Mastering Persuasive Communication:
A Fusion of Psychological Insights
and Al Technigues
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01| What types of personalities are here?

Professional Adventurer
2% 2%
Performer Solid
e 2%

Who is here today?

B Optimist
= Networker
Caretaker 299
= Motivator
Conscious
Decider M Balanced
4% = Winner
M Leader
M Decider

Leader
7%
Winner
8%

M Caretaker
B Performer
m Solid

B Professional

 Adventurer
Balanced =
an (Leer)
Motivator
0 9%




02 | Why is that important?

DONTS

You must pay particular attention to these
don'ts with your counterpart. Avoid them and
improve your speech.

Stay on the factual level

@ e.g. This feature has the following benefits for
you.

Only highlight performance aspects

® e.g. We have more features than all other
providers.

Use too many data and facts

@ e.g. According to our study XYZ, you will
achieve XYZ% more efficiency with our
solution.

DONTS

You must pay particular attention to these
don'ts with your counterpart. Avoid them and
improve your speech.

Bring very concrete arguments
® e©.g. Mr. Meyer from XYZ has achieved XYZ%

more conversion with an A/B test.

Provide as much proof as possible for your

arguments

@ e.g. The following studies show that the
solution is very effective.

Highlight reliability

@ ¢.g. Abig number of companies have proven
that our solution works. You can therefore be
sure that everything will work.

T

DONTS

You must pay particular attention to these
don'ts with your counterpart. Avoid them and
improve your speech.

Specifically emphasize the status aspect of
the solution

@ e.g This will make you look good and you will
gain influence.

Only highlight performance aspects

@ e.g We have more features than all other
providers.

Use too many data and facts

@ ¢©.g. You will achieve XYZ% more efficiency
with XYZ% less effort with our solution.
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03 | Short Intro

PSYCHOLOGICAL Al

Simon Tschurtz (M.Eng, M.Sc.)

Production Engineering/ Process Mining for Audi AG from 2011
- 2018

2016 (Hype Big Data) decision to do a Masters in Data Science
and Business Analytics

Since 2018: Founder of Psychological Al

Working in motivational psychology and behavioral
economics.
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Al

to identify the needs of individuals or target

groups Al and to create texts based on needs.

Everyone should have the chance to send
messages that work.




Who is the key player of
our decision making?
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04 | The two types of decision makers in our brain

"Humans" are us as the normal "Econs" are economically active
humans with all our faults, people and think in terms of a
cravings and emotions. complete market overview.

* Daniel Kahnemann: psychologist, mostirecentiy at Prin
Economics for his work on human decisi




05 | That's what Homer likes PSYCHOLOGICAL Al

Motive of

achievement Motive of
affiliation

Motive of influence

Fear of failure

Hope for success

* Prof. Chlupsa 2016



06 | That's what Mr. Spock likes

Compares

everythin
Understands RS

everything

Takes only
rational decision

Knows everything

& -t M. y

* Daniel Kahnemann ‘
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07 | The Winner is Homer




how can we influence Homer?

PSYCHOLOGICAL Al

Commitrent
‘Are you going to work in
London? Blend in with

Liking

'Great to see you again!

How was your holiday? By ’—

the way, this just came in,
| think you will love it.'

Authority Unity

Trust me: it's a bit more
expensive, but the fabric

‘In our family, we solely
get wear suits of this
will adjust itself to your brand in Naples. What
body over time." do you think of it?’

Reciprocation this blue suit, that's Social proof
‘We have plenty, take common in the UK.' James Bond wears the
time to inform yourself same brand in the

in other stores.’ latest movie.

Scarcity

‘This is the last one
T available in your size,
I'm not sure if it is still
here next week.'




