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Pat: This is Pat Iyer and today we're going to be talking with Dr. Takanori 
Endo who is the world's best neuromarketing trainer and expert.  
We're going to be breaking that down and talking about 
neuromarketing and how that applies to legal nurse consulting in 
marketing to attorneys.  

 I met Dr. Endo on a cruise earlier this month. As we sat down at 
dinner and talked about neuromarketing, I thought this is a topic that 
we really need to cover on the podcast to help you as a legal nurse 
consultant understand how that applies to what you do when you're 
putting your marketing materials together or you hear attorneys talk 
about the reptilian brain. That's a buzzword in the legal community. 
Dr. Endo is familiar with the legal community. He has testified as an 
expert witness in the area of psychology and we will be going into his 
area of expertise in just a minute.  

 Dr. Endo, thank you so much for being part of the show and welcome 
to the show.  

Dr. Endo: Thank you Pat. Thank you for calling me. I want to thank the listeners 
for being interested in this topic because it is a very new topic and it 
makes a very big difference. If you know it, you have an edge on the 
court. If you don't know, then the other person on the other side has 
the edge if they do know it.  

Pat: Absolutely. Well, let's start right from the beginning with what is 
neuromarketing? 

Dr. Endo: Neuromarketing is a terminology that was coined more recently after 
the 2000s. It is a field of study of brain science and marketing. The 
whole idea is to study how our brain makes decisions. Sometimes it's 
also known as the academia of decision making. Neuromarketing 
utilizes machinery such as brain scans and your biological feedback 
like your heart rate and how much you're sweating. Basically, it wasn't 
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utilized in the business field just because it was very expensive in the 
past years. Nowadays it became more reasonable for people to utilize 
it for basic research purposes other than medical. Now we see data on 
how customers make decisions that we couldn't see before.  

Pat: I have read about studying how people's eyes move when they look at 
a computer page, what parts capture their attention and what pathway 
their eyes follow. Is that a small piece of what you're talking about or 
is that something different? 

Dr. Endo: It is definitely a part of the study. The eye tracker is a big part of the 
machinery we use, for example where you look at how fast you're 
looking at it, are you reading it smoothly or not. Smooth movement 
means there's less confusion. When peoples' brain gets confused they 
don't like to make decisions. And also, nowadays the machinery could 
detect how much dilation there is in your pupil. If your pupil dilates, it 
means you're interested. If it goes the other way, then you're not 
interested. Those are some of the information points we now utilize in 
making effective marketing campaigns.  

Pat: For the legal nurse consultants who are listening who have websites, I 
think maybe a takeaway (if I understand what you're saying correctly) 
is that your website should be logically organized. It shouldn't have a 
lot of confusing distractions or a lot of stimuli which would confuse 
the brain. "What do I look at first? Is it too busy?" 

 Is that what you're getting at? Am I understanding that? 

Dr. Endo: Yes definitely. A lot of people say, "If I don't have the machinery, 
neuromarketing is not useful for me" and it's not true. We're the ones 
who do the research to find out the principles and the rules of how the 
brain makes decisions. You just need to follow the rules, just like 
legal people follow the rules. One of the rules is if the brain gets 
confused they want to make a decision.  

 Pat, as you just said, as soon as you open your website, ask, "Is there 
too much information and does my brain get confused or not?"  

 "Is it guiding the audience usually to where you want them to be?" 
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 That's a good question to ask yourself as you watch your own website 
or not only websites but banners and any type of business card, or 
anything that you use for your own advertisement.  

Pat: I have heard Internet marketers talk about this although never using 
the term neuromarketing, but the expression is, "The confused mind 
does not buy." I think what you're talking about is offering too many 
choices on a website or on a printed material that distracts the brain 
somehow.    

Dr. Endo: Yes, and just to give a little bit of overview of where neuromarketing 
is just for the audience here. . . Marketing Version 1.0 was a logical 
world, so if you give a logical explanation to the brain people bought 
it. Just compare and contrast how your service is different from 
others, how you logically talked to the people and people agreed on 
the more logical statement. That was in the past and because there 
were more advertisers and more information in the world people 
started to get more confused and didn't want to see logical things. 
Then marketing became Version 2.0 where it was all about emotions.  

 You might remember commercials, and there are still commercials, 
that try to get tears out of your eyes. It's all very emotional and there's 
storytelling happening. That's the Version 2.0 Marketing. It is said 
that we make decisions based on emotions, not by logic and that's true 
but nowadays there's so much information. People are so busy that 
their minds are cluttered with everything and every moment a 
smartphone tries to take away our attention. People's attention levels 
have dropped so drastically that we're in Marketing 3.0 where every 
decision is made by instinct, which is where reptilian brain will come 
in that we will explain later.  

