The Brain
Audit:
Why
Customers
Buy (And
Why They
Don't)
"Nobody asked you
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to show up." Every
experienced
product manager
has heard some
version of those
words at some
point in their
career. Think about
a company.
Engineers build the
product. Designers
make sure it has a

great user
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experience and
looks good.
Marketing makes
sure customers
know about the
product. Sales get
potential customers
to open their
wallets to buy the
product. What more
does a company
need? What does a

product manager
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do? Based upon
Product School's
curriculum, which
has helped
thousands of
students become
great product
managers, The
Product Book
answers that
question. Filled with
practical advice,

best Fpractices, and
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expert tips, this
book is here to help
you succeed!

How the Brain Goes
Through Decision-
Making: Do you
often wonder what
your customer is
thinking? Don't
leave the thought
process to chance
and let that

customer walk
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away. Your
customers don't
want to walk away.
They want to buy
from you. So how
does the brain
make decisions?
And what causes it
to get confused?
The Brain Audit
shows you how the
customer takes

decisions. And what
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you need to putiin
place, so that the
customer feels
happy to buy
products or services
from you. The Brain
Audit isn't about
persuasion or any
mind tricks. Instead
it shows you the
information that
your customers

need in order to
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make a decision. It
shows you how to
present that
information, and
thereby enable the
customer to
intelligently go
through a purchase
sequence. The
Brain Audit is
designed to do the
following:

brain audit benefits
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1) Enable you to
spot every one of
the 'seven bags'
that are required to
make a decision 2)
Present those bags
to the customer in
the right sequence.
3) Enable you to
get the customer to
buy without
needing to use

pressure tactics.
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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
Psy cho/o% Today
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#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
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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
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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
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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,
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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 appl
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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.

Dramaticallz/
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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
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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 b(}/ Dan
Page 18/202



Ariely, or This is
Marketing by Seth
Godin, you’ll love
What Your
Customer Wants
(And Can't Tell
You).

'A brilliant new
book.' Good
Housekeeping
'‘Replete with
research-based

tips, this is a
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valuable resource
for anyone wanting
to'’know more about
the difficulties of
coping with brain
fog.' Professor
Shane O'Mara,
Professor of
Experimental Brain
Research, Trinity
College Dublin 'In
this fascinating

book neuroscientist
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Dr Sabina Brennan
enters into a world
so many of us can
relate to, yet few
dare discuss. A
must-read.' Dr
Harry Barry,
bestselling author
of Anxiety and
Panic and
Emotional Healing
'A real game-
chanpger. Finally a
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book that explains
and recognises
brain fog and that
offers practical tips
to deal with
something that's
very real for a lot of
people. Do your
brain a favour and
read this book.'
Dermot Whelan,
comedian,

television and radio
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presenter 'Sabina
Brennan has
skilfully translated
the neuroscience of
brain fog for the
general reader.
Having experienced
brain fog myself, |
found this book
absolutely
fascinating,
insightful and really

practical.' Sinead
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Moriarty,
bestselling novelist
If you complain of
brain fog to a
medical
professional, you're
likely to be told that
it isn't a recognised
condition. But if you
mention brain fog
to your friends,
they'll know exactly

what you mean:
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fuzzy thinking,
trouble
concentrating, a
sense of grasping
for the right word,
feeling like your
brain is somehow
slowed down. In
truth, brain fog is
not a diagnosis in
itself, but a sign
that things aren't
right in your body.
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In Beating Brain
Fog, neuroscientist
Dr Sabina Brennan
guides us through
the science to show
how our brains
work, and why we
might experience
confusion and
anxiety. She offers
tools to help you
identify your own

cognitive profile,
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determining the
causes of your
specific symptoms,
and explains the
simple strategies
that can help you
feel like yourself
again. With brain
fog now identified
as one of the long-
term effects of
Covid-19, there has

never been a more
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timely moment to
tackle your
symptoms, with Dr
Brennan's unique
30-day plan.
Beating Brain Fog
takes your
symptoms
seriously, and
shows that you
don't have to live
with them.

Noise
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What Your
Customer Wants
and Can’t Tell You
Never Split the
Difference

Write Useful Books:
A Modern Approach
to Designing and
Refining
Recommendable
Nonfiction

The Step-By-Step

System For More
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Sales, to More
Customers, More
Often

The Content
Advantage (Clout
2.0)

The Brain Audit
Packed with practical
tools and examples,
this state-of-the-art
workbook provides a
holistic framework for

supporting clients
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with acquired brain
injury. Clinicians are
guided to set and meet
collaborative

treatment goals based
on a shared
understanding of the
strengths and needs of
clients and their

family members.
Effective strategies

are described for
building skills and
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teaching
compensatory
strategies in such
areas as attention,
memory, executive
functions, mood, and
communication.
Particular attention is
given to facilitating
the challenging
process of identity
change following a

life-altering injury. In
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a large-size format for
easy photocopying,
the volume features 94
reproducible client
handouts. Purchasers
get access to a Web
page where they can
download and print
the reproducible
materials.

