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Nosotros elegimos lo mejor para ti.
Ta eliges la mejor forma de comerlo.
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Relative Cost Associated with Brand Loyalty target Audience Selection

Loyalty Grouping Cost to Protect of Build Users Cost to Attract Non-users

Loyal Low Very High
Vulnerable Low — moderate Moderate - high
Frustrated Moderate Moderate

Switchable Moderate - high Moderate - high
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Which social media platforms Gen Z
checks on a daily basis

instagram | 5 %
YouTube | 621
snap | 5 1>
Facebook |, 54
Twitter | 23
Mossongor I, 2
Pinterest [N 14%
TikTok [ 11%
Discord [N 10%
Tumble [ 8%

0 10% 20% 30% 40% 50% 60% 70%

rve
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Innovators

Early
Adopters Early Majority Late Majority Laggards
13.5% 34% 34%

Profit Opportunity Mass Market
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SYSTEM |

SYSTEM 2

Dominant mode of thought
> 95% of brain activity

Secondary mode of thought
< 5% of brain activity

Fast and powerful
Honed by millions of years of evolution

Slow and limited
A more recent addition

Parallel processing
Processes millions of inputs simultaneously

Serial processing
Processes selected items in sequence

Effortless
Always on

Effortful
Hard to sustain

Scans all sensory inputs
But can be primed by System 2
to watch out for things of interest

Selective attention
Guided by System |
feelings, associations & intuitions

Unconscious & automatic responses
Associative & heuristic processing.
Experienced as feelings, intuitions & habits

Conscious & deliberate thought
Can follow learned rules of thought,
eg maths, logic & legal reasoning

Primary decision-making mechanism
Strong influence on System 2.
Can be influenced by System 2

Secondary cross-checking mechanism
Mostly post-rationalises System | decisions.
Can sometimes overrule System |
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SYSTEM | SYSTEM 2

Vast memory capacity Limited memory capacity

Durable memories. Quickly overwritten.
Long-term influence on behaviour Short-term influence on behaviour

Buying in";plications

Does most of brand choice work. Only kicks in close to point of purchase.
Not logical or rational. More likely to prevent buying than
Some brands just feel more attractive | stimulate it
Makes purchase decision seamless & Be wary about trying to make people
automatic. Choosing your brand should be | think; they don't like it, & won't thank you
a no-brainer for it

Comms implications

Trained, not taught. Influenced by messages, arguments &
Brand building is about creating information, but only late in decision-
associations, feelings & habits through making process

repeated exposure

Research implications

Hard to research. ‘ Research exaggerates importance.
System | dominates, but we're mostly | We mistakenly attribute actions to System
unaware of its influence 2 - because it's what we're conscious of
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Dunbar’s Number: 150

Typical numer of people we can keep track of and
consider part of our ongoing social network
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