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 “ 
The relationship between what a business does and says in winning trust is 

complex – if you want to understand it better then read this book.

RORY SUTHERLAND, VICE-CHAIRMAN, OGILVY GROUP UK

 “ 
Why should anyone buy this book? Simple, Basini is one of the few marketing 

thinkers who genuinely challenges the status quo. His ideas on trust, on brands 

and on the future challenges for marketing will change the way you do business.

MARK RITSON, ASSOCIATE PROFESSOR OF MARKETING, MELBOURNE BUSINESS 

SCHOOL

 “ 
There is perhaps nothing more important to a brand than to win the trust of 

customers; but  this is increasingly difficult to achieve and sustain. 

Sincere, meaningful and humble focus on the customer is crucial to building trust 

and yet so many businesses fail to deliver this. Why Should Anyone Buy from You? is 

a thoughtful, engaging and often challenging exploration of trust in brands today.

NIGEL GILBERT, CHIEF MARKETING OFFICE, VIRGIN MEDIA

 “ 
Drawing on the author’s deep appreciation of the subject, this book cuts to 

the heart of the brand relationship – trust – in a refreshing and eminently readable 

manner.

MIKE HUGHES, DIRECTOR GENERAL, INCORPORATED SOCIETY OF BRITISH 

ADVERTISERS
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