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Buyology Truth And Lies About Why We Buy
1240.370
This gripping book considers the history, techniques, and goals of child-targeted consumer
campaigns and examines children's changing perceptions of what commodities they "need" to
be valued and value themselves. • Features content from across disciplines including
sociology, psychology, cultural anthropology, and social work • Introduces the idea that
corporations exert a powerful—and largely negative—influence over children and childhood •
Offers a theoretical explanation of the current state of consumer capitalism • Presents findings
based on original research conducted by the author
Martin Lindstrom wordt ingehuurd door de toonaangevendste merken ter wereld om uit te
vinden wat hun klanten drijft. Hij besteedt 300 nachten per jaar bij hen thuis om door
zorgvuldige observatie van alle details hun verborgen verlangens te ontdekken en zo, in het
ultieme geval, aanwijzingen te vinden voor een miljoenenproduct. Lindstrom voert je mee in
een wereldomvattend verhaal dat ondernemende marketeers en iedereen die geïnteresseerd
is in de eindeloze rijkheid van menselijk gedrag zal boeien en verbazen. Hoe een afgetrapte
sneaker van een 11-jarige Duitse jongen leidde tot de ongelooflijke wederopstanding van
LEGO. Hoe een magneet op een koelkast in Siberië een Amerikaanse supermarktrevolutie
veroorzaakte. Hoe een knuffelbeer in de slaapkamer van een meisje een kledingretailer hielp
met de optimalisatie van 1.000 winkels in 20 landen. Hoe een doodgewone armband de
klantenloyaliteit met 159 procent verbeterde in minder dan een jaar. Hoe de ergonomische layout van het dashboard van een auto aanleiding gaf voor het redesign van de RoombaPage 1/20
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stofzuiger.
Buy OlogyHow Everything We Believe about why We Buy is WrongCentury
Handleiding voor het verbeteren van de gebruiksvriendelijkheid van een website.
Website van Martin Lindstrom Artikel in de Volkskrant Brandwashed bij Altijd Wat Artikel in
emPenthouse
This is the happiest story you will ever read. It's about two people who led wonderfully fulfilling,
successful lives. The odd thing was, they weren't born geniuses. They had no extraordinary
physical or mental gifts. Nobody would have picked them out at a young age and said they
were destined for greatness. How did they do it?
This book uses empirical data to qualify contemporary social concerns regarding automation
and jobs, while raising questions about the increasing creep of unpaid work into Americans’
leisure time.
In this book, we have hand-picked the most sophisticated, unanticipated, absorbing (if not at
times crackpot!), original and musing book reviews of "Buyology: Truth and Lies About Why
We Buy." Don't say we didn't warn you: these reviews are known to shock with their
unconventionality or intimacy. Some may be startled by their biting sincerity; others may be
spellbound by their unbridled flights of fantasy. Don't buy this book if: 1. You don't have nerves
of steel. 2. You expect to get pregnant in the next five minutes. 3. You've heard it all.
Do you want more free book summaries like this? Download our app for free at
https://www.QuickRead.com/App and get access to hundreds of free book and audiobook
summaries. Discover the truth and lies about why we buy. Think about your last shopping trip.
Did you go to the grocery store? The mall? Perhaps you purchased a few things online. Think
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about the items you purchased; more importantly, think about why you purchased them. Can
you even remember? What was the rationale behind your purchase? If you’re like most
people, you can likely admit that your purchase was a gut-level decision you probably can’t
explain. So what motivated you to buy it? Throughout Buyology, you’ll learn the science
behind why we make purchases and even why we prefer some brands over others, like Pepsi
vs. Coke or Apple vs. Samsung. You’ll find that science reveals that our brains are incredibly
complex and companies have long tried to understand our buying habits to sell us their
products. However, many companies have gotten it all wrong. In fact, neuromarketing has
revealed some surprising facts about advertising. For instance, sex doesn’t actually sell and
antismoking ads make smokers want to smoke even more. So if you’re looking to produce a
marketing strategy that sells or if you simply want to control your impulse purchases, keep
reading to find out how neuromarketing has changed the way marketing will be done forever.
