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How can we design innovative food experiences that enhance food pleasure and consumer well-being? Through a wide
variety of empirical, methodological, and theoretical contributions, which examine the art of designing innovative food
experiences, this edited book explores the relationship between design thinking, food experience, and food well-being.
While many aspects of food innovation are focused on products' features, in this book, design thinking follows an
experiential perspective to create a new food innovation design logic that integrates two aspects: consumer food wellbeing and the experiential pleasure of food. It integrates a holistic perspective to understand how designing innovative
food experiences, instead of food products, can promote healthy and pleasurable eating behaviors among consumers
and help them achieve their food well-being. Invaluable for scholars, food industry professionals, design thinkers,
students, and amateurs alike, this book will define the field of food innovation for years to come.
The definitive introduction to the behavioral insights approach, which applies evidence about human behavior to practical
problems. Our behavior is strongly influenced by factors that lie outside our conscious awareness, although we tend to
underestimate the power of this “automatic” side of our behavior. As a result, governments make ineffective policies,
businesses create bad products, and individuals make unrealistic plans. In contrast, the behavioral insights approach
applies evidence about actual human behavior—rather than assumptions about it—to practical problems. This volume in
the MIT Press Essential Knowledge series, written by two leading experts in the field, offers an accessible introduction to
behavioral insights, describing core features, origins, and practical examples. Since 2010, these insights have opened up
new ways of addressing some of the biggest challenges faced by societies, changing the way that governments,
businesses, and nonprofits work in the process. This book shows how the approach is grounded in a concern with
practical problems, the use of evidence about human behavior to address those problems, and experimentation to
evaluate the impact of the solutions. It gives an overview of the approach's origins in psychology and behavioral
economics, its early adoption by the UK's pioneering “nudge unit,” and its recent expansion into new areas. The book
also provides examples from across different policy areas and guidance on how to run a behavioral insights project.
Finally, the book outlines the limitations and ethical implications of the approach, and what the future holds for this fastmoving area.
Allah has gifted us the mind. This book is about how to calm it, and use it. We have the emotions, the intellect and the
wisdom in order to achieve our missions in life: to overcome sadness and stress, to make better decisions, to be happy
and successful, to earn material and religious blessings, and to be effective and talented in our dealings with others.
Each chapter is loaded with examples and methods to help any Muslim to achieve these purposes and goals. The
insights keep pouring out of each page, giving the reader food for thought and a sense of confidence that arrives when
we learn simple solutions to difficult things. How to be excellent in our conduct when times are tough. How to understand
what motivates us. How to avoid mistakes we keep repeating. How to see through confusion and make wise decisions.
How to serve those we need to serve. How to keep to our purpose and achieve our goals in life. In a step by step
approach, Instant Insights sets out simple explanations and techniques, with plenty of helpful diagrams, to help you
achieve all of these things and more. In this dense and rich book, inshallah you will find yourself jumping from page to
page, joyously gaining one fresh insight after another. May Allah help us put these precious wisdoms to good use. T K
Harris is a doctor, author and speaker who completed his medical and psychiatric training in Oxford and works
internationally. With 25 years' experience in helping thousands of people to overcome difficulty, find success, and to live
confidently and peacefully, he is a worldwide authority on wellbeing and mental health and has published and lectured
extensively in the scientific and academic domain. He also coaches people in making good decisions, and he advises
and chairs non-governmental organisations. This is his first book for the general reader. Includes the following chapters
and themes: The Nafs- our basic emotions and instinctsManaging Difficult EmotionsDealing with Stress
InstantlyReaching Islamic and Worldly goalsRIADH- the Garden of Instant PeaceMindfulness in Islam
(Muraqabah)Truths of LifeRules of ConductFinding a Purpose and Mission in LifeReflections and
QuotationsUnderstanding personalityDeveloping Good relations with others..and many more.
Conventional wisdom on strategy is no longer a reliable guide. InEssential Advantage, Booz & Company's Cesare
Mainardi and Paul Leinwand maintain that success in any market accrues to firms with coherence: a tight match between
their strategic direction and the capabilities that make them unique. Achieving this clarity takes a sharpness of focus that
only exceptional companies have mastered. This book helps you identify your firm's blend of strategic direction and
distinctive capabilities that give it the "right to win" in its chosen markets. Based on extensive research and filled with
company examples--including Amazon.com, Johnson & Johnson, Tata Sons, and Procter & Gamble--Essential
Advantage helps you construct a coherent company in which the pieces reinforce each other instead of working at crosspurposes. The authors reveal: Why you should focus on a system of a few aligned capabilities How to identify the
"way to play" in your market How to design a strategy for well-modulated growth How to align a portfolio of
businesses behind your capability system How your strategy clarifies growth, costs, and people decisions Few
companies achieve a capability-driven "right to win" in their market. This book helps you position your firm to be among
them.
