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Discover how understanding and harnessing the collective behaviour of a 'herd mass' can lead to
profound and true change. This approach delves into leveraging natural dynamics and group actions,
providing strategies to mark significant transformations, whether in environmental initiatives or human
systems, potentially guided by key influencers like 'Earls'.
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Herd

"...fascinating. Like Malcolm Gladwell on speed." —THE GUARDIAN "HERD is a rare thing: a book that
transforms the reader's perception of how the world works". —Matthew D'Ancona, THE SPECTATOR
"This book is a must. Once you have read it you will understand why Mark Earls is regarded as a market-
ing guru.” —Daniel Finkelstein, THE TIMES This paperback version of Mark Earls' groundbreaking and
award winning book comes updated with new stats and figures and provides two completely revised
chapters that deal with the rise of social networking. Since the Enlightenment there has been a very
simple but widely held assumption that we are a species of thinking individuals and human behaviour
is best understood by examining the psychology of individuals. It appears, however, that this insight
is plain wrong. The evidence from a number of leading behavioural and neuroscientists suggests that
our species is designed as a herd or group animal. Mark Earls applies this evidence to the traditional
mechanisms of marketing and consumer behaviour, with a result that necessitates a complete rethink
about these subjects. HERD provides a host of unusual examples and anecdotes to open the mind
of the business reader, from Peter Kay to Desmond Tutu, Apple to UK Sexual Health programmes,
George Bush to Castle Lager, from autism to depression to the real explanation for the placebo effect
in pharmaceutical testing.

Breakthrough Food Product Innovation Through Emotions Research

"Through case studies, the book lays out a practical approach for applying emotions research through
the food innovation and product development process. The basic premise is that emotions are the
chief motivation for why consumers sense, select, seek and share their food product experiences. With
this framework, the science of consumer behavior is made operational for innovation teams. Emotions
insight inspires innovation teams to create and helps guide decision making as they design sensory
cues and other behavior drivers into products that make consumers want to consume"--Back cover.
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Leadershift

Leadershift is about adapting and changing traditional models of leadership in response to the influence
of mass collaboration. Mass collaboration is a form of collective action which occurs when large
numbers of people work independently on a single project, exemplified by websites such as YouTube,
Facebook and Second Life. As the traditional models of working are radically altered those in leadership
roles need to understand their place in this new hierarchy and how to respond. Mass collaboration
requires a form of leadership that is prepared to let go of the experience, expertise and control it holds
precious and be able to see mass participation as an opportunity to create value rather than a threat
to its existence.

The Relational Lens

This book highlights the importance of stakeholder relationship building to effective organisations using
the Relational Proximity® framework.

I'll Have What She's Having

How we learn from those around us: an essential guide to understanding how people behave. Humans
are, first and foremost, social creatures. And this, according to the authors of I'll Have What She's
Having, shapes—and explains—most of our choices. We're not just blindly driven by hard-wired
instincts to hunt or gather or reproduce; our decisions are based on more than “nudges” exploiting
individual cognitive quirks. I'll Have What She's Having shows us how we use the brains of others to
think for us and as storage space for knowledge about the world. The story zooms out from the individual
to small groups to the complexities of populations. It describes, among other things, how buzzwords
propagate and how ideas spread; how the swine flu scare became an epidemic; and how focused
social learning by a few gets amplified as copying by the masses. It describes how ideas, behavior, and
culture spread through the simple means of doing what others do. It is notoriously difficult to change
behavior. For every “Yes We Can” political slogan, there are thousands of “Just Say No” buttons. I'll Have
What She's Having offers a practical map to help us navigate the complex world of social behavior, an
essential guide for anyone who wants to understand how people behave and how to begin to change
things.

Homo Imitans

Understanding how social, behavioural infection works is the basis for the orchestration of any social
‘epidemic of success'. This book will appeal to anybody interested in social change, with particular
emphasis on how viral change works inside and organisation.

So What?

