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A small

introduction



And it is these three drivers that are key to understanding our

customers' choice

2 .   IMPORTANCE / INDIVIDUAL

3 .   BELONGING

1 .   LOVED

There are three fundamental psychological drivers that set us up for

success (or failure) in all relationships - personal, professional and even

with dogs!



BEHAVIOURAL SCIENCE

HOW  THE  CHOICE  IS

PRESENTED  ALWAYS

INFLUENCES  THE  OUTCOME

THE  MORE  INFORMATION

OR  CHOICE ,  THE  BETTER .

Learning from over two decades have built a tried and tested framework of how our brains work

From traditional

to behavioural
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But let's get back to love
Have you noticed waiters using reciprocity to increase tips?

Researchers from the US have investigated the uplift in tips from simple actions of kindness 

Bill
 

Thank
you!

Bill
+

Bill
We have a

special dinner,why not give it
a try? It's

great!

Rind & Bordia (1995), Rind & Strohmetz (1999), Strohmetz et al. (2002)

Increases tip percentage
compared with no

message

Tip percentage increased
from 17% to 20% on

average

Customers who received the chocolate
gave a 17.8% tip compared with 15.8%

from those without. If all customers were
given the chocolate tips would have

increased by $76 that night.

STUDY  1 STUDY  2 STUDY  3



Low cost,

high impact

solutions

A  HELPFUL  MESSAGE

A  SMALL  GIFT

A  SIMPLE  THANK  YOU

Use reciprocity to encourage positive

retention behaviours. 

 

Actions do not have to be large. All

you need is:

Show you love

your customer 



And what about being

important...

USE  PERSONALISATION  TO

SHOW  THE  CUSTOMER  THAT

THEIR  NEEDS  ARE

IMPORTANT  TO  YOU



Dear Mr Smith,
 
I am pleased to inform you that because of your relationship
with ABC bank, you have been pre-approved for a loan of
£5,000. To have the funds released to your account
immediately click on the offer.
 
Do not miss out of our pre-approved loan as it is only valid
until 30.12.2019.
 
Julia 
ABC BANK Contact Centre

Control  group

Original online pop-up

Treatment  group

Behaviourally enhanced pop-up

News! You have an offer for a loan

In just a few clicks on the iYOU Internet
banking you get the money into your
account!
 
The offer is valud until 30.12.2019
 
Your BANK

Thank you for your loyalty!A/B testing
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Relative to the control, loan take-
up increased by 41%.
 
Personalisation is credible and
effective when linked to actual
customer characteristics



Where  would  you  rather  go  for  dinner?

Customers prefer to belong to a crowd than go it alone, aka social proofing

Finally belonging



Social proofing:

people tend to
follow majority
behaviour

Use social proofing to create

a sense of belonging and

reassure customers they are

part of a large following

Hello,
 
We'd like to
inform you that
your card is ready
and you can get it
at your local
branch.
 
Thank you for
your cooperation!

Dear Mr Smith,
 
Your bonus card is
ready! Pick it up today
and don't miss the
opportunity to join over
20 thousand customers
who are using their
card every day for their
purchases and
withdrawals. Your card
is waiting for you at your
local branch
 
Thank you for your
cooperation!

Increased card
collection by
91% and card
usage by 38%



Three steps to loyalty?

PERSONALISATION

Make them feel important

SOCIAL  PROOFING

Make them feel they belong

RECIPROCITY

Make your customer feel loved
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