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D. Forbes: The Science of Why: Decoding Human Mativation and Transforming Marketing Strategy before
purchasing it in order to gage whether or not it would be worth my time, and al praised The Science of Why:
Decoding Human Motivation and Transforming Marketing Strategy:

1 of 1 people found the following review helpful. Great tool for marketersto learn how to better know their
consumers, but needs editing.By Hall WaysThe emotional drives that are fueled by how people want to think and feel


http://f3db.com/pub/links.php?id=B00XK7N0Y8

about themselves are at the very heart of the forces we must persuade and sell to. -- David Forbesln The Science of
Why: Decoding Human Mativation Transforming Marketing Strategy, author David Forbes tells readers to think of the
book Idquo;as a map to guide us as we set out on the journey to discover who our consumers are and to learn why they
do what they do.rdquo; Dr. Forbes believes that emotions are at the root of consumersrsquo; nine core motivations,
which drive all consumer behavior. Further, Forbes believesif businesses can view the world from the perspective of
consumersrsquo; emotional motivations, then marketers will be able to successfully promote their products. The
Science of Why is divided into chapters which explore each of the nine motivations Dr. Forbes presentsin the
MindSight Motivational Matrix, and chapters include plenty of sidebars, plus sections titled ldquo;Consumer
Portraitsrdquo; and ldquo;Case Studiesrdquo; that apply real world examples to the concepts. Each of those chapters
concludes with aldquo; Takeawaysrdquo; section that summarizes the main points of the chapter and what the
marketer needs to remember about the consumer motivation explored within the chapter.The strength of The Science
of Why isin Dr. Forbesrsguo;s extensive knowledge of the psychology of consumer motivational behaviors and
Forbesrsquo;s own vast experience in the industry. Forbes covers everything from the great scholars of motivation
studies to the research methodol ogies used over the agesto extract what drives consumers to make their purchases.
The writing is straightforward and informal, which makes the book easy to follow and understand (while making
grammar traditionalists a little crazy). The messageis clear that in order to successfully market their products and stay
alivein an ever-changing marketplace, businesses must take the time to know their consumers. Fortunately, Forbes
provides direction and numerous specific tips and strategies for market research.Where the book needswork isin
editing. (Thisiswhy | really rate the book 3.5 stars.) Sadly, there are numerous errors in punctuation and
capitalization, along with dropped words, added words, and typos; even the jacket blurb had errors. There were
formatting inconsistencies and some illustrations that included information in afont so small it was difficult to read.
Additionally, the author has a habit of using quotation marks for emphasis ndash; the equivalent of using air quotesin
speech -- which detracts from the professionalism. These issues could easily be corrected with a thorough editing,
which one would expect with the publication coming from amajor publishing house. Dr. Forbes clearly knows his
material and is a highly educated person, but the errors chip away at the otherwise outstanding and informative
presentation of the material.The book is fascinating and spends more time on detailing the history and psychology of
human motivation than it does on addressing practical applications for the marketer. Awareness and knowledge of
what drives consumersis essentia for the marketer, and readers looking for those aspects will not be disappointed;
however, readers looking primarily for marketing strategies may be frustrated and find the level of background
explanation unnecessary. | recommend this book for marketing students and business world marketers who are
interested in learning how to better know consumers and changing the way products are promoted to meet consumer
needs.If you like thisreview, read it and many more on my blog http://kristinehallways.blogspot.com .1 of 1 people
found the following review helpful. Interesting very informative readBy CustomerWhen | picked "The Science of
Why" book, on the cover it read "Decoding Human Motivation and Transforming Marketing Strategy” and | thought
wow, aBOLD statement. As| flipped through the book statements grew even bolder.Why do consumers do what they
doWhat's really behind the choices they makeWhat moves them, what delights them, what truly fulfils them?And |
was like, really? If only it was as simple as reading book...' then, | read more about author of the book "Dr. David
Forbes' and | understood that thiswill be a priceless read. In the book "The Science of Why", you get to have
exclusive look into the minds of ‘Consumers and the desires that moves them, motivate them to do what they do.Dr.
Forbes has shared his 3 decades of experience so that readers can have insights and gain marketing edge which
directly affects ones bottom line. The book is much focused and with the help of real life examplesillustrates the point
author is making. How a person liked to be seen by others and many such emotional needs direct our daily
decisions.By being aware of such motiveswe as a buyer can make much more informed decisions, a sales rep can do
much better in his job, a marketing company can create much more appealing adverts whereas a business can create
loyal customers. Now who doesnrsquo;t want loyal customers? And if that doesn't interests you then get to know why
Americais anxious nation..." The Science of Why" isavery interesting read, every theory is backed with examples and
illustrations to get more insightful experience. | totally loved this book and for sure it deserves 4 out of 5.0 of O people
found the following review helpful. Why do | like the Budweiser commercial so much?By FrancineThe Science of
Why delves into the psychological reasons behind why different people are attracted to different advertisements and
how advertisers design the ads towards these personality types. Mr. Forbesis very knowledgeable about this subject as
he owns his own consulting firm that deals with helping advertisers understand and market their productsto
consumers. His high level of intelligence is evident throughout the book as he writes in depth about different
personality types and what these types would look for, consciously and unconsciously, in advertisements before
buying the product. It often reads like a text book and Irsquo;m sure it must be a part of the recommended reading of a
marketing course somewhere. | admit there were times my mind wandered a bit but Mr. Forbes does a good job of
pulling the reader back in with interesting side notes and, my favorite, real life examples of how certain products and
companies have used little tricks to entice different personality types to buy the product. Most of the time he
doesnrsquo;t name the company or product but itrsquo;s fun to speculate which company or product he is referencing.



