THE PSYCHOLOGY
OF SELLING:

15+ PSYCHOLOGICAL
PRINCIPLES ON HOW TO
IMPROVE YOUR SALES

cloudtalk



Whatever you're selling, you're probably always looking for ways to
boost your sales.

Luckily, there are some universal psychological principles that could
help you do just that - sell more.

Salesmanship is a form of art. It's all about understanding people
and using psychology to convince them to buy from you.

American military officer Ulysses S. Grant once said:

“The art of war is simple enough. Find out where your enemy is.
Get at him as soon as you can. Strike him as hard as you can, and
keep moving.”

The same can be applied on sales.

Find out where your customers are (by mind or physically), get to
them before your competition does, and use psychological principles
to influence their behavior.

In this ebook, we'll explore 16 universally applicable psychological
principles that you can use to boost your sales. From the power of
social proof to the importance of scarcity, these scientifically proven
principles are highly effective.
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The Importance of
Psychology for Sales

Simply put, the psychology of selling tells us how people make buy-
ing decisions.

When a client purchases a product, they want a solution to a prob-
lem that they're facing.

To guide a customer during the purchase process, you must know
their challenges, needs, habits, and motivations. It's no secret
that psychology-based marketing is incredibly effective. Yet both
marketers and salespeople don't use it often, or are unaware of
its real power.

People tend to think that using psychology in sales is manipulative.

But it doesn't have to be. In fact, when used correctly, psycholo-
gy-based marketing can be both ethical and highly effective.

All it takes is understanding how the human brain works and us-
ing that knowledge to your advantage. This ebook will assist you in
achieving that goal.

By the end, you'll have a better understanding of psychology and how
you can use it to boost sales. You'll also know which psychological
principles are most effective in certain situations.

If you understand how people think and behave, you can craft your
messaging, design, and offers to influence their purchasing decisions.
Thus, increase sales.
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The Ultimate List of
Psychological Principles
To Boost Sales

1) Social Proof

In all aspects of marketing, social proof is one of the most popular
psychological principles. By integrating it into your strategy in a rea-
sonable way, you can boost sales without much additional effort.

What Is It and Why Does It Work?

Have you ever bought something just because everyone else was
buying it? Or chosen a particular restaurant because it seemed like a
popular choice? That's social proof in action. We tend to make choic-
es based on what other people are doing.

Imagine that you're in a group of people and one person starts
talking about something, e.g. music. They say that the song One is by
Kings of Leon, but you're pretty sure that it's U2. To your surprise, ev-
eryone nodded.

You know they're wrong, but you stay silent and start to wonder if you
actually know the correct answer for sure.

We all have a natural desire to fit in and no one wants to be the odd
one out. So when we see other people doing something, we're more
likely to do it as well.
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How Can You Use It To Boost Sales?

Use testimonials from happy customers. These could be in vid-
eo or written form, or even social media posts.

Display customer results. How has your product or service
helped others achieve better results? Show the numbers.

Show how popular your product is. Display the number of
people who have bought it or are currently browsing on its
product page.

Use celebrity endorsements. Getting a well-known company,
thought leader, or a famous person to recommend your product

can go a long way for boosting sales.

Leverage user-generated content. Upon their approval, use
photos and videos that your customers make.

Use social media to your advantage. Showcase positive cus-
tomer experiences and interactions.

Examples of Using Social Proof in Sales Psychology

We don't have to look far for examples — below is one from
our homepage.

You will hear the CloudTalk ringtone when calling

&) Gostudent €3 CoachHub Glovo? Li. L B FU‘i?Tsu & IKANTAR  / Guoptissement

Mercedes-Benz


https://www.cloudtalk.io/

Our social media proof comes to life with client logos. They say to
website visitors: “We have clients who are similar to yours, that do
well, and they choose us - you should too!”

For many, though, nothing speaks louder than reviews. That's why we
added a few badges and ratings, too.

#1 Rated call center software

Based on 400+ CloudTalk reviews on 6 independent software marketplaces & platforms

< Capterra G *Trustpilot »» GetApp

4.5/5 - 225 reviews 4.3/5 = 347 reviews 4.5/5 - 272 reviews 4,5/5 - 225 reviews

Read the reviews Read the reviews Read the reviews Read the reviews
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2) Explain Why

Do you know the AIDA model? It stands for @ttention, interest, desire

and Qction. This model illustrates the psychology of advertising and
explains how ads work.

The first step to leading customers to conversion is to get their at-
tention with an enticing headline or statement, for instance. Then
you need to generate interest, usually by providing more information
about the product or service.

After that, the most important part: create desire. This is where you
show the customer why they need your product or service. Showcase

how much better their life would be once they start using it.

