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CRITICAL PERSUASION OBJECTIVES...

Can | persuade

® j
Can | persuade my E allies to
enemies to surrender? -5 ‘ Increase their
S “ support?

Can | persuade
recruits to join

Can | persuade young the fight?
e fight:

people
to not join terrorist
groups?
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-.BUT PERSUASION IS CHALLENGING BECAUSE

~1T°S COMPLICATED
480,000+ 70,000+ 188
Research Papers Books Biases



COGNITIVE BIAS CODEX, 2016

We store memories differently based

on how they were experienced We notice things already primed

in memory or repeated often

D

We reduce events and lists
to their key elements : > 5 Bizarre/funny/visually-striking/
] : @ anthropomorphic things stick out more
than non-bizarre/unfunny things

We discard specifics
to form generalities

We notice when

o A
2o g ¥ something has changed
We edit and reinforce 3 A
some memories after the fact 2 : i 3
1
| ST 2 ; ‘ - We are drawn to details that
r g F e ) s . & confirm our own existing beliefs
We favor simple-looking options and complete . .
information over complex, ambiguous options . \ Te
3 We notice flaws in others
) o W W more easily than flaws in ourselves
To avoid mistakes, we're motivated to .
preserve our autonomy and status in a 4
group, and to avoid irreversible decisions
’ We find stories and patterns
d even in sparse data
To get things done, we tend to complete
things we've invested time & energy in
o
o
To stay focused, we favor the immediate,
relatable thing in front of us We fill in characteristics from stereotypes,
| generalities, and prior histories
To act, we must be confident we can : sS5CE : L% G S - ; We imagine things and people we're
make an impact and feel what we do t 1 = : familiar with or fond of as better
is important K " )
We simplify probabilities and numbers
make them easier to think about
We project our current mindset and We think we know what
assumptions onto the past and future other people are thinking
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NEU R@% AP THEPERSUASION CODE

THE THEORY OF PERSUASION
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THE SCIENCE OF PERSUASION

THE PROCESS OF PERSUASION THE CHEMISTRY OF PERSUASION
6 PERSUASION ELEMENTS

6 PRIMAL STIMULI

PERSONAL

7 PERSUASION CATALYSTS
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| YOUR PERSUASIO!
|  PROBABILITY

'[PAIN] x J[CLAIMS] x ,[6AIN]
X
'[PRIMAL BRAIN]’
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IMAGINE YOU’RE SELLING WATER

Your PERSUASION PROBABILITY =

What You Sax How You Sax It

PAIN CLAIM GAIN PRIMAL BRAIN
How thirsty your How unique your water is? Proof that your water How your message
prospects are can quench thirst triggers the Primal Brain

better than others
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What Persuasion NeuroScience?
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5 RESEARCH MODALITIES
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Automatic Detection Emotion Extraction
of Facial Expressions from Vocal Data
L _ " @

Eve Tracking Skin Moister Data EEG



AUTOMATIC DETECTION OF FACIAL EXPRESSIONS
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EMOTION EXTRACTION FROM VOICE DATA "m‘“;
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TRACKING EYE MOVEMENTS
& PUPIL DILATION

P
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DECODING EXCITEMENT FROM SWEAT
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MEASURE OF COGNITIV
ENGAGEMENT: EEG

N
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2 BRAINS

RATIONAL
BRAIN
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PRIMAL vs. RATIONAL

-

Processing Power Fast but Limited Slow but Smart

Age 500 M years 5 M years
Time Immediate Experience Past, Present, Future
Active Always On On/Off
Capabilities Vigilance, Intuition Thinking, Reading, Logic
Change Reaction Seeks Familiarity Seeks Novelty
Thinking System Automatic Deliberative
Capacity to Control Very Low Moderate
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RATIONAL
BRAIN

THE NEW YORK TIMES BESTSELLER

-

THINKING,

FAST .. SLOW

PRIMAL
BRAIN

DANIEL
KAHNEMAN

WINNER OF THE NOBEL PRIZE IN ECONOMICS

“[A] masterpiece . . . This is one of the greatest and most engaging collections of

insights into the human mind [ have read.” —witriasm vasrerey, Financial Times

SYSTEM ONE
STILL RULES

A5, ,
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PRIMAL BIASES & MESSAGE STIMULI

Avoid threats and suffering Personal
Accelerate decisions Contrastable
Reduce cognitive effort Tangible
Remember limited information Memorable
Rely on dominant sensory channel Visual
Use neurochemicals to decide Emotional

A
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THE SCIENCE OF PERSUASION
6 PRIMAL STIMULI
i
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DELIVER TO PRIMAL BRAIN

THE CHEMISTRY OF PERSUASION
6 PERSUASION ELEMENTS

THE SCIENCE OF PERSUASION : .
6 PRIMAL STIMULI | =
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7 PERSUASION CATALYSTS
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e 200,000 copies in 12 languages
« Over 100,000 execs trained
« 800 customers in >20 countries

* New book commissioned by Wiley

NEURO-

MARKETING
El Nervio de la Venta
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WHAT DO YOU

THINK?

© 2002-2018 SalesBrain All Copyrights Reserved




