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Resist the temptation to
overwhelm the

senses.

Especially for Grandma
and Grandpa, whose
brains have to work harder
to suppress sensory clutter,
it pays to minimize distrac-
fions. When using music,
scents, and sounds, keep
them soothing and pleas-
ant for the Boomer brain.
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TEN WAYS TO ENGAGE

THE BUYING BRAIN

DURING THE HOLIDAYS

TO THE BUYING BRAIN, THE BARRAGE OF HOLIDAY MES-
SAGING CAN COME ACROSS AS SO MUCH NOISE. OVER-
WHELMED BY THE CLUTTER OF COMPETING MESSAGES
AND DISPLAYS, THE BRAIN TUNES OUT ALL BUT THE MOST
CLEAR AND RELEVANT IDEAS. HOW TO ENSURE THAT YOUR
EFFORTS MAKE THE MARK? FOLLOW THESE TEN BEST PRAC-
TICES FOR MAKING YOUR SHOPPERS' BUYING BRAINS
HAPPY AND ENGAGED THIS HOLIDAY SEASON.

Use mirror neuron
activation to pull con-
sumers in to your space.
Mirror neuron activation is
what happens when you
see someone doing
something — such as
drinking a glass of
eggnog—and the part of
your brain that would be
activated if you yourself
were drinking eggnog, is
also activated. Women's
brains in particular respond
to mirror neuron activation.
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Parting with money
triggers pain activation in
the brain.

Make sure your salespeople
are as polite and friendly as
possible during the holiday
rush to make this process
less painful for the belea-
guered shopping brain.
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Be judicious in your use
of red.

Itis a very powerful color
and will tfrigger a strong
response.

Keep the sharp edges
hidden, when

possible.

These frigger an avoidance
response in the brain, and
during the holiday frenzy,
this is the last thing the brain
wants fo encounter.
Rounded corners and
softened edges put the
brain at ease so the focus
can be on your products.

Keep your message
authentic.

The brain detects insincerity
every fime.

When feasible, arrange
displays and graphics in
groups of no more than
five elements.

The brain can instantly
process a group of images
of five or fewer items. More
than that and cognitive
processes must be engaged
to take in the stimuli, taking
more energy for the brain to
manage the input.
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Keep your stores clean
and neat.

Your female shopper’s
brains are especially on the
lookout for signs that your
store is not hygenic or safe.

Keep your communica-
tions consistent during
this frenzied time.

Check the language for
your promotions on all your
platforms—in the store, on
the package, in advertising,
and on social media—so
the brain does not have to
work hard to take in incon-
sistent information.

Brains amount to 2% of
our body weight, but
account for 20% of our
energy consumption.
Make life easy for these
energy hogs, and fry fo
keep everything as simple
as possible. Give your
shoppers’ brains a delightful
holiday season!
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