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B My School years




My dad’s coffin




l All comes down to...

Consumer Psychology




B Thinkerbell

Bestads Rankings for last 12 months

Best Ads Ranking works like this: Every TV ad that makes it into the Week's Best scores two points for all
those involved in the ad: agency; production company; client; creatives and country. Every Print Outdoor,
Radio and Interactive scores one point.

You have to be in to win it - submit your latest work now. The BestAds rankings below are based on work
selected for Week's Best during last 12 months (current as at Oct 4, 2021).

Important note: as of January 1st 2009, all TV spots count for 2 points while all other ads count for 1 point.
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BEHAVIOUR CHANGE
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Key
Experienced happiness, enjoyment,
smiling, laughter yesterday

Did not experience worry or sadness
yesterday
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-—$75,000

50% Did not feel stressed out yesterday
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Annual Income




If you are making financial investments
In Australia you’re very wealthy

The Global Wealth Pyramid
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Source: James Davies Rodrigo Lluberas and Anthony Shorrocks, Credit Suisse Global Wealth Databook 2015



People and wealth have a largely
co-dependent relationship

e money we nee
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THE HEDONIC
TREADMILL

T
he More money W®

Source:Frederick, Shane; Loewenstein, George (1999). "Hedonic Adaptation" (PDF). In Kahneman, Daniel; Diener, Edward;
Schwarz, Norbert. Well-Being: Foundations of Hedonic Psychology. New York, NY: Russell Sage Foundation. X



https://web.archive.org/web/20160513215816/http:/pages.ucsd.edu/~nchristenfeld/Happiness_Readings_files/Class%209%20-%20Fredrick%201999.pdf
https://books.google.com/books?id=-wIXAwAAQBAJ&pg=PA302

I ...and like most co-dependent
relationships this results in stress

ne

THE HEDONIC FINANCIALLY
TREADMILL STRESSFUL
RELATIONSHIP

Schwarz, Norbert. Well-Being: Foundations of Hedonic Psychology. New York, NY: Russell Sage Foundation. X



https://web.archive.org/web/20160513215816/http:/pages.ucsd.edu/~nchristenfeld/Happiness_Readings_files/Class%209%20-%20Fredrick%201999.pdf
https://books.google.com/books?id=-wIXAwAAQBAJ&pg=PA302

I The consumer psychology formula

AS +B =I5




I The consumer psychology formula

AS + B =I5




ll How much money do you earn?
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B A test

Prize
The first 5 people to finish win a bottle of whiskey
You can work in teams or alone.




B A test

Prize
The first 5 people to finish win a bottle of whiskey
You can work in teams or alone.

B e e e I e I e e

Take a piece of paper and write down 10
words from the letters
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] Why didn’t anyone help each other?




$100,000



ll Money makes us selfish

—O— Low Money
—l— High Money
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Fig. 1. Percentage of participants who asked
for help as a function of money prime and
length of time that had elapsed while working
on (A) a difficult task (from Experiment 1) or
(B) an unsolvable task (from Experiment 2).

Source: Vohs, K.D., Mead, N.L., and Goode, M.R. (2006). The Psychological Consequences of
Money. Science Vol. 314, Issue 5802, pp. 1154-1156

“‘Reminders of money led to
reduced requests for help and
reduced helpfulness toward
others.

Participants primed with
money preferred to play alone,
work alone, and put more
physical distance between
themselves and a new
acquaintance.”



ll Money Encourages us to Cheat

Source: Piff, P.K., Stancato. D.M., and Cote, S. (2011). Higher social class predicts increased unethical behavior. PNAS, vol. 109, 11

The rich players

* moved their pieces more loudly, banging
them around the board.

* They displayed overly enthusiastic
winning gestures.

* They become ruder to their opponents.

* Moreover, the rich players’
understanding of the situation was
completely warped: after the game, they
talked about how they’d earned their
success, even though the game was
blatantly rigged, and their win should
have been seen as inevitable.



Jl Money Encourages us to and steal







Money turns us into a bit of a dick!

Source: Piff, P.K., Stancato. D.M., and Cote, S. (2011). Higher social class predicts increased unethical behavior. PNAS, vol. 109, 11



bit of a dick!