Discover the full
potential of your ideas

and make powerful,
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meaningful
improvements in your
work ‘and life by
Building a Second
Brain. For the first
time in history, we
have instantaneous
access to the world's
knowledge. There has
never been a better
time to learn, to create
and to improve

ourselves. Yet, rather
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than being empowered
by this information,
we're often
overwhelmed,
paralysed by believing
we'll never know or
remember enough.
This eye-opening and
accessible guide
shows how you can
easily create your own
personal system for

knowledge
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management,
otherwise known as a
Second Brain. A
trusted and organised
digital repository of
your most valued
ideas, notes and
creative work, a
Second Brain gives
you the confidence to
tackle your most
important projects

and ambitious goals.
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From identifying good
ideas, to organising
your thoughts, to
retrieving everything
swiftly and easily, it
puts you back in
control of your life
and information.
Great copy is the
heart and soul of the
advertising business.
In this practical guide,

legendary co riter
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Joe Sugarman
provides proven
guidelines and expert
advice on what it
takes to write copy
that will entice,
motivate, and move
customers to buy. For
anyone who wants to
break into the
business, this is the
ultimate companion

resource for unlimited
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success.

More than half-a-
million business
leaders have
discovered the power
of the StoryBrand
Framework, created
by New York Times
best-selling author
and marketing expert
Donald Miller. And
they are making

millions. If you use the
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wrong words to talk
about your product,
nobody will buy it.
Marketers and
business owners
struggle to effectively
connect with their
customers, costing
them and their
companies millions in
lost revenue. In a
world filled with

constant, on-demand
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distractions, it has
become near-
impossible for
business owners to
effectively cut through
the noise to reach
their customers,
something Donald
Miller knows first-
hand. In this book, he
shares the proven
system he has created

to help you engage
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and truly influence
customers. The
StoryBrand process is
a proven solution to
the struggle business
leaders face when
talking about their
companies. Without a
clear, distinct
message, customers
will not understand
what you can do for

them and are
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unwilling to engage,
causing you to lose
potential sales,
opportunities for
customer engagement,
and much more. In
Building a

StoryBrand, Donald
Miller teaches
marketers and
business owners to use
the seven universal

elements of powerful
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stories to dramatically
improve how they
connect with
customers and grow
their businesses. His
proven process has
helped thousands of
companies engage
with their existing
customers, giving
them the ultimate
competitive

advantage. Building a
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StoryBrand does this
by teaching you: The
seven universal story
points all humans
respond to; The real
reason customers
make purchases; How
to simplify a brand
message so people
understand it; and
How to create the
most effective

messaging for
Page 45/202



websites, brochures,
and social media.
Whether you are the
marketing director of
a multibillion-dollar
company, the owner of
a small business, a
politician running for
office, or the lead
singer of a rock band,
Building a StoryBrand
will forever transform

the way you talk about
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who you are, what you
do, and the unique
value you bring to
your customers.

The Brain Injury
Rehabilitation
Workbook

The Ultimate Guide to
Writing Powerful
Advertising and
Marketing Copy from
One of America's Top
Copywriters
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How To Write A Good
Advertisement: A
Short Course In
Copywriting

Building a Second
Brain

Rewire Your Brain for
Permanent Change
Your 30-Day Plan to
Think Faster, Sharper,
Better

Building a StoryBrand

Train the Brain
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to Hear was
written by a
parent and
teacher for
parents and
teachers. The
book provides
explanations of
the learning
disabilities
dysgraphia,
dyslexia,
dyscalculia,

dyslexia and
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auditory
processing
disorder as well
as the common
areas that are
affected by
learning
disabilities
including short
term memory,
executive
function and
comprehension.

The treatment
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program utilizes
brain 'training
and
neuroplasticity
techniques to
encourage
development of
the connections
in the brain
that strengthen
these skills.
The techniques
can also be used

to work with
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those who have
been diagnosed
with ADD/ADHD,
traumatic brain
injury or
stroke. One of
the most
difficult things
for a parent to
hear is that
there is
something wrong
with a child and

that there is
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nothing that can
be done to help
him. That is
what author
Jennifer Holland
and her husband
Charles were
told in 2001
when their
oldest son was
diagnosed with
auditory
processing

disorder. This
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diagnosis was
repeated in 2010
when their
second son was
diagnosed and
again in 2013
when the
diagnosis was
confirmed in
their fourth
child. In
Charles and
Jennifer’s

family, auditory
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processing
disorder is a
genetic
condition
inherited from
Charles.
Jennifer made it
her mission to
figure out how
to help her own
children succeed
in the classroom
and in life.

This program
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will allow you
to treat those
who are learning
disabled from
the preschool
and early reader
age level
through
adulthood and
understand and
address many of
the most common
difficulties

they face in
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everyday life.
This book was
written and the
program
developed for
every parent who
has been told
there was
nothing that
could be done
for their child
and for every
parent/teacher

who knows more
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can be.

The Persuasion
Code Capture,
convince, and cl
ose—scientifical
ly Most of your
attempts to
persuade are
doomed to fail
because the
brains of your
audience
automatically

reject messages
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that disrupt
their ‘attention.
This book makes
the complex
science of
persuasion
simple. Learn to
develop better
marketing and
sales messages
based on a
scientific
model;

NeuroMap™.
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Regardless of
your level of
expertise in
marketing,
neuromarketing,
neuroscience or
psychology: The
Persuasion Code:
How
Neuromarketing
Can Help You
Persuade Anyone,
Anywhere,

Anytime will
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make your
personal and
business lives
more successful
by unveiling a
credible and
practical
approach towards
creating a
breakthrough
persuasion
strategy. This
book will

satisfy your
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interest in
neuromarketing,
scientific
persuasion,
sales,
advertising
effectiveness,
website
conversion,
marketing
strategy and
sales
presentations.

