CORPORATE VISIONS

Be Different. Where it Counts. Your Message.

Messaging Matters

The story you ‘+ell is more eowar?u\
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What was the difference?
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. C\nodlense assaumptions
®* Define new set of needs
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DEFEAT THE STATUS QUo

® Our erow\i.se of what you 90,1"
® How we do it
. N\nb\ we are Hae best option

PEFEAT YoUR CoMPETITOR



\qpm:; VI INLVE XA LT

RieAEDsh Busreive

C‘Aamse Burden

20V 4uvApy fuaqWVIV|



) Billion Tweets

‘ Week

900,00
b\09 entries
?o.sfe,o\ every o\aq

200,000
hours of video

?osi’eo\ every o\Ow\



®* Don’t flw\ 20 quuﬁons

* You got 20 seconds to .
tell me somef\nins | don’t

al reao\u\ know

® You see more eecf\e who
look like me than | do




Don’t Call the Baby Ugly




Make them Smarter




“While our access to raw information has
grown exponentially, our time to process this
Information has declined rapidly, which has
placed an unprecedented premium
on the act of meaning-making.”

Geo roe D yson ( Futurist)




Risk/Loss pversion

Your mu:asins needs to:
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Incaumbent Advantage

Risk/Loss Aversion

Attention mnP«an

C‘Aamsc Burden



Your Prospect’s Brain

New Brain

Designed for Ana\v\si;

old Brain

Duisneo\ for Survival

Decision-Maki "o inaine







Which would you choose?

lX A suarani"eed gain of $'+5,000

An €0%  chance of Qaining $lO0,000
withh & 20% chance of seH‘ins noﬂnins




Which would you choose?

! A certain loss of $35,000

An €0% chance of losing $100,000 with
A 20% chance of not \osins aww\'l'\nins




Risk/Loss pversion
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Your mu:agins needs to:

1) Tell them somef\ning Hr\eb\
didn’t know

) Put outcomes at risk to

create “context” for urgency
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Car|y Simon '  Hotcakes

Haven't got
- time for the

pain... )
e



http://i38.tinypic.com/257zlg8.jpg

FTF ¢ “‘:3

&8 &< =2

i ‘] ”‘...o ean .A”"..




The pains I'm living with...

Are bigger than the pain of change...



Risk/Loss pversion
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Your mu:agins needs to:

1) Tell them .s'ow\eHnins Hr\eb\
didn’t know

) Put outcomes at risk to

create “context” for urgency

2) Awmplity the pains they are

livins with to create a need
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Find your Contrast







»Communicating Contrast

New Brain

Designed Cor Ana\v\sis

blah bla
blah bla
old Brain

Duigneo\ for Survival
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“Speak” to the Old Brain

Visual Sforv‘fdlins

Risk/Loss pversion
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Your Prospect's Brain

New Brain ‘\:‘

Duignzd for Analﬁxi:

old Brain

De.ﬁsn(d for Survival
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Risk/Loss pversion
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Change Burden —

Your mu:agins needs to:

1) Tell them .s'ow\eﬂnins Hr\eb\
didn’t know

) Put outcomes at risk to

create “context” for urgency

2) Awmplity the pains they are

livins with to create a need

Y) show “contrast” between

old/new Way to create value
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Who are you going to be?
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