These steps lead your prospects to take action.

What Is It and Why Does It Work?

The idea behind this psychological principle is simple — people want
to know why they should do something. A reason or explanation can
drive faster conversions.

See what we did there? Think about it.

If someone asks you to do something but they don't give you a reason
why, are you more or less likely to do it? Chances are, less likely.

This principle starts during childhood. We begin to ask many "why"
questions from an early age.

It's human nature to question things, especially the things we're
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asked to do.

How Can You Use This Principle To Boost Sales?

Highlight benefits rather than features. It's natural to care about fea-
tures less than about the purpose.

Explain why someone should buy your product or service.
Point out why your offer is better than that of the competition.

If you're selling a service, make it clear how and why it will ben-
efit the customer.

Be clear about the value you're offering and make sure it's com-
municated to the customer.

If you can answer the questions “why should | care?” and
“what's in it for me?"” you're on the right track.

Examples of Using Why in Sales Psychology

Now let's apply this princi-
ple to an imaginary cream.

benefits features

Do you see the difference?
Product features describe @

Qil control Green Clay
the physical character- .,
istics of a product, while HigaRERTg {3 Vikamaln
the benefits are the ac- . HES
tual advantages gained [on

Non sticky texture %&\ R ME'I.NJ_'_- ot Gel texture

from using it.
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Another example is the benefits of a subscription to The Econo-
mist. They are a typical visualization of benefits that should appeal
to the senses.

Why subscribe to The Economist?

Expand your perspective
ey Maximise your understanding of the world's most
important developments

Deepen your knowledge

1 Master topics with our expert analysis and [ —
independent coverage

0 Ot
o o

9 f 2
Explore at your own pace v

Multitask to the tune of our podcasts and the The worry about cross-border
i m L ® A

beautifully read audio version
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3) Scarcity

The last piece? Early bird tickets with limited seats? One day left? Do
such claims make you anxious that you might miss out on something
and you'll regret it? That's the point.

What Is It and Why Does It Work?

Scarcity is the idea that something is in limited supply. When some-
thing is scarce, it becomes more valuable and people are more likely
to want it. As many would say these days, it gives you FOMO or Fear
Of Missing Out.

Think about it from an evolutionary perspective. In the days of our
ancestors, resources were often scarce. If people didn't get enough
food, they would starve.

As such, it's only natural that we're wired to want things that are in
scarce supply. It's our survival instinct.

As an example, consider Black Friday. Millions of customers are wait-
ing for the chance to buy something because on this day most prod-
ucts are a little cheaper than they usually are.

As a result, you might buy something you don't need at all just be-
cause you are afraid that a good opportunity will pass you by.

How Can You Use It To Boost Sales?

Use language that creates a sense of urgency. For example,
“limited time only”, "while supplies last”, or "act now".
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Create a sense of exclusivity. Do this by offering dis-
counts or only making your product available to selected
groups of people.

Make your product scarce. If a product is limited edition, tell it.
If you're selling a digital product, consider making it available
for a short time only.

Add a counter. This could be a countdown timer or a progress
bar that shows how many products are left in stock.

The key is to make people feel like they need to act fast or they'll miss
out. And that's a powerful motivator.

Please note: scarcity should only be used ethically. If you say that
you're going to raise prices in 7 days or this is the last chance for
someone to buy a certain product, you have to actually mean it. Your
customers will catch on if you don't keep your promise and you'll lose
credibility, which can seriously hurt your business.

Examples of Using Scarcity in Sales Psychology

Looking for accommodation in Paris? Booking.com hits us with scar-
city warnings at every turn. 71% of accommodation in your preferred
locations are already full? Well, you better hurry up.

@ 71% of places to stay are unavailable for your dates on our site. X

If you're flexible, check out some of these alternative dates:

30 May - 31 May 31 May -1 Jun 1Jun - 2 Jun 2 Jun - 3 Jun 3 Jun - 4 Jun
From US$62 per night From US%54 per night From US$58 per night From US$62 per night From USE55 per night
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Or there are only three rooms
left at the hotel you like best?

You don't want to miss that! Double Room with Shared

Bathroom

(™ Only 3 rooms left on our site

1 double bed ==

& View = Free WiFi

+ Shower . Toilet .» Towels .~ Linen

+ Socket near the bed .~ Shared bathroom
+ Heating .~ Electric kettle . Toilet paper
+ Entire unit wheelchair accessible

The scarcity example can even go a step further - there is a dating
app that is based on this psychological principle.

English {United Kingdom) + The Shop TheApp  Ambassadors Events The Buzz  About

Make the first move

Start meeting new people in your area! If you already have an account, sign in to use Bumble on
the web.

