


“



People don’t buy what you do. They don’t buy how you do it. They buy stories; they buy 

how you make them feel and what working with you means for them. People buy when 

they believe that they need something in their life.

Until they feel confident in their decision, anxiety goes up, trust goes down and your 

chance of making a sale becomes slimmer.

It’s nearly impossible to get a ‘yes’ based on facts and figures. You need something 

deeper than that to get your marketing message heard. You need a story; a reason for 

people to care.



You know that feeling you get when you just have to have something, no matter the 

cost - when all reasonable logic goes out the window?

Emotional motivations tickle the limbic system, the part of our brain responsible for 

emotive decision making. The limbic brain is so powerful that it trumps logical 

reasoning, making emotive selling the best way forward for your business. Create a 

feeling and suddenly, price, convenience and other factors become much less 

important.

And for this reason alone, you need to focus on feelings first when it comes to your 

marketing. Paint a picture for your customer, let them connect with it, roll it around in 

their minds, to feel it and taste it.



Until we feel completely connected to a business and confident in our decision, we are 

unlikely to buy. A sense of stress increases, confidence is low and we need to be 

heavily convinced and coaxed towards that sale. When customers feel nervous, we 

have to work to reduce their hesitation and manipulations become the norm in order 

to sell. That means offering discounts, incentives and a superior service, just to get 

that sale. These manipulations are terrible for our businesses – they cost us money 

and erode our value.

Our job as marketeers is to position our business in such a way that our customers feel 

totally confident and connected in our business – because when they do, they’ll not 

only buy, but they’ll do so happily. And the single most important metric in marketing is 

happy customers. 



Why did you set out to do what you do? What is it that you believe in?

Your mission should be at the very heart of your marketing. Not in that awful corporate 

way that big businesses do, but in a sincere, heartfelt way. Your mission should drive 

everything. 

It’s all to easy to lose connection with what it is that you set out to do, so let’s take a 

minute to think about that…





Manipulations occur daily in marketing. 

They include discounts, incentives, 

endorsement, or messages that play on 

our desires or insecurities. 

Manipulations reduce the perceived risk 

of a purchase to the point where those 

who are on the fence feel comfortable 

enough to trust you with their cash. 

Brands inspire when their beliefs connect 

with ours. They appeal to our sense of 

how the world should be, and the lives we 

aspire to lead. Brands who inspire offer 

us the promise of something better, 

which means so much more than cut 

price deals ever could.



“



What you do is really easy to 

communicate. Everyone 

knows what they do.

Often called a value 

proposition, this is HOW you 

do WHAT you do. For 

example, you do what you do 

by employing only the most 

talented staff, using the most 

superior quality suppliers, 

offering a very fast service or 

using a certain process. 

This is your purpose. Your core 

belief. It’s why you get out of 

bed every morning, and the 

reason that people care. It’s 

something unique to your 

business.



One of our clients is a brilliant entrepreneur who is positively brimming with 

enthusiasm for his fledgling business. He's currently farming around 120 acres of 

Kentish land with an expanding flock of Romney lamb, with Tamworth pigs and 

Longhorn cattle coming soon. He's raising these animals for meat, in a way which is the 

total opposite of the fast-and-forced methods that big commercial farms use. 

Tom believes in farming using traditional, sustainable methods. He believes in allowing 

farming cycles to run as nature intended, which means that his animals are allowed to 

mature slowly at their own pace, rather than being pumped full of feed that's been 

engineered to create rapid growth. He believes in caring for and respecting his animals 

- his animals lead a completely free range lifestyle in as natural an environment as 

possible. 

The aim of his business is to offer consumers an alternative to high volume farming - a 

kinder way that's totally transparent at every level. If you believe in animal welfare, you 

believe that animals should be raised properly and naturally, and if you believe in 

buying locally raised produce, this is exactly the sort of business you'd love.



Now, had I not shared all of that with you and simply told you that Tom is setting up a 

business selling meat, it'd have absolutely none of the same appeal. But by sharing the 

core beliefs and mission behind this brand, it has completely come alive.

When you share what you believe, you bring your mission to life. You create something 

relateable, engaging and meaningful. When brands share what they believe, and when 

we believe the same thing, we feel an affinity to them that money can't buy. We feel a 

connection that outweighs the impact of any clever marketing campaign, because it 

hits our hearts rather than our heads. 

Emotional connections don't happen unless you share what you believe. And this is 

why you should be weaving your story, your beliefs and your mission into as much of 

your marketing as possible. You don't have to preach, but you should be sharing your 

values and letting people know why you do what you do. Because when your people 

realise what a connection they share with you, your business will stand head and 

shoulders above the competition.





What do you do?

What was the reason you started your business? What do you exist to achieve? What’s 

your mission?





You could be forgiven that people who hire us are looking for a beautiful brand. In fact, 

they’re looking for clarity on what it is that makes them different, and the means by 

which they can confidently articulate that – which just so happens to be a beautifully 

crafted visual identity. If they were just looking for a nice logo, they probably wouldn’t 

come to us – you can get a nice logo from a great many designers who charge less than 

we do. 

They buy from us because we sell the promise of transformation. We promise them 

more confidence, more certainty and something they can feel proud of. The visuals we 

create are a small part of that.



So what are your people looking for? Is it a beautifully designed garden, or a space in 

which they can luxuriate in the company of their partner and children? Is it a gorgeous 

set of wedding photographs, or is it the ability to relive their wedding day and capture 

the intangible yet overwhelming emotion they felt that day? What are your people 

looking for?



My clients come to my business for….

The benefit of buying from my business is….



By now, you know how important it is to make your people feel something – because it 

motivates people in such a meaningful way.

You can motivate people to buy in two ways – through manipulation (fear) or 

inspiration. In real terms, you either scare them with how things might be if they don’t 

work with you, or paint an aspirational picture of how wonderful their life will be with 

your business in it.

Truly powerful brands always seek to inspire rather than manipulate. I know which I’d 

choose!



How I want to make people feel….

(use as many adjectives as you can! Excited, inspired, soothed, restored, calm, 

peaceful, motivated, reassured…)



Stand back and look objectively at the message that you currently communicate. Do 

your email newsletters inspire, or do they sell? Does your website create a mood, or 

does it just list services? Make a list of everything you know could do with 

improvement; we’ll revisit this later.





Take some time to really think about your mission, your message and how you want 

people to feel. Think about what it is that people buy, and what it is that your business 

brings to their world. Review your current marketing – does it echo this message? If not, 

can you begin to weave that message in now?




