closed doors, exposing for the first
time the full extent of the psychological tricks and traps that companies devise to win our hard-earned money. Lindstrom
reveals eye opening details such as how advertisers and marketers target children at an alarmingly young age (starting
when they are still in the womb), what heterosexual men really think about when they see sexually provocative
advertising, how marketers and retailers stoke the flames of public panic and capitalize on paranoia over diseases,
extreme weather events, and food contamination scares. It also presents the first ever evidence to prove how addicted
we are to our smartphones, and how certain companies (like the maker of a very popular lip balm), purposely adjust their
formulas in order to make their products chemically addictive, and much, much more. Brandwashed is a shocking
insider's look at how today's global giants conspire to obscure the truth and manipulate our minds, all in service of
persuading us to buy.
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 used to understand subconscious responses
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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.
Neuroscience is a multidisciplinary research area that evaluates the structural and organizational function of the nervous
system. When applied to business practices, it is possible to investigate how consumers, managers, and marketers
makes decisions and how their emotions may play a role in those decisions. Applying Neuroscience to Business Practice
provides theoretical frameworks and current empirical research in the field. Highlighting scientific studies and real-world
applications on how neuroscience is being utilized in business practices and marketing strategies to benefit
organizations, as well as emergent business and management techniques being developed from this research, this book
is a pivotal reference source for researchers, managers, and students.
"This book is a comprehensive reference source for the latest scholarly material on trends, techniques, and various uses of
neuroscience and examines the benefits and challenges of these developments. Highlighting a range of pertinent topics such as
cognitive processes, neuroeconomics, and neural signal processing"--Provided by publisher.
As legions of businesses scramble to set up virtual-shop, we face an unprecedented level of competition to win over and keep new
customers online. At the forefront of this battleground is your ability to connect with your customers, nurture your relationships and
understand the psychology behind what makes them click. In this book The Web Psychologist, Nathalie Nahai, expertly draws
from the worlds of psychology, neuroscience and behavioural economics to bring you the latest developments, cutting edge
techniques and fascinating insights that will lead to online success. Webs of Influence delivers the tools you need to develop a
compelling, influential and profitable online strategy which will catapult your business to the next level – with dazzling results.
Learn how small changes can make a big difference in your powers of persuasion with this New York Times bestselling
introduction to fifty scientifically proven techniques for increasing your persuasive powers in business and life. Every day we face
the challenge of persuading others to do what we want. But what makes people say yes to our requests? Persuasion is not only an
art, it is also a science, and researchers who study it have uncovered a series of hidden rules for moving people in your direction.
Based on more than sixty years of research into the psychology of persuasion, Yes! reveals fifty simple but remarkably effective
strategies that will make you much more persuasive at work and in your personal life, too. Cowritten by the world’s most quoted
expert on influence, Professor Robert Cialdini, Yes! presents dozens of surprising discoveries from the science of persuasion in
short, enjoyable, and insightful chapters that you can apply immediately to become a more effective persuader. Often
counterintuitive, the findings presented in Yes! will steer you away from common pitfalls while empowering you with little known but
proven wisdom. Whether you are in advertising, marketing, management, on sales, or just curious about how to be more influential
in everyday life, Yes! shows how making small, scientifically proven changes to your approach can have a dramatic effect on your
persuasive powers.
Take a glimpse into the mind of the modern consumer A decade of swift and stunning change has profoundly affected the
psychology of how, when, and why we shop and buy. In Decoding the New Consumer Mind, award-winning consumer
psychologist Kit Yarrow shares surprising insights about the new motivations and behaviors of shoppers, taking marketers where
they need to be today: into the deeply psychological and often unconscious relationships that people have with products, retailers,
marketing communications, and brands. Drawing on hundreds of consumer interviews and shop-alongs, Yarrow reveals the trends
that define our transformed behavior. For example, when we shop we show greater emotionality, hunting for more intense
experiences and seeking relief and distraction online. A profound sense of isolation and individualism shapes the way we express
ourselves and connect with brands and retailers. Neurological research even suggests that our brains are rewired, altering what
we crave, how we think, and where our attention goes. Decoding the New Consumer Mind provides marketers with practical ways
to tap into this new consumer psychology, and Yarrow shows how to combine technology and innovation to enhance brand image;
win love and loyalty through authenticity and integrity; put the consumer’s needs and preferences front and center; and deliver the
most emotionally intense, yet uncomplicated, experience possible. Armed with Yarrow’s strategies, marketers will be able to
connect more effectively with consumers—driving profit and success across the organization.