The Bumble app gives users 24 hours to start a conversation with a
match before it disappears. Then, the recipient has just 24 hours to
respond. Pretty clever.
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4) Reciprocity

If you're interested in the psychology of sales, you need to know
about Dr. Robert Cialdini. Reciprocity is the number one principle of

persuasion according to his best-seller, Influence: The Psychology
of Persuasion.

What Is It and Why Does It Work?

Reciprocity is the idea that we humans are hardwired to repay fa-
vors. If someone does something for us, we feel obligated to re-
turn the favor.

By nature, we're hardwired to reciprocate. This is because humans
hate feeling indebted to others, even if we're not always aware of it.

Reciprocity is all about giving and taking.

How Can You Use It To Boost Sales?

You can use reciprocity in your sales process by giving something
first before asking for anything in return.

People are more likely to buy from you if they feel like they've already
received something.

The best way to leverage reciprocity is to offer a freebie. It could be
a complimentary sample of a product, a free trial of your service, or

a tiny gift.

You could also offer a discount or some other type of special offer.
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Examples of Using Reciprocity in Sales Psychology

Sign up for a free trial or book a demo — these are commonly used
tactics, especially by SaaS companies. Here's an example from
our website.

SMART PHONE SYSTEM FOR YOUR BUSINESS

Start 14 days free trial Frst namet ——

s ; ; ; Company email®
CloudTalk helps thousands of companies grow better every year. Pany

Passwaord"®

< Capterra 4.5/5
3 t t rmatll 1 lett ul
2
C’ CROWD 4.3/5 — Phone number, e.g. +1 888-487-1675"
*TI'UStpil'Dt L5/5 I have read and agree to the Terms and Conditions”

START A FREE TRIAL

Just add your email address, write your name, and that's all - you can
try out the software. It's a win-win situation because prospects can
find out whether or not the solution suits them, while the company
acquires a new lead.
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5) Novelty - The Shiny
Object Syndrome

You see a new product and you want it because it's differ-
ent and new.

A trend starts and everyone wants to jump on board. You're more like-
ly to buy something if it's the latest and greatest.

Thanks to the power of novelty, you can increase sales and boost
your business. But it's important to find the right balance because
novelty can be dangerous.

Too much change can be a turnoff, but not enough will leave your
clients bored. It's a challenge for marketers to find the sweet spot be-
tween novelty and familiarity.

What Is It and Why Does It Work?

With the novelty method, you attract clients with the promise of new
and different.

When we see something new, our brain releases dopamine to make
us feel happy and excited. That's why retailers always try to come
up with new or enhanced products and we're always drawn to the
latest trends.

New things attract us, grab our attention, and make us want to find
out what they are. You need to offer enough of a new experience to
intrigue customers and make them want to buy your products.
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How Can You Use It To Boost Sales?

To take advantage of this principle, you have to keep your prod-
ucts or services fresh and new.

Introduce new features and benefits regularly to keep cli-
ents interested.

Tap into trends to stay relevant and front of mind.
Regularly update your products and services.

Often you can achieve great results by appealing to the senses:
a new color, taste, shape, or packaging and we can't help but
want to try it.

Examples of Using Novelty in Sales Psychology

Do you have an iPhone 12 but still couldn’t wait for the iPhone 13?7 Why
do we keep buying new phones even though they don't change much?

Or why are you trying a new McDonald's burger if it has just had ba-
con added to it?

Two All-Beef Patties
Special Sauce
Lettuce

Cheese

Pickles

Onions

Sesame Seed Bun
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Here is an example of novelty. You need to try it out because it's NEW.

In the same way, the "new in" tab on every e-commerce website has
an impact on us.

New In

MAIN PAGL /[ SHOP OMLIMC [ HOW IN

VIEw: Il NER

@

S
\‘ e —
~=
LIV ORESS

LUIS LOMGSLEEVE LUIS LOMCESLEEVE OFF WHITE BEADS PANTS
ECRU RASPBERRY
121,00 §

OFF WHITE

L1 106,00% [ 106003

GREEM
[] 136,005

Let's conclude with an example where a novelty has gone too far. A
new ice cream flavor, mayo, that nobody asked for or needed.

Mayonnaise-flavoured

ice cream -~ : : Cookie
# ‘-j
White v P
chocolate f _ White
chocolate

layer
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6) Loss Aversion

Let's say you're selling a gym membership. You could put it as, "For
only $20 a month, you get access to our state-of-the-art facilities and
equipment, as well as unlimited group classes.”

Or, you could frame it as, "Don't miss out on getting in shape
this summer”.

