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WHAT IS
l. PSYCHOLOGY?

>




PSYCHOLOGY

IS THE SCIENTIFIC STUDY OF THE HUMAN MIND AND
ITS FUNCTIONS,
ESPECIALLY THOSE AFFECTING BEHAVIOR
IN' A GIVEN CONTEXT.

THE MENTAL CHARACTERISTICS
OR ATTITUDE OF APERSON OR GROUP.




UNDERSTANDING YOUR CLIENTS'
ATTITUDE, BEHAVIOR, AND THE
MOTIVATIONS BEHIND THEIR
DECISIONS CAN HELP MARKETERS
DEVELOP MORE PERSUASIVE
MARKETING MATERIALS.




e TO INSPIRE
' SPECIFIC
EMOTIONAL
RESPONSES
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HOW WE
l.  PROCESS
INFORMATION

>




THE ELABORATED
LIKELIHOOD MODEL

CENTRAL ROUTE
PROCESSING

PERIPHERAL ROUTE
PROCESSING
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Apple Watch SE (GPS) 40mm Space * Fithit - Versa 2 Smartwatch 40mm = Samsung - Galaxy Watch Active2 * Fossil - Gen 5 Smartwatch 44mm e
Gray Aluminum Case with Black Sport Aluminum - Stone/Mist Gray with Smartwatch 40mm Aluminum - Cloud Stainless Steel - Rose Gold with Rose

Band - Space Gray Silicone Band Silver Gold-Tone Stainless Steel Band
TIRTCT (2.576) W (5.303) TITTTTAre (4.758) TITTrT (40)
$279.00 $149.95 $249.99 $295.00
FHESS
™ Add to Cart = Addto Cart = Add to Cart ™ Addto Cart
All Specs ~

Key SpECS (D What do the dashes mean?

Voice Assistant Built-in ()

ntral Rout

Siri —
Global Positioning (D
GP3 None GPS
Usage Time ()
18 hours 36 hours

Operating System Compatibility

3cessing

Apple 105 Android, Apple 105 Android, Apple 105

Android, Apple 105
Touch Screen ()
Yes Yes Yes Yes
Internal Memory Capacity (f)
32 gigabytes — 4 gigabytes 4 gigabytes
Operating System ()

watchOs Android Tizen Wear O3S






Key Assumptions Central Route  Peripheral Route

Both motivated and able @
Either motivated or able @
Relies on argument quality @
Relies on source credibility @

Relies on argument quantity

®
Relies on shortcuts @




PERIPHERAL
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COLORS &
l.  MESSAGING
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Fresh
Growth
Harmony

Healing

Natural

Action Royal

Attention Spiritual
Bold Unique
Passion Wise
Urgency Imaginative

Deep Elegant Mature
Practical Classic Respectful
Simple Stylish Secure
Rugged Formal Modest

Honest Authorita- Neutral
tive
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APPLY COLOR
o PSYCHOLOGY

MAKE IT COLORFUL INTERVIEW MATTERS
Logo, covers, tabs, text Outfit, background,
highlights, header/footer leave-behinds

MAKE A THEME BE STRATEGIC
Designate color themes Main colors vs

for specific scope of work complementary colors
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SPEECH &
l.  MESSAGING

()




SPEECH?! WHAT?

)



Language shapes way
we think and affects how we
remember details.




Pitch of speaking voice and
sound can affect consumer
behavior.




Powerful talk conveys
stronger, more persuasive
message.