09 | But we should separate them depening on the

underlying motive

PSYCHOLOGICAL Al

Success Rates for type _name

The Adventurer 0.5 0.5 Lo
The Balanced -  0.25 0.24
The Caretaker 0.8
The Conscious
o The Decider
=1 0.6
= The Leader
3' The Motivator=
‘®  The Networker | 0.4
@  The Optimist
& The Performer - 0 ;
The Professional - 0.22 0.083 0 0 025 0.12 - 0.2
The Solid - 0 0.5 - 0
The Teamplayer - 0 0 0 0 - 0.0
The Winner - 0 0 0 0 0 0
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Artificial Intelligence In
Marketing and Sales
Communication

How does Al work at all2
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10 | How does Al understand language?

Simon talks about sales




1/ PSYCHOLOGICAL Al

11| By using a pipeline to create binary codes?

E;r;aersv 0001 1000 0011 0010
| | | |

Name Activity Strategies

\

Rectog?ize Noun Verb Preposition Noun
part o

speech ‘ ‘ ‘
Tokeniz- .

ation Simon  talks about sales

Assign
contents




12 | Based on billions of vectors the ai learns finds the right T psvouoLosicaL Al
content based on probablities |

Activity Strategies
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13 | And can use that to answer questions quite easily

Certainly! Here is a list of persuasion strategies along with a brief explanation of each:
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. Reciprocity: This strategy involves giving something valuable to someone in order to

create a sense of obligation and increase the likelihood of them complying with your

request.

. Social proof: People tend to follow the crowd or look to others for guidance when they are

uncertain. By showcasing examples of others who have already adopted your idea or

product, you can persuade others to follow suit.

. Authority: People tend to trust and respect authoritative figures. By establishing yourself

or your organization as an expert in the field, you can leverage this trust to persuade

others to accept your viewpoint or recommendation.

. Consistency: Humans have a natural tendency to act in line with their previous

commitments and beliefs. By aligning your requests with someone's existing values or

prior commitments, you can increase the likelihood of them agreeing with you.

. Liking: People are more likely to comply with requests from individuals they like and find

attractive. Building rapport, finding common ground, and showing genuine interest can

enhance likability and increase persuasive power.

. Scarcity: The fear of missing out drives people to take action. By highlighting limited

availability or emphasizing the exclusivity of a product or offer, you can increase its

perceived value and persuade others to act quickly.

. Framing: How information is presented can significantly impact decision-making. By

framing your message in a way that highlights the benefits and minimizes the drawbacks,

T o [y e

you can influence pec—'-'- — -t mm oot gy

. . ‘> Regenerate response
Emotional appeals: Er o]

E3 Screenshot . s ;
role in decision-making.

Generative
Pretrained
Transformer




Use Case: Implementing
Persuasive Communication
-undamentals with Al in
Sales/Marketing Communicag
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14 | The problem with the buyer pesona?

5 STEPS FOR CREATING A CUSTOMER PERSONA

XD ETD EID XD EZS tSUCKS!

No, Seriously - It Does.

Gath Set sales &
Define the infn?r;ai:un Segment your Build unique marketing
traits of your B ——.- customer buyer persona strategies for
ideal customer At profiles profiles each customer
persona

5 ain O Ey—

&8 Fit Small Business




15 | Solve it, by splitting communication into two types? PSYCHOLOGICAL Al

One to many communication One to one communication
@
Understand the underlying motive of the full Understand the underlying motive of each

group inividual

« Use the persuasion strategy that works best for the
underlying motive of the full group?
« Check the results and adapt accordinly
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16 | And what you can expect from for marketing- =
communication?

German assurance company Conversion AdS

Setup: + 37,4
« Number of Ads: 3 different products %
« Period : 12 weeks
« Splitting:
«  50% standard
«  50% optimized

a

w

Execution:

« Customization of messages according to
the needs of each the groups based on
Linkedin search.

« Measuring conversion rate.

Conversionrate LinkedIn Ads

) Standard  m Optimized
Evaluation :

«  Comparison of the conversion of the . . '
customized and standardized messages. The conversionrate is around 40 % higher for

optimized Ads, which led in that case to 239 more
leads than without using persuasion strategies.

el
A4
W ; ??



