
Most commercial messages target the rational mind. 70% fail. That's because the rational
mind isn't the primary decision-maker. The real mastermind is the brain’s subconscious. And if
the subconscious doesn’t let a message through, it dies at the brain's entrance gate instantly.

The 22-watt brain relies on its subconscious system to process data and decisions to save
scarce energy. With only enough electricity to run a small lightbulb, the brain can't
consciously process the eleven million bits of data it receives per second. So, the brain
funnels information through its energy-efficient subconscious system first. It’s lightning-fast
subconscious production line uses hundreds of cognitive tools to intuitively decide what
deserves scarce electricity, what data means, and what readied reactions to trigger, in
nanoseconds. 95% of decisions happen in the subconscious automatically. And almost all
subconscious decisions stick.

To influence minds more effectively, target the brain’s subconscious and emotional system.
To make it easy to apply the latest neuro and behavioural science research to your
subliminal messaging strategies, use our INFLUENCES formula below. You’ll get more 'yes'
decisions if you do.
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 A formula to influence the mind. 

Implementation guidelines: Get the full INFLUENCES formula and comprehensive guidelines
for each INFLUENCES element, free. Email your request to info@brandstory now. We'll send it
to you smartly.

Expert help: Get us to help you influence more minds. Our persuasion science know-how will
drive up your sales, ramp up your market share, and slash your marketing waste. Choose to
contact us for a free review of your message and to get a no-obligation proposal. 

About this framework: The INFLUENCES framework, developed by Jonathan Hall, draws from
decades of expert neuro and behavioral science research. The INFLUENCES framework is the
intellectual property of Jonathan Hall.

About: Jonathan Hall, a seasoned brand story strategist, applies over 35 years of marketing
and communication experience to his clients' messaging and behaviour influence challenges.
He is the founder and CEO of Brand Story, a consultancy specialising in neural marketing and
influence and messaging science. Jonathan is a graduate of Wits Business School. He also
completed business strategy training through the Aix En University in France. Additionally, he
holds certifications in behavioural economics, brand and narrative science, and behavioural
design. Jonathan is a member of the Institute of SA consultants. Successes for many clients
big and small have earned an IMM Marketing Company of the Year award, a PSA Innovator of
the Year award, and a Deloitte Champion accolade.
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Narrative: The brain is a story engine. So, organise your message to fit the brain's
natural narrative framework. Structure your message in a problem - solution -
resolution sequence. Messages that flow as a story spare the brain energy. So,
they go to the front of the cognitive queue and get processed fast.

Levers: Streamline information processing and decision-making by using the
subconscious brain's own heuristics and biases like framing, priming, anchoring,  
and social proof. Messages that apply the subconscious's  own cognitive tools
nudge the mind to make the decisions you want.

Fluency: The brain prefers an easy to process message because simple
messages reduce the cognitive load and energy demands.  Make your message
flow coherently. It should be clear and easy to understand. Cut jargon. Use
useful metaphors, simple language and concise sentences. 

Urgency: Unless the subconscious mind is directed to do something, it will default
to do nothing. Pressure the subconscious mind to make decisions and act. Apply
cognitive tools like consequences, risks, scarcity, rivalry, loss aversion, and urgent
language to prompt the subconscious to react.

Self: For survival reasons, the subconscious mind is intensely self-interested. It
puts itself at the centre of every story it runs. Put your audience and the
audience's problem front and centre stage in your message. Link your solution
to the audience's problem. Use personalised language. Offer personal choice.

Needs: Recognise that all human decisions and reactions are driven by the
fundamental need to secure or improve life. The subconscious senses gaps
between a current and an improved state all the time ,and agitates to close it.
External needs are frequently driven by deeper psychological ones.  Your
message must focus on how your solution closes gaps from the get-go. 

Credibility:  For survival reasons, the subconscious mind is extremely loss and
risk-averse. Build the trust the subconscious brain needs to engage by proving
competency. Provide social proof through recommendations. Show that your
transactions are secure. Transparency, vulnerability and consistency grow trust. 

Emotions: The subconscious is an emotional system. It relies on emotional cues
to trigger neurotransmissions and reactions. Without clear emotional direction,
the brain struggles to act. Ensure your message is primed with strong
emotional signals that tell the brain how to feel, and how strongly to feel. 

Ignition: The subconscious system controls energy allocations. To influence, your
message must earn a share of the brain's scarce electricity supply. Use proven
devices that win subconscious attention fast. These include highlighting
problems, threats, gains, changes, surprises, curiosity, dissonance, rivalry, social
proof, contrast, and emotional triggers.
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Empathy: The subconscious responds positively to relatedness and connection
with others. Empathy builds a subliminal sense of unity, belonging and trust. Build
empathy by showing that you understand, feel and relate to the audience's
circumstances and problems.

INFLUENCES framework
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