POWER WORDS

Greed

Bonus, limited,
final, ultimate,
discount, best

Curiosity

Covert, myth,
shocking, trade
secret, uncharted

Sloth

Accessible,
efficient, fail-proof,
how-to, ready

Lust

Captivating,
Intriguing,
compelling

Vanity

You, amplify, bold,

courage, strong,
undefeated

Trust

According to,
accredited,
authority, certified

Anger

Diminish, exploit,
hostile, provoke,
worst

Fear

Beware, caution,
crisis, hazardous,
risk, targeted




77\

APPLY SPEECH
PSYCHOLOGY

USE THEIR WORDS ACE THE INTERVIEW

Show the clients that Practice powerful talk
they're in control

USE POWER WORDS BE INTENTIONAL

Sprinkle these throughout Decide on the main

your write-ups message to the client



DESIGN &
l.  MESSAGING
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FONT PSYCHOLOGY

SERIF SANS-SERIF
Traditional Modern

Trust Cutting-edge
Respect Sophisticated

Formal Straightforward

Qbarpt
Elegant
Creative
Whimsical

Personal




Cultural background can
influence preference for
design layout.




As a theater guy, | know that 99 percent of the success of your production depends on
your casting. And this was a kille cast. The purpose of the meeting was to “evaluate the
legacy of creativityresearch and to look for ways to mine new knowledge at the inte

sections of cognitive psychology, neurobiology, neurotechnology, learning, and the
2rts.” The Santa Fe Institute’s complex systems approach aggregates a set of distinct
intelligences, methodologies, and “ways of knowing" in an all-hands-on-deck ap-
proach to tackle a common problem or issue. For example, our meeting brought Marc
Runco, who has for 20 years edited the Creativity Research Journal (which captures a
range of study from realms such as behavioral, clinical, cognitive and social) together

with Robert Bilder, director
of the Tennenbaum Center
for Biology of Creativity, who
brings 2 neuroanatomic and
neuronsychological lens into
the investigation. This event
afforded us an opportunity to
epand  the institute’s
trans-disciplinary approach
1o include artists and arts
inquiry perspectives from
likes of theater-maker and
Carl and multidisciplinary
people in al contributed to

ow | Round Editor Polly
ArtistTechnologist Doug Aitken. Fifteen
the conversation from across a broad spectrum

of expertise. The group was particularly energized by all the commotion currently

ing raised around brain research and by the prospect of inserting a focus on "cre:
Aivity and the brain” within these larger contexts. This conversation was hot to begin
With, but ail the heightened interest and investment currently being harnessed by the
Obama administration’s BRAIN initative, the European Union's Human Brain Project, and

similar efforts added even more
S0 billions of dollars will

1t was almost impossibe to

this might lead, but the pos-

can remain somewhat consist-

cles in the Creativity Research

arly research that captures a

study of creativity (behavioral,

tal, educational, social, etc.)

for some time. In these sectors

time that suggests a definition
quires both originality and
these filds questions remain on

sary (maybe more, maybe less?).

fuel to the fire. Over the next decade
likely be poured into these efforts
‘Wrap our minds around where all
sibilities were tantalizing to con-
sider--and added a sense of ur-
gency to the entire proceedings.
ntuitive sense
creativity will
. good science

ubject 10
manner that allows research to

clinical, cognitive, developmen-
have been tacking this problem
a candidate has emerged over
with two criteria; creativty re-
effectiveness. But even within
Whether two criteria are neces-

And if so, whether these are the

Tight ones. When you step outside of these realms things get even trickier. The artists in

the group did not that this was the most Y to frame an ex-
Thi

people con-

sidering ways to measure creativity from a molecular-biological standoint,

Imagine if we are able to capture

level in the moment

12ppening at the molecular

0 15 HEADS ARE WAY,
WAY BETTER THAN ONE.