17 | What are the results if you use individual approaches?

VA
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B2B-Sales Company

Setup:
« People contacted: 1,379
« Period: 6 months
« Splitting:
«  50% standard
«  50% optimized

Execution:

« Customization of messages according to
the needs of each person on Linkedin.

« Measuring the number of responses.

Evaluation:

« Comparison of the conversion of the
customized and standardized messages.

Conversionrate Social QOutreach

[EEY
N

=
o

Number of replies

+ 87 %

Standard  m Optimized

The number of responses for social outreach
increased by 87%.
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18 | Automize the full process of creating a buyer persona

1. Build representative 2. Analysis of the needs 3. cluster analysis
group

zZurlick 3. SCHRITT
ERGEBNIS DER EVALUATION

PERSONLICHKEITSTYP

b §

VORNAME NACHNAME FIRMA PERSONA

NAVIGATO [in JEEES L

od Account > | Q keyworas £ Psychological Al
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19 | And make sure, to really adress them

1. Select what you like to do 2. Write and optimize text

EVENT_IMA SUGGESTIONS RESULT

CONGRATULATIONS

Normal B u T E o x ‘ 9
X 8 IU e ) [ Word You are nowsuccessfully addressing The
Select the type of text you want to create Networker  »
Dear Delegates, - : . . '
We look forward to welcoming you to the IMA Europe Berlin event in the stunning Villa Elisabeth located in central Berlin on June 15th 2023 C .
Connection Requests for LinkedIn Overview of the Event. I to
9.45am - Registration at Villa Elisabeth Click For Map ' o
(Please note: The address of the Villa Elisabeth itself is Invalidenstrasse 3, the entry is from Elisabethkirchstrasse 21 — Map to entrance attached) e = .
Socialmedia Posts 10.30am — Morning Speaker Sessions & Networking Session - . -
1.00pm — Lunch MEANINGS
2.00 - Afternoon Speaker Sessions
Socialmedia Ads 4.00pm — Afternoon Networking Break [ Personaiity type target value
4.30pm - Final Speaker Sessions Cutrent value of your text
6.00 - 8.00pm — Networking Drinks — Outdoor Drinks Reception in the venue Gardens u e
L Please Click Here to Download a detailed Agenda
Invitations Please note - We will be hosting VoxPop interviews throughout the day, we'd appreciate your input if requested MOTIVE-MATCH
If you are arriving before the event day, we have arranged a casual drinks meet up for the evening before (Wednesday 14th 8.00pm) at a local Berlin Beer J—
Garden.
Sales Emails The location is the Schankhalle Prefferberg - Schonhauser Allee 176, D-10119 Berlin- Click For Map
If you are in early for the event and want to catchup and meet with fellow delegates and industry peers in advance of the Berlin event, we'd love to see you Achieve
there. (Note -Drinks are not covered by IMA Europe). _ment Influence
Marketing Newsletters After the event Networking drinks reception on Thurs June 15" we have reserved an area at the below location from 8 30pm for anyone who would like to
continue on
Thurs 8.30pm The Castle - Beer, Pizza, Beer Garden Invalidenstr. 129 10115 Berlin — Click Here for Map Bisk
Product Descriptions We'd suggest you join the IIMA Connect WhatsApp group to facilitate communications should any changes occur. Click Here to Join
We Look forward to seeing you all next week....PS, weather forecast is good, bring the sunglasses! LANGUAGE-STYLE-MATCH
u-u
Blogposts Formal Informal

Landing Pages

Analyze text & get suggestions Save text & exit




20 | Understand everyone individually anwrite personalized

MESSages

A

1. Analyse your prospect

m Q suche ‘
Start I

Psychological Al

PERSONALITY TYPE

- %

-
BoosTER ‘
worme
lin P 8
PES. ..
. vl
/ s THE PERFORMER
Simon Tschuertz A 100 Worte i
#$aas Entrepreneur #Get more replies through | (3 Sor=r -
our Linkedin Extension #Texts tailored to the ThePowerMBA TEMPLATES ot
@ setabig cbjsctives forthemsslves, wantto
target group their objectives without failure, ie inclined
Themer lesai, #recruiting und #socialselling UPGRADE 10 alow excessive room for risks
t jart - Kontaktinfo o This is important to Simon
7962 Fallower:innen - 500+ Kontakte HELP ® inimplement objectives with a high degree of

security, Figures, dsta and facts for s decision

e pe
( Profil erganzen ) (_Mehr ) R —

@ How safe and reliable is your service?