When it comes to attracting consumers through advertising, which words, phrases, and
techniques are most effective? Strategic Copywriting, a detailed how-to guide, introduces
students to time-tested strategies for writing and designing successful ads. In this second
edition, Edd Applegate explains the core principles that have guided advertising for decades,
from knowing the audience to crafting a compelling message. Next, proven techniques for
producing specific kinds of advertising—whether for newspapers, magazines, or other print
media, for broadcast radio or television, or for social media and online/mobile platforms—are
addressed in step-by-step detail. Throughout, Applegate walks readers through real
advertisements from advertising agencies of all sizes across the United States to illustrate
what works—or not—and why.
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* Our summary is short, simple and pragmatic. It allows you to have the essential ideas of a big
book in less than 30 minutes. *By reading this summary, you will learn how our brain really
reacts to the stimuli of advertising strategies. *You will also learn : why we are attracted to
certain brands and products; how to have more control over our buying decisions; you will
understand the role of logos and product placement; how sexual suggestions make us more
inclined to buy. *We are all consumers and, as a result, we are subjected to dozens, maybe
hundreds, of commercial messages every day. How do we explain that we are affected by
some messages and forget about others? To find out what makes us choose one product over
another, Martin Lindstrom uses neuromarketing. His research on the brain's reactions will allow
us to decode the way consumers think and the techniques used by advertisers to seduce or
fool us. *Buy now the summary of this book for the modest price of a cup of coffee!
The definitive book on sensory branding, shows how companies appeal to consumers’ five
senses to sell products. Did you know that the gratifying smell that accompanies the purchase
of a new automobile actually comes from a factory-installed aerosol can containing “new car”
aroma? Or that Kellogg’s trademarked “crunch” is generated in sound laboratories? Or that
the distinctive click of a just-opened jar of Nescafé freeze-dried coffee, as well as the aroma of
the crystals, has been developed in factories over the past decades? Or that many
adolescents recognize a pair of Abercrombie & Fitch jeans not by their look or cut but by their
fragrance? In perhaps the most creative and authoritative book on how our senses affect our
everyday purchasing decisions, global branding guru Martin Lindstrom reveals how the world’s
most successful companies and products integrate touch, taste, smell, sight, and sound with
startling and sometimes even shocking results. In conjunction with renowned research
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institution Millward Brown, Lindstrom’s innovative worldwide study unveils how all of us are
slaves to our senses—and how, after reading this book, we’ll never be able to see, hear, or
touch anything from our running shoes to our own car doors the same way again. An expert on
consumer shopping behavior, Lindstrom has helped transform the face of global marketing
with more than twenty years of hands-on experience. Firmly grounded in science, and
disclosing the secrets of all our favorite brands, Brand Sense shows how we consumers are
unwittingly seduced by touch, smell, sound, and more.
Lindstrom presents the findings from his three-year, seven-million-dollar neuromarketing study,
an experiment that peered inside the brains of 2,000 volunteers from around the world as they
encountered various ads, logos, commercials, brands, and products. His results alter much of
what we have long believed about what seduces our interest and drives us to buy. Filled with
inside stories about how we respond to well-known brands.
Advertising has long been considered a manipulator of minds and has increased significantly in
coercive power since the emergence of research in behavioural psychology. Now with the
deployment of neuro-physiological imaging technologies into market contexts, companies are
turning to neuromarketing to measure how we think and feel. Data driven models are being
used to inform advertising strategies designed to trigger human action at a level beneath
conscious awareness. This practice can be understood as a form of consumer biosurveillance:
but what is behind the hype? What are the consequences? Biosurveillance in New Media
Marketing is a critical reflection on the role that technology is playing in the construction of
consumer representations, and its encroachment into the internal lives of individuals and
groups. It is a work that examines the relationship between neuromarketing practitioners and
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machines, and how the discourses and practices emerging from this entanglement are
influencing the way we make sense of the world.
Sensory Marketing offers a global view of the use of senses in marketing strategy based on
consumers' perception and behaviour. Integrating the company constraints and classical
approaches of branding and communication, the author presents sensory marketing as an
emergent marketing paradigm in theory and practice. This book will be an important
contribution that will provide useful reading for marketing scholars and consumer psychologists
across the world.
