
Behavioral Economics to Influence Customers 

Influence your Customers 
It is important to take in consideration the way we deal with people in business, 
especially if we are trying to sell something, at the end of the day we are always 
going to be selling something, it can be a service, a product, an idea, the 
company name, our ourselves. Regardless what it is at the end it is still selling. 

Using behavior economics theories will enable you to create a world that 
motivates customer experiences. 

Consider, for instance, the build-a-bear branding: While far more expensive than 
a no-name teddy bear that a father might otherwise pick up for a daughter, 
which shopping experience do you think the father and daughter are more likely 
to remember? By allowing the daughter to “build” her teddy bear, those brands 
create an engagement and memory that makes the father and daughter both 
more likely to spend money on that brand again in the future. 

Creating Influence 
Let's be real: Every teddy bear company is going to use behavioral economics 
to some extent. The cheaper no-name bears, for instance, might find success via 
both their lower cost and their placement in certain stores. The build-a-bear 
brands may cost more (which may be off-putting to some customers), but also 
create more of a memorable experience, which may help them overcome their 
higher cost. 

The difference, though, is that experience is a far more successful motivator than 
simple desire and price. And experience is what sets brands apart. 

When you walk into a Starbucks or a McDonald's, 
for instance, you aren't just walking into a cheap 
coffee shop or an easily accessible burger joint. 
Instead, you're walking into a known experience. 
There's a reason MacBooks are so much more 
expensive than many other otherwise comparable 
laptops: Apple has built a brand experience that 
other computing companies mostly can't touch. 



All of these brands are successful at least in part because they have built a brand 
experience and a relationship with their customers, and that experience and 
relationship has in turn built brand loyalty. 

Use Psychology for Growth 
So it always depends on which situation you are facing, but at the end of the day 
you are always the one who’s in charge of the circumstances, and there are 
always innovative and new ways to improve your selling and marketing strategy, 
which will enhance your results and sales.  

Use behavioral economics by tapping into that very real psychology that ensures 
customers reward experience and relationship. Learning to use behavioral and 
emotional triggers allows you to create natural triggers and a customer flow that 
can in turn create you far more engagement, leads, and sales. 

Let's take a quick look at some of the key pieces that some other brands have 
used: 

• Remove fear. Now your customers' fears about your product or service, 
and address them head-on. If you can make their fears ease—or even 
better, turn those fears into a position of strength—you're well on your 
way to converting a lead into a sale. One such successful tactic is 
sending “on the fence” leads copy that addresses those fears directly, 
or making it prominent in your FAQs. If we think of our example 
brands, we can see they each do this quite well. Starbucks trains their 
baristas to guide new customers through the lingo and ordering 
process, making different drinks less confusing. McDonald's turned 
customers' fears of how to keep their children entertained into happy 



meals and play areas. Apple turned customers' fears of technology 
into fantastic help stations and easy to use support systems. You can 
use similar lessons to remove fear in your branding and sales 
techniques. 

• Build up benefits. What are the benefits of your brand as opposed to 
other brands? For build-a-bear brands, it was an experience and story 
that cheaper teddy bears couldn't offer. For McDonald's, it might be 
the speed with which they get customers through the drive through, 
the happy meals, the consistency of what you can expect at any of 
their locations, or even their price points. The more benefits you offer 
as opposed to your competition, the more competitive you will be; 
even if you don't sell customers on one benefit, you're likely to get 
them on another. One recent coffee study, for instance, found that 
when consumers believed a coffee had additives that could benefit 
them, they believed it was of higher value and expressed greater 
satisfaction with the coffee. So address not just the “business critical” 
benefits, but also the lower-priority benefits your brand might be able 
to offer, as those may not cost you much—but may help you build 
sales, whether donating to a good cause, making use of renewable 
energy, or other things that can help build positive associations with 
your brand in your customer base. 



• Nail your timing. This is going to vary wildly depending on what your 
business is, but know your clientele and customer base. This might be 
reaching out to leads before a price increase, might be introducing a 
new feature at the right time, running promotional content (contests, 
donations, giveaways, etc) in an appropriate window. Getting your 
timing down can be key for converting leads and getting people 
talking about your brand. 

• Build loyalty. This may be the most important piece of all. Repeat 
customers are far easier than building new customers, and building 
loyalty in your customers can help drive word-of-mouth marketing. By 
building up every aspect of interaction with your customers and 
helping determine how your buyers feel about your brand, you can in 
time create loyal customers who finally become advocates for your 
brand, or brand ambassadors. That's how you build long-term growth. 

So what are you doing that uses behavioral economics to bring customers into 
your business? 
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