These mental shortcuts are called cognitive biases, or heuristics. None of us are immune to them. We all use them in our decisionmaking process, whether we're aware of it, or not. Whatever product or service you're marketing, everything you do is about
getting customers to make a choice - and cognitive biases affect every choice we make.
The COVID-19 crisis has recently raised levels of stress, anxiety, and depression (SAD) for millions of people worldwide. As a
result, humans are experiencing more mental health struggles than at any time in our recent history. However, many conventional
pharmacological and therapeutic options do not work. Also, a large portion of the population does not have access to affordable
and straightforward solutions to mediate the worse symptoms of SAD. Therefore, it is urgent and essential to focus on innovative
ways to mitigate the serious risks caused by this troubling situation.The Serenity Code presents a scientific formula to protect
millions of people from the toxic and sometimes life-threatening risks associated with excessive SAD levels. The book presents a
simple and effective process to change brain chemistry and quickly increase our healing sense of serenity. The neuroscience of
SAD and serenity is groundbreaking. It will help you understand how self-love habits can bring quick relief. Walking in nature,
breathing consciously, or simply spending time with your pets can have a measurable and profound influence on your nervous
system. The Serenity Code will explain and demonstrate how a limited number of self-love habits can scientifically raise the
production of critical neurotransmitters to restore calm and composure in your life. Thanks to your innate brain plasticity, you can
quickly restore and maintain a state of serenity, a blissful state YOU deserve to enjoy every single day.
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
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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.
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
business frontier - the human brain.

The Persuasion Code Capture, convince, and close—scientifically Most of your attempts to persuade are doomed to fail
because the brains of your audience automatically reject messages that disrupt their attention. This book makes the
complex science of persuasion simple. Learn to develop better marketing and sales messages based on a scientific
model; NeuroMap™. Regardless of your level of expertise in marketing, neuromarketing, neuroscience or psychology: The
Persuasion Code: How Neuromarketing Can Help You Persuade Anyone, Anywhere, Anytime will make your personal
and business lives more successful by unveiling a credible and practical approach towards creating a breakthrough
persuasion strategy. This book will satisfy your interest in neuromarketing, scientific persuasion, sales, advertising
effectiveness, website conversion, marketing strategy and sales presentations. It’ll teach you the value of the awardwinning persuasion model NeuroMapTM : the only model based on the science of how your customers use their brain to
make any decision including a buying decision. You will appreciate why this scientific approach has helped hundreds of
companies and thousands of executives achieve remarkable results. Written by the founders of SalesBrain who
pioneered the field of neuromarketing SalesBrain has trained more than 100,000 executives worldwide including over
15,000 CEO Includes guidance for creating your own neuromarketing plan Advance your business or career by creating
persuasive messages based on the working principle of the brain.
How can the latest brain research help increase your sales? Because paople are inundated daily by an average of
10,000 sales messages, selling is now tougher than ever. That's why you need to learn what neuroscience has
uncovered that will immediately increase your selling and influencing effectiveness. Unveiling the latest brain research
and revolutionary marketing practices, authors Patrick Renvoisé and Christophe Morin teach highly effective techniques
to help you deliver powerful, unique, and memorable presentations that will have a major, lasting impact on potential
buyers such as: The 6 stimuli that always trigger a response The 4 steps to align content and delivery of your message
The 6 message building blocks to address the "old brain" The 7 powerful impact boosters to set your delivery apart from
the rest Once you know how the decision-making part of the brain works, you'll quickly begin to deliver more convincing
sales presentations, close more deals, crreate more effective marketing strategies, and radically improve your ability to
influence others.
