
Index

3M 340
15 (Jamie Oliver’s) restaurant 239–241
80:20 rule 166

AAAA (American Association of 
Advertising Agencies), Account 
Planning Conference 299

A/not-A logic 91
accident avoidance behaviour 71
action, rather than talk 257, 348
Adams, Douglas 176, 219
African cultures, mass behaviour 9
African National Congress, Youth 

League, policy statement 87, 92–3
AIDA (awareness–interest–desire–

action) model of behaviour 72
airline loyalty cards 166
akrasia (‘weakness of will’) 256
alertness to danger 34
Alexander, Whit 251
Allport, Floyd H. 104
Allport, Gordon W. 104, 171
alternative medicine 46
altruism 30
‘Amarillo’ song

armed forces versions 298
at AAAA co-creativity session 299

Note: illustrations are indicated by italic page numbers, endnotes by suffi x ‘n’

as example of co-creativity 300
Peter Kay’s version 296
value-chain analysis 302, 303

American Psychiatric Association, on 
memory recovery 67

Anglo-Saxon approach to human 
behaviour 89, 95

apartheid system (South Africa) 
174–5

apes
closeness to humans as species 32
humans as successful 31–2
naked, humans as 35–6
social behaviour 34–5
in suits 219
see also chimpanzees; orang-utans

Apple Computers 231, 252–3, 319
approximateness of day-to-day 

thinking 69, 82
Arctic Monkeys 13, 191–3

awards 191
background 192
lessons to be learnt from success 

196
performances 192–3
reaction of music industry 195–6
recordings 192, 194
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US reaction 193, 206
word of mouth recommendation 

192, 196–7, 207, 215
ARM Holdings 344
Arntz, Klaus 276
Asch, Solomon 157, 171

conformity research 157
Asperger, Hans 47
Atkin, Douglas 98, 231
attachment theory 10, 41–2
attention, ways of getting 177, 230, 

269, 270
attitude change (to match behaviour) 

72–3
attitudinal surveys 105
audience interaction 155, 163
autism 47–50

characteristics 48, 49, 68
as defence mechanism 49
diagnosis 47
EEG mu wave patterns 49
mirror neuron explanation 49
MMR vaccine and 212

automobile see car  .  .  .
Axelrod, Robert 53
axolotl (water salamander) 36, 37

B2B (business-to-business) 
marketing 201

word of mouth used 201, 202
B2C communication 363
Babelfi sh 219
Ball, Phillip 135
Barbarians vs. All Blacks match 327
Barr Gazetas (architects) 129
Bateman, Melissa 29
Bates Dorland agency 316
beauty industry, criticism of 273, 275, 

278
Bedbury, Scott 250
Beer, Mary 322
behavioural markets 145–6
belief 16, 227–58

acting on 254–6, 365
questions for marketing 258
see also personal beliefs

belief-led businesses 233
examples 233–47, 248–53, 264, 269
implication(s) 365
misunderstanding of how they work 

267
performance compared with other 

companies 247–8
practical advice 254–6, 281
reasons for success 232

believers/fence-sitters/resisters model 
342–3

benchmarking 281
Berlin, Sir Isaiah 75
Bernays, Edward 101
betting markets 106
‘bigger boys made me do it’ excuse 5
binge drinking project 322
bipedalism

disadvantages 36
supposed advantages 39

Blackmore, Susan 74, 76
Blades, Fiona 181
Blair, Tony 132
blogging 346
Bloom, Jonah 197
BLTT (big long-term trend) 4
Blue Ocean Strategy (book) 282
BMW drivers 118, 130
board games industry 250–2
body language 46
Body Shop 249
Boeing World Design Team 314
boids (computer simulation) 125
Bolan, Marc 3, 4
bonobo (pygmy chimp) 32, 35
Boulton, Matthew 307
Bowlby, John 11, 42
BP 284–6

environmental lobby and 286
rebranding exercise 285

brain
energy requirements 39
factors affecting size 39–40
readiness potential 74

brainwashing 156
conformity and 160
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brand, meaning of term 264
brand-babble 263, 279, 283
Bratton, William 134
‘broken windows’ theory 