 That's where we are, and traditional marketers had some sort of idea 
of what we are supposed to like. We shouldn't give more choices to 
the audience and so forth. They were right, but they couldn't pinpoint 
down to exactly how many because they didn't have the tools to 
basically test it. Now we have the tools, so I can exactly say how 
much of a choice, after how many choices the general public will be 
more confused. 

 Just a tip right now for the audience is whenever you surpass a choice 
of five people's brains start to become overwhelmed. Usually a good 
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number is about three choices. One is no choice, two is a dilemma and 
three - now you have choices.  At four or five you seem like you have 
a lot of choices and you have freedom. After five, there are too many 
and you don't want to decide.  

 How many tabs do you have on your website on the top? You should 
keep it less than five. 

Pat: Very interesting. You mentioned the reptilian brain; let's talk about 
that. What does that mean? 

Dr. Endo: It's almost like a pop psychology kind of way of saying our brain 
parts. A lot of people are not experts and can say the cerebellum and 
the brain stem is whatever and whatnot. People cannot keep the words 
stuck in their brains, so they just call it reptilian brain.  

 Reptiles have that same part of the brain like human beings are and 
that is one of the oldest part of the brain. It basically runs based on 
survival, so anything that allows us to survive we'll make decisions 
upon. The decision making is based on survival. The logical brain is 
more on the prefrontal cortex, which is our human brain. Some other 
mammals also have that prefrontal cortex. The logical brain is the 
neuro part of the brain. We're talking reptilian brain as the older part 
of the brain where the main decision maker is at.  

Pat: What kinds of images or statements would we be considering in 
triggering the reptilian brain? 

Dr. Endo: Pat, that's a good question. In neuromarketing what we're doing is 
relying on the reflex of the brain. Just like we have reflex bones in our 
elbows and knees, if you touch them you automatically do certain 
things. The brain has a reflex to images such as we have a tendency of 
following human faces, so whenever an advertisement has a human 
face we look at it because that's how our brain is made. Unless you are 
artistic, when you do the opposite and you don't look at the human 
face.  

 Most of the people or the general population will look at the human 
face, especially babies. Something in our instincts wants to see babies 
and have this tendency of wanting to protect that. Anyone who is a 
child - or the younger it is where it gets closer to a baby, males and 
females both react to a baby’s face and they will look at it. That's a 
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way of grabbing attention because nowadays there are so many things 
that take away our attention and you need to grab the attention as fast 
as possible.  

Pat: That's interesting. I was thinking that you were going to say the 
opposite. Somewhere in psychology class I learned that babies when 
they're shown sort of random patterns of geometric shapes or a pattern 
that looks like a human face that the baby cues in on anything looks 
like a human face. That could be the baby's reptilian brain that is 
taking over. 

Dr. Endo: Yes, and Pat, you're making a great point. If you wanted to test if your 
advertisement works or not, show it to a baby and if they follow it it's 
tapping into their reptilian brain. If a baby is not available to you, 
there's this friend of mine who does website consultations. It's called 
"The User is Drunk". Basically, what he does is drink six packs of 
beer and tries to navigate through your website. If he can't navigate 
through your website, then the website is too confusing that nobody 
will access it. He's literally shutting down the prefrontal cortex, the 
logical brain, by alcohol and more relying on the emotional and the 
reptilian brain, which works. That makes sense. 

Pat: That sounds like a wonderful occupation for an alcoholic, getting paid 
to get drunk.     

Dr. Endo: I know. That's like the dream job for college students. 

 It's not only marketing, but when you are in the court. They look like 
they're listening to you, but you need to understand that people who 
are jurors have a life. There are a lot of things that are going through 
their minds and if you cannot convince the reptilian brain they won't 
even listen.   

Pat: That's true and many of them are there not happily because they have 
been pulled away from their life and their routine. It's an imposition. 
The attorneys are concerned about overloading them with too much 
information or taking on cases that are too technically difficult to 
explain. Whether the jury will understand, follow or remember, that's 
a key factor that legal nurse consultants are involved in (particularly 
those who help plaintiff attorneys screen cases). I've heard plaintiff 
attorneys say this: "Is this a case that you can explain in a few 
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sentences or do you need paragraphs of explanation?" The few 
sentences cases are going to work better.  

Dr. Endo: Definitely. One of the researches that neuromarketing did was 
attention spans on words or listening to a certain conversation or radio 
ads even because those are only words that have been heard in their 
ears. What we have found was that the type of word or the language 
levels you need to use needs to be at a third-grade level or else people 
don't listen. It's too much effort above a third-grade level to actually 
process, which requires your logical brain to function and get 
activated. People's logical brain is overwhelmed with daily life 
nowadays.  

