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Applying neuroscience and 
psychology to achieve better 

marketing outcomes.

Dr Simon Moore
Chartered Business Psychologist
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How might we use psychological 
science to improve engagement and 

impact?
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Cognitive Capacity Managing Change Engaging Needs

Parents are already under stress. 
They are already managing ‘lives’, 

‘roles’ and ‘relationships’. 

As a result they have limited 
time/attention/focus.

Parents just had 18 years of provision, 
protecting and advising.

That has to change into ‘supporting’.

 That requires a behavioural change.

Engage parents around 
emotional needs (control, social 
acceptance, ego and status etc)

Engaging Parent Audience
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Engaging Student Audience

Extreme Emotional States Engaging NeedsNeed for Control

Potent mix of anticipation/anxiety - 
narrows brain focus; reduces 

processing and attention functions, 
which impact memory and 

understanding.

Humans need some control/predictability - 
linked to evolutionary survival. Perceived 

control reduces threat anxiety and 
constant on edge ‘problem solving fatigue

Need to engage students around 
emotional needs (control, social 
acceptance, ego and status etc)
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Human brain has poor 
processing ability!



FACTS FEELINGS

95% all decisions made by
subconscious/emotional brain!

This is even more true when we 
are:
busy, tired, stressed, anxious, 
uninformed, unfamiliar.
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Finished research files are 
the exact result of years of 
scientific study combined 

with many years of 
experience.
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Careful on over 
indexing
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First Impressions very hard to shift!



We often sign 

post where they 

can access 

information.

But we fail to support 

them in knowing why 

and when they might 

need that information

We assume audiences are informed

We need to help them understand, 

navigate and remember better! 



Elaboration Likelihood Model (ELM)
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How subconscious needs 
enhance impact



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
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"What Makes You Unique? 
Explore Study Routines 

& Clubs Designed Around You".

“Join the adventure we help you
expand your mind, your skills and 

your network”.
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"Feel Secure: Discover How [University Name] 
Prioritises Your Child’s Safety, 

Wellbeing and Success.

"Feel reassured that you have equipped your child 
with the skills to explore and flourish”
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‘Linking needs to clicks!’
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Enhancing parent 
engagement by appealing 
to ‘needs’

Parents with needs around status, professionalism, 
ego and self image protection

Significantly more likely to engage with material if 
we quickly summarise the benefits of doing so to 
them.

We also need to manage their perception of how 
much time they have to spend on these activities 
(as they are ‘really important busy people’).

“Watch how this 3 minute video has helped parents 
like you reduce problematic and lengthy decisions and 
have more successful outcomes for their child”

“This helped me feel included 
and keep my status as an 
advising parent”
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Enhancing parent 
engagement by appealing 
to ‘needs’

“See how this short 3 minute video has helped parents 
such as yourself be fully informed and ensure your 
child joins the rest of the students who are interested 
in us”

“We all agreed that watching 
this video increased our 
confidence in making more 
successful decisions and helping 
our children”

Parents with needs of safety, reassurance, 
social currency and peer approval.

Significantly more likely to engage with material 
if we quickly summarise the benefits of doing so 
to them.

We need to allude that most of their peers found 
it useful, that the material helped reduce risky 
outcomes and that their subsequent decisions 
were more evidenced and successful.
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Integrate video testimonials 
from parents speaking on safety, 

independence, and financial 
support.

Rachel, from first time away 
from home to her first job in 

engineering all in three years. 
Mum and dad - we’ve got your 

back.

“The [University Name] 
Guardian App lets parents stay 
connected and access updates 

on campus routines and 
wellbeing check-ins, ensuring 

peace of mind
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"Make Your Mark. From 
Individuality to Connection—we 
help you succeed at [University 

Name]

Proven schedules that support 
you at work rest and play! 

“[University Name] we help you 
find you and your tribe.
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Thank you!
novorasa@gmail.com

mailto:novorasa@gmail.com
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