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What if | told you that you
could increase the
effectiveness of your
marketing just by
changing

one word?
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We are
storytellers
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What is ‘Nudge

, of behavioural
' economics




Which one?

SMALL $4 MEDIUM $5.50 LARGE $6



ommon Nudges...




Nudge 1
Social Proof.



Why do we follow the crowd?!

“If everyone else is doing It...
it must be worth doing!”




It is deeply
ingrained r
human > 72k s |
behaviour




“135 other people just bought

this same item”
“75% of guests reused

their towels”

‘Over | million visitors and counﬁng"

1. 8.8 .8 & ¢

3,565 visitors rated us 5*




control

HIGHLIGHT & CONTOUR PRO
PALETTE

‘viewed’

Click-through
+32%

Transaction
+33%

HIGHLIGHT & CONTOUR PRO
PALETTE

‘purchased’

Click-through
+43%

Transactions
doubled!
100%



ITV A |B Test

Testimonial ‘Social

TV AD VOX POP TESTIMONIAL Proof’ ad Vox Pop
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Testimonial ‘Social
Proof’ ad Vox Pop

+38%

Book now

Book Now

Book Your Tickets Now Stronger ROAS
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‘My mum and I had
the time of our lives’
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*Awesome history lesson on
the Loch and Scottish lore™
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Nudge 2
Paradox of
Choice.



Professor Sheena lyengar
2000 ‘Jam Study’

Attracted 60% of the shoppers Attracted 40% of the shoppers

3% made a purchase 30% made a purchase

HAPPINESS

The more choices we have, the
higher our expectations - the more
we worry about making the ‘wrong’

CH 0' CE decision



Real life applications and
considerations...

How many ticket
options & variations
do you have?




BOOKING PAGES

-

e Limit options
e Categorise
e Most Popular

CVR +25%
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Sometimes it’s not about reducing choice entirely...
but making your most PROFITABLE ticket the salient
OBVIOUS choice!
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REAL ALES & CRAFT BEERS,
FINE WINES, LOCALLY
SOURCED HOMEMADE FOOD
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Nudge 3
ITlusion of Effort.




High Effort = Higher Rating

wstinkruger . €Ven If the output is exactly the same
Study 2004
a



ﬂ;.:r

— . — -

NN X
NAnKy you for




| . | ." i H .
HOW WAS YOUR
EXPERIENCE?

Dear <<firstname==>

Thank you for visding The Real Mary King's Close, our team hopes you enjoyed your wisit and
left with some great memories.

Alsg, we love showing guests around Edinburgh’s hidden history, and our tour guides would
love 1o know what you thought of their towr. Il you can please leave them a review on Google
of Trip Advisor, it really means the world o us, Thank you!

1 Email - 1 Action

Choice of 2 ‘This or That’
Make it personal
Reinforce the hard work
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Thank You

A lot of hard work went into this presentation
Rated 5%

(yes that was by my kids)



