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Leon Zurawicki : Neuromarketing: Exploring the Brain of the Consumer  before purchasing it in order to gage 
whether or not it would be worth my time, and all praised Neuromarketing: Exploring the Brain of the Consumer: 

4 of 10 people found the following review helpful. Finally a textbook for all students and practioners of 
neuromarketingBy Dr. Christophe MorinIt is with great delight that I discovered the release of this title. I immediately 
downloaded it to my Ipad. I am impressed with the content and quality of the book. I recommend this title to anyone 

http://f3db.com/pub/links.php?id=B008BB7R74


who wants to understand the promise of the exciting new field!10 of 10 people found the following review helpful. 
Excellent overview of the fieldBy G.E.TaylorAs this is a new field, it is difficult to find good material on the subject, 
which makes this book invaluable. This is the first truly academic book on the subject, one which is well versed not 
just in business literature, but that also draws on cognitive neuroscience, neurophysiology, decision science and the 
theory of emotions. The book begins with solid explanations of the physiology and research methods of the field, 
which are comprehensible even to a non-specialist. Following this, Zurawicki branches off into discussions of a wide 
range of practical and theoretical aspects of the subject.Practical illustrations show how the industry can apply the 
research techniques drawn from this new field; however, unlike a typical marketing professor, who focuses on advice 
to the companies, Zurawicki also demonstrates how the familiarity with neuroscience can help the consumer: in terms 
of better understanding one's own emotional vulnerability, controlling impulsivity, coping with regret and imposing 
self discipline. In addition to their utility, the variety of these subjects keep the book interesting and highly readable. It 
is helpful, and rare, to find a single book that manages to cover such a wide and rapidly emerging field so well.

Over the last 10 years advances in the new field of neuromarketing have yielded a host of findings which defy 
common stereotypes about consumer behavior. Reason and emotions do not necessarily appear as opposing forces. 
Rather, they complement one another. Hence, it reveals that consumers utilize mental accounting processes different 
from those assumed in marketers' logical inferences when it comes to time, problems with rating and choosing, and in 
post-purchase evaluation. People are often guided by illusions not only when they perceive the outside world but also 
when planning their actions - and consumer behavior is no exception. Strengthening the control over their own desires 
and the ability to navigate the maze of data are crucial skills consumers can gain to benefit themselves, marketers and 
the public. Understanding the mind of the consumer is the hardest task faced by business researchers. This book 
presents the first analytical perspective on the brain - and biometric studies which open a new frontier in market 
research.


