1 DISCOVERED A UNIQUE
SEQUENCE OF SIGHTS AND
SOUNDS THAT MAKES
PEOPLE BUY THINGS
THEY DON'T NEED.
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I RECOMMEND THAT
WE DESTROY ALL OF
MY LAB NOTES AND
RID THE LWIORLD OF
THIS EVIL TOOL.
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CONVEY EMOTION TO DRIVE CONSUMER RESPONSE B Rl Yo+
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Wouldn't it be great if you could make your audience do exactly what you -2 ta\ o / ——
wanted? It doesn‘t take a magic spell or class in hypnosis; all you need is a little AN i § | S—
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There’s nothing more powerful than emotional connection Understanding the basics of neuroscence and psych We process emotional responses Sx taste YAl One
S0 complex at the root of humanity, it drives the thoughts thought gives marketers an advantage m buiding strong making emotional judgments before drawing logwcal
and actions that define us customer relationshaps
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EMOTIONALLY BASED CAMPAIGNS SEE HIGHER PROFIT
GAINS THAN ONES APPEALING TO RATIONAL THOUGHT

' RATIONAL 25% ‘ COMBINED

The Buman Brasn makes 0600t 10,000 DECISIONS PER DAY
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900/ OF THOSE DECISIONS ARE ' TR0 m " 4 &
ENAOR DR CONRIONELY: HAPPINESS J&" SADNESS FEAR/SURPRISE ~ ANGER/DISGUST
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With the majonty of our decisions made outside conscious MAKES US WANT r . HELPS US CONNECTY MAKES US DESPERATE mmm. 2 2
thought, consumers often aren’t even aware of their thoughts or Y TO SHARE AND EMPATHIZE FOR SOMETHING TO STUBBORN ) : By ehOting an emotional response, you can build 3 strong
feelings toward certan brands CLING TO COnNeCHION with y pudhence, with iMmpressnve resuits
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MOST EFFECTIVE EMOTIONAL TRIGGERS
AN BE IND ATIVE :
TRUST ‘(.‘v'(' FEAR ’ = = —— —r r ===
E | -
FALU OMPETITION
VA ¢ b MPE N ® you Jerstand v f target aude - p st NSOOUS
BELONGING TIME . NG emot » ) 4 )
WOIE B > Q¢ N ¢
INSTANT GRATIFICATION CONUMeT interaction with your brand. ultimately amplity ale
As science rapidly progresses, however, we now have a better LEADERSHIP
understanding of how emotion affects consumerns’ reactions to TREND-SETTING
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Campaign
Effectiveness

26%
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% Reporting very large profit gains

Emotional Combined Rational



1™ ON MY LAY
TO A MEETING WITH

A PROSPECTIVE
CUSTOMER.

Dibart com DvbertCaroonisiffgrail com

WE HAVE SUCH
A LOMNG SALES

GESTATION PERIOD
THAT THE VALUE OF
MY EFFORTS WONT
BE KNOWJN FOR TWO
YEARS.
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JUST REMEMBER THAT
CPTIMISM LOOKS
EXACTLY LIKE DOING
NMOTHING.

X




HOW TO SELL ANYTHING




Trust Me,
I'min




THE GREAT TRUST SHIFT:
FROM INSTITUTIONS TO INDIVIDUALS

INSTITUTIONAL TRUST PEER TRUST
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RECRU'"NG AT RECRUITING CONSISTENTLY
"INTHE COMPANY GREAT SALES TEAMS

SG Partners



