Y. . Hello frowl the Tor) hght does
@ WEBMART anyone read thisl

WHY WE SAY 'YES

THE PSYCHOLOGY HACKS THAT WILL TRANSFORM
HOW YOU DO MARKETING. FOR GOOD.

CLet’s go 9)




RECIPROCITY

THE RECIPROCITY PRINCIPLE

‘The obligation to give when you receive’

Just like the freebieg You 9ef( af exhibition standsl



(‘e’”‘ 1 MINT
~  3% UPLIFT IN TIPS

@AR» 2MINTS
(g2
= 14% UPLIFT IN TIPS

RECIPROCITY
IN ACTION

ARESTAURANT TESTED THE UPLIFT IN TIPS WHEN
PRESENTING CUSTOMERS WITH MINTS ALONGSIDE THE BILL

Pef(ummg with a second mirit egr)e,cia(((j for 9rea’( customers

(””’> 2 MINTS + SOME THEATRE
‘ z/ 23% UPLIFT IN TIPS




RECIPROCITY -
LEARNINGS

The value of the gift/service provided up front can
yield a greater than proportional response.

How the value is provided can heighten the impact,
without impacting the cost.



SCARCITY

THE SCARCITY PRINCIPLE

se things there are less of’




LOSS AVERSION

‘People feel the pain of losing something
twice as intensely as the pleasure of
gaining something of equal value’




Booking.com

Only one room left:
Booking.com reprimanded for
misleading consumers

Tuesday 28 May 2024
By Maithé Chini

An eXaMp(e, of how not o do i

Booking.com misled customers into thinking
there were only a few rooms left to book



SCARCITY & LOSS AVERSION -
LEARNINGS

/_\

It is not enough to tell someone about the
of working with you/buying from you

You must explain

AW)(V these princip(ay across mu(ﬁr)(e, Touchr)oinfy on Your websitel



AUTHORITY

THE AUTHORITY PRINCIPLE

‘People will follow credible and knowledgeable experts’




INTRODUCE
AN EXPERT

B

Estate agenf switched up how ‘('huj introduced their sales reps

INCREASED APPOINTMENTS BY 20%
INCREASED SIGNED CONTRACTS BY 15%




Digp(mj qua(ifica'ﬁom, Show reviews, and use

Your Tor) cusTomers ag Your l’)i%cs‘f adyocates



CONSISTENCY

THE CONSISTENCY PRINCIPLE

‘People are motivated toward cognitive consistency, and will change their
attitudes and actions to achieve it’

If pe,op(e, have made a certain decision |oe,fore,, ’(kuj‘re, (il(e,((j to stick with that decision 9ping folrwalml.




eeeeeeeee

MOST PEOPLE UNWILLING

TO DISPLAY A LARGE 'DRIVE SAFELY" SIGN IN THEIR GARDEN WHEN ASKED.

ADIFFERENT APPROACH: WHEN ASKED TO DISPLAY A SMALL POSTCARD-SIZED
SIGN IN THEIR WINDOW, A LOT OF PEOPLE SAID YES.

10 oloujs (a’(e,r, The, same pe,or)(e, were more wi((in9 To aﬁgr)(ouj The, (argc 9i9n ’(hig time.

4 XSAID

10 DAYS VES

\5




REDUCED MISSED APPOINTMENTS

BY 18%

A GP PRACTICE ASKED PATIENTS
TO COMPLETE APPOINTMENT
DETAILS THEMSELVES, MAKING
THEM PART OF THE DECISION-
MAKING PROCESS

Taps info the cm/gig’@w\prmcip(e,

Family doctor services registration  Gus7 D—

Patient’s details Piease complete in BLOCK CAPITALS and tick vV appropriate
s Surname

Mr Mrs Miss Ms

Date of birth [ First names
, \ )
NHS ! Previous surname/s
0.
T S e ~ Town and country
Male Female of birth

Home address

Please help us trace your previous medical records by providing the following information
Your previous address in UK Name of previous doctor while at that address



LIKING

THE LIKING PRINCIPLE

‘People prefer to say yes to people they like’



MBA STUDENTS WERE
SPLITINTO 2 GROUPS

First group: Told time is money and 96T down o business
59% CAME TO AN AGREEMENT

Cecond 9roup: told to chat and fmo{ COMMON 9roun0{, then nego‘(‘xa’(a
90% CAME TO AN AGREEMENT

Rt even better, the second 9rour)‘g deal was worth
+18% MORE TO BOTH SIDES

Mom( °€ ﬂne g‘(ohj: be nice To pe,or)(e, and invest fime in re(a‘(‘wmhip laui(dm9



CONSENSUS

THE CONSENSUS PRINCIPLE

ermining their own’



MOST HOTELS WILL HAVE SOME SIGNAGE T0O ASK GUESTS TO REUSE THEIR TOWELS

- please consider -

REUSING
TOWELS

TO CONSERVE ENERGY AND
VALUABLE RESOURCES

- thank you -



PLEASE REUSE YOUR TOWELS - ENVIRONMENTAL
REASONS 35°% COMPLIANCE

15°%o OF GUESTS REUSE THEIR TOWELS, PLEASE DO
SO AS WELL +26°%0 UPLIFT IN REUSE

15°%0 OF GUESTS WHO STAYED IN THIS ROOM
REUSED THEIR TOWELS, PLEASE DO SO AS WELL
+33% UPLIFT IN REUSE




CONSENSUS -
LEARNINGS
LEARNINGY

Don’t rely on your own ability alone,

Let your become your most
convincing advocates



MEMORY ENCODING

MULTI-CHANNEL MEMORY
ENCODING

‘People who experience your brand across multiple channels will remember you
for longer’




(B2
7% 447

more dwell-time looking stronger long-term
at social media advertising, memory encoding after
when primed by mail seeing a mailing first




WHY WE SAY YES

RECIPROCITY CONSISTENCY
SCARCITY LIKING

LOSS AVERSION ~ CONSENSUS
AUTHORITY MEMORY ENCODING



WE ARE WEBMART

SYFLYVYWEIM FHL LIINW




WE ARE WEBMART

%

YOUR MARKETING
SORTED. NO FUSS.

A

JUST RESULTS.

5
DIGITAL

Digital is everything these days. Bring
your digital campaigns to life with our
marketing expertise as well as help you
establish, improve, and optimise your
digital channels.

=
PRINT

With over 25 years of print experience,
we're experts in offline marketing.
Whatever print campaigns you have in
mind, we can handle it.

i
CREATIVE

From concepts and ideas to designs and

production, we've got your creative
needs covered. Enjoy stand-out
branding, creative, and design.

M
MAIL

We know a thing or two about creating
mail marketing campaigns that grab
attention and generate results. From
direct mail to door drops, we help you
turn letterbox marketing into a success.

%
DATA

Data makes our world go round. We
help you tap into your data to drive
better results and acquire more
customers. Our data services help you
create successful and sustainable
campaigns.



THANK
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