Today, businesses of all sizes generate a great deal of creative graphic media and content, including websites,
presentations, videos and social media posts. Most big companies, including Procter & Gamble, Coca-Cola, Tesco and
Google, now use neuroscience research and theories to optimise their digital content. Neuro Design opens up this new
world of neuromarketing design theories and recommendations, and describes insights from the growing field of
neuroaesthetics that will enable readers to enhance customer engagement with their website and boost profitability.
The acclaimed New York Times and Wall Street Journal bestseller from Robert Cialdini—“the foremost expert on effective
persuasion” (Harvard Business Review)—explains how it’s not necessarily the message itself that changes minds, but
the key moment before you deliver that message. What separates effective communicators from truly successful
persuaders? With the same rigorous scientific research and accessibility that made his Influence an iconic bestseller,
Robert Cialdini explains how to prepare people to be receptive to a message before they experience it. Optimal
persuasion is achieved only through optimal pre-suasion. In other words, to change “minds” a pre-suader must also
change “states of mind.” Named a “Best Business Books of 2016” by the Financial Times, and “compelling” by The
Wall Street Journal, Cialdini’s Pre-Suasion draws on his extensive experience as the most cited social psychologist of
our time and explains the techniques a person should implement to become a master persuader. Altering a listener’s
attitudes, beliefs, or experiences isn’t necessary, says Cialdini—all that’s required is for a communicator to redirect the
audience’s focus of attention before a relevant action. From studies on advertising imagery to treating opiate addiction,
from the annual letters of Berkshire Hathaway to the annals of history, Cialdini outlines the specific techniques you can
use on online marketing campaigns and even effective wartime propaganda. He illustrates how the artful diversion of
attention leads to successful pre-suasion and gets your targeted audience primed and ready to say, “Yes.” His book is
“an essential tool for anyone serious about science based business strategies…and is destined to be an instant classic. It
belongs on the shelf of anyone in business, from the CEO to the newest salesperson” (Forbes).
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 how to apply this knowledge in day
to day marketing to great effect by dramatically improving key factors such as relevance, differentiation and credibility.
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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
In 2016, $4.6 trillion of merchandise was left in abandoned e-commerce shopping carts. Every year, the U.S. economy
loses $3 trillion dollars in productivity due to excess bureaucracy. Red tape and over-complicated licenses have
contributed to China’s GDP exceeding India’s by $82 trillion over the span of just three decades. If you’re a business
leader, these statistics should give you nightmares. According to science-based marketing and business expert Roger
Dooley, they illustrate the real and growing threat of “friction,” which he defines as the unnecessary expenditure of time,
effort, or money in performing a task. In today's high-speed, customer-empowered world, the levels of swiftness and
efficiency of business transactions will determine ultimate success or failure. In this groundbreaking guide, Dooley helps
you spot the inevitable points of friction in your organization, and he provides the tools and insight you need to eliminate
them. By truly understanding the impact friction can have, you’ll be able to establish positive habits and eliminate
negative ones—all with the end result of building a company that’s the envy of your industry. Friction takes you step-bystep through the process of: •Empowering frank conversations•Guiding individual and team behaviors•Getting ahead of
friction •Optimizing the customer experience •Building a frictionless corporate culture Combining scientific research with
real-life examples of leaders who have conquered business friction, Dooley teaches you how to identify roadblocks, alter
them for the benefit of both business and customer, and create positive, lasting change. If you’re in a leadership position,
now is the time to declare war on friction—before your competitors do. Stamp out ridiculous rules, pointless procedures,
and meaningless meetings. Become a relentless advocate for the customer and for minimizing customer effort. Lubricate
every point of friction and make your company run like a well-oiled machine. Friction provides the know-how you need to
lead your company to industry dominance.
