
Part 1
A Live Introduction to Applied 
Consumer Neuroscience



Why do customers so often behave 
differently from what they tell us? 

In this interactive session, we will 
introduce practical neuroscience 
principles that influence trust, value 
perception and decision-making.



Dr Simon Moore / Founder
Chartered Psychologist

Chartered Psychologist and Neuroscientist who delves 
into the subconscious motivations of consumers. 

By understanding the intricate workings of the mind, 
I uncover true insights that reveal what drives consumer 
behaviour, rather than just surface-level observations.

David Jenkinson / Founder
Strategic Creative Director

Strategic Creative Director who strives to help businesses 
articulate their unique proposition creatively. 

By translating consumer insights into compelling design 
strategies, I create meaningful brand expressions and 
experiences that resonate deeply with audiences.

X



• Humans are busy and lazy - and time poor
• Respond based on what we think would 

sound good/better/intelligent/different
• The human brain often misinterprets and 

fails to comprehend
 

Basing our huge strategic 
decisions on incomplete or 
inaccurate audience knowledge



Put one hand up if you think you are funny?

Put two hands up if you think you are kind?

Stand up if you are generally shy?

This is called the say-do gap.
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Finished research files are 
the exact result of years of 

scientific study combined with 
many years of experience.



Are you designing for the brain 
you want your customers to have
Or, the brains they actually have?



FACTS FEELINGS

95% of all decisions are made by
subconscious/emotional brain!

This is even more true when we are:
busy, tired, stressed, anxious, 
uninformed, unfamiliar.

Sadly the brain is also impeded by some 
200 cognitive biases (decision faults).



That decision happens in a part of 
the brain that doesn’t care about 
your points program, discount 
amounts, offers, your personalised 
emails, 
or your customer journey map. 

Are you designing for the brain they actually have, 
or the brain you wish they had?



THE REPTILIAN BRAIN 
(Brainstem)

One question: 
Am I safe?

Speed: 
0.1-0.3 seconds

Language: 
Threat or opportunity

Makes decisions BEFORE the 
conscious mind knows anything 

happened

THE LIMBIC BRAIN 
(Emotional centre)

One question:
Do I trust this?

Speed:
0.5-2 seconds

Language:
Feelings, memories, associations

Where brand loyalty 
actually lives

The NEOCORTEX 
(Thinking Brain)

One question:
Is this logical?

Speed:
2-10 seconds

Language:
Analysis, comparison, rationalisation

Where customers 
justify decisions



4 positives have the same emotional effect 
as experiencing 1 negative experience

Remove perceived loss from your comms!

1 negative experience is as powerful 
as experiencing 4 positives! 



Source: Arnsten, Nature Reviews Neuroscience (2009).

How the brain operates under stress

Unstressed Stressed

Tight control of thoughts, 
emotions ands actions

Weaker control of thoughts, 
emotions ands actions



Heuristics













‘Needs’ power value



Needs engage people more than facts

Is the content telling them 
what they might gain?

Or reassuring them what 
they will not lose?

Is it content suggesting 
new solutions and skills?

Power  

Status 

Respect

Predictability

Face          

Safety

Inclusion

Time 

Self 

Discovery

Pride           

Exploration





Planner

● Seeks stability and order, control and predictability.

● They like plans and details as it offers them security and safety.

● They are risk adverse and so like details in order to avoid uncertainty

Sociable

● Gains well-being and self-esteem from relationships and social 
networks with colleagues, friends and family members.

● They are risk adverse - as they want to maintain their 
relationships, be included and not be left out or behind.

Adventurer

● Have a high need for self-improvement, innovation, 
discovery and bringing people on a learning journey

● They see risk as a means to experience new things and 
enhance their knowledge and skills (and those around them).

Individualist

● Driven by a need for self-fulfilment, and improving 
their status and social standing (either from their own 
perspective or how others view them). 

● Driven by a need to be independent and different.

● They are risk tolerant - taking risks might increase 
their status/position and make them stand out

Risk tolerant Risk intolerant

Four types of human needs archetypes



Cruising is 
an interesting 
category.

Because the very things that make 
it attractive to one person can 
make it unattractive to another.



Lots of people = atmosphere, or crowds?

Organised activities = fun, or forced participation?

Shared dining = sociable, or awkwardness?

Everything happening around you = excitement or nowhere to escape?

Same experience. 
Different interpretation.



Quick challenge: ONE AD, TWO BRAINS
(2 mins)

The principle: People don’t judge 
through their age or income, they 
judge the offer through their own 
psychological needs,

Non-stop entertainment, 
packed pool decks and 20 bars. 
The party never stops!

The traditional way: 
Send everyone the same 
“best” message.

Imagine you’re considering a cruise. 
On a scale of 1–10, how appealing is this to you?
Who’s an 8, 9 or 10? / Who’s a 3 or below?

Same ad. Same cruise. Completely different response.



