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Introducing ...

Niels Gotzage45, consumef marketingpsychologist

Development ircareer from market researcho building
behavioral®eductiorfstrategiesandfrom the tangibleto
the elusiveX

Onlyactivefor sociallyrelevant topics

Fromthinkingaboutandfor target groupsto talkingwith
them/ co-creation

Recentprojects help startneighborhoodnitiatives(i.a —-I \

T> T

savingenergy)

Goalfor today. entertainyouandbe instructiveat the >
sametime .. Youhaveall been on a longourney.. So I
enjoyl
A Atthesametime .. | hoped 2 diiifa Eoupleof notions N X elev4
helpful, hopefullywithin the context of the next program

T o To P>

A L Qggnnagivean active course with possiblysome
unexpectecelements..

A I promiseit will be entertaining as well asnstructive ..

A Will everybodyparticipateactively? Do | havgourword
for it? Thankd!
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The program ...

1. Gettingto know eachother - alittle bit - better ..
X Sometests
x DIS@ypology

2. Insightsin humanbehavior
x  Thinking iduxury the myth of rationality
x  Selfprotectionfrom information overload selectiveperception
x Neuromarketing / thdriune brain
x  Priming
SFHORTBREAK
3. Temptingothers..
a I yHipgestfear
Cialdinic the 6 primal (unconsciousbeharioralmechanisms
Framing
Guerillamarketing

4. Customerlourney
x t SNE2Y Il Q&
5. Yourassignmenftor this afternoon

X
X
X
X
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Part 1 — getting to know each other better ...




Getting to know each other better ...

KEEP

CALM

Let's get
acquainted
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Worlds quickest personality test ...

T 4ook « PefSonalH‘y test
like ¥heat once..
Qeq\n? whet

WS Nour score

! = 'ﬂ
(No personality)




Curious Psychology #10

World's
Quickest

Personality
Test
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A Howcreativeare you?

A Allrise X
A ThinkaboutX dolorX | LJu@iD@eX2F (2 2f

A Was thecolorX NJXoRriaysit downagain
A Was thefurniture X table?

A Was the tool .. daammer?
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A2 K| th&ralevance®

A The program isboutto end .. butperhapsalsoaboutto
restart..
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Falling in Love is easy...

...But staying in
Love is very special
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A quick relationship check (APK/ MOT)

A Makeyourselvecomfortable
AwSt I E X
A Closeyour eyes(exceptthe suspicioustmongstus..)

A Rememberyour enthousiasnfor this program/your
projects Indiexthis level ofenthousiasnmon 100 points.

A On ascaleof 0to 100:whereare you now?
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Different people .. Different personalities??

Indirect versus direct

Introvert versus Extravert

Indirect (Introvert)

weak handshake
speaksofter

niceto be alone

bodyis calm and controlled
would be introduced

@Jtious

Y

N

Direct (Extra\g

firm handshake
talks hard|
actively seekpeople

expressive, lively body language

introduces himself

takes rlsj;
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Task versus People

Thinking versus Feeling

TASK (thinking)

Focused on completin@gsks
Decisions based on facts and arguments
L Joktd disagree

Y4

Focused on building relationships
Decisiondased on emotions and feelings

I | ys&NO
PEOPLE (Feeling)
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Cautious Thinker Dominant Director

Steady Relator |[nteractive Seclalizer

N JN J

@ reg J/.IL@‘
E " PROFILES
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Thinking Decide

Information Direction

Instruction Appreciation
Execute Influence

. A N J

Q;
/
PROFILES
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Skills

Task oriented

P—
Is able to see through |s able tolead/ stir up
the difficulty of situations peopleto the desired result

Introvert Extravert
Is able to create work |s able tosee the bigger
processes and work picture and achieve theesult
~ procedures together with others

~

People oriented
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Introvert

(_

r\_)

Task oriented

People reading proces

.

D

Slow Acting Task Oriented

Low Risk Cool/Distant
Introverted Precise About Use of
Inquires Time

Sensing Thinking

Logical Creative

People Orientated Fast Acting
Warm/Close High Risk

Imprecise About Use of Direct

Time Extroverted

Feelings

Task Through People
Logical

People oriented

marketmgBmmumcatie
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Introvert

—~

r\_)

People reading proces 2

Task oriented

Precise

Accurate

Concern for Quality
Critical Listener
Non-Verbal
Communicator
Attention to Detall

Competitive
Confrontational
Direct
ResultsOriented
Sense of Urgency
Change Agent

g

D

Accommodating
Dislikes Confrontation
Persistent

Controls Emotion
Adaptable

Good Listener

High Trust Level
Rather Talk than Listen
Verbal Skills

Projects SeHConfidence

People oriented

Extravert
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Words that work

Task oriented

P
Precise Change
Facts Results
—t Details Convincing
Accurate Quick
Introvert Extravert
Carefull Optimistic
Feeling Approximately -
| Routine Cosy
™S Stable Easy
r\_) Teamplayer Trust

People oriented
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Words that d o nwotk

Task oriented

.
Clever Frequent Interruptions
Educated Guess Follow Directions
—t Experimental In My Opinion
Introvert Extravert
Substantial Change Theoretical
Innovative The Same for Everyone -
| Play to Win Sophisticated
™ Requires Study

People oriented
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Whatcolordo youthink youare??

