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WEB PSYCHOLOGY

The empirical study of how
our online environments influence
our attitudes and benaviours
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HOW IT HELPS YOU

t's a psychological toolkit that can
help you design more persuasive websites,
marketing, and user experiences
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THE "3 SYSTEMS' BRAIN




THE 'THREE SYSTEMS

* Triune brain
* Brain is highly complex

e Useful model
’ * Understand hidden motivations

* Design persuasive experiences
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THE PRIMAL SYSTEM




PRIMAL

e Common to all animals
« PBasic vital functions

 Risky vs. Safe (FFF)
, « Sex

 Food
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KEY PRINCIPLES

o Cues for sex

* Images of food / drink
« Motion

« Contrast & concrete

* Peak end rule

« Scarcity
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Julian Wolkenstein - Symmetrical Portraits
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THE EMOTIONAL SYSTEM




* Limbic system
* Ancient & automatic

« Amygdala
, * Thalamus
« VTA
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KEY PRINCIPLES

« Empathy (mirror neurons)
* Pleasure & pain

* Body language

« Story-telling

* Images of faces
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MIRROR NEURONS

Placed electrodes in ventral premotor cortex
of macaques, to study neurons specialized in
control of hand and mouth actions...

[O% mirror actions

- Rizzolatti et al (1992)
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MIRRORING
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MIND-READING

Building block of human interaction -
assisting in ‘mind-reading” and allowing
people to understand and to share
the feelings of others

- Hatfield et al (2009)
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ASK YOURSELF

How does purchasing your product translate
info a greater impact worth celebrating?
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KEY PRINCIPLES

« Empathy (mirror neurons)
* Pleasure & pain
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THE RATIONAL SYSTEM




RATIONAL

 Unique to humans

* Higher cognitive functions

* Plan, organise, problem-solve
« Social learning & innovation

 Language, abstract thought
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KEY PRINCIPLES

 Enable post-rationalisation

* Product demonstration

« Listing specs / product benefits
* Give evidence that it works

* Be the authority
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REWARD THEM

* Positive reinforcement - thank your customers!
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REWARD THEM

* Positive reinforcement - thank your customersl|

* “You made a good decision for signing up”
(to an email, webinar, event, order, etc.)

« Give a freebie (e.g. video / resources)
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EVIDENCE

THE WEB PSYCHOLOGIST LTD. @NATHALIENAHAI



THE WEB PSYCHOLOGIST LTD. @NATHALIENAHAI




KEY TAKEAWAYS




KEY TAKEAWAYS

To be persuasive online in ecommerce, marketing and customer
engagement, you have to target all 3 systems.
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KEY TAKEAWAYS

To be persuasive online in ecommerce, marketing and customer
engagement, you have to target all 3 systems.

Your message, content and website should be:

M Primal Arousing
| Emotionally effective
M Rational Intellectually compelling
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ANY QUESTIONS?

Cet in touch

@NathalieNahai
ThelWlebPsychologist.com

THE WEB PSYCHOLOGIST LTD. @NATHALIENAHAI



