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ABOUT ME

Strategic
CommunicationsMS Years in A/E/C6+

UFCs
DFARS
FARS



HAVE YOU 
SEEN ME?



SOCIAL PROOF



RULE OF SCARCITY



Carpet floor

No clocks!

Even the slot machine music is tuned to a 
specific key to get you hooked!

Dark room



WHAT IS 
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 A PERSON OR GROUP.



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



TO INSPIRE 
SPECIFIC 
EMOTIONAL 
RESPONSES



HOW WE 
PROCESS
INFORMATION



THE ELABORATED 
LIKELIHOOD MODEL

CENTRAL ROUTE 
PROCESSING

PERIPHERAL ROUTE 
PROCESSING
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Central Route 
Processing



Peripheral Route 
Processing



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 
CUES
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Source 
Attractiveness
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Source Expertise
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Emotions



COLORS & 
MESSAGING
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Warm

Optimism

Energetic

Happy

Progressive

Exciting

Intense

Youthful

Sociable

Friendly

Action

Attention

Bold

Passion

Urgency

Com-

passionate

Romantic

Sensitive

Flirty

Royal

Spiritual

Unique

Wise

Imaginative

Fresh

Growth

Harmony

Healing

Natural

Calm

Confident

Loyal

Reliable

Stable

Deep

Practical

Simple

Rugged

Honest

Elegant

Classic

Stylish

Formal

Authorita-
tive

Mature

Respectful

Secure

Modest

Neutral







APPLY COLOR 
PSYCHOLOGY

MAKE IT COLORFUL

Logo, covers, tabs, text 
highlights, header/footer

INTERVIEW MATTERS

Outfit, background, 
leave-behinds

MAKE A THEME

Designate color themes 
for specific scope of work

BE STRATEGIC

Main colors vs 

complementary colors





SPEECH & 
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

Curiosity

Sloth

Lust

Vanity

Trust

Anger

Fear 

Bonus, limited, 
final, ultimate, 
discount, best

Covert, myth, 
shocking, trade 
secret, uncharted

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

You, amplify, bold, 
courage, strong, 
undefeated

Captivating, 
intriguing, 
compelling

According to, 
accredited, 
authority, certified

Diminish, exploit, 
hostile, provoke, 
worst

Beware, caution, 
crisis, hazardous, 
risk, targeted



APPLY SPEECH 
PSYCHOLOGY

USE THEIR WORDS

Show the clients that 
they’re in control

ACE THE INTERVIEW

Practice powerful talk

USE POWER WORDS

Sprinkle these throughout 
your write-ups

BE INTENTIONAL

Decide on the main 

message to the client



DESIGN & 
MESSAGING





FONT PSYCHOLOGY

SERIF SANS-SERIF Script
Traditional

Trust

Respect

Formal

Modern

Cutting-edge

Sophisticated

Straightforward

Elegant

Creative

Whimsical

Personal



Cultural background can 
influence preference for 
design layout.





APPLY DESIGN 
PSYCHOLOGY

MAKE IT COLORFUL

Incorporate colors of 
choice throughout

HAPPY MEDIUM

Mix words and images to 
appeal to a larger group

DON’T OVERDO IT

Be conservative with fonts

BE CONSISTENT

Ensure your message to 

the client is consistency 

presented 



THIS ONLY WORKS IF YOU 
KNOW YOUR AUDIENCE.

DO YOUR HOMEWORK
BE STRATEGIC
FIND A HAPPY MEDIUM



THANK YOU
Taemi Tran CP APMP

linkedin.com/in/taemitran