Have you ever found yourself struggling with information overload? Have you ever felt both overworked and
underutilised? Do you ever feel busy but not productive? If you answered yes to any of these, the way out is to become
an Essentialist. In Essentialism, Greg McKeown, CEO of a Leadership and Strategy agency in Silicon Valley who has run
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courses at Apple, Google and Facebook, shows you how to achieve what he calls the disciplined pursuit of less. Being
an Essentialist is about a disciplined way of thinking. It means challenging the core assumption of ‘We can have it all’
and ‘I have to do everything’ and replacing it with the pursuit of ‘the right thing, in the right way, at the right time'. By
applying a more selective criteria for what is essential, the pursuit of less allows us to regain control of our own choices
so we can channel our time, energy and effort into making the highest possible contribution toward the goals and
activities that matter. Using the experience and insight of working with the leaders of the most innovative companies and
organisations in the world, McKeown shows you how to put Essentialism into practice in your own life, so you too can
achieve something great.
A concise survey of the culture and civilization of mankind, The Lessons of History is the result of a lifetime of research
from Pulitzer Prize–winning historians Will and Ariel Durant. With their accessible compendium of philosophy and social
progress, the Durants take us on a journey through history, exploring the possibilities and limitations of humanity over
time. Juxtaposing the great lives, ideas, and accomplishments with cycles of war and conquest, the Durants reveal the
towering themes of history and give meaning to our own.
Use the Science of Behavioral Economics to Understand Why People Buy “The most important business book to come
out in years.” –Michael F. Schein, author and columnist for Forbes, Inc, and Psychology Today #1 New Release in
Business Encyclopedias, Marketing Research, and Customer Relations What Your Customer Wants (And Can’t Tell
You) explains the neuroscience of consumer behavior. Learn exactly why people buy?and how to use that knowledge to
improve pricing, increase sales, create better “brain-friendly” brand messaging, and be a more efffective leader.
Behavioral economics is the marketing research future of brands and business. What Your Customer Wants (And Can’t
Tell You) goes beyond an academic understanding of behavioral economics and into practical applications. Learn how
real businesses and business professionals can use science to make their companies better. In this book, business
owner, consultant, and behavioral economics expert Melina Palmer helps leaders like you use the psychology of the
consumer, innovation, and truly impactful branding to achieve real, bottom-line benefits. Discover information and tools
you can actually use to influence consumers. Go beyond data science for business and apply behavioral economics.
Learn how the consumer brain works. Become a better leader and creatively and effectively market your brand by
understanding the true needs of your customers. Dramatically improve your effectiveness as a leader and marketer with
the practical tools in this book, including: • Real-world examples that bring a concept to life and make it stick • Ideas to
help you with problem solving for your business • Ways to hack your brain into coming up with innovative programs,
products, and initiatives If you liked marketing and business books like Nudge by Richard Thaler and Cass Sunstein,
Predictably Irrational by Dan Ariely, or This is Marketing by Seth Godin, you’ll love What Your Customer Wants (And
Can’t Tell You).
Instant #1 New York Times Bestseller Discover the critical art of rethinking: how questioning your opinions can position
you for excellence at work and wisdom in life Intelligence is usually seen as the ability to think and learn, but in a rapidly
changing world, the most crucial skill may be the ability to rethink and unlearn. Recent global and political changes have
forced many of us to re-evaluate our opinions and decisions. Yet we often still favour the comfort of conviction over the
discomfort of doubt, and prefer opinions that make us feel good, instead of ideas that make us think hard. Intelligence is
no cure, and can even be a curse. The brighter we are, the blinder we can become to our own limitations. Adam Grant Wharton's top-rated professor and #1 bestselling author - offers bold ideas and rigorous evidence to show how we can
embrace the joy of being wrong, encourage others to rethink topics as wide-ranging as abortion and climate change, and
build schools, workplaces, and communities of lifelong learners. You'll learn how an international debate champion wins
arguments, a Black musician persuades white supremacists to abandon hate, and how a vaccine whisperer convinces
anti-vaxxers to immunize their children. Think Again is an invitation to let go of stale opinions and prize mental flexibility,
humility, and curiosity over foolish consistency. If knowledge is power, knowing what you don't know is wisdom.
