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Slide Header 44pt
Why should I care about 

neuromarketing you gorgeous 
woman?
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BILLIONS OF WASTED MONEY
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Things have changed….
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PRICE CHOICE SIMPLE EMOTION 

50s - 70s
HOW 

PRODUCT

70s - 90s
WHAT 
IMAGE

90s - 10s
WHY

POSITIONING

10s - 30s
WHO 

DIGITAL

BRAND
MORAL
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How does your brain work?
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The 3 parts of the brain
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1 – Neocortex

The New Brain 
– The Rational
Controls imagination, 
consciousness and 
abstract thought. 
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1 – Neocortex

The New Brain
 – The Rational
Controls imagination, 
consciousness and 
abstract thought. 
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2 – Limbic system

The Middle Brain 
– The Emotional
Controls emotions, 
judgements and 
behaviour



14

2 – Limbic system

The Middle Brain 
– The Emotional
Controls emotions, 
judgements and 
behaviour
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3 – Reptilian brain

The Instinctual 
(Primitive) Brain
Controls the body’s vital 
functions
Flight or fight response
Generate survival 
reactions
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3 – Reptilian brain

The Instinctual 
(Primitive) Brain
Controls the body’s vital 
functions
Flight or fight response
Generate survival 
reactions
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Which part of the brain has the most control?
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Read out loud the colour not the word

BLUE 
PINK 
YELLOW 

GREY 
PURPLE 
BROWN

PINK 
YELLOW 
BLUE 
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Read fast & out loud the colour not the word

BLUE 
PINK 
YELLOW 

GREY 
PURPLE 
BROWN

PINK 
YELLOW 
BLUE 
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Brain conflict
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The reptilian has a 
greater impact on our 
final decision than 
neocortex or limbic 
system
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Electroencephalogram (EEG) 
The device analyses and registers the brain’s electromagnetic activity
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fMRI Functional magnetic resonance
It measures and maps brain activity
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Facial coding: 
To measure and register the voluntary and involuntary movements of 
facial muscles
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Eye Tracking: 
Look through your consumer’s eyes
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Alignment is not an option
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Strategy + Advertising & Client relationship 

Client retention 
and acquisition
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Strategy + Advertising & Client relationship 

Client retention 
and acquisition

Market expansion 
or

New markets
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Strategy + Advertising & Client relationship 

Client retention 
and acquisition

Market expansion 
or

New markets

80% Brand 20% 
product
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6 stimuli reptilian brain

Diagnose the pain or desire
1 - Self-centred

Salesbrain model
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6 stimuli reptilian brain

Diagnose the pain or desire
1 - Self-centred
Differentiate your claims 
2 - Contrast 
Demonstrate the gain
3 - Tangible
Deliver to the reptilian brain
4 - Beginning & End
5 - Visual
6 - EmotionSalesbrain model
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1: Diagnose the pain or the desire
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Self-centred 
Me, me, me
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Self-centred 
Me, me, me
Does your content 
help someone fix a 
problem or stimulate 
a desire? 
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2: Differentiate your claims 
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Use Contrast
The reptilian brain is 
trained to notice 
contrast. 
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Use Contrast
The reptilian brain is 
trained to notice 
contrast. 
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Financial 
outcomes
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Financial 
outcomes

Appearance or 
Love
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Financial 
outcomes

Appearance or 
Love

Freedom 
(more free time)
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3: Demonstrate the gain
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Tangible
Demonstrate the 
value of your offer
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Tangible
Demonstrate the value of your offer
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Tangible
Trust needs to 
come out from 
the mouth of 
your audience 
not you!
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 4: Beginning & End
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Beginning & End
Placing the most 
important info at the 
beginning is a must, and 
repeating it at the end is 
an imperative
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 5: Visual
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Visual
A picture is worth 1000 
words.
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Visual
Focused on appealing 
from the consumer’s 
perspective  
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 6: Emotion
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Emotion
What feeling does your brand 
bring?
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Emotion
The reptilian 
brain is more 
drawn to 
negative 
emotion
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Negative emotion

Focused on appealing 
from the consumer’s 
perspective  
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One more mind hack?
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Employ the 
power of the 
gaze
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Before
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After
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Sensory Marketing: 
Looks aren't everything



62

6 stimuli reptilian brain

Diagnose the pain or desire
1 - Self-centred
Differentiate your claims 
2 - Contrast 
Demonstrate the gain
3 - Tangible
Deliver to the reptilian brain
4 - Beginning & End
5 - Visual
6 - EmotionSalesbrain model
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99 Strategies 
to Get 
Customers
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The assumption



65

Think of a brand 
you really love…

Improve your customer journey
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Exceed your expectations

Improve your customer journey
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“We must always surprise.” 
--- Karl Lagerfeld 

Source: Karl Lagerfeld
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Go beyond the expected
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Go beyond the expected
Go beyond to support their ultimate goals
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1. Innovation
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1. Innovation
2. Strategic alliance
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Innovation must be part of 
your company culture to 
keep your customers 
engaged
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KFC & Moonpig
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Want more goodies?
www.3coloursrule.com/flavilla
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Thank You!
Find me online

@flavillafongang