How do we make decisions on what to buy and what to pay for it? Why are we affected by brands and pricing when
making our choices or just experiencing something? Traditional approaches to such questions have relied on the
behavioural and social sciences. However, today we see a dramatic shift in our understanding of consumption
behaviours. Recent advances in modern neuroscience, and how it combines with economics and psychology, have
allowed us to study of how different brain functions serve consumer behaviour. A commercial industry is emerging that
offers novel ways to assess consumer attention, emotion and memory. This book, written by one of the leading figures in
neuromarketing and consumer neuroscience, offers a comprehensive insight into the workings of the brain and its mind,
and how this knowledge can inform our understanding of consumption behaviours. The book offers both basic and frontend academic insights, and includes chapters on sensation and perception; attention and consciousness; emotion and
feeling; memory and learning; motivation and preference; and decision making. It also offers up to date and
comprehensive insight about how the tools of neuroscience can be applied to assess consumer cognition and emotion.
This book works as a landmark for this emerging academic and commercial disciplines, and to become a standard book
of reference, just as the textbooks by Kotler and Keller have been for advertising and marketing.
For too long marketers have been asking the wrong question. If consumers make decisions unconsciously, why do we
persist in asking them directly through traditional marketing research why they do what they do? They simply can't tell us
because they don't really know. Before marketers develop strategies, they need to recognize that consumers have
strategies too . . .human strategies, not consumer strategies. We need to go beyond asking why, and begin to ask
how,behavior change occurs. Here, author DouglasVan Praet takes the most brilliant and revolutionary concepts from
cognitive science and applies them to how we market, advertise, and consume in the modern digital age. Van Praet
simplifies the most complex object in the known universe - the human brain - into seven codified actionable steps to
behavior change. These steps are illustrated using real world examples from advertising, marketing, media and business
to consciously unravel what brilliant marketers and ad practitioners have long done intuitively, deconstructing the real
story behind some of the greatest marketing and business successes in recent history, such as Nike's "Just Do It"
campaign; "Got Milk?"; Wendy's "Where's the Beef?" ;and the infamous Volkswagen "Punch Buggy" launch as well as
their beloved "The Force" (Mini Darth Vader) Super Bowl commercial.
Marketing research in modern business has developed to include more than just data analytics. Today, an emerging interest within
scientific marketing researches is the movement away from consumer research toward the use of direct neuroscientific
approaches called neuromarketing. For companies to be profitable, they need to utilize the neuromarketing approach to
understand how consumers view products and react to marketing, both consciously and unconsciously. Analyzing the Strategic
Role of Neuromarketing and Consumer Neuroscience is a key reference source that provides relevant theoretical frameworks and
the latest empirical research findings in the neuromarketing field. While highlighting topics such as advertising technologies,
consumer behavior, and digital marketing, this publication explores cognitive practices and the methods of engaging customers on
a neurological level. This book is ideally designed for marketers, advertisers, product developers, brand managers, consumer
behavior analysts, consumer psychologists, managers, executives, behaviorists, business professionals, neuroscientists,
academicians, and students.
