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This book was written and refined with patience, tea, and a genuine desire to bring order to the chaos of communication.


To those who still believe words can make a difference
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Introduction
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This book didn’t start from theory. It started from the painful need to understand why good intentions so often fail to land where they’re meant to.

For over 21 years, I’ve built, failed, launched, shut down, and launched again. I’ve been an entrepreneur, an intrapreneur (yes, that species exists) an employee and a solopreneur. And no matter the role, I kept noticing the same invisible block: a valuable idea that never produced results.

Not because it lacked worth. But because it wasn’t communicated clearly.

I’ve worked with brilliant entrepreneurs who believed the product alone was enough. But the truth is, the way you communicate is the product in the eyes of the one who hears you. And between what you want to say and what people actually understand, a silent fracture often appears. A psychological distortion. A loss of meaning, of value, of impact.

This book is about how to repair that gap - without fluff, without empty formulas, without recycled “influence hacks.”

It’s about how we really think. How your brain - and the brains of those listening - work. How we make decisions, decode messages, and why some words are felt while others are only heard.

I wrote it for my 20 years ago version. The one who desperately wanted to be understood but didn’t know how. Who told the truth, but failed to communicate it. Who had good intentions, but expressed them poorly. And who paid dearly - sometimes financially, other times emotionally - for lessons that could have been learned another way.

My hope is that you won’t have to pay the same price.

This book won’t sell you the illusion that influence comes fast. It will show you that truth, when well expressed, is one of the most powerful tools in both business and life.

It’s not “just a branding book” or “just about sales.” It’s about the entire system - from how the subconscious works, to how you craft an offer, to how trust is built through words.

It won’t ask you to become someone else. It will invite you to simply be yourself: with clarity, and with a voice that lasts.

If you’re just starting out, this book will shorten your journey. If you’re already on your way, it will sharpen your steps. And if you’re tired of speaking hoping to be understood, it will help you speak with intention - so you’ll be heard.

That’s the promise.

The rest lies within these pages.
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PART I | HOW THE MIND THAT BUYS REALLY THINKS
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Chapter 1–How the Mind Works When It Comes to Decisions
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We don’t decide logically. We decide... on autopilot.

Don’t be fooled into thinking your customers are rational. Because they’re not. There are only people who believe they’re rational.

The reality? About 95% of the decisions we make are influenced by unconscious, emotional, automatic processes. This isn’t marketing fluff–it’s the conclusion of decades of research in neuroscience and behavioural economics.

Daniel Kahneman, Nobel Prize winner, explained this duality in his famous “two systems” model:


	
System 1–fast, intuitive, emotional, automatic.


	
System 2–slow, logical, analytical, effortful.




And guess which one makes the call first–especially when it comes to buying?

System 1. The one that doesn’t make pro/con lists. The one that simply feels something about you.

What does this mean for you as an entrepreneur or communicator?

If you want to influence someone, you need to reach their emotions first—not their logic.

Not to convince, but to make them feel like they already know.

Core truth: People don’t buy what you do. They buy how you make them feel when you tell them what you do.

An Inspirational Example: Two Sales Pitches


	
“Our platform offers AI-powered process automation with API integration.”

	“Imagine it’s Friday at 2 PM and you’re already free—because all the repetitive emails are handled for you.”



The first one is logical. The second is emotional. And emotion makes the decision.

Why does the brain react to emotions before logic?

Because that’s how we’re wired. Thousands of years ago, emotions decided whether you stayed, or ran. Whether you trusted, or withdrew. The emotional brain (the amygdala) reacts faster than the rational cortex.

Even today, we respond instinctively to facial expressions, tone of voice, colours, smells, or stories.

Neuromarketing studies (using fMRI and eye tracking) show that emotional areas of the brain activate first when people see an ad, a logo, or a sales message.


	
A study by the Institute of Applied Neuroscience in Madrid concluded that brands triggering the amygdala within the first 2 seconds of exposure increased conversion probability by 48% compared to those leading with logical information.


	
Another study published in the Journal of Consumer Psychology showed that emotion-driven ads (fear, joy, empathy) had 31% more impact on memorability than ads based on specifications or technical benefits.




How can you use this in branding and marketing?


	Start with emotion, then deliver logic.

	Be clear, but spark a reaction: surprise, joy, empathy, anticipation.

	Repeat your message in different forms–the emotional brain loves familiarity.

	Use stories. Our brains are wired to think in narratives.

	
Put the customer at the center. Let them recognize themselves in the problem and the solution.


	Use visuals (colours, shapes, symbols) that trigger emotions.

	Add rhythm and metaphor to your speech–this stimulates both sides of the brain.



Case Study: Apple–Emotion Before Specs

Apple changed the game with the launch of the iPod. Instead of pushing numbers or tech details, they said simply: “1,000 songs in your pocket.”

What they did: Focused on the perceived benefit, not the technical capacity. They spoke about freedom, joy and the magic of carrying your music everywhere.

The result: People instantly understood the value—without needing technical context. The message became iconic and quoted for decades.

The lesson: People don’t remember numbers. They remember how you made them feel. If your message can be rewritten as a simple emotion, you’ve already won their attention.

Mistakes Brands Make When They Forget This


	Relying only on data and numbers. People forget numbers but remember feelings.

	Talking only about themselves, not the customer.