Why are some people and organizations more inventive, pioneering and successful than others? And why are they able to repeat
their success again and again? Because in business it doesn't matter what you do, it matters why you do it. Steve Jobs, the Wright
brothers and Martin Luther King have one thing in common: they STARTED WITH WHY. This book is for anyone who wants to
inspire others, or to be inspired. Based on the most-watched TED Talk of all time. 'One of the most useful and powerful books I
have read in years' William Ury, coauthor of Getting to Yes 'This book is so impactful, I consider it required reading' Tony Robbins,
bestselling author of Awaken The Giant Within
How do todays most successful tech companiesAmazon, Google, Facebook, Netflix, Tesladesign, develop, and deploy the
products that have earned the love of literally billions of people around the world? Perhaps surprisingly, they do it very differently
than most tech companies. In INSPIRED, technology product management thought leader Marty Cagan provides readers with a
master class in how to structure and staff a vibrant and successful product organization, and how to discover and deliver
technology products that your customers will loveand that will work for your business. With sections on assembling the right people
and skillsets, discovering the right product, embracing an effective yet lightweight process, and creating a strong product culture,
readers can take the information they learn and immediately leverage it within their own organizationsdramatically improving their
own product efforts. Whether youre an early stage startup working to get to product/market fit, or a growth-stage company working
to scale your product organization, or a large, long-established company trying to regain your ability to consistently deliver new
value for your customers, INSPIRED will take you and your product organization to a new level of customer engagement,
consistent innovation, and business success. Filled with the authors own personal storiesand profiles of some of todays mostsuccessful product managers and technology-powered product companies, including Adobe, Apple, BBC, Google, Microsoft, and
NetflixINSPIRED will show you how to turn up the dial of your own product efforts, creating technology products your customers
love. The first edition of INSPIRED, published ten years ago, established itself as the primary reference for technology product
managers, and can be found on the shelves of nearly every successful technology product company worldwide. This thoroughly
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updated second edition shares the same objective of being the most valuable resource for technology product managers, yet it is
completely newsharing the latest practices and techniques of todays most-successful tech product companies, and the men and
women behind every great product.
The ultimate playbook for using artificial intelligence to communicate effectively, build teams, and win customers Not long ago, we
imagined a hyper-connected world full of trust and openness—a world where effortless communication would bring about a new
understanding between people everywhere. Judging from our current environment, this vision of the future may have been overly
optimistic. With infinite channels and countless voices flooding them with messages, most people have become highly skeptical
and guarded by necessity. As a result, communication is much harder than ever before. Despite the unprecedented connectivity
enabled by modern technology, we are far less likely to trust and to invest the time needed to build strong relationships. How can
we use technology to reverse this trend? A groundbreaking new branch of artificial intelligence—Personality AI—may be the answer.
Combining traditional machine learning, data analytics, and behavioral psychology, Personality AI helps professional
communicators tear down walls, establish trust with their audiences, and utilize data to build meaningful relationships, strengthen
empathy, and win more customers. Predicting Personality is a practical, real-world playbook for any individual or business whose
success hinges on the ability to communicate effectively and build teams. Authors Drew D’Agostino and Greg Skloot—CEO and
President, respectively, of Crystal, the app that tells you anyone's personality—show you how businesses can leverage Personality
AI and machine learning to grow faster and communicate more effectively than was previously possible. This reader-friendly guide
teaches you what Personality AI is, how it works, and demonstrates its practical applications in both life and business. This book: ?
Explains how to understand personality types in various contexts, including sales, recruiting, coaching ? Provides guidelines for
using personality data to learn and execute ? Explores ethics and compliance considerations surrounding the use of Personality AI
? Offers valuable insights from a leader in the business applications of Personality AI Predicting Personality: Using AI to
Understand People and Win More Business is a must-have guide for C-suite executives, sales and marketing professionals,
coaches, recruiters, and business owners.
Why do some innovation projects succeed where others fail? The book reveals the business implications of Jobs Theory and
explains how to put Jobs Theory into practice using Outcome-Driven Innovation.
In this new twist on a topic of perennial interest, Joe MacInnis shows how the leadership traits forged in extraordinary
circumstances are transferrable to our everyday lives. Simply put, this is a handbook for building character. Some people are born
leaders. The rest of us find ourselves in positions where leadership is required. Self-described "accidental leader" Dr. Joe
MacInnis found himself in such a situation: deep beneath the ice of the Arctic Ocean. Starting with his undersea explorations, this
physician, scientist, author and motivational speaker shares an accessible--and obtainable--list of leadership traits inspired by his
own journey and the icons he's learned from over the years. Deep Leadership is an eminently digestible book with short lessons
and anecdotes. Think Rework meets Iacocca. Its centre is the author's 12 "Essential Traits of Leadership": Cool Competence,
Powerful Presentations, Physical Toughness, Hot-Zone Humour, Mental Resilience, Strategic Imagination, High-Empathy
Communication, Enduring Trust, Fierce Ingenuity, Team Genius, Resolute Courage and Warrior's Honour. Each trait is
communicated with an anecdote from MacInnis's experience, making it totally memorable. MacInnis also gives the reader a primer
to navigate his or her own path toward leadership, including such practices as keeping a journal, building a library, and finding
mentors.