So What? gets straight to the point so you can cut through the noise and nonsense of work. Much

of what we learn in our formative years is unlearnt in later life. As grown-ups we are often unable to
answer the simplest of questions in a clear, direct way, and frequently have no idea why we are doing
something. This can lead to crippling inefficiency in business, and goes some way to explaining why so
many people spend so much time doing things that have no bearing on the true purpose. by behaving
in a genuinely inquisitive way, you can get right to the heart of the matter and save yourself hours,
days, and even months of anguish. The questions So what?, Why?, How?, and When? can be hugely
effective when applied in the right context, and this book shows you how to use them. Once all the right
guestions have been posed, there is a final sure-fire method for testing whether something is relevant
and helpful. By completing the sentence "Something must be wrong if...\

The recommender revolution

Whose advice do you ask if you are looking for good wine, new running shoes, the latest TV or even
the best depilator on the market? How much of what you buy is influenced by the comments of family,
friends and colleagues? Who are the consumers who can make or break a brand? And why do they
do it? Recommenders are universal. You find them at all times and in all places. Whether asked to or
not, they give their opinions about everything. Also about brands. Sometimes bluntly, sometimes with
nuance. Since the growth of the internet, their role has become more important than ever before. In
this book you can read how this happened and why they are gaining influence daily. Recommenders
who praise or criticize products and services based on their own experience are the real 'advertisers'



of today. Human media are replacing mass media. Or rather are creating a different type of mass-reach
media. More reliable. More convincing. More honest. Stronger. The Recommender Revolution gives an
ex-advertising man's vision of the future for the world of marketing and advertising. This new future
promises great things for all consumers and for the brands that can truly excel, so that they are praised
to the heavens by the collective public.

The Superpromoter

Meet the superpromoter and understand the power of enthusiasm. The infectious enthusiasm of
superpromoters is vital to brand and product success and organizations must learn to harness this
power

Copycats & Contrarians

Studie naar het sociale gedrag en indentiteit in de recente geschiedenis, met name aan de hand van
social media. Waarom volgen en kopiéren we de ene, en zetten we ons af tegen de andere 'social
influencer'.

Memetics

Memetics is the name commonly given to the study of memes - a term originally coined by Richard
Dawkins to describe small inherited elements of human culture. Memes are the cultural equivalent of
DNA genes - and memetics is the cultural equivalent of genetics. Memes have become ubiquitous

in the modern world - but there has been relatively little proper scientific study of how they arise,
spread and change - apparently due to turf wars within the social sciences and misguided resistance
to Darwinian explanations being applied to human behaviour. However, with the modern explosion

of internet memes, | think this is bound to change. With memes penetrating into every mass media
channel, and with major companies riding on their coat tails for marketing purposes, social scientists
will surely not be able to keep the subject at arm's length for much longer. This will be good - because
an understanding of memes is important. Memes are important for marketing and advertising. They
are important for defending against marketing and advertising. They are important for understanding
and managing your own mind. They are important for understanding science, politics, religion, causes,
propaganda and popular culture. Memetics is important for understanding the origin and evolution of
modern humans. It provides insight into the rise of farming, science, industry, technology and machines.
It is important for understanding the future of technological change and human evolution. This book
covers the basic concepts of memetics, giving an overview of its history, development, applications
and the controversy that has been associated with it.

The Path to Perspective

The Path to Perspective is nothing short of a manifesto for business in the new millennium, a classic
account of why challenging assumptions is the starting point for successful companies in the 21st
Century. In his first book Neil David Martin offers fresh and innovative thinking on the struggle to
maximise performance in today's challenging business environment. "Experience is what you get when
you don't get what you want. Fix the roof while the sun shines. Short statements make us think. Reality is
often very different from how we might first perceive it. Neil's new book explains exactly why perspective
is so important to business. Sharpen your thinking tools with "The Path to Perspective". (Richard
Grace, Serial Entrepreneur and former Senior Manager at Xerox) Together with a compelling vision
of what our organisations could be, The Path to Perspective outlines a convincing case for people-first,
values-driven, free thinking business, which begins with rethinking your company's practices and
priorities. It is packed with over 40 powerful concepts and a step-by-step plan to help you translate
the ideas in this book into meaningful practices for your business. The author also offers us several
important and eye-opening insights, including: - Why most companies still struggle to differentiate, to
attract and retain employees and customers, to maximise productivity, and to innovate successfully. -
Why focusing on profit as the ultimate goal of your business is actually NOT the best way of maximising
profits. - Why a focus on behaviours is NOT enough to bring about a shift in attitudes within your
business.