As a theater guy, | know that 89 percent of
the success of your production depends
on your casting. And this was a killer cast.
The purpose of the met “

ate the legacy of creativity research and
to look for ways to mine new knowledge at
the intersections of cognitive psychology.

gies, and “ways of knowing” in an
all-hands-on-deck approach to tackle a
common problem o issue. For example,
our meeting brought Marc Runco, who has
for 20 years edited the Creativity Re
search Journal (which captures a range of
study from realms such as behavioral,

event afforded us an opportunity to
expand the institute’s trans-disciplinary
approach to include artists and arts
inquiry perspectives from likes of theat-
er-maker and HowlRound Editor Polly Carl
and multidisciplinary ArtistTechnologist
Doug Aitken. Fifteen people in all contrib-

BUZZING!

was particularly energized
Il the commotion currently being raise
round brain research and by the prospect
f inserting a focus on “creativity and thel
brain” within these larger contexts. This|
conversation i

fhile it makes intuitive sense that the
study of creativity will require originality,
good science tends to naturally require
the subject to be pursued in a manner that

developmental, educational, social, etc.)
ave been tackling this problem for some
time. In these sectors a cai
jemerged over
lon with two criteria; creativity requires.

ways to measure creativity from a molec
ular biological standpoint. Imagine if we
are able to capture what's happening at

the molecular level n the moment of an
hal”--one could imagine that there may
so0n be a way of tracking how neurons
that hold together one idea are able to
connect with neurons of anather to form
new meaning or association--but how the
1o factor into that measurement whether
of not the association was deemed to
be™effective.” According to whom? The-
seand similar concerns combined to form
one of the most complex and vexing prob-
lems encountered by the group, but there
‘was agreement that this is a matter that
demands further investigation. Good sci-
ence tolerates a limited amount of improv-
isation. As Charles Limb (a surgeon and an
accomplished jazz musician) poiated out,
a patient coming under his scalpel would
ot tend to feel that now was the time for
the good doctor to “get creative.”

0 ARTISTS CAN CONTRIB
UTE A GREAT DEAL TO
THIS INVESTIGATION.

Sir William Osler, a founder of Johns Hop-

kins Hospital frequently credited as be-

ing"the father of modern medicine,”

famously said, “Listen to your patient, he

s telling you the diagnosis.” It would be

foolish to presume that artists hold a mo-
opoly on creativi

natural platforms for creativity to be ex-
plored, exercised, and expressed. With
this in mind it would seem only natural
that listening to the artist in any effort to
advance our understanding of the nature
of creativity could play an integral role in
the investigation. This certainly proved to
be the case in Santa Fe. Polly Carl’s turn
on the agenda took the form of a narrati
ve that created a resonance for how sus-
tained artistic pursuit can lead one not
only to a deeger understanding of one’s
self, but of everyone. Doug Aitken’s per-
sonal perspective as an arts-maker help
ed ground the discussion as well, and
through his recent project The Source, he
was also able to summarize and present
selections from his interviews with crea-
tive pioneers from various disciplines

of
creativity and imagination are becoming
ore and more valued as key competer

1y to foster creativity and innovation as

both originality But
even within these fields questions remain

tion of arts-based creativity. This also pro~
poses challenges for people considering

as evidenced in the
energy gathering around STEAM learning.
The role that creativity and the arts can
play to advance health and well-being are
2lso gaining traction. And of course, the

elves continues to be a core concern of
he human endeavor, perhaps even more
0 10w as we navigate our way through a
hifting and disrupted human condition.
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= Give up his pacifier?
*= Sleep in a bed?
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AND MORE...

THE SAFEST Parents | GAD
FAMILY CARS Special Report

HEALTHY BABY
Protect Your Child
From Scary Germs
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SMART

PRODUCTS
EVERY MOM

NEEDS

Can You Afford

$150USA
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To Quit Your Job?

We'll Help You Figure It Out
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APPLY DESIGN
PSYCHOLOGY

MAKE IT COLORFUL

Incorporate colors of
choice throughout

DON'T OVERDO IT

Be conservative with fonts

HAPPY MEDIUM

Mix words and images to
appeal to a larger group

BE CONSISTENT

Ensure your message to
the client is consistency
presented



B THIS ONLY WORKS IF YOU
KNOW YOUR AUDIENCE.

DO YOUR HOMEWORK
1'““ BE STRATEGIC
f

FIND A HAPPY MEDIUM

——




THANKYOU

Taemi Tran CP APMP
linkedin.com/in/taemitran