The Web has changed the game for your customers— and, therefore, for you. Now, CustomerCentric Selling, already recognized
as one of the premier methodologies for managing the buyer-seller relationship, helps you level the playing field so you can reach
clients when they are ready to buy and create a superior customer experience. Your business and its people need to be
“CustomerCentric”—willing and able to identify and serve customers’ needs in a world where competition waits just a mouse-click
away. Traditional wisdom has long held that selling means convincing and persuading buyers. But today’s buyers no longer want
or need to be sold in traditional ways. CustomerCentric Selling gives you mastery of the crucial eight aspects of communicating
with today’s clients to achieve optimal results: Having conversations instead of making presentations Asking relevant questions
instead of offering opinions Focusing on solutions and not only relationships Targeting businesspeople instead of gravitating
toward users Relating product usage instead of relying on features Competing to win—not just to stay busy Closing on the buyer’s
timeline (instead of yours) Empowering buyers instead of trying to “sell” them What’s more, CustomerCentric Selling teaches and
reinforces key tactics that will make the most of your organization’s resources. Perhaps you feel you don’t have the smartest
internal systems in place to ensure an ideal workflow. (Perhaps, as is all too common, you lack identifiable systems almost
entirely.) From the basics—and beyond—of strategic budgeting and negotiation to assessing and developing the skills of your sales
force, you’ll learn how to make sure that each step your business takes is the right one.
Many analysts are too concerned with tools and techniques for cleansing, modeling, and visualizing datasets and not concerned
enough with asking the right questions. In this practical guide, data strategy consultant Max Shron shows you how to put the why
before the how, through an often-overlooked set of analytical skills. Thinking with Data helps you learn techniques for turning data
into knowledge you can use. You’ll learn a framework for defining your project, including the data you want to collect, and how you
intend to approach, organize, and analyze the results. You’ll also learn patterns of reasoning that will help you unveil the real
problem that needs to be solved. Learn a framework for scoping data projects Understand how to pin down the details of an idea,
receive feedback, and begin prototyping Use the tools of arguments to ask good questions, build projects in stages, and
communicate results Explore data-specific patterns of reasoning and learn how to build more useful arguments Delve into causal
reasoning and learn how it permeates data work Put everything together, using extended examples to see the method of full
problem thinking in action
Every business knows that the best customer is a happy customer. They return again and again, bring their friends and family, and
deliver tons of free advertising via word of mouth and social media. But in order to grow that loyal base, you must be keenly aware
of your customers' needs and preferences. Drawing on the latest research in the exploding field of positive psychology, Columbia
Business School professor Bernd Schmitt offers three unique approaches any business can use to turning a casual customer into
a committed fan: • The Feel-Good Method: Use the experience of pleasure and positive emotion to hook new customers, and
watch those feel-good moments transform an impulsive buyer into a committed loyalist. • The Values-and-Meaning Method:
Attract passionate customers by appealing to their core values, like being socially responsible, protecting the environment, or living
a simple life • The Engagement Method: Get customers to notice a unique or limited offer, immerse them in the experience, and
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have them share it with friends and family. Schmitt shows marketers, brand managers, and entrepreneurs how to design an
authentic and successful campaign that will reach, grow, and sustain a devoted base of customers.
Some companies are great for customers – not only do they care but they change whole markets to work better for the customers they serve.
Think of Amazon, easyJet and Sky. They make things easier and improve what really matters – obvious, surely? They have also enjoyed
huge business success, growing and making plenty of money. The Customer Copernicus answers the question that follows – if it’s obvious
and attractive why is it so rare? And then it answers a second question, because Tesco, O2 and Wells Fargo were like this once. Why, having
mastered it, would you ever stop? Because all three did, and two ended up in court. The Customer Copernicus explains how to become and
how to stay customer-led. Essential reading for leaders and teams who want their organisations to stay competitive by developing a more
purposeful and innovative culture.
Almost every advertising, promotion, or marketing communications textbook is based on an inside-out approach, focusing on what the
marketer wants to communicate to customers and prospects. This text takes a different view - that the marketer and the customer build the
ongoing brand value together. Rather than the marketer trying to 'sell', the role of the marketer is to help customer buy. To do that, a
customer view is vital and customer insight is essential. Customer insights allow the marketer to understand which audiences are important
for a product, what delivery forms are appropriate, and what type of content is beneficial. "Building Customer-Brand Relationships" is themed
around the four key elements marketing communicators use in developing programs - audiences, brands, delivery, and content - but provides
an innovative approach to marketing communications in the 'push-pull' marketplace that combines traditional outbound communications
(advertising, sales promotion, direct marketing, and PR) with the inbound or 'pull' media of Internet, mobile communications, social networks,
and more. Its 'customer-centric' media planning approach covers media decision before dealing with creative development, and emphasizes
measurement and accountability. The text's concepts have been used successfully around the world, and can be adapted and adjusted to
any type of product or service.