See the difference? The second offer is more likely to convert be-
cause it tells you what you would lose by missing out (not weight!).
No one wants to miss out on a great opportunity, so they're more like-
ly to sign up.

What Is It and Why Does It Work?

Our natural tendency to avoid losses is greater than our desire to
make gains. In other words, the fear of losing is greater than the
idea of winning.

This is because humans are loss averse — we'd rather not lose any-
thing if we can help it. With this technique, you're reminding your pros-
pects that without your solution, they'll lose some kind of value that
they could otherwise have.

The concept is similar to the scarcity principle. However, there is a dif-
ference between them.

Loss aversion reflects our FEAR of losing something (possessions, op-
portunities, money, etc.) while scarcity highlights a real or perceived
SHORTAGE of said item.
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How Can You Use It To Boost Sales?

Frame your offer in such a way that the client feels like they're
worse off if they don't take you up on it (but keep it ethical).

Consider using slightly passive-aggressive opt-in form messag-
es, such as "No thank, | don't want to win $100".

If you're running a sale, make sure to mention that it's for a lim-
ited time only. This will encourage people to take advantage be-
fore the offer expires. For example, a one-time offer. Download
an app and you get a 24-hour special offer to extend the ver-
sion that will disappear after this time.

Examples of Using Loss Aversion
in Sales Psychology

Loss aversion is often used for pre-orders of new products so that
people don't miss out on owning them — sign up or buy it before
it's released.

— wewy LMTDSUPPLY et Q

Yeezy Slide "Mx Cream"
$ 150.00
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Another example — a special offer for new members.

Looks like youre new here. How about
a special one-time offer?
The most important insights from outstanding

non-fiction, wherever you are, in whatever time

you've got.

Get 30% off.

You’ll never see this

deal agai\

i

e i T et
" One BAF TOF %24 .C
Prainte et fd e '5‘?'.-.".“'-'% g e

Mo discounts for me, thanks

Lastly, a bit of a defensive implementation of the loss aversion theory.

JUStL enter you

Yes, please. C J
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7) The Decoy Effect

Price is an integral component of the marketing mix, but how can it
help guide customers in their purchasing decisions? This is where the
decoy effect kicks in.

What Is It and Why Does It Work?

When we are faced with two alternatives, the addition of a third, less
attractive option (the decoy) can influence our perception of the orig-
inal two options.

The decoy effect works because it's a form of mental shortcut. When
presented with two options, we usually go with the one that's most
attractive to us. For example, we can clearly see that it's better value
for money. However, when there's a decoy involved, it can influence
our decision-making process.

Let's say you're selling a product that comes in two different sizes,
e.g. a box of nachos. You could price the small one at $3 and the
large at $7. You just want a snack, and the small box is significantly
cheaper so the choice is obvious - you buy the small one.

But what if we introduce a third option? Now you can choose from a
small box at $3, a medium portion at $6, and a large for $7. Which one
would you go for now?

The medium is the decoy in this scenario. You feel like snacking, so the
small one isn't big enough. You didn't want to choose the biggest one,
but you decide to buy it anyway because it sounds like better value
for money than the medium.
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The decoy effect has another tricky aspect: being aware of it is often
not enough to avoid it. Trust me, I'm a marketer and | still fall for it ev-
ery time | go to the movies.

How Can You Use It To Boost Sales?

Offer a premium product or service that is slightly more expen-
sive than the other options but still within the budget of most
clients. This will motivate them to buy the less expensive options
as they will seem better value.

When promoting a product or service, always include the most
expensive option as well to make the other options appear
good deals in comparison.

Include a third (decoy) option that is not really worth consid-
ering, but is priced in between the other two choices. This will
make people more likely to pick one of the other two options.
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Maoke add-ons and extras more appealing. For example, offer a pack-

age with the main product and two extras for a discounted price.

The customer will feel like they are getting a bargain even if they only

wanted the main product.

Examples of Using
the Decoy Effect in
Sales Psychology

Sales decoys are commonly
used, even by giant compa-
nies such as Apple. Let's look
at the following example - they
have three types of AirPods in
their offering:

The cheapest AirPods have
significantly reduced features.
The most expensive Pro option
doesn't differ much in terms of
features from the 3rd genera-
tion version, which actually has
the longest listening time.

Because of this comparison,
the customer would most likely
choose the middle, 3rd gen-
eration AirPods. And that is
probably exactly what Apple
wants you to do.