It’11 teach you
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the value of the
award-winning
persuasion model
NeuroMapTM : the
only model based
on the science
of how your
customers use
their brain to
make any
decision
including a
buying decision.

You will
Page 63/202



appreciate why
this scientific
approach has
helped hundreds
of companies and
thousands of
executives
achieve
remarkable
results. Written
by the founders
of SalesBrain
who pioneered

the field of
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neuromarketing
SalesBrain has
trained more
than 100,000
executives
worldwide
including over
15,000 CEO
Includes
guidance for
creating your
own
neuromarketing

plan Advance
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your business or
career by
creating
persuasive
messages based
on the working
principle of the
brain.

Is your business
winning the
online attention
war? Is your
website traffic

increasing
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monthly? Does
your website
consistently
generate calls,
comments, and
sales?This
practical book
will help
you:Generate
increased,
targeted website
traffic in 24 to
72 hours - p.

70; Learn and
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apply the
essentials of
effective
website
usability - p.
59,; Capture the
attention of the
leading search
engines - p. 73;
Decipher the
mysteries of SEO
and online
advertising - p.

33, Create
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simple, clear
and effective
page content -
p. 23; Attract
website visitors
that will become
your valued
customers - p.
16, Turn mobile
traffic into
money - p. 127;
Teach you about
the power of

blogging - p.
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89, Show you the
benefits using
WordPress for
your website -
p- 111; Tell
your small
business story
and sell your
products - p.
138; How to
measure visits,
page views,
average time on

site, and more -
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p. 138; Learn
how to make
money online -
p. 152; Who
should design
and build your
website - p.
158, Learn how
to create a
value
proposition for
your home page -
p- 165; Learn

what makes a
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good website
home page - p.
173; Learn tips
for selling
online - p. 180.
And much more. ..
How can you take
your skills and
expertise and
package and
present it to
become a
successful

consultant?
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There are proven
time-tested
principles,
strategies,
tactics and best-
practices the
most successful
consultants use
to start, run
and grow their
consulting
business.
Consulting

Success teaches
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you what they
are. In this
book you'll
learn: - How to
position
yourself as a
leading expert
and authority in
your marketplace
— Effective
marketing and
branding
materials that

get the
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attention of
your ideal
clients -
Strategies to
increase your
fees and earn
more with every
project - The
proposal
template that
has generated
millions of
dollars in

consulting
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engagements -
How to develop a
pipeline of
business and
attract ideal
clients -
Productivity
secrets for
consultants
including how to
get more done in
one week than
most people do

in a month - And
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much, much more
Train the Brain
to! Hear

Content Strategy
for the Web

The Better Brain
Book

The Science of
Succeeding at
Digital Business
through
Effective
Content

Beating Brain
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Fog

The Winner's
Bible

6 Steps to
Unlimited
Clients &
Financial
Freedom

The authors
document how four
forces--exponential
technologies, the
DIY innovator, the

Technophilanthrop
Page 78/202



ist, and the Rising
Billion--are
conspiring to solve
our biggest
problems.
"Abundance"
establishes hard
targets for change
and lays out a
strategic roadmap
for governments,
industry and
entrepreneurs,
giving us plenty of
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reason for
optimism.

This book is for
everyone who
needs to write
copy that sells -
including
copywriters,
freelancers, and
entrepreneurs.
Writing copy that
sells without
seeming “salesy”

can be tough, but
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is an essential skill.
How To Write
Copy That Sells
supplies specific
copywriting
techniques for
everything from
email marketing,
web sites, and
social media, to
traditional media
ads and direct
mail.

This work focuses
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on creating lasting
change for any
person. It is guided
by proven studies
and research into
the field of
neuroscience by a
world-class expert
and shows readers
how to rise above
their natural limits.
Who do you want
your customers to

become?
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According to MIT
innovation expert
and thought leader
Michael Schrage, if
you aren’t asking
this question, your
strategic
marketing and
innovation efforts
will fail. In this
latest HBR Single,
Schrage provides a
powerful new lens

for getting more
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value out of
innovation
investment. He
argues that asking
customers to do
something
different doesn’t
go far
enough—serious
marketers and
innovators must
ask them to
become something

different instead.
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Even more, you
must invest in their
capabilities and
competencies to
help them become
better customers.
Schrage’s primary
insight is that
innovation is an
investment in your
client, not just a
transaction with
them. To truly

innovate today,
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designing new
products or
features or
services won’t get
you there. Only by
designing new cust
omers—thinking of
their future state,
being the conduit
to their
evolution—will you
transform your
business. Schrage

explains how the
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above question
(what he calls “The
Ask”) will incite
you and your team
to imagine and
design ideal
customer outcomes
as the way to drive
your business’s
future. The Single
is organized
around six key
insights and

includes practical
Page 87/202



exercises to help
you apply the
question to your
current situation.
Schrage also
includes examples
from well-known c
ompanies—Google,
Facebook, Disney,
Starbucks, Apple,
IKEA, Dyson,
Ryanair, and
others—to

illustrate just what
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is possible when
you apply “The
Ask.” Marketing
executives, brand
managers,
strategic
innovators, and
entrepreneurs
alike should
understand how
successful
innovation
rebrands the client

and not the
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product. A
requisite question
forits time, Who
Do You Want Your
Customers To
Become will
liberate you and
your team from
‘innovation
myopia’—and turn
your innovation
efforts on their
head. HBR Singles
provide brief yet
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potent business
ideas, in digital
form, for today's
thinking
professional.
Building Great
Customer
Experiences
Agile Selling
Get Up to Speed
Quickly in Today's
Ever-Changing
Sales World
Think Like a UX
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Researcher
Coaching the Brain
Lean Brands