A powerful call to action, Wharton professor Peter Fader's book, Customer Centricity, upends some of our most fundamental beliefs about
customer service, customer relationship management, and customer lifetime value. Fader advocates that in the world of customer centricity,
there are good customers ... and then there is pretty much everybody else.
How Customers ThinkEssential Insights Into the Mind of the MarketHarvard Business Press
How to unlock the hidden 95 per cent of the customer's mind that traditional marketing methods have never reached. This title provides
practical synthesis of the cognitive sciences. Drawing heavily on psychology, neuroscience, sociology, and linguistics, Zaltman combines
academic rigor with real-world results to offer highly accessible insights, based on his years of research and consulting work with large clients
like Coca-Cola and Procter & Gamble. An all-new tool kit: Zaltman provides research tools - metaphor elicitation, response latency, and
implicit association techniques, to name a few - that will be all-new to marketers and demonstrates how innovators can use these tools to get
clues from the subconscious when developing new products and finding new solutions, long before competitors do.
Agile has the power to transform work--but only if it's implemented the right way. For decades business leaders have been painfully aware of
a huge chasm: They aspire to create nimble, flexible enterprises. But their day-to-day reality is silos, sluggish processes, and stalled
innovation. Today, agile is hailed as the essential bridge across this chasm, with the potential to transform a company and catapult it to the
head of the pack. Not so fast. In this clear-eyed, indispensable book, Bain & Company thought leader Darrell Rigby and his colleagues Sarah
Elk and Steve Berez provide a much-needed reality check. They dispel the myths and misconceptions that have accompanied agile's rise to
prominence--the idea that it can reshape an organization all at once, for instance, or that it should be used in every function and for all types
of work. They illustrate that agile teams can indeed be powerful, making people's jobs more rewarding and turbocharging innovation, but such
results are possible only if the method is fully understood and implemented the right way. The key, they argue, is balance. Every organization
must optimize and tightly control some of its operations, and at the same time innovate. Agile, done well, enables vigorous innovation without
sacrificing the efficiency and reliability essential to traditional operations. The authors break down how agile really works, show what not to
do, and explain the crucial importance of scaling agile properly in order to reap its full benefit. They then lay out a road map for leading the
transition to a truly agile enterprise. Agile isn't a goal in itself; it's a means to becoming a high-performance operation. Doing Agile Right is a
must-have guide for any company trying to make the transition--or trying to sustain high agility.
This is an engaging introduction to the beliefs, work, and life of psychiatrist Elisabeth Kubler-Ross, who "declared war on the denial of death
in America" (New York Times). Based on her more than 30 years experience with the dying, this book offers both challenge and hope.
'No one has taught me more about the complexities and mysteries of human decision-making' Malcolm Gladwell 'Gary Klein is a living
example of how useful applied psychology can be when it is done well' Daniel Kahneman Insight is everything. At its most profound, it can
change the world. At its simplest, it can solve everyday problems. It can be used to build businesses, solve crimes, progress science and
make many aspects of our lives quicker, easier, bigger or better. Yet remarkably we often unwittingly build barriers to seeing what is in front
of us. Both as individuals and organisations we can hold on to flawed beliefs and conform to established processes that can interfere with our
perceptions. Having clear insight can transform the way in which we understand things, the decisions we make and the actions we take. In
this groundbreaking study, renowned cognitive psychologist Gary Klein uses an eclectic miscellany of real-life stories to bring to life the
process of insight. He demonstrates the five key strategies for spotting connections and contractions to ensure you too can see what others
don't.
A case for seeing customer experience, CX, and associated transformations as the next natural evolution of the quality management system
(QMS) already in place in most companies.
Are you just playing—or playing to win? Strategy is not complex. But it is hard. It’s hard because it forces people and organizations to make
specific choices about their future—something that doesn’t happen in most companies. Now two of today’s best-known business thinkers get
to the heart of strategy—explaining what it’s for, how to think about it, why you need it, and how to get it done. And they use one of the most
successful corporate turnarounds of the past century, which they achieved together, to prove their point. A.G. Lafley, former CEO of Procter &
Gamble, in close partnership with strategic adviser Roger Martin, doubled P&G’s sales, quadrupled its profits, and increased its market value
by more than $100 billion in just ten years. Now, drawn from their years of experience at P&G and the Rotman School of Management, where
Martin is dean, this book shows how leaders in organizations of all sizes can guide everyday actions with larger strategic goals built around
the clear, essential elements that determine business success—where to play and how to win. The result is a playbook for winning. Lafley and
Martin have created a set of five essential strategic choices that, when addressed in an integrated way, will move you ahead of your
competitors. They are: • What is our winning aspiration? • Where will we play? • How will we win? • What capabilities must we have in place
to win? • What management systems are required to support our choices? The stories of how P&G repeatedly won by applying this method
to iconic brands such as Olay, Bounty, Gillette, Swiffer, and Febreze clearly illustrate how deciding on a strategic approach—and then making
the right choices to support it—makes the difference between just playing the game and actually winning.