(of crime) 133–4, 343
applications 133–4, 142–3

Broomhall, Clive 39
Brown, Derren [illusionist] 159
Browne, Lord (John) 284, 285, 286
Bryant, Andy 321, 349
BT 283
Buddhist teaching 350
Built to Last (book) 248, 341
built-to-last approach to clothing 236
Bullmore, Jeremy 202
Burdett, Richard 243
Bush, George W. 109
buzz-marketing 196, 317

C2C (consumer-to-consumer) 
infl uence 155, 168

implication(s) 361
Internet used 168
measurement of 222

C2C (consumer-to-consumer) 
interactions, value creation 
through 303

C4 Creative 231
Cachelogic, on peer-to-peer 

networking 168
Cadbury Schweppes 267
Campbell, Colin 176
Campbell, Michael 156
candy bar manufacture, value-chain 

analysis 301, 302–3
Cap Gemini study (on car purchasing) 

199
car driving example 71
car purchase, infl uences on 198–9, 

201, 268
Cardigan Bay 234

see also howies (clothing company)
celebrity gossip 108
celebrity marketing 170
cell phones see mobile phones
‘cellotaphs’ (fl oral memorials) 2, 6, 162

Chabris, Christopher 68, 69
Chadwick, Simon 197, 203
Chalmers, David 75
change programmes 317–19

co-creativity and 317–18, 319
change spotting 72, 154
Channel 4, inhouse communications 

agency 242
channel tunnel vision 167
charismatic leaders 341
charity sector, use of database 

marketing 164
charity telethon 296
chatrooms

infi ltration by company agents 205
word-of-mouth measurement 220

chatter 215
cheaters, humans’ ability to spot 45, 

290
‘checking out’ 162
chimpanzees

author’s interest in 33
biological classifi cation 33
closeness to humans as species 30, 

35
group size 145
intelligence testing 90
as social creatures 37, 146

Chinese/Confucian culture 92
compared with Greek culture 106

Chinese medicine, view on cause of 
depression 80

Christie, Tony (singer) 296, 300
Churchill, Winston 78
Cirque du Soleil 282, 312
class system 4
Claydon Heeley Jones Mason 

agency 183
Clift, Simon 105
climate change, BP’s viewpoint 285
clothing

ecologically aware 236
infl uence of others on choice 157

Cocker, Jarvis 195
co-creative consumers 314
co-creative innovation 306
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co-creative marketing 302
Motorola 314
South African Breweries 315

co-creative networks 320
co-creativity 10, 293–324

‘Amarillo’ example 296
computer industry 304
in creativity 308–9
ideas challenged by 320
implication(s) 359
internal change programmes and 

317–18, 319
market research and 323
questions for marketing 324
in science 308
in sport 330
steam engines 285
in television industry 321
in theatrical productions 313
trust and 321

co-creator(s) 306, 322, 366
learn to be 366

cognitive behavioural therapy 79
cognitive dissonance 72
Cold War 157–8
collaboration 50, 54, 305

in economic activity 74
factors affecting 320
self-interest and 51
see also co-creativity

collective madness of crowds 101, 130
collective mind 100
collective planning (Soviet 

Russia) 334
collective prediction, compared with 

opinion polls 105–6
Collin, Will 247
Collins, Michael 248, 315
Comic Relief 2005, Peter Kay’s video 

296
communications

as action 364
as data transmission 200, 354
funnelling effect 179
implication(s) 359
Milgram’s research 179
word of mouth 181

communism, jokes about 344
complexity

meaning of term 126
as way of seeing the world 123

complicated, meaning of term 123
computer games, co-created 305
computer industry, co-creativity 

in 304
Conan Doyle, Sir Arthur 61
conformity

application 166
brainwashing and 156
research 156–8, 171–4

connectedness 179
consciousness

illusion of 74–5
neural correlates 76

conspiracy theories 211, 289
consumer advocates 204
consumer concept 360
consumer tribal behaviour 97
consumers, customers as 175
continuous consciousness 12, 74–5
control

illusion of 349
surrendering 324, 352

Cooke, Viki 181
copying behaviour 41
Corner, I. 317
Cornish mines, engines 307
Cosmides, Leda 44, 290
Cova, Bernard 95
CPM (critical path method) 335
Cranium, Inc. 260
creativity 320

as joint effort 320
see also co-creativity

credibility through repetition 214
Crick, Sir Francis 76
crime

Campbell–Ormerod theory 136
causes 138
punishment and 138, 138
reduction in New York 138
social deprivation and 138, 138