Born in late 1950’s
Female

Several Marriages
More than 1 Child

At least one adopted child

Beauty doesn’t have to shoutDance like no one’s watching





FRICTIONLESS? THINK AGAIN

Don't remove the friction. Move it.
1. Choosing: keep the good friction

Browsing, comparing and discovering builds value, fun and the pride of a smart find.

2. Paying: make it effortless

Once they've said yes, remove every step to done.

+63%
People paid 63% more for 

furniture they had built 

themselves.

Norton, Mochon & Ariely, 2012

Labour illusion
Showing the work behind a result 

raises its value, even when 

slower.

Buell & Norton, 2011

Sunk cost
Full-price ticket holders went to 

more shows than discounted 

ones.

Arkes & Blumer, 1985

Easy to pay
When paying feels painless, 

people spend more freely.

Prelec & Loewenstein, 1998

Effort builds value. Ease closes the sale.

People using "one-click" responses understood 27% less 
details vs. moderate-friction interfaces (e.g., question 
prompts, highlight key fact box’s on the click action etc).



What if a cruise was designed 
around how different people 

actually want to behave?



Welcome to…



1. UNDERSTAND ME - Before I choose

2. TALK TO ME - Before I book

3. DESIGN AROUND ME - On board

4. PERSONALISE IT FOR ME - Off the ship

5. REMEMBER ME - After the cruise

The Journey

“Learn how I want to travel.”

“Once you understand me, you can talk to me differently.”

"Understanding me is only useful if it changes my experience."

"The experience doesn't stop when I leave the ship."

"Understanding me shouldn't stop when the holiday does."



1.   UNDERSTAND ME - Before I choose

Learn how I want to travel.

Not just:
Where?

When?

What cabin?

But:
How do you recharge?

Do you want stimulation or calm?

Do you like meeting strangers?

Do you prefer plans or spontaneity?



Table exercise: 
THREE QUESTIONS, 
NO DESTINATIONS
(5 mins)

The traditional approach: 
The booking funnel asks where, 
when and what cabin, then sorts 
by price.

The principle: 
Spending that fits our personality 
makes us happier, and people 
value what feels chosen for them.

The exercise:

1. Without using destinations / dates 
/ prices / cabin types, each table 
considers what personality 
characteristics would help you 
understand the needs of a cruise 
customer.

2. Select one that could differentiate 
customers into separate groups.

3. Imagine how using these 
characteristics would impact your 
customer engagement strategy.



The three selves: what really drives a decision
Every choice is a move away from who we fear becoming, and towards who we hope to be.

PUSH  ·  move away from

avoidance motivation

PULL  ·  move towards

approach motivation
–

Avoidant self
Who I fear becoming

Feels like Anxiety, dread, “not me”

Sounds like “I don’t want to end up…”

Brand message “Don’t get left behind.”

●

Present self
Who I am right now

Feels like Caught between the other two

Sounds like “Right now I’m…”

Brand message “We get where you are.”

+

Ideal self
Who I hope to become

Feels like   Hope, aspiration, pride

Sounds like   “One day I’ll…”

Brand message   “Become who you could be.”

The surprise: being far from the feared self predicted life satisfaction more than being close to the ideal self (Ogilvie, 1987). Brands sell the bridge.

Sources: Markus & Nurius (1986) possible selves; Higgins (1987) self-discrepancy theory; Ogilvie (1987) the undesired self.



SELF REFERENCE 
EFFECT

People remember information better 
when they link it to themselves 
(the self-reference effect)

Psychology at work

REGULATORY 
FIT

A matched ‘self perception’ 
message "feels right". EG: 
Sociables respond to inclusion, 
and Individualists respond to 
self enhancement.

PROCESSING 
FLUENCY

Information that's easy to process 
(support my self image) is judged as more 
likeable, believable, more familiar and 
even more true. We also trust in more!

Most brand engagement is lost via 
COGNITIVE DISSONANCE. 

Cognitive dissonance is the mental discomfort we 
feel when we hold two things that don't fit together 
(my perception of myself vs this brand will not 
support or enhance that perception of myself)





Once you understand me, 
you can talk to me differently.

Same cruise. 
Different meaning.

2.  TALK TO ME - Before I book 



Quick challenge: BAN THE PRICE
(2 mins)

The principle: 
The meaning you attach to a 
product changes its perceived 
value more than the price does.

7 nights. 5 destinations. 
From £899. 
Save 20% if you book by Friday!

The traditional way: 
As above

Remove the price, the discount and the deadline.
How would you sell exactly the same cruise to 
a Sociable and an Independent?

One line?



Quick challenge: BAN THE PRICE
(2 mins)

The principle: 
The meaning you attach to a 
product changes its perceived 
value more than the price does.

7 nights. 5 destinations. 

The traditional way: 
As above

Remove the price, the discount and the deadline.
How would you sell exactly the same cruise to 
a Sociable and an Independent?

One line?



Sociable Individualist

MEET YOUR 
PEOPLE .

GET AWAY 
FROM IT ALL .



Flip the choice: what do they want to avoid?