This provocative account of our obsession with neuroscience brilliantly illuminates what
contemporary neuroscience and brain imaging can and cannot tell us about ourselves,
providing a much-needed reminder about the many factors that make us who we are. What
can't neuroscience tell us about ourselves? Since fMRI -- functional magnetic resonance
imaging -- was introduced in the early 1990s, brain scans have been used to help politicians
understand and manipulate voters, determine guilt in court cases, and make sense of
everything from musical aptitude to romantic love. >In Brainwashed, psychiatrist and AEI
scholar Sally Satel and psychologist Scott O. Lilienfeld reveal how many of the real-world
applications of human neuroscience gloss over its limitations and intricacies, at times
obscuring -- rather than clarifying -- the myriad factors that shape our behavior and identities.
Brain scans, Satel and Lilienfeld show, are useful but often ambiguous representations of a
highly complex system. Each region of the brain participates in a host of experiences and
interacts with other regions, so seeing one area light up on an fMRI in response to a stimulus
doesn't automatically indicate a particular sensation or capture the higher cognitive functions
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that come from those interactions. The narrow focus on the brain's physical processes also
assumes that our subjective experiences can be explained away by biology alone. As Satel
and Lilienfeld explain, this "neurocentric" view of the mind risks undermining our most deeply
held ideas about selfhood, free will, and personal responsibility, putting us at risk of making
harmful mistakes, whether in the courtroom, interrogation room, or addiction treatment clinic.
Although brain scans and other neurotechnologies have provided groundbreaking insights into
the workings of the human brain, Brainwashed shows readers that the increasingly fashionable
idea that they are the most important means of answering the enduring mysteries of
psychology is misguided -- and potentially dangerous.
De beste beslissingen ontstaan uit een goed afgestemde combinatie van verstand en gevoel.
Hoe die mix er precies uitziet verschilt per situatie: voor een huis kiezen kan het best op je
gevoel, omdat je de voors en tegens allang op een rijtje hebt gezet, maar aandelen kopen kan
beter op ratio, want op de beurs laat je je vaak gevaarlijk meeslepen door emoties. Waar het
om gaat is dat je weet wanneer je de verschillende delen van je hersenen moet gebruiken.
Lehrer geeft ons de middelen die we hiervoor nodig hebben en maakt niet alleen gebruik van
de allernieuwste onderzoeksresultaten, maar ook van de praktijkervaring van uiteenlopende
besluitvormers, van piloten en investeerders tot pokeraars en seriemoordenaars. Hij
beantwoordt twee vragen die voor iedereen van belang zijn, van ceo tot brandweerman: Hoe
komen wij tot een besluit? En hoe kunnen we betere afwegingen maken? '
THE SUNDAY TIMES BESTSELLER 'Enlightening, thought-provoking and illuminating. Derren
Brown asks questions about the world, and his intelligent curiosity benefits us all.' ELIZABETH
DAY In A Book of Secrets, internationally bestselling author Derren Brown shows us that it is in
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those moments when we are faced with adversity that we can find life's most lasting rewards.
In thirteen fascinating chapters, Derren takes us on a personal journey - to the scene of a
childhood humiliation, to lonely evenings on tour, to being paralysed by shyness at a dinner
party, to navigating middle age and to finding love. Sharing moments of anger, frustration,
loneliness and loss, Derren reveals how it's possible to find consolation and compassion. Even
in our most challenging times we can find meaning and grow. 'Derren Brown is a mine of
wisdom, humanity and kindness - everything we need to sustain and nourish ourselves.' ALAIN
DE BOTTON ***** 'This is the most I've seen Derren lay himself bare' ***** 'Funny, moving and
always, always meaningful' ***** 'Derren's best book to date and the best book I have read this
year' ***** 'Everything you need in this is a gem. I can't wait to read it a second time'