‘crims’/‘saints’/‘fl oaters’ model 137, 347
crisis
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as impetus to change 343
innovation and 324

CRM (customer relationship 
marketing) 8, 151

implementation of 317
Crohn’s disease, causes 211
cross-cultural studies 9, 89, 102
crowd behaviour 100–1

at gigs/theatres 192
as collective madness 103, 130, 155

crowd psychology 99
crowds, diffi dence of British 154
cruelty, as norm 171, 174
cult brands 98
Curtis, Richard 194, 296
customer–customer word of mouth

importance of 220
measurement of 221–4

customers
as consumers 169
most valuable 170
as purpose of business 220
usefulness to 150

‘cutaneous rabbit’ 77
cyborg 29
cynicism 287–8

on BP’s environmental agenda 287
origin of term 288–9
reasons for 288

Dapretto, Mirella 49
data transmission, communications 

as 200, 363
database marketing 164

use by charity sector 165
Davenport brothers [illusionists] 61
Davies, Russell, xii–xiv 200, 268–9, 

270
de Laliberte, Guy 312–13
de Waal, Frans 34, 45
decision making (before action) 73, 

81
decision markets 107–8
DecisionWatch 182

examples of use 162–3
learning from 182

depression 78

causes 78–9
incidence 79, 80
as social malfunction 80
treatments 79–81

Descartes 12, 65
Diamond, Jared 33
Diana, Princess of Wales 5
Dichter, Ernst 12
difference between people 175–6
Diogenes 289
Dircks, Henry 62, 63
direct marketing, use by charity sector 

165
distributed intelligence 125–6, 366
distributed memory

group 43
individual 65–7

do-rethink-believe loop 73
dog

behavioural characteristics 38
as (original) Cynics’ symbol 289

Domino Records 193
Dove product range (Unilever)

‘campaign for real beauty’ 275–7
mission for brand 272–3
rebranding of 271–9

Dove Self-Esteem Fund 278
Doyle, Peter 170
Dunbar, Robin 39, 46, 77, 209
Durkheim, Emile 103
Dury, Ian 254, 281

early adopters 175
in crowds 154

early development, effect of other 
people 41–2

early social interaction, effect on later 
behaviour 11, 42–3

eating disorders, in UK 278
ecological awareness, clothing 

company 236, 239
economic activity, collaboration and 

56–7
Edelman’s trust barometer 200, 201, 

216, 232
education, different from propaganda 

101
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EEG (electroencephalogram), mu wave 
pattern 49

egomania/egotism 153
dismantling 169

Ehrenberg, Andrew 7, 73
Eichmann, Adolf 171
Electronic Arts Games 305
Emerson, Ralph Waldo 99
emotion-driven thinking 70
empathy 45–6
emulation strategy 41
endogenous (naturally arising/

system-generated) 
word-of-mouth 189, 206, 215, 
225, 364

Enron 247
Enterprise Oil offi ces (Aberdeen) 

129
Enterprise Rent-a-car, customer 

satisfaction data 222
environmental lobby, views about BP 

286
epidemiology metaphor 133, 135
equilibrium states (in physics) 135

similarity in crime-effect 
relationships 136, 138

Erdos number 179
Eternal Sunshine of the Spotless Mind 

(movie) 66
European system of logic 91
evidence-based thinking 308, 358
Exactitudes project 29
exogenous (marketing-stimulated) 

word-of-mouth 189, 206, 215, 225, 
364

expert opinion 106–8
Exxon Mobil 287
‘eyes’ picture, effect on honesty 30

factories, advert-making 242
false memories 66–8
Farr, Robert 103
fashion, infl uence of others on choice 