Ten Strategies of a
World-Class
Cybersecurity
Operations Center
THE HUGE
INTERNATIONAL
BESTSELLER A
former FBI hostage
negotiator offers a new,
field-tested approach to

negotiating - effective in
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any situation. 'Riveting'
Adam Grant
'Stupendous' The Week
‘Brilliant' Guardian _____

After a stint
policing the rough
streets of Kansas City,
Missouri, Chris Voss
joined the FBI, where
his career as a
kidnapping negotiator
brought him face-to-

face with bank robbers,
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gang leaders and
terrorists. Never Split
the Difference takes you
inside his world of high-
stakes negotiations,
revealing the nine key
principles that helped
Voss and his colleagues
succeed when it
mattered the most -
when people's lives
were at stake. Rooted in
the real-life experiences

of an intelligence
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professional at the top
of his game, Never Split
the Difference will give
you the competitive
edge in any discussion.

PRAISE
FOR NEVER SPLIT
THE DIFFERENCE
‘My pick for book of the
year.' Forbes "Who
better to learn
[negotiation] from than

Chris Voss, whose skills
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have saved lives and
averted disaster? Daily
Mail 'Filled with
insights that apply to
everyday negotiations.'
Business Insider 'It's
rare that a book is so
gripping and
entertaining while still
being actionable and
applicable.' Inc. 'A
business book you won't
be able to put down.'

Fortune
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2019 AXIOM
BUSINESS ' BOOK
AWARD WINNER
Featured in Forbes,
NPR's Marketplace, and
a Google Talk, The
Customer Centricity
Playbook offers
"actionable insights to
drive immediate value,"
according to Neil
Hoyne, Head of
Customer Analytics and

Chief Analytics
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Evangelist, Google.
How did global gaming
company Electronic
Arts go from being
named "Worst Company
in America" to clearing
a billion dollars in
profit? They discovered
a simple truth--and
acted on it: Not all
customers are the same,
regardless of how they
appear on the surface. In

The Customer
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Centricity Playbook,
Wharton' School
professor Peter Fader
and Wharton
Interactive's executive
director Sarah Toms
help you see your
customers as individuals
rather than a monolith,
SO you can stop wasting
resources by chasing
down product sales to
each and every

consumer. Fader and
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Toms offer a 360-degree
analysis of all the
elements that support
customer centricity
within an organization.
In this book, you will
learn how to: Develop a
customer-centric
strategy for your
organization Understand
the right way to think
about customer lifetime
value (CLV) Finetune

investments in customer
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acquisition, retention,
and development tactics
based on customer
heterogeneity Foster a
culture that sustains
customer centricity, and
also understand the link
between CLV and
market valuation
Understand customer
relationship
management (CRM)
systems, as they are a

vital underpinning for
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all these areas through
the valuable insights
they provide Fader's
first book, Customer
Centricity, quickly
became a go-to for
readers interested in
focusing on the right
customers for strategic
advantage. In this new
book, Fader and Toms
offer a true playbook for
companies of all sizes

that want to create and
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implement a winning
strategy to acquire,
develop, and retain
customers for the
greatest value. "A must-
read."--Aimee Johnson,
Chief Marketing
Officer, Zillow "The
Customer Centricity
Playbook offers
fundamental insights to
point organizations of
any size in the right

direction."--Rob
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Markey, Partner, Bain &
Company, Inc., and
coauthor, The Ultimate
Question 2.0"Peter
Fader and Sarah Toms
offer transformative
insights that light the
path for business
leaders."--Susan
Johnson, Chief
Marketing Officer,
SunTrust Banks
Though it's a potentially

lucrative enterprise, the
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reality of independent
consulting seldom
matches the dream.
Most solo consultants
and boutique consulting
firms are perpetually
within six months of
bankruptcy due to the
sputtering unreliability
of their new business
engines. The problem,
according to
international consulting

expert David A. Fields,
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is twofold: 1) lack of a
consistent, proven plan,
and 2) fundamental
misunderstanding about
what clients want in a
consultant. Fields, who
has helped hundreds of
consultants and
boutique firms
worldwide build
lucrative, sustainable
practices, replaces the
typical consultant's

mindset of emphasizing
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expertise and
differentiated processes
with a focus on building
relationships,
engendering trust, and
solving clients’ existing
problems. In The
Irresistible Consultant’s
Guide to Winning
Clients: Six Steps to
Unlimited Clients and
Financial Freedom,
Fields synthesizes his

decades of experience
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into a step-by-step
approach to'winning
more projects from
more clients at higher
fees. From nuts-and-
bolts business advice
and tactics to a deeply
insightful breakdown of
the human side of a very
human profession,
Fields delivers a
comprehensive
guidebook that is at

once highly
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approachable and
satistyingly detailed.
Provides comparisons
between different types
of ads and their success
rates in percentages, tips
for making a headline in
ad work, a look at the
benefits of captions
under photos, tricks for
making people respond
to an ad, guidelines on
things that should never

be written in an ad, and
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more. Original.