'Er is niets in dit boek wat zich laat raden. [...] Wie o wie weet de dader in dit buitenissige,
originele en een tikje spooky verhaal te nagelen.'**** – NU.nl "Wat een boek! [...] Je gaat de
boef zelfs bijna begrijpen." - De Limburger "Spannende roman over gentleman-oplichter [...]." Zin "De Duitse Sascha Arango [...] weet in zijn romandebuut thrillerelementen te verenigen met
zwarte humor en laat zijn lezers achter met de vraag: wat is waarheid en waar begint de
leugen." - Noord-Hollands Dagblad "Briljant!" - Wegener Media “ Vermakelijk vertelde, licht
magische, maar vooral uitmuntende krimi” 4* De Standaard der Letteren “Met zijn heerlijke
thrillerdebuut De waarheid en andere leugens treedt Sascha Arango moeiteloos in de
voetsporen van Patricia Highsmith met haar klassieker The Talented Mr. Ripley .” 4* Focus
Knack “Arango dropt genoeg hints dat er vuige dingen gaan gebeuren, maar als de eerste
dode dan valt, treft dat de lezer toch nog als een onverwachte rechtse. Zijn schrijfstijl, strak als
een skinny jeans, past overigens perfect bij die onheilspellende inhoud. Mocht iemand ons
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vertellen dat Arango al jaren thrillers schrijft, we zouden hem meteen geloven.” - Humo “Een
sterke roman over een gewetenloze moordenaar.” – Dag Allemaal “Tederheid en wreedheid in
een onwaarschijnlijke, knappe dans.” – De Zondag ‘Henry Hayden is gewetenloos en
moordlustig. En de charmantste belichaming van het kwaad sinds Tom Ripley. Wij, als we dat
nog niet duidelijk genoeg hadden gemaakt, houden van schurken.’ - Die Welt ‘Noir-literatuur
van de bovenste plank, ook in de kwaadaardigste momenten niet zonder tederheid.’ - Spiegel
Online ‘Arango weet zich uitermate goed te verplaatsen in de psyche van zijn personages en
maakt de beweegredenen van hun handelen begrijpelijk. Schrijven kan hij heel, heel erg
goed.’ - Die Zeit ‘Een misdaadroman die met zijn plot en geraffineerde scala aan personages
volledig verrukt!’ - FAZ ‘Arango schetst het perfecte portret van een leugenaar.’ – Corriere
della Sera ‘De waarheid en andere leugens is verslavend: thriller en zwarte komedie op
briljante wijze gecombineerd, cynisch en scherpzinnig. Een absolute pageturner, een originele,
fascinerende roman over de rol van het lot, de relaties tussen mannen en vrouwen, tussen
fictie en realiteit, een roman die een uiterst geraffineerd spel speelt met de lezer. Voor fans van
Joël Dicker en Woody Allen.’ – uitgever Marsilio Editore ‘Sensationeel, verrassend, briljant,
onvergetelijk ... er zijn helemaal niet genoeg bijvoeglijke naamwoorden om deze roman te
beschrijven, waarin niets is wat het lijkt. Het is lang geleden dat ik zo door een verhaal
gegrepen ben geweest. Ik vind het geweldig hoe de auteur de plot ontwikkelt en de lezer tot de
laatste bladzijde op het puntje van zijn stoel houdt – met een onvergetelijke hoofdpersoon.
Henry Hayden, over deze held zal gesproken worden, daar ben ik van overtuigd.’ – uitgever
Seix Barral
As God allows us to understand the mystery and marvel of brain science, we have the exciting
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opportunity to reexamine our assumptions about human behavior. Perhaps nowhere does this
impact our lives more profoundly than when we think about raising children--especially
teenagers. Where parents often see a sweet boy or girl who has morphed into an
incomprehensible bundle of hormones and angst, what we really ought to be seeing is an
amazing young adult whose brain is under heavy construction. And changing the way we see
our teens will revolutionize our relationships with them. Organized by what we hear teens
say--things like I'm bored, You just don't understand, Why are you freaking out?, I hate my life!,
or Hold on . . . I just have to send this--this book helps parents develop compassion for their
teens and discernment in parenting them as their brains are progressively remodeled. Rather
than seeing the teen years as a time to simply hold on for dear life, Dr. Jeramy and Jerusha
Clark show that they can be an amazing season of cultivating creativity, self-awareness, and
passion for the things that really matter.