@ How o you keep your performance promise

Serviceleistungen
: : ! ' : (fgures, data facts}?
Lead-Generierung, E-Mail-Marketing, Digitales Marketing, Content Marketing, Perfor. )
Details anzeigen @ Doyou provide e with quarantees for the
services?
PAI-MATCH
Analysen > 78%
® N fir Sie sic
— ’ MEANINGS
82 524 Profilansichten sl 125 Beitrag- Q, 231 Mal in Suchen
Finden Sie heraus, wer Impressions erschienen m iy ype target vakoe
hEPrafi besticht st Sehen Sie sich an, wer Finden Sie heraus, wie
auf Ihre Beitrage oft Sie in Suchen TIVE AT
reagiert hat. angezeigt wurden. Adfsation
Vergangene 7 Tage
Ao Infiuence
ment
Ressourcen
@ N fiir Sie sichthar Reward Focus
W' Creator-Modus ([ET0 LANGUAGE-STYLE-MATCH
Sargen Sie dafiir, dass Sie gefunden werden. Présentieren Sie Inhalte auf lhrem Profil und -
erhalten Sie Zugriff auf die Creator-Tools, T — o

Ihr Netzwerk
Verwalten Sie Ihre Kontakte und Interessen,

2. Write the perfect message

Analytics & tools 5
Post impressions past 7 days 776 ¥42.8%

Simon Tschuertz

#Saa$ Entrepreneur #Get more replies through
our Linkedin Extension #Texts tailored to the
target group

Talks about #tec, #salesai, #recruiting, and #socialselling
100 Worte - ThePowerMBA

Stuttgart Region - Contact info

8,696 followers - 500+ connections

Add profile section @

Providing services z
Lead Generation, Email Marketing, Digital Mar...
Show details

ANALYSIS
Do's
DONTS

BOOSTER
WORDS

TEXT
OPTIMIZATION
TEXT
GENERATION
OPTIMIZED
TEMPLATES
UPGRADE
BONUS
HELP

ACCOUNT

STATUS

00

Hi Simon,

As a SaaS entrepreneur who values
personalized communication, you
probably know how time-consuming
it can be to craft effective messages
that resonate with your target
audience. That's where our new
feature comes in - a combination of
Psychological Al and GPT that
creates personalized,
psychologically impactful messages
in no time.

With our solution, you can leave a
positive impression on your
connections and avoid those pesky,
annoyed responses. And as
someone who values harmony and
balance in relationships, you'll
appreciate the benefits that come
with up to 87% more responses.

Qur technology is perfect for
someone like you who wants to
reach their goals efficiently and
effectively. Would you be interested
in learning more about how we can
help you boost your Linkedin

PSYCHOLOGICAL Al




60 Seconds Live Demo
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Future Trends and
Opportunities in Al-Powerea
Persuasive Communication
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21| The revolution already started

Our Mission: Fully personalized marketing and sales communication,

- Using problem — solution fit
- Using motive — message fit
- Using motive — styling fit

- And personlization

for everyone in the world.




Summary.
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22 | Summary

1. Why to use psychology and persuasion strategies in
marketing & Sales

2. How does Al work

3. How you can use a combination of Al and persuasion
strategies in sales & Marketing

Q000

4. What will the future look like?
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Contact

Simon Tschirtz

Or check it directly out:
https://app.psychological.ai/da
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http://www.psychological.ai/

