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Overview 

This book discusses specific sophisticated techniques 
used by advertisers and marketers to persuade 
consumers into purchasing products. Some techniques 
include: intentionally triggering a sense of fear, danger, 
or tension that your product can solve; tying their ego 
to a product; and using certain adjectives, colors, or 
examples to get the potential customer to visualize 
themselves using your product / service. 

“You see, 
 advertising is the subset of communication. 

Sales is a subset of advertising. 
Persuasion is a subset of sales. 

And psychology is the subset of persuasion.” 

Introduction 

When most people think about persuasion and 
influence, what usually comes to mind is businessmen 
taking advantage of the unknowing public. Yet, as 
David Ogilvy states Advertising is only evil when it
advertises evil things To succeed in sales salespeople
must become skilled in psychological communication
strategies and aim to read you like a book  

Advertising is getting the consumer to spend as much 
money as possible for a product / service. Persuasion is 
making their minds up for them. Influence is telling 
them how to feel about a product / service. 

Chapter 1. What People Really Want 

People only care about what a given product/service 
will do for them. The following are foundational desires 
with which we are biologically programmed: 

x Basic survival, enjoyment of life, and life extension. 
x Enjoyment of food and beverage. 
x Freedom from fear, pain, and danger. 
x Sexual companionship. 
x To be superior, win, and keep up with the Joneses. 
x To care and protect our loved ones. 
x Social approval. 

These desires are intrinsically hardwired in our brains;
incorporating them will help trigger the idea that your 
product / service is necessary to feel satisfied. This can 
be summarized by the following flow: 

Tension Æ Desire Æ Action to Satisfy Desire 

Not only do we love satisfying our desires, but we also 
love learning about other people satisfying these 
desires. For example, seeing Dave pay off his debt with 
a new idea of investing in real-estate helps us imagine 
ourselves paying off our debt. Make the consumer 
picture themselves using your product / service. 

Chapter 2. How to Get Inside Their Heads 

The Fear Factor – Selling the Scare 

Fear-based selling causes stress in consumers and 
undeniably drives purchases. This approach is effective 
when it first terrifies people but then provides a 
solution to reduce the fear. Tap into existing fears, 
instead of creating new ones. Examples include a 
Limited time offer or one-day only sale which

trigger a fear of missing out. 

Ego Morphing – Instant Identification 

“By purchasing the right stuff, we [the consumer] enhance
our own egos and rationalize away our inadequacies” – 

Pratkanis and Aronson (Age of Propaganda, 1991) 

Create an image around a product to appeal to a certain 
market that believes their personal self-image will be 
boosted by using your product / service. The goal is to 
nudge them into morphing their ego to the identity of 
your product. This works well when tapping into traits 
society values like wealth, beauty, or intelligence. 

Transfers – Creditability by Osmosis 

Transfer is the use of symbols, images, or cues 
commonly associated with people of respect in order to 
persuade your potential buyer into thinking that the 
product is endorsed by said person, thus providing 
your brand instant credibility. 