162
Fehr, Ernst 54
feminization of Britain 4
Festinger, Leo 72

fi ckle consumers 176
fi lm industry, use of word of mouth 

204
fi re, as symbol 261–2
fi re of belief 262–4

lighting/relighting 16, 259–91
questions for marketers 291

fi rming cream, product launch of Dove 
range 273–4

fl oating voters 137, 343
discouragement of 143

fl ocking behaviour, birds 125
Flood, Merrill 51
focus groups 11–12

Chinese/Thai consumers 92
consumer-to-consumer interaction 

in 146
criticisms 199, 269, 322

Fogassi, Leonardo 44
football crowds

‘Mexican wave’ 126–7
singing 14, 44–5

force-for-good collectives/communities 
21–4, 28

Fox, Kate 131
fractal mathematics 124
Frankl, Victor 233, 289
Fraser, Lorraine 213
Freud, Sigmund 10, 42, 101, 156, 

309
Frost, Robert 295

Galbraith, J.K. 310
Gallup, George 105
game theory 51–2
Gandhi, Mahatma 23
Gantt charts 335
Gardner, Howard 309
Geachter, Simon 54
genetic similarities, chimpanzees and 

humans 32–33
Gilbreth, Frank 335
Gilbreth, Lillian 335
Girls Intelligence Agency 205
Giuliani, Rudy (Mayor of New York) 

135
Gladwell, Malcolm 133, 135, 179
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global warming, BP’s viewpoint 284–5
Godes, David 220
Godin, Seth 168
Goebbels, Joseph 101
Golden, Hyman 264
Goodyear Tyre 155
Google, new products 340–1
‘Gorillas in Our Midst’ study 68
gossip 47, 108, 215, 344
government policy, reporting on 7
Graham, Alex 321
Graham, Martha (dancer) 309
Graham, Tessa 229
Grandin, Temple 68
Greek culture, compared with 

Chinese/Confucian culture 91–2
Greenfi eld, Susan 76
Greenpeace 286
Griffi ths, John 322–3
grooming

human verbal communication as 
208–9

language skills evolving through 46, 
209

social relations and 34, 208, 209
group think 101
guerilla gardening movement 26
Gunn, David 133

Handy, Charles 257
happiness, factors affecting 42–3, 108
Harlow, John 242–3
Hawthorne effect 318–19, 336
heart-transplant patients 76
Helbeing, Dirk 127
herd marketing principles 15–17, 

113–352
belief 16, 227–58
co-creativity 17, 293–324
infl uence 14–16, 151–87
interaction 15, 16, 115–49
letting go 17, 325–53
(re)lighting the fi re 16, 259–91
us-talk/word-of-mouth 

communications 16, 189–226
herd theory 9, 14, 16

evidence for 14, 16, 19–112

Hieatt, David and Claire 235–9, 
257

Hillier, Bill 128
Hitler, Adolf 101
HMV (music retailer) 195
Hobbes, Thomas 51
Hoffman, Bob 94
Honda, Soichiro 269
Honda UK 267–70, 279, 280
honesty, factors affecting 30
how? questions 13, 360–2
howies (clothing company) 234–9

ecological awareness 236, 239–40
passion 236–7
quality 235–6

HR departments 317, 336–7
Human Relations movement 336
Humphrey, Nick 90

‘I’
ideology 103
illusion of 59–83
and ‘the Other’ 10–11
politics of 100
research 105
vs. ‘Us’ 85–111

‘I saw this and I thought of you’ 
(Royal Mail) campaign 
315–17

ideology, defi nition 103
IKEA 249–50
illusion

of consciousness 75–8
of control 348–9
of ‘I’ 59–83
of volition 74, 81

illusionists 61, 159–60
iMac 253
image ‘change’ 282–4
imitation strategy 42
inattentional blindness 69
Indian restaurants 24, 131
individualism

growth in 26
implication(s) 360
Protestantism/Reformation rooted 

in 103
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individualists
Anglo-Saxon 89, 103
interaction with others 11

individuals, unreliability as witnesses 
of mass behaviour 360

infant mutation theory 39
infantile characteristics 36–9

evolutionary advantages 39
infl uence 15, 16, 151–87

compared with persuasion 151, 
187

implication(s) 362
questions for marketing 187

infl uence diagram/map 183
infl uencers

car purchase 183
types 182

infl uentials (people) 176–8, 347, 
362

information-storage/-retrieval system, 
memory as 13, 65

‘injection’ experiment 158–9
innovation 319–20, 340

crisis and 344
instinctive (belief-based) marketing 

229–30
principles 231

Integration IMC 203
intellectual analysis, compared with 

belief 255–6
intelligence tests 89
interaction 15, 115–49

in early life/developing years 10, 
42–3

implications 147–9, 361
mirror neurons and 44, 131
numbers 130
tacit 338–9
in urinal use 119–21