A Proven Method to
Organise Your Digital
Life and Unlock Your
Creative Potential
Winning the Battle for
Attention

The Persuasion Code
The Customer
Centricity Playbook
The Proven Guide to
Start, Run and Grow a
Successful Consulting

Business
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Why Customers Buy
(and Why They Don't)
100 Ways to Persuade
and Convince
Consumers with
Neuromarketing
"Everything you need
to know to take your
brand global. And
going global is not an
option today. That's
where your future
market is going to
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be." - Al Ries, author
of Positioning and
The 22 Immutable
Laws of Branding
"Filled with vivid,
relevant case
studies, Luis shows
that brand success
in tough global
markets comes from
having deep market
knowledge, being

lean and a%|le
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creating real,
meaningful
differentiation, and
executing creatively
using tools that work.
| was impressed by
the ideas and
guidance from this
book and you will be
as well." -David
Aaker, vice chair of
Prophet and author
of Stratelqic Market
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Management "Luis
shows what it takes
to'winiin an
increasingly
multipolar world.
Spiced with great
examples, he brings
to life the simple
wisdom of what it
takes to be locally
relevant and globally
efficient in building

brands." -Paul
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Polman, CEO of
Unilever "A must-
read for every
manager of global
brands." -Gerard J.
Tellis, Neely Chair,
American Enterprise,
and Director of the
Center for Global
Innovation, USC
Marshall School of
Business There's no

denying it. Business
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has become global,
yet few people we
meet in our everyday
lives have any actual
international
experience to share.
Markets are
increasingly messy
and rapidly evolving.
Leaders know that
they need to adapt,
but they are usually

too busy - and
Pageé 116/202



they"re unsure about
what exactly to
change. Lean
Brands provides a
lean, agile approach
to building global
brands, helping you
1) quickly analyze
your environment; 2)
create a
differentiated and
meaningful brand

posﬂggry?lgfzand 3)



bring your brand
strategy to life on the
ground, where it
counts. You'll learn
how to "recon" and
take advantage of
weaknesses of your
competition, as well
as hone in on what
will work in new
markets to make
sure you are

memorable.
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Stories have always
had the power to
move, but it has only
recently become
clear that purposeful
stories - those
created with a
specific mission in
mind - are essential
in persuading others
to support a vision or
cause. For Peter

Guber, what began
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as a knack for telling
stories as one of the
world's leading
entertainment
executives has
evolved into a set of
principles that
anyone can use to
achieve their goals -
whatever you do in
life, you need to be
able to tell a good
story. In Tell to Win
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Guber explains how
to move beyond
PowerpPoint slides
and spreadsheets to
create purposeful
stories that can
serve as powerful
calls to action. He
reveals the best way
to get noticed, how
to turn passive
listeners into active

participants, and
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how technology can
be used to ensure
audience
commitment.
Featuring wisdom
from Guber's
meetings with (and
lessons from)
everyone from
Nelson Mandela to
YouTube founder
Chad Hurley, and

Muhammed Ali to
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Steven Spielberg
(who he tutored in
making films), Tell to
Win entertainingly
shows how to craft,
deliver and own a
story that is capable
of turning others into
viral advocates for
your goal.

Think Like a UX
Researcher will

challenge your
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preconceptions
about user
experience (UX)
research and
encourage you to
think beyond the
obvious. You'll
discover how to plan
and conduct UX
research, analyze
data, persuade
teams to take action

on the results and
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build a career in UX.
The book will help
you take a more
strategic view of
product design so
you can focus on
optimizing the user’s
experience. UX
Researchers,
Designers, Project
Managers, Scrum
Masters, Business
Analgsts and
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Marketing Managers
will find tools,
inspiration and ideas
to rejuvenate their
thinking, inspire their
team and improve
their craft. Key
Features A dive-in-
anywhere book that
offers practical
advice and topical
examples. Thought

triggers, exercises
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and scenarios to test
your knowledge of
UX research.
Workshop ideas to
build a development
team’s UX maturity.
War stories from
seasoned
researchers to show
you how UX
research methods
can be tailored to

your own
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organization.

Ten Strategies of a
World-Class Cyber
Security Operations
Center conveys
MITRE's
accumulated
expertise on
enterprise-grade
computer network
defense. It covers
ten key qualities of
leading Cyber
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Security Operations
Centers (CSOCs),
ranging from their
structure and
organization, to
processes that best
enable smooth
operations, to
approaches that
extract maximum
value from key
CSOC technology

investments. This
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book offers
perspective and
context for key
decision points in
structuring a CSOC,
such as what
capabilities to offer,
how to architect
large-scale data
collection and
analysis, and how to
prepare the CSOC

team for agile, threat-
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based response. If
you manage, work
in, or-are standing up
a CSOC, this book is
for you. It is also
available on
MITRE's website,
www.mitre.org.

The Irresistible
Consultant's Guide
to Winning Clients
Implement a Winning
Strategy Driven by
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Customer Lifetime
Value

Principles for Best
Practice in Clinical
Audit

Catch Customers,
Drive Growth, and
Stand Out in All
Markets
Cashvertising
Design Justice

A Neuroscientist

Explores the Border
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Between Life and
Death

The Sunday Times
bestseller ‘A
monumental, gripping
book ... Outstanding’
Sunday Times
Wherever there is
human judgement,
there is noise.

