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WHAT'S

PSYCHOLOGY

GOT TO DO VVITH IT? “It took millions of years

______________________________________________________ for man's instincts to develop.
: : It will take millions more for them

The baSIS Of persuaSI()n to even vary. It is fashionable to talk
about changing man. A

communicator must be concerned

with unchanging man, with his

obsessive drive to survive, to be

admired, to succeed, to love, to

take care of his own.”

— William Bernbach (1911-1982),

_ American advertising creative director




How decisions
are made

Three brains (Parts)
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Three brains




The brain that rules them all

g The Reactive Brain (Gut/Primal)
D




Why their story matters here?

Pain = relevance — the primal brain stops scanning and starts paying attention.

Gain = hope — the emotional brain becomes invested.

Ease = clarity — you reduce cognitive load and make the reader feel safe.
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Emotions rule the win

The Emotive Brain (Heart)
— @ Stories
4: --------- ' Words and visuals




Why story matters here?

Things money Happiness
can buy

» It creates familiarity

* |t mirrors lived experience

» It reduces cognitive effort

« It emotionally anchors your value

. mastercard




Why visuals matter here?

« The emotional brain processes images before words
» Visuals reduce reading fatigue

« Visuals create meaning quickly

» Visuals anchor feelings (trust, confidence, clarity)
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93% OF CONSUMERS SAY
THAT VISUAL
APPEARANCE IS THE KEY
DECIDING FACTOR IN A
PURCHASE.

- KISSMETRICS






EMOTIONAL RESPONSE
TO VISUAL CONTENT
CAN INFLUENCE A

CONSUMER’S INTENT TO
BUY BY UP TO 80%.

- PSYCHOLOGY TODAY




Justify to satisfy

The Logical Brain
i fremmmmme @ Evidence

\ _________i _________ .9 Tangible value
— @ ROI




Use

compliance

Do you meet ALL the proposal and evaluation
criteria?

All forms must be completed, questions answered
and submitted in the stated formats.

Follow the instructions.

First step towards winning bids.

“If you think
compliance is
expensive, try non-
compliance.”

PAUL MCNAULTY




Use Structure

» Evaluators/Buyers are people, too.
* Don’t make them work to find the information they are
looking for.
» Structure ensures:
o Clarity and persuasion
Clear and logical manner
Efficiency and focus
Key messages are highlighted
Focus on the most critical aspects
Professionalism and credibility
Capable, reliable, and serious about delivering quality
outcomes
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BEAL AND
HARLOW

INSPIRING
SUCESS
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Easy ways to structure for success

* Index
* File numbering
« Dividers

* Document numbering
 Headers & footers

» Page structure

* Visual vs. verbal communication
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Visual ease
Graphics

White space
Headings

Callout boxes
lcons

Bullet points (limit)




Prove your value

Case studies
Testimonials
Quantified outcomes
Compliance tables
Project plans

Risks + mitigations

Proof = “Trust us, your choice is rational.”
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Writing Proposals the Brain Loves

1. Speak to the Primal Brain

Lead with the client’s pain
Make the value clear fast
Signal relevance in the first 30 seconds




Writing Proposals the Brain Loves

2. Win the Emotional Brain

» Tell stories that show impact
» Use visuals to drive meaning
« Paint the “better future” you enable




Writing Proposals the Brain Loves

3. Justify to the Logical Brain

» Use structure to create calm and order
« Make compliance easy to verify
« Add proof points that validate the choice




It is all connected

“If you want to know how to
sell more, then you better know
why customers buy.”

— Steve Ferrante




With great power...

Proposal Success Plan

...Comes great responsibility
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| RESOURCES: !
1 Paul MacLean, Neuroscientist; Robert Morris Sapolsky, -
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Neuroendocrinologist; Karen Jensen, ND; Robert B/ Cialdini,
PHD; Dr. Tom Sant, Jon Williams, Strategic Proposals

www.nfold.com
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