‘interaction’ businesses 337
interactional jobs 337–8
interactive animals 124
interactive humans 125–6
interdependence of humans 9, 336
interesting businesses 220, 227, 365
internal change programmes, 

co-creativity and 317–18, 319

international trade 56–7
Internet 168–9

chatrooms 205, 221
fi lm reviews 204
marketers’ views 27–8, 168
medical information available 303
music downloading from 192, 194, 

379n6/1
music industry’s attitude 195, 

379n6/1
intuitive thinking 69, 82, 122
Iowa electronic markets 106
iPod 8, 253, 319
IT departments 317
IT support 339
Ives, Jonathon 253

Jackie Cooper PR 182
James, Carwyn 330–2
James, William 357–8
Japanese companies, management style 

341
Jobs, Steve 252, 319
Johnson, Olivia 271
Join-me collective/movement 24–5
jokes 344–6

epidemiological/political studies 346
jumbo jet, complicated nature of 123

Kahnemann, Daniel 69, 70, 71, 122
Kamprad, Ingvar 249
Kane, Pat 309
Kanner, Leo 47
Karma-army 25
Katz, E. 199
Kaufman, Wendy (‘the Snapple Lady’) 

265, 266
Kay, Peter 295–6, 299–30

‘Amarillo’ song/video 296–7
at Live 8 concert 298

Keller, Ed 176, 177, 197, 198, 202, 203, 
347

Kelling, George L. 133
Kim, W. Chan 282
Kipling, Rudyard 99
Knight, Phil 250
Kuhn, Thomas 308, 358
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Lagnado, Silvia 273, 276
Laing, R.D. 80
language skills, origins 46, 209
Latin model of society 95
Lazarsfeld, P.F. 199
‘lazy minds’ view 69–71
Le Bon, Gustave 100, 130
lecture theatre, mass behaviour in 

121
letting go 16, 325–51, 366

implication(s) 366
questions for marketing 350

Lewis, Dennis 274
Libet, Benjamin 74
Libet test 74
lighting/relighting the fi re of belief 16, 

259–91
questions for marketers 291

line-of-sight considerations 128
Linux operating system 304
Littlewood, Joan 313
Live 8 charity concert 298
logo rebadging 283
loneliness 109

managers 332
loyalty cards 166
loyalty metrics 220, 221

McCarthyite ‘witch hunts’ 156
machine, company as 332
McKenna, Regis 283
McKinsey

on benchmarking 281
on co-creative networks 320, 322
on tacit interactions 339
on word of mouth 199

Macmillan theory of mass behaviour 
3

McNaughton, John 283
majority view 158
mall-rat massacre 90
management, end of 349, 366
management style, purpose-driven 

businesses 341
managers, loneliness of 332
Mandela, Nelson 9, 93
Mandelbrot, Benoit 124

market research
co-creativity and 322–3
individualistic basis 12, 105

markets
behavioural 145–6
demand-side approach 146
interaction and 143

Marky Mark and the Big Shorts 153
infl uence on audience 163

Marsden, Paul 223
Marsh, Arnold 264
Marsh, Leonard 264
mass behaviour

as collective madness 100, 130
complexity 122
diffi culty of changing 7–8
F.H. Allport’s model 104
Macmillan model 5
main factor affecting 5, 118, 124, 

130
Schelling’s model 119, 121

mass-customization 27
mass psychology 156
mathematical power law 167
Mauborgne, R. 282
Mayo, Elton 335
mayonnaise 123, 377n4/3
Mayzlin, Dina 220
Mbeki, Thabo 10, 93
measles

increase in infections 214
see also MMR vaccine

media costs 197
MediaEdge, CIA data 199, 202, 203
medical information, availability 