An exploration of how
design might be led
by marginalized

communities
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dismantle structural
inequality, and
advance collective
liberation and
ecological survival.
What is the
relationship between
design, power, and
social justice?
“Design justice” is an
approach to design
that is led by
marginalized

communities and that
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aims expilcitly to
challenge, rather than
reproduce, structural
inequalities. It has
emerged from a
growing community of
designers in various
fields who work
closely with social
movements and
community-based
organizations around
the world. This book

explores the theory
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and practice of design
justice, demonstrates
how universalist
design principles and
practices erase
certain groups of
people—specifically,
those who are
intersectionally
disadvantaged or
multiply burdened
under the matrix of
domination (white

supremacist
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heteropatriarchy,
ableism, capitalism,
and settler
colonialism)—and
invites readers to
“build a better world,
a world where many
worlds fit; linked
worlds of collective
liberation and
ecological
sustainability.” Along
the way, the book

documents a
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multitude of real-world
community-led design
practices, each
grounded in a
particular social
movement. Design
Justice goes beyond
recent calls for design
for good, user-
centered design, and
employment diversity
in the technology and
design professions; it

connects design to
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larger struggles for
collective liberation
and ecological
survival.

Sales expert Jill
Konrath offers
powerful strategies for
sales proficiency in
ever-changing
situations. When
sales people are
promoted, change
jobs, or face new

business
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environments, they
inevitably need to
learn new skills
quickly. This rapid
change is often
overwhelming, and
sellers face an
intense pressure from
their bosses to deliver
immediate results.
Their livelihoods are
totally dependent on
their ability to get up

to speed quickly.
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Sales guru Jill
Konrath offers both
new and experienced
salespeople a plan for
rapidly absorbing new
information and
mastering new skills
by becoming agile
sellers. Readers will
learn the mindsets,
learning strategies
and habits that they
can use in crazy-busy

times to start strong
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and stay nimble. From
time management
tools to personal
motivation, creativity,
and gamification
strategies, Konrath
teaches sellers how to
get more done in less
time, regardless of the
environment. To
succeed in today's
sales world, having go-
to systems for rapid

information and skill
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acquisition isn't only
useful, but absolutely
required. Konrath
focuses on the meta-
skills that will get
sellers to high levels
of sales and
proficiency - and
ultimately mastery -
much faster than their
usual methods.
Readers who loved
the no-nonsense

advice in SNAP
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Selling and Selling to
Big' Companies will
find Agile Selling
equally valuable.
GET 44 YEARS OF
ADVERTISING
WRITING
EXPERIENCE IN
THE TIME IT TAKES
TO READ THIS
BOOK! You can learn
to write compelling
advertisements that

will make people
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notice them, read
them, and act upon
them. In fact, you can
learn to write such
powerful
advertisements that
people actually go out
and demand the
product advertised
and no other. How
can you do this? By
using the same
elements that have

made top copywriters
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like Victor O. Schwab
excel at'their craft.
How to Write a Good
Advertisement is a
short course in writing
powerful, hard-hitting
copy that can help
you make your
products and services
irresistible to potential
customers. This
remarkable book has
turned many novice

mail order
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entrepreneurs into
expert copywriters
and many
experienced
copywriters into
masters of their trade.
Whether you are new
to the craft or have
been writing copy for
years, your
knowledge and
practice of advertising
fundamentals will

determine the extent
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of your success. How
to Write'a' Good
Advertisement
presents these
fundamentals from
the perspective of a
44-year veteran in the
copywriting business.
Following these
proven techniques
and tips, anyone can
write professional
advertisements that

create a memorable
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image, pull'in
mailboxes full of
orders, or attract new
customers to their
service. LEARN HOW
TO: Grab reader
attention immediately
Write compelling copy
that holds attention
Write a call to action
that’s difficult to
refuse Design winning
layouts Increase the

number of orders
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Convert more
inquiries to orders
GET ANSWERS TO
IMPORTANT
TECHNICAL
QUESTIONS:
Effective
advertisement
length...use of
color...smart media
placement...and much
more.

Into the Gray Zone

Customer Care
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Delivering Long-Term
Sales Results
Understanding and
Treating Auditory
Processing Disorder,
Dyslexia, Dysgraphia,
Dyspraxia, Short
Term Memory,
Executive Function,
Comprehension, and
ADD/ADHD (Second
Edition)

Abundance

The Future Is Better
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Than You Think
Who Do You Want
Your Customers to
Become?

Everyt hing we
do, and sense,
happens t hrough
our brain. In
Coachi ng the
Brain: Practi cal
Applications of
Neur osci ence to
Coachi ng, highly

experi enced
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coaches Joseph
O Connor’ and
Andrea Lages ask
and answer the
guestion: *‘ How
can we use our
know edge of the
brain to help
our sel ves and
others to | earn,
change, and
devel op?’ . This
book will show

you how to apply
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insights from
the | at est

neur osci ence
research in a
practical way,
inthe fields of
persona

devel opnent,
coachi ng and

cognitive

t her apy.
Accessi bl e and
practical, it

begins with an
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overvi ew of how
the 'brai n works
albong with an
expl anati on of
how our brain
changes due to
our actions and
t hought s,

illum nating how
t hese habits can
be changed

t hr ough

neuropl asticity.