A new breakthrough idea about how to win customer loyalty from Matthew Dixon, the bestselling author of The Challenger Sale Everyone
knows that the best way to create customer loyalty is with service so good, so over the top, that it surprises and delights. But what if everyone
is wrong? In their acclaimed bestseller The Challenger Sale, Matthew Dixon and his colleagues at CEB busted longstanding myths about
sales. Now they've turned to a new vital business subject - customer loyalty - with a book that turns conventional wisdom on its head.
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Companies devote untold time and resources trying to dazzle customers. Yet CEB's careful research proves that is wildly overrated: loyalty
has a lot more to do with how well companies deliver on their basic promises than on how dazzling the service experience might be. Forget
bells and whistles and just solve your customer's problems. The Effortless Experience lays out the four pillars of a low-effort customer
experience, with robust data, insights and profiles. Here are tools and templates you can start applying right away to improve service, reduce
costs, and ultimately generate the elusive loyalty that the 'dazzle factor' fails to deliver. The rewards are there for the taking, and the pathway
to achieving them is now clearly marked. 'A business detective story, in which cherished truths are systematically investigated-and frequently
debunked' -Dan Heath, coauthor of Decisive, Switch, and Made to Stick Matt Dixon is Executive Director of the Sales & Service Practice at
CEB. He is a frequent contributor to the Harvard Business Review, and his previous book, The Challenger Sale, was a Wall Street Journal
bestseller. Nick Toman is Senior Director of Research for CEB's Sales & Services Practice and is a frequent contributor to the Harvard
Business Review. Rick DeLisi is Senior Director of Advisory Services for CEB's Sales & Service Practice and a noted public speaker and
facilitator.
Why do advertising campaigns and new products often fail? Why do consumers feel that companies don't understand their needs? Because
marketers themselves don't think deeply about consumers' innermost thoughts and feelings. Marketing Metaphoria is a groundbreaking book
that reveals how to overcome this "depth deficit" and find the universal drivers of human behavior so vital to a firm's success. Marketing
Metaphoria reveals the powerful unconscious viewing lenses--called "deep metaphors"-- that shape what people think, hear, say, and do.
Drawing on thousands of one-on-one interviews in more than thirty countries, Gerald Zaltman and Lindsay Zaltman describe how some of the
world's most successful companies as well as small firms, not-for-profits, and social enterprises have successfully leveraged deep metaphors
to solve a wide variety of marketing problems. Marketing Metaphoria should convince you that everything consumers think and do is
influenced at unconscious levels--and it will give you access to those deeper levels of thinking.
A revealing exploration of people whose wealth, fame, beauty, and social status grant them immense power. Celebrity culture drives us to
aspire to be like the few who seem to have figured out how to have it all. But is it possible that they simultaneously have everything and
nothing at all? Having treated some of the world’s most successful people, psychotherapist “Dr. Paul” sets out to answer why so many
people who have everything end up feeling like their achievements are never enough—as well as what that pattern can reveal about ourselves
and the society in which we live. The exclusivity of living behind the velvet rope or the gilded gate doesn’t guarantee happiness for the rich,
famous, and powerful; there are downsides to attainment as well. We all—including people who seem protected by their privileged lives—can
experience the self-destructive behaviors common to modern life, including chronic stress, addiction, anxiety, imposter syndrome, infidelity,
negative body image, and narcissism. Division marks our era. There’s a growing separation between the haves and have nots, men and
women, as well as the empowered and the disenfranchised. At the same time, our culture is defined by celebrities, and the powerful, affluent
people we put on a pedestal to idolize and emulate. Too often, we think our lives would be better if we could have what they have or be more
like them. It’s time to realize that even the most admired people can go through life feeling unloved and unable to escape their problems.
From the therapist’s chair, we learn how feelings of shame, insecurity, abandonment, and emotional pain are all part of the human condition.
With empathy, we can overcome our sense of isolation by realizing that we all crave—and deserve—understanding, intimacy, and real
connection.
Some people get sober but stay stuck. Even after the addictive substances or behaviors recede into our pasts, many of us still suffer.
Renowned recovery expert Dr. Allen Berger helps us learn to experience, respect, and modulate our emotional reactions to achieve true
serenity and peace of mind. Sobriety can be the foundation for growth, but only if we are willing to explore what lies beyond the basics of
physical sobriety. The quality of our ongoing recovery will be determined by how we learn to respond to the problems or challenges in our
lives—even the basic emotional discomforts and dislocations that arise day-to-day. Developed to help those in recovery find continuing
success, 12 Essential Insights for Emotional Sobriety gives us a framework for understanding successive stages of recovery, as well as a
guide toward emotional maturity, authentic humility, and deep joy in living. Rooted in the insights and vision of the founders of Alcoholics
Anonymous, this book is also informed by the author’s scientific wisdom, personal experience, and decades of clinical treatment of addiction.
