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Why?
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Have You Found This Yet?
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Formula to the “Buy Button”



2/25/21

According to neuroscience, how many brains 

does a human have?

a. One

b. Two

c. Three

d. None
7

Spot Survey 1
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Primal Brain & Rational Brain 

Primal 
Brain

Rational 
Brain

Make
Primal Brain 

Your
Entry Point
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Got Cognitive Biases? Yes, We Do!

188 and 
growing!

Placebo Effect

Not-Invented-
Here Effect

Anchoring

Rhyme As A 
Reason Effect

Loss Aversion 
Bias
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Visual Bias
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Is Square A Darker Than Square B?
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Orientation Bias
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Is She Normal and Good?
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Gain vs Loss Bias
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I’ll Flip a Coin… You Make Choices

Round 1
Option A Option B

Win $5,000 for sure,
regardless of heads or tails

Heads: Win $10,000
Tails: Win $0

Spot Survey 2
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I’ll Flip a Coin… You Make Choices

Round 2
Option A Option B

Lose $5,000 for sure,
regardless of heads or tails

Heads: Lose $10,000
Tails: Lose $0

Spot Survey 3
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I’ll Flip a Coin… You Make Choices

Round 1
Option A Option B

Win $5,000 for sure,
regardless of heads or tails

Heads: Win $10,000
Tails: Win $0

Round 2
Option A Option B

Lose $5,000 for sure,
regardless of heads or tails

Heads: Lose $10,000
Tails: Lose $0
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What Is This Telling Us?

•We all have biases

•We are often irrational

•Our primal and rational brains 
don’t always align
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How?
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Your Messages Must Be:
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A Few Examples… (“Personal”)
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Check Your Homepage

• Count “You” words
• Count “We” words 

• You/We Ratio must be >2
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A Few Examples… (“Tangible”)
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You Need to Stand Out



The brain receives
11 M bits/s but…

…pays attention to 
only 50 bits/s

<0.0005%

The Challenge
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What?
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Start with Diagnosing the

PAIN
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Product OR Pain?
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Iceberg of Decision Triggers
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W
A
N
T

PA
IN

Your 
Product 

or Service

Anxiety
of Not 

Knowing

Absence 
of 

Transition

Fear of 
Exhaustion

What’s the 
REAL PAIN?

Real Pain?
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Dig Deeper to Diagnose
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Develop Your Differentiated

CLAIMS



2/25/21 39

Examples of Claims
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Examples of Claims
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Examples of Claims
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Why Buy From Us?

Why 
Buy 

From 
Us

Why Buy 
From Us

TABLE OF CONTENTS

Chapter 1

CLAIM #1…….    p 10

Chapter 2

CLAIM #2…….    p 20

Chapter 3

CLAIM #3…....    p 30
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Claim of a Car Maker
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Safety
• Rooted in the brain of the 

customer, a brand is an 
associative memory linking the 
name of the company with a set 
of attributes – factual or 
emotional.

What’s a Brand?
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“Tar-jé”

affordable 
chic

“Whole 
Paycheck”

too 
expensive

Can be POSITIVE or NEGATIVE

Emotional Association
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Claims Example
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Claims Example
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Provide Proof Points as

GAIN
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FINANCIAL

PERSONAL
STRATEGIC

3 Types of Value
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DEMO DATA VISION

Value Matrix

SOCIAL VISIBLE ANALYTICAL ASPIRATIONAL
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What Value, What Proof?
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What Value, What Proof?
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$70K

REVENGE

What Value, What Proof?
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Before After

LOSSDemonstrate the Gain
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Most people believe that life 
insurance policies are all the 
same. 

But that is not the case. If anything happens 
to you, your loved ones may suffer 
catastrophic consequences beyond the 
emotional suffering caused by the loss of 
your life.

After your disappearance, facing bills is not 
the kind of troubles you want to leave 
behind. And there is a way to avoid it all by 
getting a life insurance policy. It is simple, 
affordable if you are in good health and it 
will put in place some simple mechanisms 
that protect your loved ones.

To learn more, go to ABC-insurance.com.