303
Mediterranean culture 96
meetings 310–2

co-creativity in 313
combative nature of 310
lack of interaction in 155
social interaction in 219

‘memetic’ creativity 316
memory

effect of act of remembering on 67
recovery techniques 67
unreliability 13, 65, 81
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Mercedes car(s), purchasing infl uences 
182–83

mergers and acquisitions
failures 264–7
long-term effects 7
reasons for 264

‘metamessage’ 274
metastable states (in physics) 135–6

similarity in crime-effect 
relationships 138, 138

metrics 223
‘Mexican wave’ 126–7

applications
public/urban space 

planning 128–9
traffi c fl ow systems 127–8

micromanaging 334
micromotives, mass behaviour affected 

by 121
Microsoft, communication(s) from 201
MICs (most infl uential customers) 362
Milgram, Stanley 11, 171

communications research 180
obedience research 157
punishment research 171–174

military training, purpose 174
Mill, John Stuart 100, 191
Miller, Alice 11, 42, 79
mirror neurons 44, 131

malfunctioning in autism 49
‘mission, vision, values’ statement 263
mistrust in authority 200, 215, 303
MMR (measles/mumps/rubella) 

vaccination
drop in uptake 214
effects 211–13
journalists’ response 213
scare stories about 211–13
Wakefi eld study 211–12

mob rule/thinking 99, 139–43
mobile phones 168

see also Motorola; Nokia; SMS text 
messaging

MOD (Ministry of Defence), computer 
system crash 298

Moore, Alan 98
Morgan, Adam 255
Morgan, Cliff 327

Morris, Desmond 33, 36, 208
Morrison, Blake 4
mother–child interaction 36
Motorola 314, 344
music industry 191–3

attitude to Internet 195, 379n6/1
reaction to Arctic Monkeys 195–6
way of operating 193–5

MVC (most valuable customer) 170, 
362

MySpace website 169

Nagel, Thomas 76
naked apes

humans as 35–6
reasons for nakedness 35–9

Naked Chef TV series 240
Naked (media business) 242–3
Narnia tales (C.S. Lewis) 31
naturally infl uential people 176–7
negativity, in online 

environments 345
neophilia (love of new things) 175
neotenic mutation 36–7
net recommendation score 222–3
neuromarketing 12
New York

crime rate 133–5
subway system 134–5

Newton, Sir Isaac 123, 308
Newtonian model 123
Nike 250
Nisbett, Richard 10–11, 90–2, 103
Nokia 340
normative view 158
novelty, susceptibility to 176
nucleation 135

objective setting, as confl ict 341
Ocean’s 11 (dream team) 

approach 321–2
offi ce design 129
Ogilvy, David 177
Ogilvy agency

Dove rebranding campaign 272–7
IBM adverts 201, 202
South African Breweries campaign 

315
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Oldridge, Mark 176
Oliver, Jamie 239–41

restaurants 239–40
school meals campaign 240
TV shows 239, 240

One-Number theory 221–4
challenges 223

one-to-one marketing
obsession with 148
see also WoM (word of mouth)

one-to-one relationships 27
online bulletin boards, gossip and 

jokes on 346
open-air market, interaction of 

humans in 126
‘open-source’ research 179, 323
open-source software development 

304, 305, 320
Opinion Leader Research 178, 179, 

323
opinion polls

compared with collective 
prediction 106–7

individualism as basis 104–5
orang-utans 42
organic cotton jeans and t-shirts 236, 

239
organism, business as 339
organogram 346
oriental cultures, mass behaviour 

10–11
Ormerod, Paul 135, 136
Osho/Rajneesh 309
‘Others’/other people

development infl uenced by 41–2
interaction with 11, 12

oversupply situation, how to get 
attention in 230, 270, 271

pair bonding 36
reasons for 41

paradigm 308, 358
parallel lines experiment 157–8
Pareto’s law 166, 167
paths in a square 126
Paulos, John Allen 70
paying people to talk about you 

