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CLIENT-BASED 
TEAMS



C U R R E N T  C L I E N T S

PROTECTING, PRESERVING, AND PERFORMING SINCE 1932
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More than 95% of Decision Making 
is Emotional and Mostly Unconscious



“A man always has two reasons for doing 
anything:  a good reason and the real reason.”

J.P. Morgan, Banker & Financier
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I N C I G H T ™  E x p e r i e n c e  A r c h i t e c t u r e

Ignite a 
Connection

Craft an 
Experience

Trigger an 
Encounter

Incite a 
Reaction
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Defining a Whole Brain Connection



“A new intervention… that moves 
beyond simply providing individuals 
with information about symptoms 
and recommendations for action 
by addressing social, cognitive and 
emotional reasons for delay.”

AHA Scientific Statement, 2006 
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90 MINUTES
CAN STOP A 

HEART ATTACK

TREATMENT IN



R E A S O N S  F O R  N O T  C A L L I N G  9 1 1

I will be embarrassed

I don’t know what will happen to me

I don’t want to make a scene

It might be a false alarm
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WHEN HEARTS ATTACK












In the first quarter of 2013, the number of 
heart attack patients arriving in Erie hospitals 
by EMS rather than private car rose from 58% 
to 76% and continued to rise – reaching 80% 
by October 2013.

W H E N  H E A R T S  A T T A C K  R E S U L T S
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The newly expanded mammography capacity 
was quickly exceeded with appointments 
booked from October through December –
setting new records for Q4 mammograms.

C A R L E  R E S U L T S
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B U I L T  T O  L O V E
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The Insurance Institute for Highway Safety 
reports that helmets reduce head injury risk by 
85 percent and that 91 percent of bicyclists 
killed weren’t wearing helmets. Despite these 
facts, only 20-25% of all bicyclists wear bicycle 
helmets. 

W H Y  B I K E  H E L M E T S
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INVISIBLE BIKE HELMET
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U BY KOTEX 
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BOTTLED WALKMAN








When it comes to behavior change, it’s critical to 
have communication strategies that build broad 
social acceptance as well as those that hone in on 
the relevant populations.



It’s the job of the people creating the 
communication to determine how to tell the 
story in a compelling way that engages the 
audience emotionally and conveys the needed 
information.  This happens in an “ecosystem” of 
communication, with various touchpoints
designed to play a particular role. 

C O M M U N I C A T I O N  S T R A T E G Y
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MAKE A PACT WITH PEERS








• We need to understand the unconscious 
emotional drivers and barriers around use 

• We need to design the product and its 
packaging in ways that ignite  emotional 
connections

• We need to craft experiences and create 
encounters with the product for our targets 

• We need to create communications that 
leverage the experience to incite a reaction

B U I L D  T O  L O V E  C O N S I D E R A T I O N S



What if…



People could get 
rectal microbicides
from vending 
machines...



THANK
YOU
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