Take the rightolorpaperandholdit in the air ..
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Part 2 — Insights in human behavoir ...
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A quiz ..to determine who's the ‘natural’

A Allrise

A If your answeris wrong:sit down again

A Lets start easy ..
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Do these people belong
together?

Green house yes

Red house no
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The fastest growing segment
within marketingis :

Green house geurmarketing

Red house social media
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Someone goes shopping and visits 3 different shops with
the same assortment. Which shop has the best chance of
selling?

Green house the first shop

Red house the third shop




What percentage of our behavior is habitual behavior?

Green house 70%

Red house 95%
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After how many times does a simple new behavior become
habitual?

Greenhouse:5-6 times

Red house 30-35 times
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A prisoner requests for parole. At what time of the day are
his chances of a positive ruling the best: at 9 am or 5 pm?

Red house 5 pm
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/
Ourshort term memory isbleto .a

store informationfor 1 day. Isthis ..

Green house true

Red house not true
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What sense is first developed, ewolutionaryterms?

Greenhouse: our eyes

@ Red house our nose
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Sa man Is areatureof habit X
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https:// www.youtube.com/watch?v=FSIkjNalCsg
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https://www.youtube.com/watch?v=FSIkjNaICsg

Thinking Is luxury

Humans are excellemnergysaving
systemsA thinking is luxury

Weighingall optionsfor all behaviors

costsfar too muchenergyA

energysavingy g | &€ a X2 N& O d&:

1. Rules of thumb based on previous
experiences

2. Social reflexes
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Self protection ...

A Theamount of information
we receive irone day is the
samesomeone irthe
Middle Ageseceived imis
entire life

A Eachday: 3.000
commerciaimessages

A Sa protectionis neededX ' P
i Selectiveperception.. 2
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Influencing behavior (effectively)

Changingeoplesbehavior=verydifficult
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https:// www.youtube.com/watch?v=qfcFWrckolLg
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https://www.youtube.com/watch?v=qfcFWrckoLg

HOMOECONOM lcuk ﬁ k X k
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(") THE NEW BRAIN =
@ TE MIDDLE BRAIN :
(") THE REPTILIAN BRAIN
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CONFUSED



https://www.youtube.com/watch?v=6lnVdCRdVhQ

The intuiive mind i a sacred git
and the rational mind is a Rithivl
servant

TR 5 We have created a sociefy fhat
honors the servant and has
forgotten the giit.

Albert Einstein




FID

[ POIN
OuUlTl TO YOU
1T HE S 1ARS
AND Al.L:. YOUJ
MY PINGER)




YOU FEEL. ME?

TATSUYA ISHIDA

UNCH PUNCH / WAY TO 60,
EMOTION! \"puNcH Puncy /

RATIONAL-MAN!

yNCH PUNCH /
FouN B

Man is not a rational animal, he is a rationalizing
animal.

(Robert A. Heinlein)

izquotes.com
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https:// www.youtube.com/watch?v=gBay1HrK8WU

oplusi
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https://www.youtube.com/watch?v=qBay1HrK8WU

Wikipedia:
Primingis animplicit memoryeffect in which exposure to
onestimuluselicites¢ subconsciouslyl 0 SKI GA 2 NJ ¢

It worksbasedon associations.

With smell color, situation. X

plus]
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http://en.wikipedia.org/wiki/Implicit_memory
http://en.wikipedia.org/wiki/Stimulus_(psychology)
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WORD UP EXAMPLE
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SCENTmarketing

Makes Customers Want to Buy!

Billboards

Scent promotions

Scent systems . .
» ideair»

Scent print

Communication

Scent newspaper

Tailored scents
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New profession aroma dj

B-POSITIVE
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Mirror neurons

oplusi
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Big in America: dogwner lookalike contest
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Butit comesat ac greatc costX @
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| t allsabout ener gy €

Egodepletion: resisting urges is
L12aaAiofsS X
V .. but takes tons of energy

V Stronglyrelatedto our reptilian
brain.. @ I a { Bieratxayof
need9y
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Part 3 — Tempting others ...
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Man’s greatest fear

A Ofall our emotionsthere isonly 1 which
enters theautonomicnervoussystem (on
the exact spotvherepainislocated..)