We provide insurance to make sur your 
mind is at peace

1 Blah, Blah 
???

2

Blasting Message
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Persuasive Message

You never KNOW

We provide insurance to make 
sure your mind is at peace

Wow!
1

2

3
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Summary!
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Primal 
Brain

Rational 
Brain

Make
Primal Brain 

Your
Entry Point
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1. Check your Home Page for “You/We” Ratio

2. Review your collaterals to see if they are ”primal brain” 

friendly - 6 Stimuli

3. Check your collaterals for Pain/Claim/Gain methodology

4. Set up a 30-minute call (complimentary, with no strings 

attached) to review and discuss

61

FOUR Things You Can Do TODAY!
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Open Discussion



Thank you!
Atul Minocha

AMinocha@ChiefOutsiders.com

775.233.9922
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Firm & Talent Pool
• Nationwide, founded in 2009
• 70+ Chief Marketing Officers across the country (all former C-level executives experience)
• Inc. 5000 honoree in 2014, 2015, 2016, 2017, 2018, 2019 & 2020 (7 years in a row!)
• 2019 honoree as one of “25 Small Giants”
• Focused on helping small and middle-market companies grow

Engagement Philosophy & Model
• Core belief: Marketing is a means to an end à focus on business goals
• Model: Work as an integral part of the executive team à“insider” with an ”outward mindset”
• No junior staff à WYSIWYG
• No in-house research/advertising/SEO/web resources à Objectivity and no over-selling
• No “pre-packaged” solutions à Tailored to each client’s unique situation
• Hire 1 CMO, get brain-power and experience of full “Tribe” à peer reviews & advisory councils
• Flexible engagements à to fit a wide range of needs and budgets
• Objective à set up clients for long-term success without Chief Outsiders

64

Chief Outsiders: Your Partner for Growth
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Background & Experience
• Understand and comfortable with science and technology businesses
• Ability to translate complex tech-speak into customer-friendly messaging
• Former Chief Marketing Officer/GM at F1000 companies 
• Experienced in B2B and B2B2C verticals – automotive, healthcare, tech & others
• 22 years of “corporate” experience 
• 12 years of “entrepreneurship”
• 9 years of “consulting/advising” (including industrial goods, technology)
• 11 years of “angel investing & mentoring”
• 11 years of teaching: Hult (San Francisco/Dubai/London) & Sierra Nevada University
• Vistage speaker, author and graduate-level professor of marketing, strategy and pricing

Education
• B.Tech. (Mech. Engg.) – Indian Institute of Technology, Delhi
• M.B.A. – Yale University
• Executive Program in e-Business – Kellogg/Northwestern University

• Based in Reno, NV… work across North & South Americas, Europe, Mid-East, Japan and India
65

Atul Minocha
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Atul in 

Articles:

1. Four Time-Tested Principles to Guide Us In Turbulent Times
2. A Look Back From 2030: What Changed In 2020?
3. Purpose, Repurpose and Re-Imagine: How Leaders Can Overcome Crises
4. Reimagining and Retooling: Getting Ready for the ‘New Normal’

Expert Panel Contributions:

1. 14 Tips to Ensure Biz Dev Plans Go Off Without A Hitch
2. Train Your Sales Team with These 15 Effective Techniques
3. 14 Overlooked Business Development Strategies
4. 13 Factors to Ensure Sustainable Business Growth
5. 12 Important Things Leaders can do to Improve Sales During Difficult Times
6. 14 Sales Hacks to Maximize Each Prospect
7. Developing an Effective Customer Journey Map: 16 Tips for Sales Pros

https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/04/15/four-time-tested-principles-to-guide-us-in-turbulent-times/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/05/01/a-look-back-from-2030-what-changed-in-2020/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/05/20/purpose-repurpose-and-re-imagine-how-leaders-can-overcome-crises/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/06/12/reimagining-and-retooling-how-to-get-ready-for-the-new-normal/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/03/24/14-tips-to-ensure-biz-dev-plans-go-off-without-a-hitch/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/04/28/train-your-sales-team-with-these-15-effective-techniques/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/06/04/14-overlooked-business-development-strategies/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/06/08/13-factors-to-ensure-sustainable-business-growth/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/06/15/12-important-things-leaders-can-do-to-improve-sales-during-difficult-times/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/06/29/14-sales-hacks-to-maximize-each-prospect/
https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2020/07/06/developing-an-effective-customer-journey-map-16-tips-for-sales-pros/


Thank you!
Atul Minocha

AMinocha@ChiefOutsiders.com

775.233.9922