AirPods

2nd generaticn

$129

Learn mare »

7

Lightnring charging

5 hrs

Up ta 5 hours of listening
time with a single charge’

AirPods

Ard generaticn

$179

Leam more »

1]1'3

Spatial audio with
dynamic head tracking4

O

Sweat and
water resistants

7

MagSafe, wireless, and
Lightning charging ®

6 hrs

Up ta 6 hours of listening
time with a zingle charge’

AirPods Pro

$249

Learn mare »

Jol
4l

Spatial audio with
dynamic head tracking*

k
(@) i®:
F -

Active Moisa

Cancellation and
Transparency mode

O

Sweat and
wiatar resistant ®

7

MagSafe, wireless, and
Lightning charging ®

4.5 hrs

Up te 4.5 hours of listening
time with a gingle charge’
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8) Information-Gap Theory

Curiosity is a powerful emotion. It's what drives us to learn new things
and explore the world around us. And it can also be used to boost
sales by applying the information-gap theory.

What Is It and Why Does It Work?

Information-gap theory states that when there is a gap in our knowl-
edge, we're motivated to fill it in.

It works because it taps into our natural curiosity. We're always look-
ing to learn new things, so having a gap in our knowledge drives us to
seek out more information.

For example, you see a blog post with the title, “15 Weird Psychologi-
cal Tricks That Actually Work". The word “weird" is the information gap
in this scenario. You're curious to know what the tricks are and what
makes them strange, so you click on the link to read the blog post.

How Can You Use It To Boost Sales?

If you want to boost sales, try using the information-gap theory in
your content marketing. Create headlines and titles that elicit curiosi-
ty and make people want to learn more.

It's important to establish the gap between what readers know and
what they want to learn in the introduction of your blog post.

You can also use information-gap theory to create email subject lines,
social media posts, and ads that grab attention.
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Examples of Using Information-gap
Theory in Sales Psychology

Let's look at some examples from the CloudTalk blog.

2022-05-18

0 ‘ 0 What is a POTS line and Why Should you Get Rid
: 93 of it?

Everything's going digital - including the way we make
calls. The good old copper phone lines haven't
completely vanished yet, [..]

2022-05-04

P
12 Phrases Every Customers Service Agent
Should Know

Providing great customer services requires a lot of
care in many different aspects. Of course, it's all worth
itin[..]

Do you see how it works? The first title grabs attention by "why should
you get rid of it". You probably never thought about getting rid of that
line, so now you want to know why you should do that.

In the second case, the title is "every customer service agent should
know". Okay, I'm a CS agent, so I'll check out what | need to know. In
both cases, there is a gap in knowledge here that will pique the curi-
osity of your readers, making them want to learn more.
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9) Cognitive Bias

Even if you didn't realize it, your beliefs influence many of the deci-
sions you make throughout your life. Known as cognitive biases, these
beliefs can drastically affect the behavior of your customers.

What Is It and Why Does It Work?

Cognitive biases are based on our inherent prejudices and beliefs.
We all have different opinions, and these worldviews lead us to make
judgments that may or may not be correct.

Let's assume that you're a business owner and you're trying to decide
whether or not to invest in a new product line that will cost $100,000.
The potential return on investment (ROI) is unknown, but you've been

told by your trusted advisor that it could be as high as 20%.

You're standing at a crossroads and you have to make a decision.
What do you do?

If you're like most people, you'll probably go with your gut feeling anad
decide not to invest. After all, there's a good chance that you'll lose
money on the deal.

However, there's also a chance that you'll make a lot of money.

The key is to weigh the potential risks and rewards before mak-
ing a decision.

How Can You Use It To Boost Sales?

Use the sunk cost fallacy to your advantage. This is the idea that
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we're more likely to continue investing in something that we've al-
ready put a lot of time or money into. Convincing customers that to
stop using your product or service would be irrational will increase
sales. Let's assume that you sell supplements — consuming one pack
of pills may not be enough to see results, so buy another one, etc.

Examples of Using Cognitive
Bias in Sales Psychology

You most likely don't even realize how popular this principle is for sell-

ing anything. How about the before and after effect? Let the follow-
ing pictures do the talking.

[

tanned
AF

Or what about free shipping? According to research, 90% of consum-
ers in 2022 would shop online more often if given the option of com-
plimentary delivery.
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Offering free shipping
is also based on cog-

nitive bias. When we
$10.00

see the word “free”, + $2.39 shipping

our brain perceives it
as a good deal and
we're more likely to
make a purchase.

$12.39

& FREE Shipping
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10) The Paradox of Choice

Do you know that feeling when you're so overwhelmed with choices
that you give up and don't select anything at all? We sometimes think
we're lucky to be able to choose from an endless range of products,
but are we really?

When we're presented with too many options, our brains can't pro-
cess all of the information and we often freeze, unable to make deci-
sions. This is called “choice overload" or the “paradox of choice”.

What Is It and Why Does It Work?