The Great Recession, like most economic depressions, has compelled many to reconsider not
only the consequences, but also the very nature of contemporary global capitalism. Sadly, very
little critical reflection on the fundamental nature of the world’s hegemonic economic system
has come from its most devout disciples – evangelicals. Throughout the pages of the Old and
New Testament, God reprimands those driven by a love for gain. By way of the cultural
mandate, God has given humanity the responsibility to care not only for their fellow human
beings, but also for the earth itself. True and undefiled religion includes taking care of those
forgotten, marginalized, and made invisible by all-consuming (and all-mighty) capital. As such,
those who accumulate wealth by destroying creation dishonor their Creator. Has the Christian
community gone far enough in meeting the needs of the poor, in seeking the end of poverty, or
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in curbing the rapacious appetites of the greedy few in order to preserve that which is good,
true, and beautiful within God’s creation? Render Unto God calls Christians to reconsider their
ideological commitment to unrestrained capitalism – to rethink not only the profit motive, an
essential element of capitalism (if not its central telos), the meaning of private property, and the
dominion of the global power elite, but also to understand how market fundamentalism
fractures families, creates systems of inequality, and destroys the environment. Have we
forgotten our commitment to God, neighbor, and creation? Have we forgotten our primary
purpose, the reason for our existence – namely, to glorify God and enjoy him forever?
In this comprehensive book, Cooney touches on each facet of being a successful newborn
portrait photographer. She begins by outlining the foundation of her business model and
provides insight for the reader to establish something similar for their business. Defining your
target market and ideal customer profile are essential to guiding your business in the right
direction. Cooney focuses her business, and this book, on what she calls a ‘boutique’ brand.
These are pricier photo shoots and packages, which require more time and care. Working with
clients at this level often creates a lasting relationship and hopefully, repeat business. This is
where the branding of your business is so important. Not only can it deliver regular clients, but
can also inspire important word-of-mouth references. Emphasizing how important it is for a
photography studio to have structure and direction to become and remain successful, Cooney
walks the reader through many scenarios that have helped form her business. A strong social
media presence, creative marketing & promotions and repeat customers are the key to
standing apart from the competition, therefor remaining vital.
Waarom zijn broodjeaapverhalen zo hardnekkig en vergeten we alledaagse waarheden zo
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gemakkelijk? Hoe maakt een krant een kop die ervoor zorgt dat we door willen lezen? En
waarom onthouden we complexe verhalen wel, maar complexe feiten niet? Waarom floreren
sommige ideeën van meet af aan, terwijl andere razendsnel ter ziele gaan? En hoe verbeter je
de kansen van waardevolle ideeën? In De plakfactor leggen Chip en Dan Heath uit hoe je de
kleefkracht van ideeën kunt versterken. Deze onmisbare gids laat zien dat ‘sticky’ ideeën hun
kracht ontlenen aan zes belangrijke eigenschappen, die ook jij kunt leren beheersen. Dit boek
gaat over een van de belangrijkste aspecten van menselijk gedrag en zal de manier waarop je
ideeën overbrengt ingrijpend veranderen. De plakfactor is provocerend, onthullend en vaak
verrassend grappig. Het onthult de cruciale principes van succesvolle ideeën en de strategieën
om je eigen boodschap meer kleefkracht te geven.

Waarheid en leugens over ons koopgedrag Hoeveel weten we over ons
koopgedrag? Wat stuurt werkelijk ons koopgedrag in een wereld waarin we
constant door de media worden bestookt met boodschappen? Een opvallende
advertentie, een catchy slogan, een aanstekelijke jingle? Of nemen we
koopbeslissingen zo diep in ons onderbewustzijn dat we ons er nauwelijks
bewust van zijn? In Buy*ology presenteert Martin Lindstrom de resultaten van
een zeer ambitieus onderzoeksproject waarin de meest geavanceerde
hersenscanmethoden worden gebruikt en waaraan wereldwijd meer dan 2.000
vrijwilligers deelnamen. De verrassende en grensverleggende conclusies tonen
aan dat we onszelf regelmatig voor de gek houden als we een bewuste
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beslissing denken te nemen. Vragen die onder andere worden beantwoord: *
Verkoopt seks? Worden we verleid door schaars geklede mensen en
suggestieve poses om producten te kopen? * Worden wij nog steeds
blootgesteld aan verborgen verleiders - bijvoorbeeld in cafés, supermarkten en
op billboards - ondanks het verbod op subliminale advertenties? * Kunnen hippe
merken, zoals iPod, ons aanzetten tot voortplanten? * Hoe groot is de invloed
van geur, tast en geluid? * Wat leren bedrijven van religies en de kracht van
rituelen? Deze boeiende reis door het hoofd van de hedendaagse consument
staat vol interessante verhalen over hoe we reageren op de bekende merken als
Marlboro, Nokia, Calvin Klein, Ford en Idols en herkenbaar voor iedereen die ooit
is verleid door – of is afgeknapt op – de pogingen van marketeers om onze
loyaliteit, ons geld en ons hoofd te winnen.
