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emotion in, 241–242
and in-person interactions, 111
logos in, 258
money-related images in, 9–10
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Branding, 53–69. See also Advertising; 
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adjectives used in, 171
assumptions about, 206
audio, 46, 47. See also Sound
by employees, 63–64
enemies in, 65–69
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Infomercials
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and personalization, 201–203
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First impressions, 244–245
Flagship stores, 231
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Font effects, 71, 77–83
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Freud, Sigmund, xvi, 55
Functional magnetic resonance imaging 
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on branding, 53, 54, 65
on buying pain, 4
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on emotional processing, 72
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during, 117–118
talking too much in, 135
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logos on, 258
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249
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iPhones, 15, 233
IT (information technology), 64
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rewarding, 100–103

Luntz, Frank, 239–240
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Luxury products, 10, 195–196, 232–233

McCain, John, 69
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Magazines, 71. See also Print media
Magicians, strategies of, 132–136
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for complex products, 184–186
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impact of, 204–208
mobile, 103
nonprofit, see Nonprofit marketing

Marlboro, 57
Marzoli, Daniele, 117
Massages, 114–115, 194
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Memory:
caffeine for boosting, 130
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and print media, 74–75
of smells, 36, 48–51

Men:
effect of women on, 220–221
preference for simplicity, 214–216
romantic priming for, 213

Mere exposure effect, 61
Michelin, 145
Microsoft, 207–208, 260
Milkman, Katherine, 189
Miller, Geoffrey, 212, 217
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Mirrors, 140–142
Mirror neurons, 134–135
Mirsky, Steve, 156
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Montgomery, Nicole, 74
Moore, Don, 120
Motion, 133–134
Multitasking, 132–133
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Nespresso, 42–43
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Networking events, 117–118
“Neuro-engagement,” 178
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Neurological iconic signatures (NISs), 52
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Neuroplasticity, 55–57
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Online retailers, 30. See also Internet
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Overstock.com, 253
Ownership, 231, 256–257
Oxytocin, 110, 114

Packard, Vance, 58
Pain, buying, see Buying pain
Pain avoidance, 8
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Parthenon, 247
Passion brands, 63–64
Pavlov, Ivan, 57
Peck, Joann, 231, 256
Pepsi, 53–54, 67, 200
Percentages, 163–165
Per-item pricing, 7, 193
Perot, Ross, 239, 240

Personalization, 148–150, 201–203
Photo business cards, 95
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of attractive people, 89–93, 
220–221

of babies, 86–88, 144–146
focusing eyes on, 87–88
increasing empathy with, 94–95
sexy, 91–93

Pradeep, A. K., 52, 255
Preconscious mind, see Subconscious 

mind
Predictably Irrational (Ariely), xvii, 13, 23, 

166, 167
Premium pricing, 15
Price and product brainfluence, 3–31

anchor prices in, 12–16
and buying pain, 4–6, 12
cutting choices for, 28–31
with decoy products, 22–28
and discounts, 17–19
with high-end products, 26–28
precision in, 20–22
pricing models, 7–8
role of priming in, 9–11

Pricing:
models for, 7–8
per-item, 7, 193
precision in, 20–22

Priming:
by order, 239
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romantic, 213–214, 217–219
subliminal, 238–239

Pringle, Hamish, 59, 242
Print media, 71–83

expressing emotion with, 72–74
font effects for, 71, 77–83
and memory, 74–75
need for, 71
weight of, 76–77

Procter & Gamble, 29
Product(s). See also Price and product 

brainfluence
decoy, 22–28
familiarity with, 13–14
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