Decoded



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. 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 Face-to-Face Book

The world's preeminent word-of-mouth marketing experts demonstrate how in-person social network-
ing, not online marketing, is the secret to soaring revenues.

Copy, Copy, Copy

THE #1 HACK FOR SMARTER MARKETING We all want new answers and new solutions for the very
real and pressing challenges that our organizations face. New things to point to and talk about, new
ways of working and new ways of thinking that might just be better than the old ways. But rather than
this endless search for a brilliant and novel solution, why don't you just copy something that's worked
before? Mark Earls, leading expert in marketing and consumer behaviour, quashes the stigma around
copying, and shows that it can help us to rethink how we go about solving problems. By understanding
what other people are doing and the choices they make, we can develop strategies to solve the
challenges that we face inside and outside the organization. Based on extensive research and proven
examples, Copy, Copy, Copy provides over 50 strategies that you can use right away to copy, borrow
or steal as the basis for better ideas — faster. If it's good enough for Elvis, Newton, Shakespeare,

The British Olympic Cycling Team and Great Ormond Street Hospital, isn’t it good enough for you?
‘This delightful book argues convincingly that transferring ideas usually produces greater value than
cooking them up from scratch. And then shows you how. — Rory Sutherland, Vice Chairman, Ogilvy
London and the Spectator Magazine’s Wikiman ‘Yet another entertaining handbook from the acclaimed
Herdmeister for anyone involved in marketing, behavioural change and understanding why we all make
the choices we make. Earls convincingly disrupts convention about what is innovation — though "praxis".
This is jammed with great case studies and 52 actionable strategies. — Stephen Maher, Chairman,
The Marketing Society and CEO, MBA ‘Yet again this leading British business thinker has got us to see
the world we inhabit today in fresh and mind-altering ways. A book which marries theory and practice
better than the vast majority out there. Most of all his message of copying one’s way to greatness is
entertaining, counter-intuitive and fun.’ — David Abraham, CEO Channel 4 PLC

Security Culture

Security Culture starts from the premise that, even with good technical tools and security processes,
an organisation is still vulnerable without a strong culture and a resilient set of behaviours in relation
to people risk. Hilary Walton combines her research and her unique work portfolio to provide proven
security culture strategies with practical advice on their implementation. And she does so across the
board: from management buy-in, employee development and motivation, right through to effective
metrics for security culture activities. There is still relatively little integrated and structured advice on
how you can embed security in the culture of your organisation. Hilary Walton draws all the best ideas
together, including a blend of psychology, risk and security, to offer a security culture interventions
toolkit from which you can pick and choose as you design your security culture programme - whether
in private or public settings. Applying the techniques included in Security Culture will enable you to
introduce or enhance a culture in which security messages stick, employees comply with policies,
security complacency is challenged, and managers and employees understand the significance of this
critically important, business-as-usual, function.