12 Essential Insights gives us a fresh take on mature sobriety.
Now in its fifth edition, the hugely popular Digital Marketing Excellence: Planning, Optimizing and Integrating Online Marketing is fully
updated, keeping you in line with the changes in this dynamic and exciting field and helping you create effective and up-to-date customercentric digital marketing plans. A practical guide to creating and executing digital marketing plans, it combines established approaches to
marketing planning with the creative use of new digital models and digital tools. It is designed to support both marketers and digital
marketers, and students of business or marketing who want a thorough yet practical grounding in digital marketing. Written by two highly
experienced digital marketing consultants, the book shows you how to: Draw up an outline digital marketing plan Evaluate and apply digital
marketing principles and models Integrate online and offline communications Implement customer-driven digital marketing Reduce costly trial
and error Measure and enhance your digital marketing Learn best practices for reaching and engaging your audiences using the key digital
marketing platforms like Apple, Facebook, Google and Twitter. This new edition seamlessly integrates the latest changes in social media
technology, including expanded coverage of mobile technology, demonstrating how these new ways to reach customers can be integrated
into your marketing plans. It also includes new sections on data analytics, clearly demonstrating how marketers can leverage data to their
advantage. Offering a highly structured and accessible guide to a critical and far-reaching subject, Digital Marketing Excellence, Fifth Edition,
provides a vital reference point for all students and managers involved in marketing strategy and implementation.
Dona Vitale explains the role of consumer insights departments and their leaders, and how they contribute to customer knowledge that goes
far beyond market research to help set strategy and develop new business opportunities. An excellent case study from Dunkin' Donuts shows
how this approach works in practice. Vitale outlines character traits of the most effective consumer insights specialists, techniques that help
develop the insights, and presentation tips to help your whole company get on board with new ideas.

Future economic growth lies in the value of experiences and transformations--good and services are no longer enough. We are on
the threshold, say authors Pine and Gilmore, of the Experience Economy, a new economic era in which all businesses must
orchestrate memorable events for their customers. The Experience Economy offers a creative, highly original, and yet eminently
practical strategy for companies to script and stage the experiences that will transform the value of what they produce. From
America Online to Walt Disney, the authors draw from a rich and varied mix of examples that showcase businesses in the midst of
creating personal experiences for both consumers and businesses. The authors urge managers to look beyond traditional pricing
factors like time and cost, and consider charging for the value of the transformation that an experience offers. Goods and services,
say Pine and Gilmore, are no longer enough. Experiences and transformations are the basis for future economic growth, and The
Experience Economy is the script from which managers can begin to direct their own transformations.
The revolutionary guide that challenged businesses around the world to stop selling to their buyers and start answering their
questions to get results; revised and updated to address new technology, trends, the continuous evolution of the digital consumer,
and much more In today’s digital age, the traditional sales funnel—marketing at the top, sales in the middle, customer service at
the bottom—is no longer effective. To be successful, businesses must obsess over the questions, concerns, and problems their
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buyers have, and address them as honestly and as thoroughly as possible. Every day, buyers turn to search engines to ask
billions of questions. Having the answers they need can attract thousands of potential buyers to your company—but only if your
content strategy puts your answers at the top of those search results. It’s a simple and powerful equation that produces growth
and success: They Ask, You Answer. Using these principles, author Marcus Sheridan led his struggling pool company from the
bleak depths of the housing crash of 2008 to become one of the largest pool installers in the United States. Discover how his
proven strategy can work for your business and master the principles of inbound and content marketing that have empowered
thousands of companies to achieve exceptional growth. They Ask, You Answer is a straightforward guide filled with practical
tactics and insights for transforming your marketing strategy. This new edition has been fully revised and updated to reflect the
evolution of content marketing and the increasing demands of today’s internet-savvy buyers. New chapters explore the impact of
technology, conversational marketing, the essential elements every business website should possess, the rise of video, and new
stories from companies that have achieved remarkable results with They Ask, You Answer. Upon reading this book, you will know:
How to build trust with buyers through content and video. How to turn your web presence into a magnet for qualified buyers. What
works and what doesn’t through new case studies, featuring real-world results from companies that have embraced these
principles. Why you need to think of your business as a media company, instead of relying on more traditional (and ineffective)
ways of advertising and marketing. How to achieve buy-in at your company and truly embrace a culture of content and video. How
to transform your current customer base into loyal brand advocates for your company. They Ask, You Answer is a must-have
resource for companies that want a fresh approach to marketing and sales that is proven to generate more traffic, leads, and
sales.