Vehicle Status

Source: Piff, P.K., Stancato. D.M., and Cote, S. (2011). Higher social class predicts increased unethical behavior. PNAS, vol. 109, 11



I The old codes of wealth




I The old codes of wealth




I The codes of wealth are changing
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I The codes of wealth are changing

Big swinging dick trying

Big swinging dick hard not to be a big
swinging dick




However, the codes of wealth are
changing even faster




I The codes of wealth are changing

Big swinging dick trying Prosocial, humble, and

values based

Big swinging dick not to be a big swinging
dick
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l -.. except for in the world of financial
services




ll Think about this please




ll Think about this please

Understanding people’s relationships with money is an
emerging field — and vital to understand



I The codes of wealth are changing

We

Inconspi
cuous

Big swinging dick trying

Prosocial, humble, and

not to be a big swinging values based

dick

Big swinging dick

Humble

Competi
tive Conspici

ous

Arrogant Inclusive



As societies wealth Iincreases It plays a
different role

Signal Wealth

GDP / CAPITA

The less money the more bling



As socleties wealth increases It plays a
different role

Signal Values

Signal Wealth

GDP / CAPITA

The more money the more values



Moving from conspicuous to
Inconspicuous consumption

Share of US spending on "conspicuous consumption” by income level

Top10%




Spend Is moving fast towards
Inconspicuous consumption




I Finance vs. Investor psychology

Creating wealth
that reflects (or

Make more money? helps them work
towards) their
values?
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THE ROLE OF MONEY

MAKING DECISIONS
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HOW PEOPLE MAKE
DECISIONS (IN ANY
CATEGORY)



l How We Choose a Financial Planner




ll How We Buy Nappies




How We Buy Nappies

Consideration Set

P (Saltiency) “on
assive Consideral\®



How We Buy Nappies

we Considerag;
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How We Buy Nappies
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How We Buy Nappies

we Considerag;
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ll How We Buy Financial Services

we Considerag;
AC‘-N (Value) aflon

Consideration Set

HOAS
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ll How We Buy Financial Products

we Considerag;
AC‘-N (Value) aflon

DISCTINCTIVE +
TRUSTWORTHY

P (Saltiency) “on
9Ssive Considerat\®




1. DISTINCTIVENESS
2. TRUSTWORTHY




What emotion Is
this person
feeling?




What Is 13 X 14?



The brains two operating systems

System 1 System 2

11 billion bits of information per - 40 bits of information per second
second - Slow and takes effort

Fast and easy - Lazy
Eager to please - Avoids work

- Wants to engage




We think like water
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EASY = TRUE

(cognitive fluency)



Bl \We trust brands that help us think less




TASTE THE FEELING™

You

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijkim
nopqrstuvwxyz

1234567890!@#$ &?



Adam Ferrier-Advertising ... Adam Ferrier | Speaker | Exclusive to ... Adam Ferrier | Business | Internati... Adam Ferrier, consumer psychologist - AdNews: Naked's fou... Adam Ferrier | Speaker | Exclusive...

greatexpectation.com.au odemanagement.com internationalspeakers.com.au anthillonline.com adnews.com.au odemanagement.com

Ferrier: agencies are too... Adam Ferrier - PIJI Adam Ferrier » State of Social Adam Ferrier - Sizzle reel - YouTube Agency boss Ferrier's ... Adam Ferrier to join State of Social ...
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j Always be top of mind
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EXPOSURE

The mere exposure effect builds trust



1. DISTINCTIVENESS
2. TRUSTWORTHY




il Market like Batman
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B Market like Batman
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B Market like Batman




B Character in flaws
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l The Pratfall Effect

'



l The Pratfall Effect
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B Brene Brown

A New York Times

THE '"%f‘;‘._‘BestScllcr!

GIFTS QF
[mpertection

Let Go of Who You Think

You're Supposed to Be
and Embrace Who You Are

YOUR GUIDE TO A WHOLEHEARTED LIFE

Brené Brown, rPh.D., LM.S.W. %



B Admit weakness

Avis 1S only No.2 in rent a cars
Sowe try harder.




B Admit flaws
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B Apologise for screw ups



ll Financial Services are boring
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