Choice overload is the idea that we're more likely to make a decision
when there are fewer options to pick from. An abundance of choic-
es requires more effort from us, and we tend to feel unsatisfied with
our decisions. | have already mentioned the Fear Of Missing Out - the
paradox of choice often contributes to that FOMO. Choice overload is
based on the principle of cognitive dissonance, that we tend to seek
consistency in our beliefs and behavior by nature.

When we're presented with too many options, they create a state of
inconsistency that leads to anxiety and indecision.
How Can You Use It To Boost Sales?
Offer a limited number of options. For example, if you're selling
a product like shampoo, you might want to offer only a small

selection of scents or colors.

Make it easy to compare features between products. If you
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want your clients to choose from some alternatives, describe
each option's benefits.

Make the differences between your products loud and clear.

This way, you can reduce the paralyzed feelings that too many
similar options tend to cause

Examples of Using The Paradox of
Choice in Sales Psychology

LA
seseer BB

24 choices of jam 6 choices of jam

attracted 60% of the shoppers attracted 40% of the shoppers
3% of shoppers bought jam @cﬁ shoppers bought jam

&) &) &

As with jams, let's take a look at a real-life e-commerce shop. The
store offers their collection of swimsuits with just 6 colors available,

all in the same cuts. Such a minimalist collection makes the selection
process easier.
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The paradox of choice is also common among Netflix users. Despite
scrolling through the options for hours, people are unable to decide
what shows to watch. This becomes a problem not just for users, but
also for the streaming platform.

What is Netflix doing to overcome this and make choosing easier?
Reduced upfront choices, Top 10 Today, Top Picks For You, or the
Watch Something button are all designed to help users narrow down
their selections.

Not Sure What to Watch?

Choose Play Something and we'll pick things for you to watch based on your
tastes.
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11) God Terms

Luxurious. Powerful. Exclusive. Does this seem like another car ad?

God Terms can have huge power over people's decision making,
which is why you see them being used a lot. This is especially true in
the luxury goods industry.

What Are They and Why Do They Work?

God terms are words that have a positive connotation and are asso-
ciated with high status.

God terms work because they tap into our natural desire to be asso-
ciated with positive things. \When we see a word that has a positive
connotation, it makes us feel good and worthy, so we want to be as-
sociated with it.

How Can You Use It To Boost Sales?

By using God terms in your headlines and copy, you can make
your products and services more appealing, thus improving
your sales. Examples of such words include “Free”, "Happy”,
"Love", "Save", "Wonderful", "Joy", "Winner", "Power", "Strength”,
and "Passion”.

Keep in mind that these terms should be used sparingly so as
not to reduce their impact. When used correctly, they can be
powerful tools in your marketing arsenal.
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Examples of Using God Terms in Sales Psychology

There are plenty of instances of God Terms in luxury brand ads. Here
are some great examples.

Dream blg in

Business

-'"-1-—‘

emirates.com

“Dream big" brings to mind pleasant images.

The Audi RS e-tron GT: pure energy and
progressive performance

The Audi e-tron GT is a modern-day demonstration of progress. It
simultaneously radiates sportiness, high quality, and comfort. Its
aerodynamic design and ‘gran turismo’ concept are sure to attract admiring
glances. Driving it is a fascinating and thoroughly emotional experience.

Discover it now

Audi RS e-tron GT:
Power consumption, combined*: 20.2-19.3 kWh/100km (NEDC); 22 6=20.6 kWh/100km (WLTP)

C0, emissions, combined*: 0 g/km

"Pure”, "progressive”, "modern-day”, "high-quality”, and "comfort” are
just a few of the different God Terms used in the description of the
new Audi RS e-Tron GT.
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12) Pratfall Effect

When it comes to making sales, many people think that the key is
perfection. They believe that in order to sell, they need to be polished
and professional at all times.

However, the opposite may actually be true — sometimes it's better to
make mistakes. This is known as the pratfall effect.

What Is It and Why Does It Work?

The pratfall effect explains that we're more likely to admire someone
if they make a mistake. This makes people (and brands) come across
more authentic and relatable.

Humanizing brands is a trend that has recently taken hold across all
marketing fields. Through this process, customers can become more
familiar with your company and identify with your messages in a more
direct way. And what could be more human than making mistakes?

The pratfall effect works because it's based on the principle of social
proof. This is the idea that we're more likely to do something if we see
others doing it too.

Our desire for human connection is just natural. Whenever we see
something that's not perfect or has some flaws, we automatically
empathize with it quicker. This feeling creates an invisible bond.

How Can You Use It To Boost Sales?

Your brand will seem more human if you admit to weaknesses,
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being honest and vulnerable with consumers.