This book addresses the emerging field of neuromarketing, which, at its core, aims to better understand the impact of marketing
stimuli by observing and interpreting human emotions. It includes contributions from leading researchers and practitioners,
venturing beyond the tactics and strategies of neuromarketing to consider the ethical implications of applying powerful tools for
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data collection. The rationale behind neuromarketing is that human decision-making is not primarily a conscious process. Instead,
there is increasing evidence that the willingness to buy products and services is an emotional process where the brain uses short
cuts to accelerate the decision-making process. At the intersection of economics, neuroscience, consumer behavior, and cognitive
psychology, neuromarketing focuses on which emotions are relevant in human decision-making, and uses this knowledge to make
marketing more effective. The knowledge is applied in product design; enhancing promotions and advertising, pricing, professional
services, and store design; and improving the consumer experience as a whole. The foundation for all of this activity is data
gathering and analysis. Like many new processes and innovations, much of neuromarketing is operating far ahead of current
governmental compliance and regulation and thus current practices are raising ethical issues. For example, facial recognition
software, used to monitor and detect a wide range of micro-expressions, has been tested at several airports—under the guise of
security and counterterrorism. To what extent is it acceptable to screen the entire population using these powerful and intrusive
techniques without getting passengers’ consent? Citing numerous examples from the public and private sectors, the editors and
contributing authors argue that while the United States has catalyzed technological advancements, European companies and
governments are more progressive when it comes to defining ethical parameters and developing policies. This book details many
of those efforts, and offers rational, constructive approaches to laying an ethical foundation for neuromarketing efforts.
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 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.
For many marketing professionals, “science” is a four-letter word. They see brand-building as an unteachable art guided by their
intuition and experience. But at its core, marketing aims to seed ideas into people’s minds, make them feel a certain way, and,
ultimately, get them to act. In Brand Seduction, Daryl reveals the latest psychological and neuroscientific discoveries about how
our minds process brand information and make decisions, and the important roles our emotions and unconscious play in our
selections. Welcome to the new world of neuromarketing. Through simple language, engaging stories, and real-world examples,
Brand Seduction shows you how to decode, build, and use these hidden brand fantasies to grow your brand and business. You’ll
learn: The surprising unconscious side of brands. The biggest myths about consumer psychology. The real role of emotions in
building brands. Practical tools to use neuroscience to inspire better marketing. Everyone seems to have a different idea of what
brands are, how they work, and how they are built. Brand Seduction digs deeper into the nature of brands, how they exist and
behave in the mind, and how marketers and business leaders can use this understanding to “seduce” customers and grow their
businesses.
The inspirational bestseller that ignited a movement and asked us to find our WHY Discover the book that is captivating millions on
TikTok and that served as the basis for one of the most popular TED Talks of all time—with more than 56 million views and
counting. Over a decade ago, Simon Sinek started a movement that inspired millions to demand purpose at work, to ask what was
the WHY of their organization. Since then, millions have been touched by the power of his ideas, and these ideas remain as
relevant and timely as ever. START WITH WHY asks (and answers) the questions: why are some people and organizations more
innovative, more influential, and more profitable than others? Why do some command greater loyalty from customers and
employees alike? Even among the successful, why are so few able to repeat their success over and over? People like Martin
Luther King Jr., Steve Jobs, and the Wright Brothers had little in common, but they all started with WHY. They realized that people
won't truly buy into a product, service, movement, or idea until they understand the WHY behind it. START WITH WHY shows that
the leaders who have had the greatest influence in the world all think, act and communicate the same way—and it's the opposite of
what everyone else does. Sinek calls this powerful idea The Golden Circle, and it provides a framework upon which organizations
can be built, movements can be led, and people can be inspired. And it all starts with WHY.
7 Secrets of Persuasion is the first book to take the latest scientific insights about the mind and apply them to the art of
persuasion. It directly translates the revolution in neuroscience that has occurred over the last 40 years into practical new
techniques for effective persuasion. Whether your goal is to persuade one person—a husband, child, or boss—or the millions who
might purchase an Apple Watch or a Budweiser, 7 Secrets of Persuasion will show you how to: Unearth the motivation that
actually changes a behavior like smoking, voting, or buying, even though people don’t know why they do what they do. Tap into
the mental process that gives religious symbols, political symbols, and commercial logos their power. Make a promise that is
delayed, uncertain, and rational more compelling by making it immediate, certain, and emotional. Transform your candidate,
service, or product into the one people want by utilizing what psychologists call the “fundamental attribution error.”
