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Thank you to Business Link: o

| Business
 If you want to find out more LINK

about Business Link speak to

 Hannah Ferguson

Introduction



 To change your view on the human mind
e Show you what we are really thinking when we buy

e So that you can apply this new thinking to create the
perfect brand

 And hopefully this knowledge will help you take a couple
of steps closer to being who you want to be
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e Jonathan Worsley
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e A quick test to see who we have in the room.

Introduction



« take a minute to scribble down some common
characteristics and behaviors that superheroes
might exhibit...

Your brain



Please choose the one
that you would be most
likely to call..

A.

Your brain



Your brain



Finished files are the result

of years of scientific study
combined with the experience
of years...

Your brain



ANSWERS, in reverse order:

e There were 6 Fs —

Inished Tiles are the result
O' years of scientiiic study
combined with the experience
o' years...

e the brain finds it hard to see the f in of

Your brain



ANSWERS:

* The white team completed 13 passes

e hands up who saw the gorilla?

Your brain



And, consider this:

According to an extensive joint study by the New York
University and Massachusetts Institute of Technology

People primed by the Superhero question were TWICE
as likely to volunteer / help a charity when asked.

Your brain



It is not that the brain is error prone.

Our brains are amazing and staggering complex.

Now for the adverts.

The Brief



Please choose the
one that you would
be most likely to call..

A.

Your brain



We are more than willing to make snap decisions, and
form opinion based on very little information.

Think hard about your last few purchases

 Did you have all the information you needed to make a
rational decisions.

* Did you fully read all the information available?

Is buying a rational decision or are there more deep
rooted motivations at play?

Your brain



“our consumer society is so new that our brains are still
applying the skills developed for hunter-gatherer
communities to today’s decisions”

psychologist Geoffrey Miller

200,000 years 100 years

Modern World



 Everything can be calculated
e Life follows a mathematical formula
 Everything can be predicted

* Then everything changed

Modern World



How do we cope

 Information overload
 Conflicting information

» Globalisation

e Busier Lives

* Too much choice

« Homogenization of choice
 Lack of trust

Modern World



He no longer automatically
believes everything he is told

He is starting to question
He is judging motives

He is weighing up the hidden
messages

Modern World



Our internal radar becomes finely
tuned and surprisingly accurate.

And many decisions, it seems, are
made without any help from the
conscious mind

£72272777....

Modern World



Instinctive decision - Opportunity or threat
Threats

 Loss of status & loss of health

Opportunity

« Improved status & maintaining health

Modern World



Modern World



 Like Sam, people are not really listening to what you say
 They are better at reading your intentions than you think

 They base their decision on emotional feedback

* This subconscious reaction to your business is your
brand

Modern World



* |CI case study

From success

'the world's leading chemical company, serving companies internationally
through the innovative and responsible application of chemistry and related
science.’

To failure

'‘Our objective is to maximise value for our shareholders by focusing on
businesses where we have market leadership, a technological edge and a
world-competitive cost base.'

Modern World



Is decision making rational or emotional
How powerful is the internal radar

Is emotion the dominating factor in the decision to buy your
products / services

Modern World



The process
 What are your brand values

« Rational, service and emotional values
* Your Unigue Sales Points

e Your mission statement

Brand development



Brand development



Brand development



Converting the brand essence into a brand
« Based on your findings consider

e The tone of voice

e The positioning

 The colours

 The design

Brand development



Brand development



e Honest

« Powerful

e Down to earth

e Ambitious

e Forward thinking
* Non conformist
e Superior

e Grey

e Verbose

The Brand Process



Differentiation and WIIFM
e Honesty

« Tenacity

e Control / deference

* Price

* Friendly — a touch pays dividends

Differentiate or die — Leadership, not service

The Brand Process



e It is not the be all and end.

* Yes it is a bit cheesy.

* And it can and should change
e But | recommend you try.

Consider times we live In.

“The responsible application of design for marketing.”

The Brand Process



Mission Statement



Investigate Further



Logo design
« Simple is invariable best

 Think of all the formats it has to appear

Logo Design



Logo Design



Remember you are talking to a human not a robot

Marketing Design



Marketing Design
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Marketing Design



First impressions counts

And are very hard to shift

Marketing Design



First impressions counts so your brand images
needs to be consistent .

o Adverts

» Sales people

» Website

* Flyers

* Brochures

* Business cards

Consistency



School boy errors

e Too much text

* Not enough care or attention

e Gimmicks

 Lack of personality

» Too much emphasis on the logo

* Brands focused on new business and not existing

Brand image



* | hope I have change your view on the human mind
 And that you have a new insight on buyer behaviour

 Perhaps the changes you make to your approach are
subtle

 And it does work, and I hope it will make you a little more
successful

THANK YOU

Brand image



exhibitions

3d visualisation ] ]
film production

brand consultancy and planning events
marketing strategy

_ _ copy writing
multimedia creative thinking

. _ environmental branding
digital media

s direct marketing
corporate identity interior design

advertising design for print

packaging