Own up to your mistakes and flaws candidly and humorously.
People are attracted to honesty and vulnerability, so they'll be
more likely to trust and buy from you if you show that you're hu-
man just like them.

Follow up an admission of guilt with a sincere apology and @
commitment to do better in future. This shows that you genu-
inely care about the customer experience and are willing to go
the extra mile to make things right.

Examples of Using
the Pratfall Effect in
Sales Psychology

KFC is a global fast-food chain
that has been in business for
over 70 years. When it ran out
of chicken, the company's PR
managers knew what they had
to do — not just apologize and
fix the problem quietly, but

go public with the story. And
they found a way to make it
funny, too.

WE'RE SORRY

Through the way that they pro-
A chicken restaurant without any chicken. It's not ideal. Huge apologies to

Vlded InfO I’m(]tIO n, they CI lSO our customers, especially those who travelled out of their way to find we

were closed. And endless thanks to our KFC team members and our franchise

i n C reO Sed t h e | r recog n Itlo n partners for working tirelessly to improve the situation. It's been a hell of

a week, but we're making progress, and every day more and more fresh
chicken is being delivered to our restaurants. Thank you for bearing with us.

and awareness.

Visit kfc.co.uk/crossed-the-road for details about your local restaurant.
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13) Mere Exposure Effect

Do you ever find yourself drawn to a particular product, even though
you can't really say why? It might be because of the mere ex-
posure effect.

What Is It and Why Does It Work?

This psychological phenomenon occurs when we are repeatedly ex-
posed to a person, place, brand, or anything else.

It's based on the principle of familiarity. That is, we're more inclined
to like something if we've seen it before.

The more often we see something, the more familiar it becomes to
us. Familiarity reduces uncertainty and often increases how much we
like something.

How Can You Use It To Boost Sales?

Place your product in an easily visible location in your store
or on your website, else put it in an eye-catching display or
landing page.

Run ads for your product online and on TV.

Provide customers with samples of your product. This will give
them a chance to try it out and see if they like it before pur-
chasing. If your products allow it, give samples away in highly
frequented places such as malls or conferences.
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Use banners and push notifications to expose clients to spe-

cific products.

Don't show the stimulus continuously, as it could have the op-

posite effect.

Examples of Using the Mere Exposure

Effect in Sales Psychology

A study that was conducted on 63 toddlers aged 3-5 proves how the

mere exposure effect works.

Children who had seen McDon-
ald's ads many times before
were served carrots both in @
box with the brand’'s logo on
and in an unlabelled container.
Most of them agreed that the
carrots in the box with the logo
on it were the tastier ones.

The same thing happens to you
every time you stand in front
of, say, a shelf of shampoo. You
tend to reach out for products

CRUNCHY

HY & DELCIOIS
RROTE
fyour 5-a-day!

One of your 5-3 |

ELICIOUS

that you already know and have seen advertised many times before,

even if you don't believe the ads work on you and deep down you are

aware that lesser-known brands use the exact same ingredients.
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14) Color psychology

What color are your logo and products? How do you choose the col-
ors for your marketing materials?

Chances are that you've thought a lot about the colors you use in
your business, but are they working in your favor? Color psychol-

ogy can have a big impact on how people perceive your brand
and products.

What Is It and Why Does It Work?

Color psychology is the idea that colors can affect our emotions
and behavior.

Colors are associated with certain emotions and feelings. When we
see a color, it can trigger emotions and affect our behavior.

For example, the color red is often associated with enger, excitement,
and urgency - making it a great choice for promotion or sale signs.
Blue, on the other hand, is often seen as calm and trustworthy - per-
fect for building brand loyalty.

How Can You Use It To Boost Sales?

Try to use a mix of warm and cool colors in your branding
and advertising, as this can help create a sense of balance
and harmony.

Make sure that the colors you choose for your website and mar-
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keting materials are easy on the eye and won't cause eyestrain
or headaches.

Create contrast between the background and text colors, as
this will help your words stand out. Consider that approximately
1in 10 people are colorblind - that's 10% of your prospects leav-
iIng your site!

Some color tips:

Red is often thought to be an aggressive color, so it can be used
to create a sense of urgency or excitement.

Blue is usually associated with calm and trustworthiness, mak-
ing it a good choice for businesses that want to come across as
reliable and trustworthy.

Green goes hand-in-hand with eco-friendliness plus wealth and
prosperity, so it is a good choice for businesses that want to

convey those qualities.

Orange can be used to create a fun and playful atmosphere,
which can be appealing to consumers.

Purple is often associated with luxury and elegance, making it @
good choice for premium brands.