A new sub-area of marketing is emerging called neuromarketing. It combines psychology, neuroscience, and economics with the
study of consumer motivations. This is leading to the creation of new technological approaches that enable companies to read the
customer's mind and tailor marketing practices, products, and services. Neuromarketing and Big Data Analytics for Strategic
Consumer Engagement: Emerging Research and Opportunities provides emerging information on the issues involved in the field
of neuromarketing, including models, technologies, and the methodology of this field. Highlighting the intricacies of neuroscience,
biometrics, multimedia technology, marketing strategy, and big data management, this book is an ideal resource for researchers,
neuroscientists, marketers, suppliers, customers, and investors seeking current research on the integration of new neuromarketing
trends and technologies.
Behavioral Neuroscience: Essentials and Beyond shows students the basics of biological psychology using a modern and
research-based perspective. With fresh coverage of applied topics and complex phenomena, including social neuroscience and
consciousness, author Stéphane Gaskin delivers the most current research and developments surrounding the brain?s functions
through student-centered pedagogy. Carefully crafted features introduce students to challenging biological and neurosciencebased concepts through illustrations of real-life application, exploring myths and misconceptions, and addressing students?
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assumptions head on. INSTRUCTORS: Behavioral Neuroscience: Essentials and Beyond is accompanied by a complete teaching
and learning package! Contact your rep to request a demo. SAGE Premium Video Figures Brought to Life animations in the
Interactive eBook boost student comprehension and bolster analysis. Watch a sample video. Interactive eBook Your students save
when you bundle the print loose-leaf book with the Interactive eBook (Bundle ISBN: 978-1-0718-1347-8), which includes access to
SAGE Premium Video and other multimedia tools. Learn more. SAGE Coursepacks SAGE Coursepacks makes it easy to import
our quality instructor and student resource content into your school’s learning management system (LMS). Learn more. SAGE
Edge This open-access site offers students an impressive array of learning tools and resources. Learn more.
Science has made the leap from the lab to come to a store near you and the effects on us are phenomenal. Corporations in hypercompetition are now using the new mind sciences to analyze how and when we shop, and the hidden triggers that persuade us to
consume. From bargains in the Big Apple to the bustling bazaars of Istanbul, from in-store to interactive and online to mobile,
neuromarketing pioneer Dr. David Lewis goes behind the scenes of the persuasion industry to reveal the powerful tools and
techniques, technologies and psychologies seeking to stimulate us all to buy more often without us consciously realizing it.
Marketing has changed forever—this is what comes next Marketing 4.0: Moving from Traditional to Digital is the much-needed
handbook for next-generation marketing. Written by the world's leading marketing authorities, this book helps you navigate the
increasingly connected world and changing consumer landscape to reach more customers, more effectively. Today's customers
have less time and attention to devote to your brand—and they are surrounded by alternatives every step of the way. You need to
stand up, get their attention, and deliver the message they want to hear. This book examines the marketplace's shifting power
dynamics, the paradoxes wrought by connectivity, and the increasing sub-culture splintering that will shape tomorrow's consumer;
this foundation shows why Marketing 4.0 is becoming imperative for productivity, and this book shows you how to apply it to your
brand today. Marketing 4.0 takes advantage of the shifting consumer mood to reach more customers and engage them more fully
than ever before. Exploit the changes that are tripping up traditional approaches, and make them an integral part of your
methodology. This book gives you the world-class insight you need to make it happen. Discover the new rules of marketing Stand
out and create WOW moments Build a loyal and vocal customer base Learn who will shape the future of customer choice Every
few years brings a "new" marketing movement, but experienced marketers know that this time its different; it's not just the rules
that have changed, it's the customers themselves. Marketing 4.0 provides a solid framework based on a real-world vision of the
consumer as they are today, and as they will be tomorrow. Marketing 4.0 gives you the edge you need to reach them more
effectively than ever before.
Practical techniques for applying neuroscience and behavior research to attract new customers Brainfluence explains how to
practically apply neuroscience and behavior research to better market to consumers by understanding their decision patterns. This
application, called neuromarketing, studies the way the brain responds to various cognitive and sensory marketing stimuli.
