
Psychology Of Your Buyers 
Understanding and Leveraging Human Psychology  

Dr. Robert Cialdini’s research on persuasion identified six factors that guide human behavior, 

they are: 

1) Reciprocity

2) Scarcity

3) Authority

4) Consistency

5) Liking

6) Consensus

Understanding these shortcuts and using them ethically can significantly increase the of 

persuading your buyers to buy your products / services.  chances

1) Reciprocity - Research found that when a waiter gives a mint just before the bill, the tip 

increases by 3%. If they give 2 mints, the tip quadruples. If the waiter gives the mint, starts to leave 

and turns back complimenting the customers on being so nice, the tip goes up by 23%! 

What is something you can do or give to prospects first, that might make them want to reciprocate

________________________________________________________________________________

________________________________________________________________________________

2) Scarcity - What is unique about your proposition? What might they stand to lose if they failto 

consider your offering? What time constraint, limitation on quantity or availability can you put in 

place? 

_________________________________________________________________________________ 

_________________________________________________________________________________ 
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How might you be able to present your above offering in a way that increases the impact of that 

experience even more liek the more effective second mint example?

________________________________________________________________________________

________________________________________________________________________________



3) Authority - How could you train employees or referral partners to first mention your

people’s / your company’s credentials and expertise before connecting them to you? Example: “Let 

me connect you with John, who has over 17 years’ experience _(thing you do)_ in this area.”  

What awards, certifications can you leverage more than you currently are? ______________ 

_________________________________________________________________________ 

 4) Consistency - What is a tiny first step your buyers can take that makes the next bigger 

step more of a progression rather than the “first step” being the sale? Example: having patients be 

the ones to write down their next appointment date on their appointment cards reduced missed 

appointments by 18%. People were more likely to put a political sign in their yard if they were first 

asked to put a smaller postcard in their window: 

5) Liking - What do you have in common with your buyers? What common goal do you

share? 

_________________________________________________________________________________ 

How can you better communicate that commonality at the start of / during your sales process? 

______________________________________________________________________________ 

6) Consensus - People want what other people want. Example: Changing your call to action 

from “Operators are waiting” to “if operators are busy, please call again” gives more of an impression 

that lots of others want it. “#1 Movie In America” implies it must be good. How else can you point out 

what your other customers / clients have said, done or are doing?

______________________________________________________________________________ 

The 2 Systems Of Your Buyer’s Brain 

Our brains think in 2 ways, in 2 different systems.  

System 1 is instant, unconscious, automatic, emotional, intuitive thinking with no sense of 

voluntary control. 

System 2 is slower, conscious, more thought out decision making, rational, deliberate thinking. 
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________________________________________________________________________________



System 1: Fast thinking. The brain continuously makes suggestions to System 2 with 

intentions, intuitions, both accurate and inaccurate. These instant, unconsciously made 

thoughts generated by System 1 become our adopted beliefs in System 2 with little or no 

modification. Reminding people about old age then having them walk makes them walk slower. 

One of the tasks of System 2 is to think out and overcome the impulses of System 1.  

System 2 is in charge of self control. 

Putting up a picture of watchful eyes over a sign saying to pay whatever you think is fair for tea 

and milk in an office break room got 3 times more money than pictures of flowers over it did. 

Judgements are made based on something being easy or a cognitive strain. System 2 is lazy so 

anything you can do to reduce cognitive strain in your messaging will help. 

Being More Believable (Based on research findings) 

Bold text has been shown to be more believable. 

Research also found: 

Messages on higher quality paper are found to be more believable. 

Bright blue was found to be more believable than other colors. 

The more complex and pretentious the language used the LESS credible the message. 

Messages expressed in verse are perceived more as truth and are remembered more. 

Insightful lines that rhyme are perceived as more insightful than extremely similar lines that do 

NOT rhyme.  

When information is scarce, System 1 jumps quickly to conclusions. 

Example: You are asked: “will McNeil make a good leader? She is intelligent and strong.” 

An answer may have just come to your mind that she would be. That was System 1 taking the 

limited information available and automating an answer based on it. 

What if further description of her was then “she is also corrupt and cruel.” 

You did NOT ask yourself what other qualities you needed to know to make a determination. 

System 1 was making decisions with each initial adjective it was given like Google’s search 

suggestions as you add keywords.  
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Different ways of presenting the exact same information, evokes different effects. 

All that people naturally see / hear is just one formulation, so use the more appealing one. Example: 

“95% fat free” is more appealing than “5% fat” 

“90% survival rate” is more appealing than “10% mortality” 

Low-probability events are more heavily weighted when described in terms of how many, than 

they are when stated in terms of how likely in percentages etc.. 

Example: “A disease that kills 1,286 people out of every 10,000” was judged as more dangerous 

than a disease that “kills 24.4 out of 100.” 

The Reptilian Brain 

The most primitive part of our brains is the portion known as the reptilian brain. Your buyer’s 

“reptilian brain” is essentially the same portion of the brain that humans have used as our survival 

filter for millions of years. All that section of your brain wants to do is keep you safe from danger. It 

fears extinction, and instinctively addresses fight or flight scenarios quickly. 

Over millions of years, humans’ brains have evolved to include a mid brain which helps 

understand relationships and the neocortex that we commonly use to solve problems, and process 

our  thoughts how we do. 

A common mistake is trying to appeal to our buyers’ neocortex by pointing out features, details 

and cerebral concepts when we can grab their attention far more effectively by appealing to their 

reptilian brain instead. 

The reptilian brain perceives danger. If your offer is perceived as a possible threat (danger of 

losing money etc.) their reptilian brain instinctively wants to avoid it. If your product or service is what 

protects them from a threat, the reptilian brain is naturally attracted to it. 

The reptilian brain responds best to sharp contrasts. It likes before and after, with or without, 

slow or fast, risky or safe. Without a sharp contrast the reptilian brain does not become interested in 

buying whatever you’re selling. 

The reptilian brain also likes clear visuals and is affected only by strong emotions.  

Quickly, visually and emotionally show how your product or service will remove a pain or a threat, and 

your buyer’s caveman wiring chemically fires off a signal that says, YES, we want this! 
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Recommended reading: Influence by Dr. Robert Cialdini, Thinking Fast and Slow by Dr. Daniel Kahneman and 

Pitch Anything by Oren Klaff
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