Tick Achieve



How many times have you thought of something crucial to do and then forgotten it completely? That's
why people invented lists. And very useful they are too. If, and only if, they are used effectively. Put
thirty things on a list, and it becomes too daunting. Put three things on, and there's no point in having
a list. And so we have refined the art of list writing to allow for about ten or twenty things to do. But in
truth, most lists are rubbish. Randomly assembled, they do little to help the author navigate their way
through the maze of stuff to do. After all, the only point of a list of things to do, is to get things done.
Tick Achieve does just that. It shows you how to get stuff done, with lots of little techniques tried and
tested on scores of individuals over 25 years. This includes the cathartic and highly effective process
of writing a list of what you are not going to do. The author has trained hundreds of people in the art
of getting stuff done. There is no Big Plan as such (contrary to what many other books suggest). It's
all about details, and they can be very easy to implement. Little things can make a massive difference.
Once you get the hang of it, life gets easier. In a business context, and personally. You can sleep
better and worry less. Concentrate on the things that matter, and leave out the trivia and irrelevant.
Learn how to celebrate little bits of progress, look down your list, tick off a job well done, and shout
Tick Achieve! EXAMPLE CHAPTER OUTLINE 1. BUSINESS INTELLIGENCE "I'm too busy, I'm in a
meeting": professional time wasting and how to avoid it Teams; what's the point? The problem with the
business world: other people How to think more and worry less How being organised lets you take it
easy Action not activity Outcome not output "If I do x, then y will happen..." 2. STRAIGHT TALKING
AND GETTING STUFF DONE Permission to talk straight Cliché and jargon red alert list How to get
to the point and get everything done quickly Some ways to say no politely How to liven up boring
meetings Spotting business bull**** Cutting through it and moving on 3. LEAVE IT OUT Less really is
more How eliminating issues gets to faster answers in business Write a list of what you are not going to
do Improving your time management Simplifying everything Being totally objective about the past How
leaving it out forces the issue 4. ONE IN A ROW How breaking big problems down into small tasks really
works How to eat an elephant - in stages Knock 'em down one at a time Rapid sequential tasking: an
alternative to multi-tasking The one-touch approach Tick, achieve, move on 5. LOOK LIVELY! The value
of energy: in business, and in life generally Getting your attitude right Why lazy people are unhappy
people Speed, that's the thing Spotting pointless people Ditching the time wasters Don't waste time
yourself: beware aimless net surfers divCuttin

Beyond the Crash

The international financial crisis that has held our global economy in its grip for too long still seems to
be in full stride. Former British Prime Minister and Chancellor of the Exchequer Gordon Brown believes
the crisis can be reversed, but that the world’s leaders must work together if we are to avoid a decade of
lost jobs and low growth. Brown speaks both as someone who was in the room driving discussions that
led to some crucial decisions and as an expert renowned for his remarkable financial acumen. No one
who had Brown'’s access has written about the crisis yet, and no one has written so convincingly about
what the global community must do next in order to climb out of this abyss. Brown outlines the shocking
recklessness and irresponsibility of the banks that he believes contributed to the depth and breadth
of the crisis. As he sees it, the crisis was brought on not simply by technical failings, but by ethical
failings too. Brown argues that markets need morals and suggests that the only way to truly ensure
that the world economy does not flounder so badly again is to institute a banking constitution and a
global growth plan for jobs and justice. Beyond the Crash puts forth not just an explanation for what
happened, but a directive for how to prevent future financial disasters. Long admired for his grasp of
economic issues, Brown describes the individual events that he believes led to the crisis unfolding as it
did. He synthesizes the many historical precedents leading to the current status, from the 1933 London
conference of world leaders that failed to resolve the Great Depression to the more recent crash in the
Asian housing market. Brown'’s analysis is of paramount importance during these uncertain financial
times. As Brown himself said of his ideas for the future, “We now live in a world of global trade, global
financial flows, global movements of people, and instant global communications. Our economies are
connected as never before, and | believe that global economic problems require global solutions and
global institutions. In writing my analysis of the financial crisis, | wanted to help explain how we got
here, but more important, to offer some recommendations as to how the next stage of globalization
can be managed so that the economy works for people and not the other way around.”## *** The crisis
exposed the contradiction of globalization itself: as economies have become more interconnected,
regulators and governments have failed to keep pace and increase coordination. It is a failure intrinsic
to unregulated global markets, an instability that resulted from the manner in which increasing flows
of capital around the world happened and impacted the economy. And it is a failure of collective action



at an international level to respond quickly enough to the structural imbalances and inequities that
arose. At its simplest, then, this is the first true crisis of globalization. For the first time everybody, from
the richest person in the richest city to the poorest person in the poorest slum, was affected by the
same crisis. Although its roots are global, its impact is local, directly felt on nearly every main street,
on nearly every shop floor, around nearly every kitchen table. Billions of people around the world are
in need of and are demanding a better globalization. It is the nature of power that you always leave
tasks unfinished when you leave office. It is the nature of politics that the argument must continue.
This book is my warning of a decade of lost growth and my answer to that fear with a call for a better
globalization. It is an explanation of a pattern in the numbers that points to an enormous opportunity
to alleviate poverty, create jobs, and grow. A future of low growth, high unemployment, decline, and
decay is not inevitable; it's about the change we choose. -- From Beyond the Crash

Lone Wolf Terror and the Rise of Leaderless Resistance

The "lone wolf"—one person with a grudge and a plan—is the most common tactical approach of
political terrorists today. George Michael examines various trends in politics, technology, and commu-
nications that contribute to this "miniaturization” of terrorism.