How much do we know about why we buy? What truly influences our decisions in
today's message-cluttered world? An eye-grabbing advertisement, a catchy
slogan, an infectious jingle? Or do our buying decisions take place below the
surface, so deep within our subconscious minds that we're barely aware of them?
Marketing guru Lindstrom presents the startling findings from his 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
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encountered various ads, logos, commercials, brands, and products. His startling
results shatter much of what we have long believed about what seduces our
interest and drives us to buy.--From publisher description.
How do you grow a truly sustainable business in the hypercompetitive 21st
century? By using the practical, psychology-based strategies in this book to dive
into the mind of your customer and enhance your business’s customer
experience by creating “buying loops” that keep your customers coming back for
more. The Customer Loyalty Loop includes proven, science-backed secrets for
building legions of loyal customers who will become evangelists for your
business, buy from you repeatedly, and actually enjoy doing business with you.
You will learn a wide variety of simple but powerfully effective strategies, such as:
How to stop using gimmicks and trick promotions to encourage repeat business,
and what to do instead that will keep your customers coming back for more. How
to use the “Butler Secret” to achieve results superior to any marketing campaign
or promotion you’ll ever dream up. Why providing the best customer service
isn’t enough anymore, and what you must do instead if you want your business
to keep growing in the 21st century. The “Bentley Strategy” that will immediately
and dramatically increase customer loyalty to your business. And many more
proven tactics and strategies.
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Capture the Mindshare and the Market Share Will Follow reveals how strong
branding creates awareness, provides authentic value, motivates others to act,
and builds long-term customer loyalty based on trust and respect. Author Libby
Gill helps businesses define and articulate their unique brand promise by
exploring case studies and client success stories to help readers master the Six
Core Mindshare Methods, including concepts to Clarify, Commit, Collaborate,
Connect, Communicate, and Contribute.Readers will see their relationships
deepen, opportunities expand, and careers flourish as they learn to differentiate
themselves in a competitive environment by promising and delivering massive
value.
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
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that their brands are perceived and to encourage trial and repeat purchases.
This collection vigorously addresses the religious implications of extreme human
enhancement technology. Topics covered include cutting edge themes, such as
moral enhancement, common ground to both transhumanism and religion, the
meaning of death, desire and transcendence, and virtue ethics. Radical
enhancement programs, advocated by transhumanists, could arguably have a
more profound impact than any other development in human history. Reflecting a
range of opinion about the desirability of extreme enhancement, leading scholars
in the field join with emerging scholars to foster enhanced conversation on these
topics.
The goal of the chapters in this SIOP Organizational Frontiers Series volume is to
challenge researchers to break away from the rote application of traditional
methodologies and to capitalize upon the wealth of data collection and analytic
strategies available to them. In that spirit, many of the chapters in this book deal
with methodologies that encourage organizational scientists to re-conceptualize
phenomena of interest (e.g., experience sampling, catastrophe modeling),
employ novel data collection strategies (e.g., data mining, Petri nets), and/or
apply sophisticated analytic techniques (e.g., latent class analysis). The editors
believe that these chapters provide compelling solutions for the complex
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problems faced by organizational researchers.
The three-volume Encyclopedia of Consumer Culture covers consuming
societies around the world, from the Age of Enlightenment to the present, and
shows how consumption has become intrinsic to the world's social, economic,
political, and cultural landscapes. Offering an invaluable interdisciplinary
approach, this reference work is a useful resource for researchers in sociology,
political science, consumer science, global studies, comparative studies,
business and management, human geography, economics, history,
anthropology, and psychology. The first encyclopedia to outline the parameters of
consumer culture, the Encyclopedia provides a critical, scholarly resource on
consumption and consumerism over time. Key topics: Theories and concepts
Socio-economic change Socio-demographic change Identity and social
differentiation Media Style and taste Mass consumptions Ethical Consumption
Civil society Environment Domestic consumption Leisure Technology Work
Production Markets Institutions Welfare Urban life
How much do we know about why we buy? What truly influences our decisions in today’s
message-cluttered world? An eye-grabbing advertisement, a catchy slogan, an infectious
jingle? Or do our buying decisions take place below the surface, so deep within our
subconscious minds, we’re barely aware of them? In BUYOLOGY, Lindstrom presents the
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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 seduces our
interest and drives us to buy. Among his finding: Gruesome health warnings on cigarette
packagesnot only fail to discourage smoking, they actually make smokers want to light up.