What''s the best way to change your life? Change how you think, says marketing guru Gerald Zaltman. While most of us are
accustomed to self-improvement via physical exercise or dieting, we often overlook our most powerful tool for effecting change:
our own thoughts. Through a variety of exercises called Think Keys, Zaltman guides the reader through the mind''s most important
unconscious and conscious dynamics. Zaltman has used these techniques with executives from around the world and at the
Harvard Business School to teach people how to think better. Now he brings his time-tested toolbox to all readers who have an
interest in unlocking their own potential. With insightful observations, thought-provoking questions, and curiosity-stoking content,
Unlocked is the go-to 2018 book that is certain to change your life. About the Author: Gerald Zaltman holds a PhD in sociology
from the Johns Hopkins University and an MBA from the University of Chicago. He is the Joseph C. Wilson Professor of Business
Administration Emeritus at the Harvard Business School (HBS). He was codirector of The Mind of the Market Laboratory at HBS
and a member of Harvard University''s Mind, Brain, Behavior Interfaculty Initiative. He is a cofounder of the research-based global
consulting firm, Olson Zaltman Associates. He has authored 20 books, including the bestselling How Customers Think: Essential
Insights into the Mind of the Market, which has been translated into 17 languages. Professor Zaltman''s work has been featured in
the New York Times, Fortune, Forbes, U.S. News & World Report, Time, and other major publications. He has received numerous
awards for his impact on marketing thought and practice. The American Marketing Association and The Sheth Foundation recently
honored him as a Legend in Marketing for his lifetime contributions to the field. Praise from Others: Jerry Zaltman, master thinker,
professor, and writer, once again delivers; here with an engaging, lucid, and scientifically grounded perspective on how we think,
why we think the way we do, and how we can improve our thinking. A must-read for even the most thoughtful among us. -Deborah
MacInnis, Charles L. and Ramona I. Hilliard Professor of Business Administration, Marshall School of Business, University of
Southern California When my mother would scold me, saying ''If you could take your brain out, would you play with it?'' I always
thought, ''Yes!'' Thanks to the Think Keys in this book, now we can all unlock our thoughts and play with them. - Nancy Cox,
market research manager, Hallmark Cards A highly insightful and extremely engaging book on how we think. Unlocked provides
enjoyable and thought-provoking exercises for us to understand who we are and why we think the way we do. Zaltman is not only
a brilliant scientist but also a brilliant storyteller. - Jagdish Sheth, Charles H. Kellstadt professor of Business, Emory University This
is truly an amazing book! A read-friendly, brain workout in curiosity. It helps you explore how you think, but also how your loved
ones think. My five-year-old said it was ''freakin'' fantastic.'' In a rushing world, this book is like a breath for the brain; and an eye
opener to thinking processes we often. - Jennifer Barba, CEO, Frame Consulting, Mexico Unlocked offers a masterful and
insightful perspective, guaranteed to change how you and future generations will think. - Lewis Carbone, CEO and founder of
Experience Engineering, and author of Clued In: How to Bring Customers Back Again and Again Zaltman''s new book is both
serious and fun. He has put together an excellent collection of Think Keys designed to help all of us think more clearly and
carefully. I ended up spending the whole evening enjoying the exercises and wanting to tell my friends and family about the book. Philip Kotler, Professor of International Marketing, Kellogg School of Management, Northwestern University
Innovation is how businesses stay ahead of the competition and adapt to market conditions that change in unpredictable and
uncertain ways. In the first decade of the twenty-first century, high-end cuisine underwent a profound transformation. Once an
industry that prioritized consistency and reliability, it turned into one where constant change was a competitive necessity. A top
restaurant’s reputation and success have become so closely bound up with its ability to innovate that a new organizational form,
the culinary research and development team, has emerged. The best of these R&D teams continually expand the frontiers of
food—they invent a constant stream of new dishes, new cooking processes and methods, and even new ways of experiencing
food. How do they achieve this nonstop novelty? And what can culinary research and development teach us about how
organizations innovate? Vaughn Tan opens up the black box of elite culinary R&D to provide essential insights. Drawing on years
of unprecedented access to the best and most influential culinary R&D teams in the world, he reveals how they exemplify what he
calls the uncertainty mindset. Such a mindset intentionally incorporates uncertainty into organization design rather than simply
trying to reduce risk. It changes how organizations hire, set goals, and motivate team members and leads organizations to work in
highly unconventional ways. A revelatory look at the R&D kitchen, The Uncertainty Mindset upends conventional wisdom about
how to organize for innovation and offers practical insights for businesses trying to become innovative and adaptable.
In this fascinating best seller, Cherry Hill explores the way horses think and how it affects their behavior. Explaining why certain
smells and sounds appeal to your horse’s sensibility and what sets off his sudden movements, Hill stresses how recognizing the
thought processes behind your horse’s actions can help you communicate effectively and develop a trusting relationship based on
mutual respect.
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