The Handbook of Online and Social Media Research

Drawing together the new techniques available to the market researcher into a single reference, The
Handbook of Online and Social Media Research explores how these innovations are being used by
the leaders in the field. This groundbreaking reference examines why traditional research is broken,
both in theory and practice, and includes chapters on online research communities, community panels,
blog mining, social networks, mobile research, e-ethnography, predictive markets, and DIY research.
"This handbook fills a significant learning gap for the market research profession and Ray Poynter has
once again proven that he is a guiding light. The practical and pragmatic advice contained within these
pages will be relevant to new students of research, young researchers and experienced researchers
that want to understand the basics of online and social media research. Ray’s views on 'how to be
better with people' and ‘how to maximise response rates’ are vital clues that are likely to shape the
future of market and social research.” —Peter Harris, National President, Australian Market and Social
Research Society (AMSRS) "It's hard to imagine anyone better suited to covering the rapidly changing
world of online research than Ray Poynter. In this book he shows us why. Whether you are new to online
or a veteran interested in broadening your understanding of the full range of techniques—quant and
gual—this book is for you." —Reg Baker, President and Chief Operating Officer, Market Strategies
International "Finally, a comprehensive handbook for practitioners, clients, suppliers and students
that includes best practices, clear explanations, advice and cautionary warnings. This should be the
research benchmark for online research for some time. Poynter proves he is the online market research
guru." —Cam Davis, Ph.D., former Dean and current instructor of the online market research course
for the Canadian Marketing Research and Intelligence Association "Ray Poynter's comprehensive,
authoritative, easy to read, and knowledgeable handbook has come to our rescue ... it is a must read
for anyone who needs to engage with customers or stakeholders in a creative, immediate and flexible
way that makes maximum use of all the exciting, new technology now open to us. Market researchers
need to know this stuff now. | can guarantee that anyone who buys the book will find it a compelling
read: they will be constantly turning to the next page in order to find yet another nugget of insight from
Ray’s tour de force." —Dr David Smith, Director, DVL Smith Ltd; Professor, University of Hertfordshire,
Business School

Achieving Class A Business Excellence

A tough, challenging, and eventful journey is outlined in this cutting-edge business story. Greg, the
company President, uses the latest edition of the trusted industry standard, The Oliver Wight Class
A Checklist for Business Excellence, to transform his business from mediocrity to industry leading
performance. What he learns about senior management responsibilities and behaviors drives him to
achieve outstanding rewards and benefits, not the least of which is his company's survival.

Paid, Owned, Earned

The complexity of media that now sees multiple channels accessed through multiple devices has
created major challenges for today's marketing and advertising professionals. Consumer time is split
between TVs, laptops, iPads, X-Boxes and smartphones, with traditional media, websites, videos,



social networks and apps all competing for attention, meaning it's difficult for brands to decide how
best to reach and engage their audiences. Paid, Owned, Earned defines the constituents of each area
of 'paid’, 'owned' and 'earned' media and shows how they are linked together. It proposes a blueprint
for how to think and navigate across this space using a framework made up of key elements such as
communities and content, social media optimisation, seeding and viral distribution, broadcast mass
media, social performance media and measurement.

Spending Advertising Money in the Digital Age

Seismic changes are occurring in the world of advertising due to the inexorable rise of new technologies
and the way consumers are using new media. These changes in behaviour are challenging accepted
ways of using the media to build brands. Based on data from the IPA Effectiveness Awards databank
and from IPA TouchPoints, the world's first customer-centric media habits survey, plus research from
Nielsen and Millward Brown, the authors propose a new model, 'FA.I.P.A’", for media and communica-
tions planning. This model describes how to select the right media channel to promote a brand from
the many that are now available, and if you are employing a range of 'bought’, 'owned' and 'earned’
media, which to concentrate on, and how to allocate the budget between them. Spending Advertising
Money in the Digital Age also has contributions from leading figures in the media industry and contains
many examples of top campaigns with demonstrable results in the marketplace.