Before reading this book | always thought myself to be fairly savvy at not falling for advertising Idquo;candyrdquo;
but now | realize Irsquo;ve fallen for amost all of the tricks of the trade. The Budweiser commercial gets me every
singletime and | donrsquo;t even like beer! David Forbes and this book reminds me of radio personality Terry
Orsquo;Reilly who discusses the same issues with advertising and Irsquo;m a huge fan of his so overal | found this
book to be really fascinating. | read the digital version of this book which worked well on my ereader and the cover,
although fairly plain, uses the question that plagues most of us, Why, and so caught my eye. This was an interesting
and informing read.

In this groundbreaking book, author David Forbes explains human motivation and provides ways that marketers can
effectively reach the consumer. The book uses decades of psychology research and the author's own tool, the Forbes
Matrix that identifies, organizes, and explains the nine core motivations.

'In The Science of Why, David Forbes offers a deep dive into the psychology behind consumer behavior. By
explaining the different kinds of motivation that drive purchases, he enables you to fine-tune your marketing. As a
helpful bonus the book is peppered with real-world examples of how successful marketers have used a particular
motivation.' Roger Dooley, author of Brainfluence 'Understanding ‘why people do what they do' has puzzled mankind
since the time of Socrates. Over the centuries, many, including Freud and Maslow, have furthered our understanding
of human behavior. In The Science of Why, David Forbes distills the scientific body of knowledge into nine core
motivations that drive behavior. Utilizing case studies and his experiences with the MindSight methodology, he
effectively illustrates how brands can leverage emotional insights into core motivations to engage authentically with
consumers.' LisaR. Courtade, Head, Global Customer Brand Insights, Merck Co., Inc. 'Marketing must change in light
of neuroscience, and this book is an invaluable roadmap to success in this new order.' Douglas Van Praet, Author of
Unconscious Branding: How Neuroscience Can Empower (and Inspire) Marketing ‘Thisisamust read for all
marketers. Dr. Forbes explains the psychology of how we are wired; our personalities, our intrinsic and extrinsic
motivators, and how that influences our reactions to the external world. Using his own proprietary MindSight Matrix
allows him to give real-life business applications, along with suggested marketing messages to better connect with
consumers. Dr. Forbes makes a compelling case for why better understanding human psychology will unlock true
emotional connections.' Michelle Adams, PhD, Founder of Marketing Brainology 'In today's person-centered
marketing environment, success depends on understanding the deep emotional needs in consumers lives, and then
creating and marketing brands and products that will contribute to fulfillment of those needsin atruly meaningful
way. In The Science of Why, Forbes offers a theoretically compelling, eminently practical, battle-tested, example-rich
playbook for doing just that.' Stephen D. Rappaport, Author and Marketing Consultant, Stephen D. Rappaport
Consulting LLC 'The Science of Why isamust-read for any business looking to develop products, services and
campaigns that have deep psychological appeal.' Paul Marsden, blogger Brand GeneticsAbout the AuthorDr. David
Forbes founded Forbes Consulting over 20 years ago as a strategic market research consultancy dedicated to creating
business advantage through deep psychological consumer insights. Since that time, he has built Forbes Consulting into
amajor resource for scores of corporations in the CPG, Financia Services, and Pharmaceutical industries, both
domestically and internationally (client list appended).His seminal publication on motivational theory has reshaped the
dialogue on the topic, and the work of he and his team at the Forbes Consulting Group has revolutionized the way his
clients think about their consumers, their products, and their marketing materialsleading them to create vastly more
successful products and messages targeting these new consumers.David Forbes holds a PhD in clinical and cognitive
psychology from Clark University, USA, and was a member of the faculties of Harvard Medical School Department of
Psychiatry and the Harvard Laboratory of Human Development before beginning his career as a business consul tant.
He quickly developed afollowing of clients who understood the power of emotion in driving behavior, well before
this became a topic of mainstream interest.Since that time, Dr. Forbes has received numerous awards and recognitions.
Hiswork on the MindSightreg; tool won him the Advertising Research Foundation's Great Mind Award in 2012. He
was also awarded the Brand Innovator Award at the 2012 World Brand Congress. He was afinalist for the Disruptive
Innovation Prize at the Insights Innovation Exchange 2014 Amsterdam.



