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A note from us
My cat is very sick.

But she didn’t have to actually “get sick” for me to know she wasn’t well. | knew she wasn’t
herself. She just wasn’t “right”.

We quickly get used to so much of what we see and hear. For example, you drive past a
suddenly empty lot and you can’t describe the house that was there, but you know a house
was there. You drove past the original place so often it no longer registered in your brain.

We're exposed to thousands of messages every single day. Our brains have to have some
way of sorting out what gets in and what gets filtered out.

Well your prospects are wrestling with the same thing.

In this issue of BrandReturn, we let you in on the secret elements you can use to actually
break through the clutter and grab your prospects’ attention.

Let us know if you think it's helpful.

Lt
—

Winnie Anderson

PS. Ryan, Bo, and | want to share our pride over Guy’s dedication to building Patmos Park, the
free bike and skate park on the grounds of Shore Fellowship Church in Egg Harbor Township,
NJ. They opened to the public on June 16th! Go Guy!

PPS. Been to our blog lately? Find out what folks at Delta Airlines and Dell find so fascinating
over there...

Now here’s this week’s article...
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Featured Article

Do you always include these 3 elements in your ads?

In his book Brain Based Learning, Eric Jensen explains how the brain uses contrast, emotion, and
novelty to evaluate the thousands of incoming messages it receives each day and to determine
which ones deserve attention. While the book was written to help educators teach more effectively,
marketers can use the information to design messages that easily grab attention.

The first simple technique to build into your messages uses the element of contrast. Broadcasters
apply this by interrupting the show you were watching and presenting a commercial — something
different — to grab your attention.

But the brain quickly becomes so used to seeing commercials that, no matter how different yours is,
it recognizes it as a commercial and tunes it out. In a nano-second the brain tells the thumb to hit the
clicker and get out of there; or it tells the feet to take the body to the kitchen.

The next element to ad to your message may be the most important: Emotion. We think we’re logical
people; but emotions impact decisions more than we’d like to admit. We tell ourselves we hate
negative commercials and we’re sick of the misery on the news but the brain is very responsive to
negative information because it's focused on keeping us safe. How can you create marketing that
capitalizes on this?

Ask yourself what problem your product solves. What emotions does your target market have
around that problem? Are they angry? Frustrated? What fears does your target have that the product
addresses? What advantages does it give your target? When you're able to identify and tune into
the target’s primary emotion and convince her your product will solve the problem, you’ll definitely
grab her attention.

Novelty is the third element to add to your messages.

We're incredible creatures of habit and go through much of the day on autopilot. So something
unusual really gets our attention, even when we think the subject is stupid.

This doesn’t mean you should do ridiculous things to get attention, but it means you need a little
creativity. Here’s a fun exercise to inspire you.

Take a couple of industry magazines and look for 5 to 10 ads for the same type of product you sell.
Pull them out and lay them on the table in front of you. Notice any differences other than the basics?
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Probably not. Most ads say nothing new. As a matter of fact, they probably don’t say much at all.

You can easily apply the concept of novelty in any ad by focusing on your company’s differences
and the results you deliver.

That would certainly be novel.
Your next step: Gather your team and brainstorm all the ways you’re company differs from your

competitors and exactly why the target should buy from you. This becomes the core of your
messages.
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About Abiah

Abiah is an award winning brand strategy and full service marketing firm that helps mid-sized
businesses uncover and leverage what makes them unique to become the recognized leader
in their market segment. Find out more about them and take the Brand Alignment test at
www.abiah.com or call them at 866-982-2424.

866 982 2424 toll free - 609 653 2233 tel. - abiah.com / Central Park East - 222 New Road « Suite 107 < Linwood * NJ 08221