Advanced Marketing Management

Marketing as a practice is facing unprecedented challenges: a changing media landscape, an increas-
ingly complex customer journey, innovative technologies, start-ups which disrupt traditional channels
and a new generation of tech-savvy clients. How should students and practitioners adapt to this shifting
landscape and address the skills gap that many of today's marketers face? Advanced Marketing
Management prepares students for this new world of marketing. Since traditional marketing approaches
fail to provide convincing solutions to modern business realities, a new approach is urgently needed
if marketers are to regain trust within their organizations. Using contemporary examples, business
case studies and supporting pedagogy, Advanced Marketing Management will provide a critical
exploration into the more advanced aspects of marketing management, including the gap that exists
between formal marketing literature and real-world practice, discussion of multidisciplinary tools, and
the crucial evolution of the '4Ps'. Summarizing a large body of literature and academic research on
new developments, this book is the go-to guide for students, lecturers and practitioners, wanting to
succeed as modern marketers. Online resources include lecture slides and further questions for group
discussion.

Being British

SOCIAL & CULTURAL HISTORY. What does being British actually mean today? Twenty essays written
by well-known individuals representing a cross-section of Britain's cultural landscape attempt to offer
an insight into, or snapshot of, how Britons today see themselves and their place in the world.Their
thoughts will highlight just how divergent our society is and where its strengths and weaknesses lie.
All these views are championed by two unlikely collaborators - Spectator editor Matthew d'Ancona and
Prime Minister Gordon Brown. Often politically opposed, they share a passionate interest in exploring
what is now meant by being British. This unique book will enlighten, inspire and stir up many debates
but ultimately it will provide a path to any reader wanting to understand just what being British in the
new millennium actually means.

Promotional Culture and Convergence

The rapid growth of promotional material through the internet, social media, and entertainment culture
has created consumers who are seeking out their own information to guide their purchasing decisions.
Promotional Culture and Convergence analyses the environments necessary for creating a culture

of collaboration with consumers, and critically engages with key areas of contemporary promotional
development, including: promotional culture’s primary industries, including advertising, marketing, PR
and branding, and how are they informed by changes in consumer behaviour and market conditions
how industries are adapting in the digital age to attract both audiences and advertising revenue

the evolving dialogues between ‘new consumers’ and producers and promotional industries. Ten
contributions from leading theorists on contemporary promotional culture presents an indispensable



guide to this creative and dynamic field and include detailed historical analysis, in-depth case studies
and global examples of promotion through TV, magazines, newspapers and cinema.

International Journal of Advertising

Part of the Greatest Hits series, Marketing Greatest Hits by Kevin Duncan is an essential resource
which utilizes a effective dual approach to mastering the best ideas of modern marketing: the first ten
chapters give in-depth examination of critical topics, followed by quick summaries of the most talked
about and thought-provoking work from the best business books published, including The Long Tail,
Meatball Sundae, Buzz, Affluenza and Blink. The book will help you stay up-to-date on how to navigate
the ever-changing landscape of marketing and distills an enormous amount of information on the best
ideas and insight into memorable digests which will enable you to finally cross off “must reads” from
your business reading list.

The Director

"Astounding and mesmerising... Prepare to have your eyes opened - wide. " - Vogue Living "The
founders of Patternity have earned their stripes and are on a mission to show just how much patterns
can do.' - The Telegraph Pattern is everywhere we go and in everything we do. We wear patterns, we
walk over them, we even eat, drink and think them - we always have and we always will - but it's unlikely
they demand too much of our attention... Innovative creative and cultural organization PATTERNITY
exists to join the dots. From fashion and design to the natural world, look beyond the mundane forms
that we see every day to find the hidden beauty in the underlying patterns that normally pass us by. A
source of endless inspiration and innovation, this uniquely curated book will open your eyes anew.

Marketing Greatest Hits

The way people buy has gone through a massive revolution in recent years: thanks to blogs, review sites
and chat rooms, we no longer have to rely on what a company says about its products and services -
we can read what our fellow consumers think about what they've bought, and make our own decisions
bearing those views in minds. The result? Empowered customers who know exactly what they want
and who can now explore many ways to get it. Many companies, however, just won't accept that things
have changed and haven't adjusted their marketing efforts to match. In Crowd Surfing, David Brain and
Martin Thomas explain what marketers, advertisers and brand specialists need to do to communicate
with today's savvier consumers. They include case studies of successes and failures from the business
world and beyond, and interview leaders such as Michael Dell and Sebastian Coe to help illustrate their
points.