Under st andi ng
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t he neurosci ence
of 'goal's’ and
mental nodel s
hel ps us to work
wi th and change
t hem and
clarity about
enotions and the
enoti onal basis
of val ues can
hel p achi eve
happi ness. Mbst

i mportantly,

neur osci ence
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i'F'lum nat es how
we learn, '‘as
well ' as the
power of
expect ati ons.
The book al so
expl ores the key
| essons we can
take from

neur osci ence for
hi gh performance
and | eader shi p.
Em nently

accessible, this
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book gi ves you
new 'tools to
hel p yoursel f
and ot hers
Create better
futures. As a
whol e, the book
w Il provide you
with a new
respect for the
dept h and

conpl exity of
your thinking

and enoti ons.
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Coachi ng the
Brain:' Practi cal
Applications of
Neur osci ence to
Coaching, with
its clarity and
practi cal
appl i cation,
will be
essenti al
readi ng for
coaches in
practice and in

training, as
Page 159/202



well “as | eaders,
coach
supervi sors and

HR and L&D
pr of essi onal s,
and will be a

key text for
academ cs and
students of
coachi ng and
coachi ng
psychol ogy.
Thi s gui de

cont ai ns
Page 160/202



everything |
know about' "how
tordesi gn, test,
and refine

nonfi ction that
is able to
endure for
years, get
recommended, and
grow on its own.
Whet her you're
aimng for this
gui de can help

you get there.
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I'nthis
startling and th
ought - pr ovoki ng
book, which will
rem nd readers
of works by
diver Sacks and
Atul Gawande, a
wor | d- r enowned
neur osci enti st
reveals his
controversi al

gr oundbr eaki ng

work with
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pati ents whose
brains were
previously

t hought
vegetative or
non-responsi ve
but turn out—n
up to 20 percent
of cases—+to0 be
vibrantly alive,
existing in the
“Gray Zone.”
Into the G ay

Zone t akes
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readers to the

edge of a
dazzli ng,
hunbl i ng

frontier in our
under st andi ng of
t he brain: the
so-called “gray
zone” bet ween
full

consci ousness
and brain death.
People in this

m ddl e pl ace
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have sustai ned
traumatic brain
injuries or are
the victins of
stroke or
degenerative

di seases, such
as Al zheiner’s
and Par ki nson’ s.
Many are
oblivious to the
out si de worl d,
and their

doctors believe
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they are
i'ncapabl e of
thought. But a
si zeabl e nunber
are experiencing
sonet hi ng
different:

i ntact m nds
adrift deep

w t hi n damaged
brai ns and

bodi es. An
expert in the

field, Adrian
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Onen led a team
that, in 2006,
discovered this
| ost popul ation
and made nedi ca
hi st ory.

Scienti sts,
physi ci ans, and
phi | osophers
have only just
begun to grapple
with the

i nplications.

Fol | ow ng Onen’ s
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journey of
exci'tinng medi cal
discovery, Into
the Gray Zone
asks some tough
and terrifying
guestions, such
as: What is life
i ke for these
patients? Wat
can their
famlies and
friends do to

hel p then? Wat
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are the ethica
i'mpli cati ons for
religi ous

or gani zati ons,
politicians, the
Right to De
novenent, and
even insurers?
And per haps nost
intriguing of
all: in defining
what a life
worth living is,

are we too
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concerned with

t he physi cal™ and
not' gi vi ng
enough enphasi s
to the power of
t hought ? What
truly, defines a
satisfying life?
This book is
about the

di fference
between a brain
and a mnd, a

body and a
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person. 1t 1s
about 'what' 't'‘hese
flasci nati ng

bor der | ands
between life and
deat h have

t aught us about
bei ng human.

The Ment al
capacity Act
2005 provides a
statutory
framewor k for

peopl e who | ack
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the capacity to
nake deci sions
f'or: t hensel ves,
or for people
who want to make
provision for a
ti me when they
w Il be unable
to make their
own deci si ons.
Thi s code of
practice, which
has statutory

force, provides
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i'nformation and
gui'dance about
how t he Act
shoul d work in
practice. It
expl ains the
principles

behi nd the Act,
defi nes when
soneone is

i ncapabl e of
maki ng their own
deci si ons and

explains what is
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meant by acting
I'n'soneone's
best i nterests.
It describes the
role of the new
Court of
Protection and
the rol e of

| ndependent
Ment al Capacity
Advocat es and
sets out the
role of the

Publ i ¢ Quardi an.
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I't al'so covers
nmedi cal

treat ment and
the way di sputes
can be resol ved.
Tell to Wn
Comuni ty- Led
Practices to
Build the Worl ds
We Need

Consul ting
sSuccess

Unl ocki ng

Consumer
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Deci sions wth
the Sci ence ‘of
Behavi or al
Econom cs

The Product
Book: How to
Becone a G eat
Product Manager
Br ai nfl uence
The Adweek
Copywri ting
Handbook
Practical techniques

for applying
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neuroscience and
behavior research to
attract new customers
Brainfluence explains
how to practically
apply neuroscience
and behavior research
to better market to
consumers by
understanding their
decision patterns. This
application, called
neuromarketing,

studies the way the
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brain responds to
various cognitive and
sensory marketing
stimuli. Analysts use
this to measure a
consumer's preference,
what a customer reacts
to, and why consumers
make certain decisions.
With quick and easy
takeaways offered in
60 short chapters, this
book contains key

strategies for targeting
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consumers through in-
person sales, online
and print ads, and
other marketing
mediums. This
scientific approach to
marketing has helped
many well-known
brands and companies
determine how to best
market their products
to different
demographics and

consumer groups.
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Brainfluence offers
short, easy-to-digest
ideas that can be
accessed in any order.
Discover ways for
brands and products
to form emotional
bonds with customers
Includes ideas for
small businesses and
non-profits Roger
Dooley is the creator
and publisher of

Neuromarketing, the
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most popular blog on
using brain and
behavior research in
marketing,
advertising, and sales
Brainfluence delivers
the latest insights and
research, giving you an
edge in your
marketing,
advertising, and sales
efforts.