Examples of Using Color Psychology in Sales

Just by looking closely at some brands' logos, we can see how the
psychology of colors works.


https://www.cloudtalk.io/

Let's start with Netflix. The red logo
reminds us of armchair upholstery in
a movie theater. Red also symboliz-
es energy, power, and passion - defi-
nitely three adjectives with which
Netflix identifies itself.

Another example is Spotify. They use
green to convey a sense of calm-
ness, serenity, and constant prog-
ress. Sometimes they use black to
show modernity.

Orange is not often chosen for
brand logos, and even less so for
luxury brands. Hermes, however,

is an exception. The color has be-
come an iconic symbol of this luxury
fashion brand - It stands out and
works perfectly.

NETFLIX

'k,
=

HER

PARIS

You can see that these brands' colors were not chosen at ran-

dom. They are associated with the brand and have become sym-

bolic of them.
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15) Confirmation bias

If you work in sales, you will know that one of the most important
goals is to get potential customers to say "yes" as often as possible.
One way to do this is by using confirmation bias.

What Is It and Why Does It Work?

The confirmation effect is one of the cognitive biases. It causes us
to select information in such a way that we only consider things
that confirm our views while ignoring those that contradict our ex-
isting beliefs.

So, if you can get a potential customer to say "yes" early on, they're
more likely to continue saying "yes" later too.

By presenting consumers with a range of methods for confirmation —

such as surveys, reviews, and testimonials — marketers can help shop-
pers confirm their choices and avoid buyers' hesitation.

How Can You Use It To Boost Sales?
Understand your customers' needs and preferences.

Anticipate what information your customers will
find convincing.

Make sure your information is credible and reliable.

Present information in a way that's easy to understand
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and act upon, causing people to quickly and unconsciously
agree with you.

Follow up with customers after they've made a purchase to en-
sure they're happy with it.

Examples of Using Confirmation
Bias in Sales Psychology

Influencers and celebrities are both examples of confirmation bias in
sales and marketing. A celebrity endorsement of your product would
add prestige to it and make it appear more trustworthy.

| |
| less guilty.
\ more pleasure.

sip
pitch
fast track

0
Q
0
=
1]
v

por-distilled water, Inspired by the clouds.
aaaaaaaaaaaaaaaa

Pepchips.com

But you don't have to break the bank and invest in an ad with Jennifer
Aniston. It will still work with less well-known influencers.

Another example of confirmation bias in marketing is the Popchips ad.
After seeing this advertisement, the consumer is probably truly con-
vinced that these chips are healthier (or at least less calorific) than
others available on the market.
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16) Blemishing Effect

In the business world, perception is everything. Whether it's a compa-
ny's public image or an individual salesperson’s persona, first impres-
sions can be make-or-break.

In such an environment, any small blemish can have a big impact.
This is where the concept of the blemishing effect comes in — any
small deviation from what's expected can create doubt in the minds
of customers.

What Is It and Why Does It Work?

The blemishing effect is the idea that we're more inclined to like
something if it's not perfect.

This works because it's based on the principle of imperfection,

which is the idea that imperfect things can be more appealing

than ideal ones.

If there are some minor disadvantages about a product, it can be
more convincing to the customer. However, you need to be very care-

ful not to portray your product negatively.

What matters is HOW the negative effects are presented. The pros
still need to outweigh the cons in order to be convincing.

How Can You Use It To Boost Sales?

In a mild way, unflatter your product. If you have already listed
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some positive attributes, make sure to list some less appealing
ones afterward.

Downgrade your offer a bit. As long as you won't make your
customers think too hard about it, including a small drawback
(even if it's insignificant) of your product can actually boost
positive opinions.

The blemishing effect can also be used in pricing. If you have
a product that costs $100, you might want to list the price as
$99.99. By doing so, the product can seem more attractive and
more people will be willing to buy it.

Examples of Using Blemishing
Effect in Sales Psychology

If you search for opinions on products, you will likely come across
some blemishing effects.

A good example of this is on sales pages, which often have pros-and-
cons lists. They are presented in a positive light, but still with some
flaws (often not of great importance).

Also see review pages. If an opinion ex-
ceeds four stars (on a 5-star scale) then we

< Capterra

tend not to pay much attention to the rest.

Bad reviews may seem negative, but they

actually serve to increase the trustworthi-
4.5/5 = 225 reviews

ness and relatability of a product. It's worth
a shot, as people are often more confident SRR
in products that have some negative opin-

ions than none at all.
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There you have it!

These are just some of the psychological principles that you can
adopt to boost sales. Use them wisely and you'll be sure to see an
increase in your numbers of customers and the amount of purchas-
es they make.

Thanks for reading!
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