PATTERNITY

Winner of the 2016 Berry - AMA Book Prize for Best Book in Marketing from the American Marketing
Association! Named Marketing Book of the Year for 2016 by Marketing & Sales Books! Reshape
Consumer Behavior by Making Your Brand the Instinctive, Intuitive, Easy Choice « Discover powerful
new ways to simplify and guide consumer decisions ¢ Gain actionable insights into social influence,
how people plan, and how they interpret the past  Leverage surprising advances in neuroscience,
evolutionary biology, and the behavioral and social sciences Whatever your marketing or behavioral
objective, you'll be far more successful if you know how humans choose. Human intuitions and cognitive
mechanisms have evolved over millions of years, but only now are marketers beginning to understand
their impact on people’s decisions. The Business of Choice helps you apply new scientific insights to
make your brand or target behavior the easiest, most instinctive choice. Matthew Willcox integrates the
latest research advances with his own extensive enterprise marketing experience at FCB'’s Institute
of Decision Making. Willcox explains why we humans often seem so irrational, how marketers can
leverage the same evolutionary factors that helped humans prosper as a species, how to make
decisions simpler for your consumers, and how to make them feel good about their choices, so they
keep coming back for more!

Crowd Surfing

In this highly informative and entertaining book, the founder of the vibrant new field of evolutionary
consumption illuminates the relevance of our biological heritage to our daily lives as consumers. While
culture is important, the author shows that innate evolutionary forces deeply influence the foods we



eat, the gifts we offer, the cosmetics and clothing styles we choose to make ourselves more attractive
to potential mates, and even the cultural products that stimulate our imaginations (such as art, music,
and religion). The book demonstrates that most acts of consumption can be mapped onto four key
Darwinian drives—namely, survival (we prefer foods high in calories); reproduction (we use products as
sexual signals); kin selection (we naturally exchange gifts with family members); and reciprocal altruism
(we enjoy offering gifts to close friends). The author further highlights the analogous behaviors that exist
between human consumers and a wide range of animals. For anyone interested in the biological basis
of human behavior or simply in what makes consumers tick—marketing professionals, advertisers,
psychology mavens, and consumers themselves—this is a fascinating read.

The Business of Choice

Big data raises more questions than it answers, particularly for those organizations struggling to deal
with what has become an overwhelming deluge of data. It can offer marketers more than simple tactical
predictive analytics, but organizations need a bigger picture, one that generates some real insight into
human behaviour, to drive consumer strategy rather than just better targeting techniques. Humanizing
Big Data guides marketing managers, brand managers, strategists and senior executives on how to
use big data strategically to redefine customer relationships for better customer engagement and an
improved bottom line. Humanizing Big Data provides a detailed understanding of the way to approach
and think about the challenges and opportunities of big data, enabling any brand to realize the value of
their current and future data assets. First it explores the 'nuts and bolts' of data analytics and the way
in which the current big data agenda is in danger of losing credibility by paying insufficient attention to
what are often fundamental tenets in any form of analysis. Next it sets out a manifesto for a smart data
approach, drawing on an intelligent and big picture view of data analytics that addresses the strategic
business challenges that businesses face. Finally it explores the way in which datafication is changing
the nature of the relationship between brands and consumers and why this calls for new forms of
analytics to support rapidly emerging new business models. After reading this book, any brand should
be in a position to make a step change in the value they derive from their data assets.