FROM CONSTANT

CRISIS TO
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SUSTAINABLE
SUCCESS BETTER
CONTENT MEANS
BETTER BUSINESS.
Your content is a
mess: the website
redesigns didn’t help,
and the new CMS just
made things worse. Or,
maybe your content is
full of potential: you
know new revenue and
cost-savings

opportunities exist, but
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you’re not sure where
to start. How can you
realize the value of
content while planning
for its long-term
success? For
organizations all over
the world, Content
Strategy for the Web is
the go-to content
strategy handbook.
Read it to: Understand
content strategy and

its business value
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Discover the processes
and people behind a
successful content
strategy Make
smarter, achievable
decisions about what
content to create and
how Find out how to
build a business case
for content strategy
With all-new chapters,
updated material, case
studies, and more, the

second edition of
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Content Strategy for
the Web is'an essential
guide for anyone who
works with content.
Clinical audit is at the
heart of clinical
governance. Provides
the mechanisms for
reviewing the quality
of everyday care
provided to patients
with common
conditions like asthma

or diabetes. Builds on
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a long history of
doctors, nurses and
other 'healthcare
professionals
reviewing case notes
and seeking ways to
serve their patients
better. Addresses the
quality issues
systematically and
explicitly, providing
reliable information.
Can confirm the

quality of clinical
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services and highlight
the need for
improvement.
Provides clear
statements of principle
about clinical audit in
the NHS.

Most businesses have
serious profit leaks, so
when they run their
marketing taps,
revenue simply pours
out of a leaky bucket.

Readers who follow
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the process laid out in
this guide will be able
to step off the roller
coaster of yo-yo sales
results and get their
business on a
sustainable upward
curve.

Negotiating as if Your
Life Depended on It
How to Use More
Than 100 Secrets of
Ad-Agency Psychology

to Make Big Money
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Selling Anything to
Anyone

Mental Capacity Act
2005 code of practice
Practical Applications
of Neuroscience to
Coaching

How Neuromarketing
Can Help You
Persuade Anyone,
Anywhere, Anytime
How to Write Copy
That Sells

[large print 2007 final
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edition]

In The Content
Advantage (Clout
2.0): The Science of
Succeeding at Digital
Business Through
Effective Content,
expert Colleen Jones
argues that in the
age of digital
disruption, your
company faces an
important choice.

The choice is not
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whether to do
content. Every
business
function-from
marketing to sales
and from support to
recruiting-demands
content. The choice
is whether to make
your approach to
content strategic
and, consequently,
an advantage. This

book, which is the
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second edition of the
pioneering content
book Clout, offers a
modernized and
comprehensive
approach for
planning, creating,
delivering, and
optimizing content
that will make your
business thrive.
Executives and
practitioners alike

will find value in this
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book as they face
increasing pressure
to deliver the right
content to the right
customers at the
right time. Drawing
on her in-the-
trenches experience
with organizations
ranging from the
Fortune 50 to small
and medium
businesses to

government and
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nonprofits, Jones
offers: Guidance on
creating a content
vision A primer on
conducting content
analysis Techniques
for developing a
competitive content
strategy Elements
and principles of
effective, influential
content A blueprint
for developing

content intelligence
Page 194/202



A maturity model for
content operations
Examples from
diverse companies
and contexts

From the author of
the #1 New York
Times bestseller
Grain Brain and New
York Times bestseller
Brain Maker... Loss
of memory is not a
natural part of
aging—and this book
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explains why.
Celebrated
neurologist David
Perlmutter reveals
how everyday memor
y-loss—misplacing
car keys, forgetting a
name, losing
concentration in
meetings—is actually
a warning sign of a
distressed brain.
Here he and Carol

Colman offer a
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simple plan for
repairing those
problems, clarifying
misconstrued
connections between
memory loss and
aging, and regaining
and maintaining
mental clarity by
offering the tools for:
Building a better
brain through
nutrition, lifestyle

changes, and brain
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workouts Coping
with specific' brain
disorders such as
stroke, vascular
dementia,
Alzheimer's,
Parkinson's, multiple
sclerosis, and Lou
Gehrig's disease
Understanding risk
factors and
individually tailoring
a diet and

supplementary
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program Features a
"Life Style Audit,"
quizzes, a brain
fitness program with
the most effective
ways to exercise your
brain, and a
nutritional program
that details the best
brain food and
supplements.

This book is about
building and

delivering great
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customer
experiences. Many
companies neglect
this, but the physical
execution and
emotional impact of
customer
experiences,
companies and
brands may
ultimately determine
customer satisfaction
and loyalty and

commercial success.
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With the use of
compelling examples
and cases the
authors show that
this is key for all
companies and
organisations.
How to Observe
Users, Influence
Design, and Shape
Business Strategy
Connect, Persuade
and Triumph with

the Hidden Power of
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Story

Watertight
Marketing

Clarify Your Message
So Customers Will
Listen

Internet Marketing
for Small Business
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