Analysts use this to measure a consumer's preference, what a customer reacts to, and why consumers make certain decisions.
With quick and easy takeaways offered in 60 short chapters, this book contains key strategies for targeting consumers through inperson sales, online and print ads, and other marketing mediums. This scientific approach to marketing has helped many wellknown brands and companies determine how to best market their products to different demographics and consumer groups.
Brainfluence offers short, easy-to-digest ideas that can be accessed in any order. Discover ways for brands and products to form
emotional bonds with customers Includes ideas for small businesses and non-profits Roger Dooley is the creator and publisher of
Neuromarketing, the most popular blog on using brain and behavior research in marketing, advertising, and sales Brainfluence
delivers the latest insights and research, giving you an edge in your marketing, advertising, and sales efforts.
Intuitive Marketing introduces a new theory of marketing that does not rely on overt or covert persuasion and does not require
treating consumers as "patsies." Traditional marketing assumes its purpose is persuasion it must grab people's attention, get them
to change their minds, and convince them to do what they didn't know they wanted to do. Marketers compete every day to develop
messages that "attract eyeballs," "rise above the clutter," and achieve "stopping power." But to the average consumer, marketing
and advertising are becoming overwhelming. From their point of view, it's all clutter, it's all annoying, it's all an imposition on their
already overworked conscious minds. Ironically, marketers are creating a "tragedy of the commons" effect. By collectively
overgrazing consumers' "attentional commons," they are creating an environment that makes it less likely consumers will allocate
attention to any of their messages. Intuitive marketing is based on a different view of how consumers think, act, and respond to
marketing; a view built directly on the latest findings and insights from brain science. Like traditional marketing, intuitive marketing
seeks to influence consumers. But it does so in a radically different way: by aligning with consumers' existing motivations and
goals, primarily in the service of positive psychological needs, rather than by attempting to impose immediate transactional goals
on consumers using tactics of disruption, distraction, and persuasion. Five intuitive marketing strategies are presented throughout
the book. They show how marketers can simultaneously shape and satisfy consumer wants and needs by leveraging cognitive
mechanisms such as unconscious association building, familiarity, trust, conditioning via small emotional rewards, and connecting
with consumers' innate aspirations and identity needs. Intuitive Marketing demonstrates both the perils of persuasion as a
marketing strategy and the promise of intuitive marketing as a better way to build lasting relationships with customers and
consumers. It provides a path forward for marketing that treats consumers with respect, earns (rather than demands) attention,
aligns with (rather than disrupts) consumer motivations and goals, and recognizes the reality of how consumers think, learn, and
choose in the modern marketplace.
Neuroscientific research shows that the great majority of purchase decisions are irrational and driven by subconscious
mechanisms in our brains. This is hugely disruptive to the rational, logical arguments of traditional communication and marketing
practices and we are just starting to understand how organizations must adapt their strategies. This book explains the
subconscious behavior of the "neuro-consumer" and shows how major international companies are using these findings to cast
light on their own consumers’ behavior. Written in plain English for business and management readers with no scientific
background, it focuses on: how to adapt marketing and communication to the subconscious and irrational behaviors of consumers;
the direct influence of the primary senses (sight, hearing, smell, taste, touch) on purchasing decisions and the perception of
communications by customers’ brains; implications for innovation, packaging, price, retail environments and advertising; the use
of "nudges" and artifices to increase marketing and communication efficiency by making them neuro-compatible with the brain’s
subconscious expectations; the influence of social media and communities on consumers’ decisions – when collective conscience
is gradually replacing individual conscience and recommendation becomes more important than communication; and the ethical
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limits and considerations that organizations must heed when following these principles. Authored by two globally recognized
leaders in business and neuroscience, this book is an essential companion to marketers and brand strategists interested in
neuroscience and vital reading for any advanced student or researcher in this area.
Your nonconscious mind will filter out more than 99 percent of marketing you
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 decision-making 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.
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