Despite government bans,subliminal advertising still surrounds us– from bars to highway
billboards to supermarket shelves. "Cool” brands, like iPodstrigger our mating instincts. Other
senses– smell, touch, and sound - are so powerful, they physically arouse us when we see a
product. Sex doesn't sell.In many cases,people in skimpy clothing and suggestive poses not
only fail to persuade us to buy products - they often turn us away . Companies routinetlycopy
fromthe world ofreligion and create rituals– like drinking a Corona with a lime – to capture our
hard-earned dollars. Filled with entertaining inside stories about how we respond to such wellknown brands as Marlboro, Nokia, Calvin Klein, Ford, and American Idol, 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. Includes a foreword by Paco Underhill.
Consumer Behavior in Action is a down-to-earth, highly engaging, and thorough introduction to
consumer behavior. It goes further than other consumer behavior textbooks to generate
student interest and activity through extensive use of in-class and written applications
exercises. Each chapter presents several exercises, in self-contained units, each with its own
applications. Learning objectives, background, and context are provided in an easy-to-digest
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format with liberal use of lists and bullet points. Also included in each chapter are a key
concepts list, review questions, and a solid summary to help initiate further student research.
The author’s practical focus and clear, conversational writing style, combined with an activelearning approach, make this textbook the student-friendly choice for courses on consumer
behavior.
In this smart, engaging book, Lee Eisenberg, best-selling author of The Number: A Completely
Different Way to Think about the Rest of Your Life, leads us on a provocative and entertaining
tour of America's love/hate affair with shopping, a pursuit that, even in hard times, remains a
true national pastime. Why do we shop and buy the way we do? In a work that will explain
much about the American character, Eisenberg chronicles the dynamics of selling and buying
from almost every angle. Neither a cheerleader for consumption nor an anti-consumerist scold,
he explores with boundless curiosity the vast machinery aimed at inducing us to purchase
everything from hair mousse to a little black dress. He leads us, with understated humor, into
the broad universe of marketing, retailing, advertising, and consumer and scientific
research--an arsenal of powerful forces that combine to form what he calls "The Sell Side."
Through the rest of the book, Eisenberg leads us through the "Buy Side" -- a journey directly
into our own hearts and minds, asking among other questions: What are we really looking for
when we buy? Why are we alternately excited, guilt-ridden, satisfied, disappointed, and
recklessly impulsive? What are our biases, need for status, impulses to self-express, that lead
us individually to buy what we buy? Are you a classic buyer (your head wants to do the right
thing), or a romantic buyer (your heart just wants to have fun)? How do men and women differ
in their attitudes towards shopping, and does the old cliche -- "Women shop, men buy" -- apply
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any longer? Of special interest are the author's findings on the subject of What Makes a Good
Buy? We all purchase things that we sooner or later regret, but what are the guidelines for
making purchases that we'll never regret? What, for instance, defines the perfect gift?
Brimming with wit and surprise, Shoptimism will be delightful and instructive reading for anyone
with a credit card and a healthy curiosity about American culture, through good times and bad.
For here, in one vivid journey, is a memorable, panoramic portrait of our everyday selfdelusions, desires, and dreams.
Neoliberalism: The Key Concepts provides a critical guide to a vocabulary that has become
globally dominant over the past forty years. The language of neoliberalism both constructs and
expresses a particular vision of economics, politics, and everyday life. Some find this vision to
be appealing, but many others find the contents and implications of neoliberalism to be
alarming. Despite the popularity of these concepts, they often remain confusing, the product of
contested histories, meanings, and practices. In an accessible way, this interdisciplinary
resource explores and dissects key terms such as: Capitalism Choice Competition
Entrepreneurship Finance Flexibility Freedom Governance Market Reform Stakeholder State
Complete with an introductory essay, cross-referencing, and an extensive bibliography, this
book provides a unique and insightful introduction to the study of neoliberalism in all its forms
and disguises.
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