A Whichonewill that be?

A Fearof socialexclusionX
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https:// www.youtube.com/watch?v=uuvGh n3l M
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https://www.youtube.com/watch?v=uuvGh_n3I_M

Lessons from marketing psychology
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https://www.youtube.com/watch?v=cFdCzN7RYbw
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Wikipedia:
Theframing effectis an example afognitive biasin which

people react to a particular choice in different ways depending
2y 0KS O2YyUSEG AYy 6KAOK Al A

plus]
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http://en.wikipedia.org/wiki/Cognitive_bias

—_——

- —
o —
| —
—
- —
-
| —
e —
—
| —
—
i
e —
- —

—

https:// www.youtube.com/watch?v=Hzgzim5m7oU
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https://www.youtube.com/watch?v=Hzgzim5m7oU

https:// www.youtube.com/watch?v=Ng9Vv2JneJ68

marketmgBmmumcatie


https://www.youtube.com/watch?v=Ng9V2JneJ68

The curse of knowlegde ...

https:// www.youtube.com/watch?v=0BDJb5e4AQc
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https://www.youtube.com/watch?v=QBDJb5e4AQc

(gapping) the Chasm ...

Potentialcustomerstwo fundamentallydifferent blood groups

The
chasm
Relative %
of Pragmatists
customers 9 Conservatiyes
Early
adopters,
visionharies
Innovators, Laggi_irds,
technology skeptics
enthusiasts \
Time

Early
| adopters, / Early
Innovators, | yisionaries majority
technology pragmatists
enthusiasts

Late majority Laggards,
conservalives skeplics
\\_‘ Tima

Customers want Customers want
technology solutions
and performance and convanience
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Guerila mar ket |

A Surprise = attention
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Part4 - Customer journey
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https:// www.youtube.com/watch?v=D3qgltEtI7H8
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https://www.youtube.com/watch?v=D3qltEtl7H8

Customer Journey Example: Car Purchase

Found special
1 financing offer First ride in
Researching cars, the new car
found new model

Call from an employee Received
who explained the alternatives « Thank You" letter

/\ Time

Positive Experiences

\/ WWaiting to Signed financing

° receivecontract  and purchase contract

The financing offer

Car hasan is actually not what was promised
engine failure

L7 ]
@
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c
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C
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Per sonaoos
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Susarx the rebelliousadolescent

Name Susan Jensen
Age 18
Livesin: Utrecht

Marital status ~ Single
Hobbies Makingmusic designingclothes
Susarlikesto behaveoffensive Sheis veryconcernedabouthow unfair the

world isorganiseden had strongpinionson this matter. Shebelievesshe
% 2 yp@dompromisedherself..

Themes

ALive fair.
AFollowyour hart.
ADothingsdifferently.

Ambition
AMake adifference

Is excitedbyX
AA succesfulbig.
Amaking theworld alittle better.
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Hendrik¢ the calculatingsaver

Name: Hendrik Van den Berg
Age: 52
Lives in: Groningen

Marital status: Married, 2 children (9 and 12)
Hobbies: Building miniature models of old cars

Hendrik likes to have his affairs sorted out. So he pays attention that he never pays too
much. Sometimes this is out of necessity (limited budget), but also because he believes it
normal to not let yourself be fooled around.

Themes

ALive economically.
ABe well organised.
ABe in control.

Ambition
AcChildren are well prepared for the future.

Is excited byé
AA weekend in Center Parcs.
AFinding a super offer.

78
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Priscillac the grumpygranny

Name PriscillaDe Jong
Age 76
Livesin: Venlo

Marital status ~ Divorced 3children(46, 48and51)
Hobbies Playingcards,watchinggame shows on tv

Priscillais bitter,dissapointedn herchildrenfor whom sheworkedall her life.
W . Ih@rCeverythingusedto be better. Priscillafeelsno longerableto keep
up with all the changes.

Themes

ACondemninghingd people(life).
ATakingcare ofherself(no oneelseis).
AEnjoylittle things

Ambition
AGetthroughthis day.

Is excitedbyX
AVisitof old friends
AOIld shows on tv.
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Part5 o your assigment

A Fornow: checkhow lookingthroughthe eyesof these 3
peoplemight havechangedhe design ofyour project, had
youdonethis before starting X

A Forthis afternoon look¢ on aregularbasis- at the projects
& 2 ¢ \sNidgthroughthe eyesof the 3LIJS NE 2S¢df iD &
givesyou new insightsX
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Questions?
Thanks!