 There's research that was done about people's stress levels. They 
compared between 1970 and the year 2000. The amount of stress that 
general people are feeling in the year 2000 is equivalent to being in 
the emergency room in 1970. It's like you're just walking down the 
street and you feel like you're in an emergency room in 1970, so the 
brain is overworked. It's working so hard. Our life became simpler by 
all this technology, but the reality is for the brain it’s just becoming 
more complex. 

 Unless it's something that is very interesting for you or you have a 
great passion to it, you're not going to listen to words that are harder 
than a third-grade level. Just to give you an idea (and you are a 
marketer) just for fun, I don't like to talk about political stuff but it's 
just a hot topic. We compared a speech between Donald Trump and 
everybody else and Donald Trump speaks at a third-grade level. 
Everybody else speaks somewhere from sixth-grade to a ninth-grade 
level of language and those are the candidates who couldn't get the 
votes.  

 There are certain technological words that you need to use in court 
because there's no other way, but that you need to use them. Other 
words that you are using - make sure that they're very simple. Yes, 
you are talking to adults, yet with their brain function you might just 
want to think that because they have other things going on in their life 
to just imagine that they’re functioning about in a third-grade level. 
You have a better chance of winning the case and of course, in 
marketing too.  
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Let me stop for a minute and help you get some perspective on this before 
continuing the show.  

You don’t have to figure all of this on your 
own. One of my newest books ramps up your 
knowledge of marketing with four sections: 
marketing foundations, marketing online, 
marketing with stories and marketing with 
exhibiting.  

The book is called How to Get More Clients: 
Marketing Secrets for LNCs 

It is part of my Creating a Successful LNC 
Practice Series. You may order this book at 
http://Lnc.tips/creatingseries and we’ll ship it 
right to you. You can get a 25% discount on 
the book by using the code LISTENED, which 
tells us you heard this podcast. Cool, right? 
Let’s continue with the show.   
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Pat: Let's bring that back to marketing. We have talked about limiting 
choices or not confusing people with too many choices and we talked 
about using human faces. What other types of stimuli does the 
reptilian brain react to? 

Dr. Endo: The reptilian brain is basically egocentric, like really egocentric. In 
terms of the animal kingdom - like mammals they start caring for 
others of your own kind and even your babies, but a lot of the reptiles 
only act by themselves. They never create a team. You don't see 
groups of reptiles moving in one direction and working as a team. It's 
because they only think about their self.  

The biggest question you need to answer is, "What's so good about 
that for me?" That's what the reptilian brain is asking all the time. If 
you can't answer that question, you won't be able to sell for sure.  

 That's one thing and the second thing is you need to make it clear cut 
for a reptilian brain. The reptilian brain cannot distinguish gradients, 
so from white it turns into black eventually but in-between there's a lot 
of gray zones. Our logical brain could tell the gray zones easily from 
dark blue to light blue, dark red to light red, but for the reptilian brain 
they can't tell the gradients. Everything needs to be a clear-cut white 
or black. You need to make contrast to make decisions, but the 
contrast needs to be very extreme or else they don't get it. You cannot 
be humble in contrasting examples.  

Pat: I'm thinking about actually the coaching program that I offer that has 
three distinct levels. We're putting together a table to indicate the 
choices that are available, so if I apply what you're explaining I 
shouldn't have shades like light pink, brighter pink and mauve pink to 
separate the levels. It should be yellow, red, blue primary colors. Is 
that a correct understanding of what you're saying? 

Dr. Endo: Definitely, if you do it by color. In looks (artistically speaking) the 
gradients look cool, but if you want to sell something it needs to be 
almost like a traffic light. It needs to be a lot cleaner. Imagine a traffic 
light of a gradient. If it's light red you could go, if it's a very dark red 
then you need to stop and if it's somewhere in-between you need to go 
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slow. That's going to be confusing. I can guarantee there are going to 
be a lot of accidents.  

Pat: Yes, that would be chaos.   

Dr. Endo: That's the idea. 

Pat: Are there other kinds of stimuli that the reptilian brain reacts to? 

Dr. Endo: Yes. This has to do a lot with people who are selling specialties like as 
legal nurse consultants it's a specialty. You sell services, which is a 
non-tangible product. The reptilian brain only buys tangible things. 
They need to feel it. They need to be able to touch it and be able to see 
it. "How are you going to make it tangible" is going to be a great 
question to sell the product. I need to be able to feel it. Feel it means 
emotionally feel it and be able to see it and be able to touch it.  