The Consuming Instinct

Create breakthrough marketing campaigns by harnessing the power of R.E.D. Marketing: a transparent
and flexible methodology straight from marketing powerhouse Yum! Brands. Sidestep the marketing
books, courses, and even TED talks that offer hypothetical explanations that sound sensible and
embrace the proven, systematic approach of R.E.D. Marketing, which the recent CEO and current
CMO of Yum! Brands applied to lead Taco Bell and KFC to double digit growth. This book, filled with
simple frameworks and engaging stories, will help everyone in your company understand what really
works for driving sustainable brand growth and business success. In 2011, Greg Creed had just been
elevated from President to CEO of Taco Bell, a brand in deep distress at the time. It was on his
shoulders to turn things around quickly along with co-author and CMO, Ken Muench. Together, they
developed the R.E.D (Relevance, Ease, Distinctiveness) method. It's simple methodology does not
require complicated terms and a PhD to understand, it's actually quite simple—marketing works in
three very different ways: Relevance—Is it relevant to the marketplace? Ease—Is it easy to access
and use? Distinction—Does it stand out from competition? By combining actual examples from Yum!
and other recognizable brands of every size around the world with the latest findings in marketing,
neuroscience, and behavioral economics, and the author's own experience marketing three different
brands across 120 countries, your brand can set and achieve a truly breakthrough marketing campaign
utilizing R.E.D Marketing.

Humanizing Big Data

A fun and humorous introductory book, written in Stephen Brown2s entertaining and highly distinctive
style, that introduces curious readers to the key components of brands and helps them to begin to make
sense of them - what they are, what they do, why and how - using plenty of examples and references
drawn from a wide range brands such as Amazon, Apple, Google, Gucci, Nike, Nintendo, Starbucks,
Swatch and The Worst Hotel in the World. With 3,000 branding books published each year, why would
you (or your students) want to read Brands & Branding? Here are seven reasons why: It's introductory,
aimed at undergraduate students or postgrads without a bachelor degree in business and assumes
nothing more than readers’ awareness of high profile brands such as Coca-Cola, Microsoft and Chanel
It's indicative, focusing on the basics and thus being a more reliable revision aid than Lucozade It's



immersive, taking readers on a journey and, working on the assumption that they have smartphones
or tablet computers to hand, the print text links to images, articles and academic publications to give
emphasis and context where appropriate. It's inclusive, considering articles and reports but also blogs,
novels, newspapers, reviews, social media and other sources It's irreverent — branding is not always
a deadly serious business! It's intimate, Stephen speaks to you directly and together you will pick
your way through the sometimes weird and unfailingly wonderful world of brands and branding using
examples rather than abstract ideas to illustrate points. It's inspirational, celebrating the curious and
successful stories of brands from Cillit Bang to Cacharel Suitable for first and second year marketing
or advertising students, and for those new to or interested in branding and who are keen to know more.

This Land of Strangers

Matthew d'Ancona’s In It Together is the revelatory inside story of Britain's coalition government. Andrew
Rawnsley told the inside story of new labour in Servants of the People and The End of the Party and
now renowned political journalist Matt d'Ancona cuts right to the heart of the Lib Dem/Tory struggle in In
It Together. With exclusive, unprecedented access to all the major senior figures, from David Cameron,
George Osborne, Boris Johnson and Nick Clegg, he will tell the truth behind key relationships, the
U-turns, the shifts in policies, the dramatic fights and arguments and the warring within the party. A
breathtaking book that takes you into the heart of government, it reveals the truth behind the corridors
of Whitehall and Number 10. Matthew d'Ancona is the award-winning political columnist for The Sunday
Telegraph, a position he has held since 1996. He was Deputy Editor of that paper before becoming
editor of The Spectator in 2006. During his editorship, the magazine enjoyed record circulation and he
was named Editor of the Year (Current Affairs) in the 2007 BSME awards.

R.E.D. Marketing

The author of the international bestseller "The Art of the Start" offers a new perspective on the art of
influence. Kawasaki offers a compelling new take on this key force that drives any successful business
or personal interaction.

Brands and Branding

"Damned if you do; damned if you don’t" voices the strategic impasse the USA finds itself in today.
Liberal interventionism and globalization—the two pillars of the international system—seem not to work.
Explaining the inability of Western powers to enact wise initiatives, Corradi explores the de-coupling of
political systems: we are connected with each other but disconnected from policy makers. The paradox
of increased connectivity and collective disengagement sets a perverse dynamic between publics and
elites, with a serious impact on world affairs. Corradi analyzes the social bases of present dilemmas
and how incipient decline can be managed, and paralysis overcome.

In It Together

Enchantment
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