Build your perfect stay                   RISK TOLERANT
Tick what you'd like to add

Sea-view room

Private balcony

Breakfast included

Late checkout

Protect your holiday                          RISK ADVERSE
Tick what you'd rather avoid

Room next to the disco

Overlooking the pool

Right on the sandy beach

Beside the lifts

2× Losses loom larger than gains. Avoiding a bad outcome weighs roughly twice as much as gaining a good one.

Kahneman & Tversky, 1979 · Tversky & Kahneman, 1992

“Guaranteed away from the disco” may be worth more than “sea view”.



3.  DESIGN AROUND ME – On board 

Understanding me is only useful 
if it changes my experience.

Because a great experience 
isn't about how much happens. 
It's about what I remember.



Table exercise: 
DESIGN THE PEAK
(5 mins)

The traditional approach: 
Add more features (more bars, 
more shows, a bigger ship) and list 
them all in the brochure.

The principle: 
The peak-end rule. People 
remember an experience by its 
most intense moment and how it 
ends, not by the average.

The exercise:

1. Each table takes one profile (tables 
alternate Social and Individualist).

2. Choose ONE onboard moment to 
create an emotional peak. 

Rule: you may not add a new facility, 
only change how an existing moment 
feels.

3. Each table shares its peak.



Segmentation 
by Customer 
Psychological

Needs



SOCIAL
Communal dining.
Live entertainment.
Group fitness.
Hosted introductions.
Games.
Busy bars.
Shared excursions.

INDIVIDUAL
Quiet dining areas.
Smaller spaces.
Private balconies.
Reading areas.
Independent activities.
Low-interaction service.
Smaller excursions.

‘Hot spot and quiet spot locator!’

Hotspot and 
quiet spot locator



4.  PERSONALISE IT FOR ME – Off the ship 

The experience doesn't 
stop when I leave the ship.

The ship arrives 
in Barcelona.



Quick challenge: WHAT’S THE STORY WORTH?
(2 mins)

The principle: 
A story can multiply what people will 
pay for exactly the same thing.
- Meaning creates value.

BARCELONA WALKING TOUR
3 hours. £45.
10% off for Gold members.

The traditional way: 
As above

Remove the deadline, the price and the discount.
How would you sell exactly the same cruise to 
a Sociable and an Independent?

One line?



Quick challenge: WHAT’S THE STORY WORTH?
(2 mins)

The principle: 
A story can multiply what people will 
pay for exactly the same thing.
- Meaning creates value.

BARCELONA WALKING TOUR

The traditional way: 
As above

Remove the deadline, the price and the discount.
How would you sell exactly the same cruise to 
a Sociable and an Independent?

One line?



TAPAS WITH 
THE LOCALS

BARCELONA AT 
YOUR OWN PACE

A hosted food tour for 20 people. 
“Come as strangers, leave as 
friends: three hours in Barcelona's 
backstreets, ending over tapas 
together.”

A self-guided route through 
quieter neighbourhoods 
with recommendations based on 
their interests 
"Your pace, your route, your 
Barcelona. We'll hand you the map 
and get out of the way."

Sociable Individualist



ONE ONBOARD ACTIVITY · TWO NEEDS

Same dance class. Two different stories.
THE USUAL WAY “Learn to dance. Deck 7, 4pm, 60 minutes. Free for Gold members.”

SOCIABLES

Dance Floor Friends
A beginners' group class for 16 guests, ending 

together at the captain's party.

“Come on your own. Leave with a dance 

partner and a table of new friends.”

Meet new people Safe in the group Shared laughs

No one watching you Belonging

INDIVIDUALS

Private Masterclass
Three one-to-one sessions with the ship's 

professional dancer, at your own pace.

“By gala night, you'll be the one everyone's 

watching.”

Master a skill Stand out Expert attention

Progress you can see Something to show off

Same product. Different need. Different story, different value.



5.  REMEMBER ME – After the cruise

Understanding me shouldn't 
stop when the holiday does.

Traditional loyalty:
You sailed with us. 
Here's 500 points.



Table exercise: 
POINTS VS RECOGNITION
(5 mins)

The traditional approach: 
“You sailed with us. 
Here’s 1000 points” 
(worth about £40).

The principle: 
Social rewards and surprise 
beat small, predictable financial 
rewards.

The exercise:

1. Every table has the same £40 per guest. 

2. Design a recognition reward using the 
£40 for one of the profiles. (Sociable or 
Individualist)

Rules: no points and no money off. 
Think recognition, surprise, access, or 
something that says “we know you”.

3. Tables share suggestions. 



THE 
LAST-NIGHT 
MOMENT .

Sociable Individualist

You didn't 
just sail with us. 
You became 
part of the crew

YOUR SHIP . 
YOUR WAY .
Pick the one thing that 
matters to you. We won’t 
decide for you.



Loyalty isn't 
just about 
rewarding 
behaviour.
It can come 
from 
understanding 
behaviour.



IN SUMMARY

SAME BOAT.
DIFFERENT BRAINS.



The ELA Diploma



The ELA Diploma



Thank you