	
Leaning on logic (“we’re the best because...”) instead of empathy (“we know how it feels when...”).


	
Missing an emotional hook—losing attention in the first seconds.




When a Brand Talks About Itself, It Loses the Customer

One of the most common mistakes—especially for startups—is making the brand the star of the story:

“We offer...”

“We do...”

“We have over 20 years of experience...”

It may sound professional. But it doesn’t create connection.

People aren’t looking for a brand that’s interesting. They’re looking for a brand that understands them.

When your brand only talks about itself, it becomes a monologue. And nobody likes a conversation where the other person never stops talking.

We’re all wired to want to be the hero of the story.

Curiosity is sparked when the client sees themselves in your message—not when they feel like they’re listening to your CV.

The Risks Are Clear:


	Customers don’t feel seen.

	Messages are ignored or feel hollow.

	Branding comes across as superficial or fake.



What Works Instead?


	Talk about the customer’s problems before you talk about yourself.

	Show that you understand their context and emotions.

	Use their language, not your internal jargon.

	Become the guide, not the hero of the story.



The customer is the hero.

Your brand is the guide.

That’s the key to real influence: being relevant in people’s lives, not just impressive in your own.

Applied Exercise: Lead With Emotion, Then Add Logic

Take one of your product or service descriptions and rewrite it like this:

Start with an emotional image.

(“It’s Sunday morning and you don’t have to worry about...”)

Add the logical benefit.

(“...because the platform automatically handles everything...”)

End with an empathetic question.

(“Wouldn’t it be nice if...?”)

Now it’s your turn:

______________________________

______________________________

______________________________

Checklist: Are You Activating the Emotional Brain?


[image: ]Do you start with a story, a question, or an emotional image?

[image: ]Are you addressing a real desire or fear?

[image: ]Do you describe your product by its effect on life, not just features?

[image: ]Do you use sensory words (sounds, looks, feels, smells)?

[image: ]Do you end with a question that draws the reader in?



If you check at least 3 out of 5, you’re on the right track.

Quick Test: What Kind of Message Are You Writing?

Ask yourself:


[image: ]If I saw this in an ad, would I feel something—or just understand?

[image: ]Would it stop me from scrolling?

[image: ]Would I repeat it to someone else?



If the answer is “no,” your message is too rational.

Conclusion

If you want to influence, don’t start with “why it’s logical”. 

Start with “why it matters”.

It’s not reason that makes the first call. It’s that quick, emotional voice inside your customer’s head.

And if you want that voice to say, “Yes, I like this,” you need to start with a story that makes them feel.

Because the real decision isn’t made in the wallet.

It’s made in the heart.

But emotion alone isn’t enough. For the subconscious mind to say “yes,” you need to offer decision shortcuts—those emotional touchpoints that trigger trust, curiosity or belonging, without forcing.

In the next chapter, you’ll learn exactly what those psychological triggers are, how they work, and how to integrate them ethically and effectively into your communication.
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Chapter 2—The Essential Psychological Triggers
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Influence without manipulation. Persuade without pressure.

There are moments in communication when a message—honest, well-crafted and delivered with care—simply doesn’t land. It hits what feels like an invisible wall. And behind that wall isn’t necessarily the quality of the idea, but the absence of a key: a psychological trigger.

Psychological triggers are mental shortcuts—automatic anchors that make us pay attention, feel and act, often without a full rational analysis.

This part of the book is about them.

But not to be used aggressively or manipulatively. Instead, to build messages that activate responses the human mind already knows how to make. Here, influence becomes an art. And your brand becomes a voice that sparks authentic reactions.

What is a psychological trigger?

A trigger is a stimulus (a word, an image, a situation) that activates an automatic emotional reaction. We don’t overthink. We feel. We react. Sometimes we buy. Sometimes we lean in. Sometimes we step back.

These reactions originally evolved for survival. Today, they are key tools in communication, branding, persuasion and leadership. Think of them as light switches. You don’t create the current—you just turn it on.

Why are they essential in communication?

Because you don’t persuade with ideas alone. You persuade with emotions, perceptions and familiar anchors. If your message doesn’t touch any trigger, chances are it will be ignored—even if it’s logical, valuable or well-intentioned.

The 7 most important psychological triggers in authentic influence

In the next pages, we’ll explore seven key triggers:

Curiosity—how to spark it and sustain it without frustrating people.

Social Proof—how to build trust by showing “you’re not the only one.”

Authority—why we follow and listen to experts (even silently).

Reciprocity—how genuine giving creates the desire to give back.

Belonging—how to create a sense of “us” that attracts.

Urgency—what “now or never” really means without toxic pressure.

Consistency—why we like to stay aligned with ourselves and how to use it in communication.

Each trigger will be explained clearly, with examples from business, personal branding, sales and even parenting or leadership. You’ll learn not only what they are, but how to apply them—and just as importantly, when it’s wrong to use them.

Because real influence isn’t just about getting a “yes.” It’s about getting a “yes” that lasts and has meaning.

Let’s start with the first one: Curiosity–the energy that sparks both the mind and the interest.

Trigger 1: Curiosity–the forgotten superpower

Tell them what they want to hear.

But don’t tell them everything.

If you give it all away upfront, you lose. Because you’ve left no space for wanting, searching, paying attention. And attention is expensive in today’s world.
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