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Let’s begin...
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FALTERING CUSTOMER LOYALTY
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consumers no longer
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Consumer Behaviour




CONSUMER TRENDS

 Making more deliberate choices
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CONSUMER TRENDS

Making more deliberate cholces
Scrutinizing their purchases

Exercising more financial caution
Postponing major expenses (vacations,
luxury goods, dining out)
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MARKETING TACTICS

Traditional
aspirational
messaging
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MARKETING TACTICS

wJitig#fal Emphasize
aspirggonal trust, value &
ISSagIRC resilience
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How do we build trust when customers are
Increasingly hesitant to spend?
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During economic downturns, companies
that maintain a strong |s]glaleNeleN11[e]g] tend to
emerge stronger than companies that rely
solely on discounts.

JOHN QUELCH & KATHERINE E. JOCZ
Harvard Business Review
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‘ sproutsocial



35%

Gen Z care about

authenticity
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‘ sproutsocial

35%

Gen Z care about
authenticity

4 (%

Gen Z care about
follower count
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Trust & Values




Singlepleiaiyglslelgelgli iIngredient for the

development & maintenance of happy,
well-functioning relationships.

PROF. JEFFRY A. SIMPSON
Professor of Psychology
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When it comes to business...
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Increase in
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25%

Increase in
consumer spending

CONSUMER TRUST

03%

will recommend
trusted brand to
other people

63%

buy new products
even if it's more
expensive
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SRV = VATe)Y & Wwon'’t shop around, even If
that brand makes mistakes or Is accused by

others of wrongdoing.
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Al Is changing the game...









Al AUTHORSHIP EFFECT

Using Gen Al (vs.a human) to author

emotional messages elicits (gl e INe[IN1,
reducing perceived authenticity, positive word

of mouth & loyalty






Trust Is earned througiwthenticity




AUTHENTICITY

e Improves message receptivity
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AUTHENTICITY

e Improves message receptivity
 Enhances perceived quality
e Increases purchase intention
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So how can we leverage this?



Brands musE e i ER IR ER
through their actions & words
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SIMILARITYATTRACTION
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SIMILARITYATTRACTION

* \We prefer people/ brands similar to us
 Demographic characteristics
e Values, beliefs, lifestyle, shared experiences
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Personal Stated
values values

BRAND /

CUSTOMER INFLUENCER




Personal Stated
values values

BRAND /

CUSTOMER INFLUENCER




Shared
values

BRAND /
INFLUENCER

CUSTOMER




This 1s Wh\EUVERR o RET Cltlgle
can be so persuasive
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It can also backfire If you get it wrong
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We’'ve evolved to share other
people’s feelings by iImagining what
It’s like to be In thelr situation
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Empathy




Did you know there are 3 kinds?
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Cognitive

Perspective taking &

fantasy, transposing

into fictional people /
places

EMPATRHY

distribution.

ed reproduction or

uthoriz

All material © The Web Psychologist Ltd. 2025. No una



"UOINQLISIP J0 uononpoidal pazioyineun oN ‘SZ0zZ "P1] 1S160joydAsd g/ BUL ® |eldarew ||y






1
Cognitive

Perspective taking &

fantasy, transposing

into fictional people /
places

EMPATRHY

2
Emotional

ldentify & respond
to someone’s state
with appropriate
emotion

distribution.

ed reproduction or

uthoriz

All material © The Web Psychologist Ltd. 2025. No una



"UOINQLISIP J0 uononpoidal pazioyineun oN ‘SZ0zZ "P1] 1S160joydAsd g/ BUL ® |eldarew ||y






1
Cognitive

Perspective taking &

fantasy, transposing

into fictional people /
places

EMPATRHY

2
Emotional

ldentify & respond
to someone’s state
with appropriate
emotion

3
Somatic

Physical response
from mirror neurons
In somatic nervous
systems
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HUMANS

Empathy = cognitive + emotional + somatic
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Real human connection Is at a premium




A

Psychological Storytelling
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But brands that take risks
can also reap rewards
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HOomMogenous
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STORYTELLING

HOomMogenous

Heterogenous

e Familiar & comforting
e Confirms existing views
e Reinforces our perspectives

 Encourages stasis

e Challenges our views
 Uncomfortable
 Alternative perspectives

 Encourages growth
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Real Influence depends on true
understanding, connection &empathy
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SUMMARY

1 Consumer behaviour: cautious, deliberate
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SUMMARY

Consumer behaviour: cautious, deliberate
Trust & values: loyalty, authenticity
Empathy: cognitive,emotional, somatic
Storytelling: homogenous / heterogenous
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