219

peace and reconciliation, in South 
Africa 10, 93–4

peer pressure 102, 162
peer review 308
peer-to-peer communications/

networking 
168–9

growth in 168, 215
peer-to-peer infl uence 155
peer-to-peer value-exchange 302–3
Pepper, John Henry 62–3
Pepper’s ghost 62–3
person-to-person infl uence 164, 167
personal belief 16, 255

expression of 255
personal beliefs, businesses based 

on 231, 247
Apple Computers 231, 252–3
Cranium, Inc. 251–2
Honda 267–9
howies (clothing company) 235–6, 

238–9
IKEA 249–50
Jamie Oliver 239, 241
Naked media company 242
Nike 250
performance compared with other 

companies 248–9
Snapple soft-drinks company 264

persuasion, compared with 
infl uence 151, 187

PERT 335
phantom limb syndrome 77
phase transitions 135–6

similarity in crime-effect 
relationships 137, 138

Phillips, Melanie 213
Phillips, Stephen 184, 186
Phoenix Nights (TV series) 296–7
physical contact

effects 45
rules governing 132

Pictionary game 250
Pinker, Stephen 1, 8, 14, 64, 100, 

209
placebo effect 160

Asian viewpoint 160
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Pledgebank 29
Poland 345
politics of ‘I’ 100
Popbitch website 108
population growth of humans 31
Porras, Jerry 248, 249, 340
PortalPlayer 319
postmodern tribes, compared with 

traditional tribes 97
The Power of Dreams programme 

(Honda) 269, 270
‘practice’ networks 319, 320
The Pragmatics of Human 

Communication 284
Prahalad, C.K. 303
predictive research 106
prisoner’s dilemma game 51–2

co-operative approach 54
collaborative strategies 54
tit-for-tat strategy 53–4

pristinians 176
‘process’ networks 319, 320
promoters vs. detractors score 222–4
propaganda, different from 

education 101
prospect psychology 143
Protestantism, individualism and 103
Prozac, clinical trials 80
pub test 197
public opinion, F.H. Allport’s model 

104
public opinion polls/surveys 104–5

on word of mouth 199
public relations 101
public sector, co-creative approach 

used by 323
public/urban space planning 128–9
punishment

crime rate affected by 133, 136, 137
research on 170–3
separation from peers 35

purpose-driven businesses
performance compared with other 

companies 248–9
see also belief-led businesses

pygmy chimp (bonobo) 32, 35
pygmy thinking 255

Quaker 265
acquisition of Snapple soft-drinks 

company by 265–6
quality, as company belief 235–6

‘rainbow nation’ (South Africa) 95
Ramachandran, Vilayanur 49
Rankin (fashion photographer) 274, 

278
Rappaport, Anatol 53
real-world word of mouth 219–20
reassurer, as infl uencer 183
rebadging 283
rebranding

BP 285
Dove personal products 

(Unilever) 247–77
Honda UK 267–8

recommendation score, as the one 
number/metric 222

reconciliation
in South Africa 159, 281
stages 94

recontextualization, of Honda UK 
269

record industry, way of operating 193
Red Bee Media 321
refl exive-apology rule 131
Reichheld, Frederick 221

net recommendation score 222
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‘six degrees of separation’ 179
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response to in riot situations 143
Sydney beach riots 115
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van Schaik, Carel 42
Versluis, Arie 29
vestal virgins 262
Victorian era 61–3
violence

chimpanzees 33
humans 30–34

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



 I N D E X  399

visual information, processing by brain 
68
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‘we-species’

evidence for 14, 39, 90
examples 74, 76

Wegner, Daniel 74, 77
Weiden & Kennedy 201, 268
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wolves, role in human cultures 

89
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infl uences 198, 204, 361
not additive activity 210
questions for marketing 225
traditional marketing reaction to 

196
WOMMA (Word of Mouth Marketing 

Association) 197
Woodruffe, Simon 229
Woolf, Arthur 307
word of mouth marketing 10, 197

relative unimportance of 181
see also WoM

Worldcom 288

YouTube website 168
Yttenbroek, Elly 29

zero budget game 284
Zimbardo, Phil 171

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