 How are you going to make your service be able to be touchable? You 
could have pamphlets. You could have books. Those are tangible. 
That's one way. Unless a person holds something in their hands, they 
don't make a decision and just remember that. Another thing would be 
with the reptilian brain is that their attention span is so short that they 
only could remember something that you said in the beginning and the 
end. 

 Microsoft did research and some people know this. I think it was in 
2015 where they said that our human attention span is lower than a 
goldfish. They are not reptilian, but a fish and they have an attention 
span of nine seconds. Our human brain recently has an attention span 
of eight seconds. Of course, it's average and there's standard deviation 
in the spread, but generally speaking a lot of us cannot hold attention 
better than a goldfish. They're not going to remember what you said 
somewhere in-between. They will remember the first start off and 
then when you're listening about to the finish they make a decision 
based on what you said in the beginning and the end.  

 In a marketing campaign, what's on the first page of your home page? 
What's on the copy in the beginning, the headline? 

 Those are important. They will scroll down to the bottom to see what's 
on the bottom. If those two things are good, then people do make 
decisions based on that. They don't read the things in the middle, 
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unfortunately. There are some people who do, but majority of people 
don't. Logically speaking we think that they do.  

Pat: I know that trial attorneys pay attention to that because they talk about 
primacy and recency. They use that concept when they're crafting 
their opening statements in particular and closing statements knowing 
that the jury is going to remember the last part of what they heard.  

In the court system as you know the plaintiff attorney goes first and 
they will build a big case. The defense attorney comes in and helps to 
wipe out all the points that the plaintiff attorney made. The plaintiff 
attorney gets to come back again at the end and do the closing 
statement and try to repeat all those key points that the attorney made 
in the beginning of the trial.  

Dr. Endo: How the system works actually - in that case the plaintiff attorney 
actually has an edge over decision making because they hold the 
beginning and the end. For the defense, they need to strategize 
understanding the brain way better to actually make the case go the 
other way. Logically speaking it seems like it’s fair, but in the 
reptilian brain it's not really a fair system.  

Pat: Yes, there are certainly things about the whole litigation system that 
seems unfair in some ways and other things that are just right on topic. 
It's not a perfect system for sure, but it's the best that we’ve got, 
unfortunately.  

Dr. Endo: It's a game that we accept to play, so we will play the game by that 
rule.  

Pat: In pulling together everything that we have talked about, do you have 
some closing bits of advice to legal nurse consultants on how they can 
apply what we have been talking about to marketing to attorneys?  

Dr. Endo: Marketing in general - just to revisit some of the points we already 
have talked about, remember people's attention spans are becoming 
short especially people who are busy like attorneys. Their time is so 
valuable that a few seconds of their attention to advertisement is 
valuable as if it's like gold. You need to send a message that's very 
strong to them in the first few seconds. As I said, our attention span is 
less than a goldfish, so it's very simple. Can you hold their attention 
for more than eight seconds?  
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 That's an eight second test. It doesn't need to be an attorney. Give it to 
a friend. Give a friend a couple of advertisements, including yours. 
See if they're going to stop there and read it for more than eight 
seconds, and then you will beat the brain in terms of they're really 
interested and they're literally reading. If you cannot hold their 
attention for more than eight seconds, then you're gone.  

 There's a more detailed way of using it and I'm sure everybody has a 
business card. Some of the recommendations I give about business 
cards and the thing that you need to accept as reality is the majority of 
people don't hold on to business cards. They throw them away. You 
go networking in a certain event. You give a business card to some 
attorney. They go home and basically, they have a stack of business 
cards where they don't remember who their faces are. You try to 
compete with that by having your face on the business card, but either 
way they will just throw it away in the garbage can.  

 You need to stop that from happening. One way of utilizing 
neuromarketing is to make the size and shape of a business card to 
some card in their wallet that they never will throw away.  

 You're like, "What do you mean?" 

 When you're going through your wallet and cleaning it out, you will 
throw away things that are in there like a receipt. Some people will 
throw away a business card of somebody, but there are certain things 
that you would never throw away and one is an actual bill or money. 
The other one is IDs and credit cards that you don't throw away. Your 
brain waves are lazy and they're in the system of doing that all the 
time. Anything that looks like a shape that's very similar to a credit 
card or ID card, meaning the edges are round and it's in a certain size, 
the brain has a tough time throwing it away. If they don't throw away 
your business card, you still have a chance.  

 The next one is, "Can you give them some benefit from your business 
card?" 

