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A. Chakravarti, M. Thomas: Why People (Donrsquo;t) Buy: The Go and Stop Signals before purchasing it in
order to gage whether or not it would be worth my time, and al praised Why People (Donrsquo;t) Buy: The Go and
Stop Signals:

1 of 1 people found the following review helpful. Fascinating Insights and Case StudiesBy MMarcusWhy People
(Don't) Buy contains some fascinating insights and case studies for anyone interested or working in marketing,
consumer behavior or psychology. | found the results of the case studies centered on consumer incentives and
consumer perception to be quite surprising at first until | read further into the go and stop signal's described. The book


http://f3db.com/pub/links.php?id=B00XK54CBU

uses the Go-Stop Signal framework to challenge readers to dive deeper into promotions, programs, branding and other
activities brands, marketers and companies employ and identify pros and cons of what often look like "slam dunks"' on
the surface but can easily backfire.1 of 1 people found the following review helpful. Engaging read with actionable
takeawaysBy MLA fantastic read which includes many important actionabl e insights that a marketer is able to adapt to
whatever industry he/she worksin. There are anumber of interesting case studies that help to illustrate how consumers
react to very specific situations and stimuli. The PTL (Predict-Test-Learn) framework was particularly helpful for me
asit details low-cost/low-risk ways that an organization can experiment and adjust based on observed consumer
behavior.1 of 1 people found the following review helpful. A must-read for marketersBy Customer| read this book for
a strategic marketing classin an MBA curriculum and it has proven to be one of the most useful marketing references
that Irsquo;ve come across. Chakravarti and Thomas present simple, yet extremely useful frameworksto help
marketers across industries make better business decisions. Thiswell written book is afast and enjoyable read from
which all marketers could benefit.

Full of practical diagrams and maps, as well asinternational case studies, this book offers a unique and extensively-
tested 'GO-STOP Signal Framework', which allows managers to better understand why consumers are not buying their
products and what can be done to put thisright.

'Chakravarti and Thomas offer a thoroughly modern view of consumer decision-making, grounded in persuasive
behavioral research and laden with practical, game-changing insights. Their 'GO-STOP Signal' Framework offers a
fresh take on consumers and is a powerful and versatile tool to help marketers make fundamentally better decisions.' -
Kevin Lane Keller, Professor of Marketing at Tuck School of Business at Dartmouth College; Branding Guru; author
of the bestselling book Strategic Brand Management'Chakravarti and Thomas breathe new life into what was once
considered the oxymoronic phrase, 'marketing science. Building on the venerable approach-avoidance tradition in
behavioral science, their 'GO-STOP Signal' Framework sheds new light on why certain strategies work while others
generally fail. Thisbook will be abig hit with both practicing professionals and studentsin MBA classrooms.' -Rabert
H. Frank, Professor of Management and Economics at Johnson Graduate School of Management, Cornell University;
author of the award-winning book The Darwin Economy'A smart, entertaining, and practical read that opens up big
new insights about consumer behavior.' -Adam Grant, Wharton professor; New Y ork Times bestselling author of Give
and Take'Understanding your customersisvital to any business. But gaining that understanding is often harder than it
looks. Why People (Don't) Buy provides a step-by-step guide to consumer insight. Filled with engaging stories and
surprising findings, it provides a handy framework for why people do what they do, and how you can use that
information to be more effective.' -Jonah Berger, Wharton Professor; New Y ork Times bestselling author of
Contagious: Why Things Catch On'Why People (Don't) Buy is an engaging compendium of smart, down-to-earth
advice for marketers who seek to understand why their customers sometimes do (and sometimes don't) buy.
Chakravarti and Thomas take their readers on an entertaining journey through many of the marketing world's most
insightful and important studies. This book is a'must-read' if you've ever wondered why $2.99 seems like afar better
deal than $3.00, why people pay a premium for tiny 100 calorie snack packs, and why the same wine tastes better at
$50 a bottle than $10 a bottle.' -Adam Alter, Associate Professor of Marketing at NY U Stern School of Business; New
Y ork Times bestselling author of Drunk Tank Pink About the AuthorAmitav Chakravarti is Professor of Marketing at
the Department of Management, London School of Economics and Political Science, and wrote part of the book when
visiting the Sloan School of Management, MIT. Currently heis on the faculty of University of California, Riverside.
Prior to his appointment at L SE, he was an Associate Professor at the Stern School of Business, New Y ork University.
He received his PhD from the University of Florida (Go Gators!) and his research has been published in leading
journalslike Journal of Marketing Research, Journal of Consumer Research, Journal of Consumer Psychology, and
Journal of Experimental Psychology: Learning, Memory, and Cognition. He was awarded the Google-WPP Marketing
Research Award and the Marketing Science Institute (MSl) Y oung Scholar Award, and named among the "Top 10'
instructors at the Department of Management, L SE. Chakravarti spends alot of histime in the concrete jungles of
New York City, but still misses his childhood days growing up near a Rhino reserve.Manoj Thomas is Associate
Professor of Marketing and Director of Business Simulation Lab at the Samuel Curtis Johnson Graduate School of
Management at Cornell University. He trains MBA students and executives to identify and test powerful consumer
insights. Thomas has received the Apple Award for Excellence in Teaching. He holds a PhD in marketing from the
Stern School of Business at New Y ork University. His specialization is consumer psychology. His research has been
published in the Journal of Consumer Research, the Journal of Marketing Research, Marketing Science and
Psychological Science. Thomas has received several research fellowships, has been nominated an MSI Y oung Scholar,
and is an Associate Editor for the Journal of Consumer Psychology. Helivesin theidyllic town of Ithaca, NY with his
charming wife and two sons.