 A lot of people have their names and their address, and that's pretty 
much it. That doesn't serve me. I'm self-centered, so what's so good 
about this business card for me? There's no value to that business 
card.  
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For example, on the back of my business card, there's a QR code that 
you could read with your smartphone. It goes to YouTube and you 
have a bunch of free videos of my company "Mind Life Solutions" 
YouTube channel where you can study neuromarketing for free. 
That's a value that was added on the business card and for that reason 
usually people hold on to it or they give it to somebody as an added 
value. They're like, "You wanted to learn neuromarketing. Here you 
go. There's this guy who does neuromarketing and apparently he has 
some free video on there so why don't you watch it" and that kind of 
thing.  

 It's YouTube. You don't need to give me an email address or anything. 
You just need to subscribe if you want to watch more of it. It's such a 
minimal risk that a lot of people will hold on to my business card. 
That kind of thing if you just take a business card in account - that's a 
strategy you can use.  

 Going back to websites, is your website simple or is it complex? 

 Get a friend, make them drunk and ask them to navigate through it. 
Do they go to the place that you want them to go? Every website has a 
purpose. A lot of people just make a website for the sake of making a 
website and you shouldn't do that. If you made a website as a 
consultant, the thing you want the audience to do is to contact you, 
maybe sign up for your newsletter or listen to your podcast, blog or 
whatever it is. At the end of the day, can you guide the people to do 
that? If it's too complex they won't.  

 Nowadays with people if you're in front of them they will stay and 
listen to you, but on the Internet if they don't like it they just need to 
click one button and you're gone.   

Pat: You have given me so much to think about today Dr. Endo. I know 
that we can probably go on for hours more on this, but I hope that we 
have stimulated some listeners to want to find out more about you and 
about neuromarketing. Could you tell us again that YouTube channel 
and how people can find out more about what you do and what you 
offer? 

Dr. Endo: Again, if you go on YouTube.com and search "Mind Life Solutions" 
then you will see my channel. I have it in both Japanese and English. 



Copyright 2018 The Pat Iyer Group   podcast.legalnursebusiness.com 13 
 

Obviously the one that's in English is all in English and it has subtitles 
too. Wherever you go you could watch it by just looking at it or you 
could listen to it. I have a Facebook page, 
www.Facebook.com/MindLifeSolutions is my business page. I update 
information regarding neuromarketing in both English and Japanese 
with sometimes both on the same post. If you want to keep updating 
strategies that are practical that you can utilize right now, then come 
and watch is what I can offer you.  

 Just to give you an example, my recent video title says, "This Is Why 
People Hate Improvements" and it talks about why you cannot say 
your service or product is better than someone else and the reason 
why it doesn't sell. It's interesting, so if you want to know the reason 
why then just watch the video.  

Pat: Excellent. Well thank you so much for being part of the show. I think 
this time has flown by and I really appreciate the chance that you have 
given us to open up a little bit of the world of neuromarketing. I feel 
like we have gotten a little window that's opened, and there is a whole 
house and community beyond that window.  

Dr. Endo: Yes, definitely. If you are in the legal field, neuromarketing is an 
easier field of marketing to join. It's all about rules and principles to 
follow. That's all it is and that's what you do as we're working in the 
legal field. It's not a difficult thing and I was in the legal field.  

Pat: Yes, so you know our world.  

Dr. Endo: Yes.  

Pat: Thank you so much and thank you to our listeners for tuning in for 
this interview. Be sure to go to www.podcast.legalnursebusiness.com 
and subscribe to our show. We also offer transcripts for people who 
would like to go back and refer to the information that they have 
heard. I know that you will probably want to go back to this one to 
pull out those principles that Dr. Endo has shared.  

 Thank you so much and we will see you again next week.   

Dr. Endo: Thank you.    
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Be sure to get a copy of How to Get More Clients: Marketing Secrets for LNCs. Go 
to this link http://Lnc.tips/creatingseries and use the coupon code listened to get a 
25% discount on the book.  

I’ve got a phenomenal resource for you just waiting on LegalNurseBusiness.com. 
My online training and books are designed to help LNCs discover ways to 
strengthen their skills and businesses. Check them out at legalnursebusiness.com. 
 
Many of us are lifelong learners who enjoy the chance to keep expanding our 
knowledge. Just like the book of the month clubs, LNCEU.com gives you two 
online trainings every month. We have a yearly payment plan that saves you over 
$50 compared to paying monthly, and each program is hugely discounted. Look at 
the options at LNCEU.com. 
 
The LNCAcademy.com is the coaching program I offer to a select number of 
LNCs. You get my personal attention and mentorship so that you can excel and 
build a sturdy foundation for your LNC practice. Get all the details at 
LNCAcademy.com. 

 


