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Consumer-brand relationship & 
communication have fundamentally changed
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Communication has evolved
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DIGITAL COMMS

• Virtual, remote, asynchronous

• Greater need for human connection
• More meaningful brand relationships
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Brands are having to adapt in the face of 
uncertainty & unpredictable change
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How can brands succeed in the new normal?
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They must understand the psychological 
drivers behind decision making
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“ ”
Where thought conflicts with emotion, 
the latter is designed by the neural

circuitry in our brains to win

R. Carter (1999) Mapping the Mind. Berkeley, CA: University of California Press.
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DECISION-MAKING

Positive moods lead to lower perceived 
risk & higher purchase intention

Park, J., Lennon, S. J., & Stoel, L. (2005). On-line product presentation: Effects on mood, perceived risk, and purchase intention. Psychology & Marketing, 
22(9), 695-719.



All material © THE WEB PSYCHOLOGIST LTD. 2020. No unauthorised reproduction or distribution.

NATHALIENAHAI.COM@NATHALIENAHAI

To create a positive emotional state, 
it helps if people trust you
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1

TRUST
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“ ”
Single most important ingredient 

for development & maintenance of
happy, well-functioning relationships

Simpson, J. A. (2007). Psychological foundations of trust. Current directions in psychological science, 16(5), 264-
268.
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TRUST

Best ratings / reviews are given when 
consumers trust & like the brand & 

people that represent them
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How do you build trust?
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BUILDING TRUST

• Feel safe

• Understood
• Enabled & supported

• Know what you’re getting
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You have to be transparent
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During times of crisis, trust is easily broken
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BROKEN TRUST

• Undermine even established relationships 

• Lead to customer disappointment (and in 
the extreme, rage)

• Loss of sales and competitive advantage

Bozic, B. (2017). Consumer trust repair: A critical literature review. European Management Journal, 35(4), 538-547.
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How can you repair the customer relationship?
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It’s about rooting yourself in…
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2

EMPATHY
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“ ”
The ability to recognise, understand & 

share the thoughts & feelings of another 
person, animal, or fictional character
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There must be understanding & apology
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APOLOGY

• Admit when we’ve made a mistake

• To recover consumer trust, it must be sincere

• Explicit & unreserved

Knight, J. G., Mather, D., & Mathieson, B. (2015). The key role of sincerity in restoring trust in a brand with a corporate apology. In Marketing Dynamism & 
Sustainability: Things Change, Things Stay the Same… (pp. 192-195). Springer, Cham.
Utz, S., Matzat, U., & Snijders, C. (2009). On-line reputation systems: The effects of feedback comments and reactions on building and rebuilding trust in 
on-line auctions. International Journal of Electronic Commerce, 13(3), 95-118.
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The problem is that when we’re remote, it’s 
easy to fall into the empathy gap
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“ ”
Van Boven, L., Loewenstein, G., Dunning, D., & Nordgren, L. F. (2013). Changing places: A dual judgment model of 
empathy gaps in emotional perspective taking. In Advances in experimental social psychology (Vol. 48, pp. 
117-171). Academic Press.

Cognitive bias - we underestimate the 
influences of visceral drives on our own 
attitudes, preferences, and behaviors



All material © THE WEB PSYCHOLOGIST LTD. 2020. No unauthorised reproduction or distribution.

NATHALIENAHAI.COM@NATHALIENAHAI

Human understanding is “state-dependent” 
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So how can we avoid falling into the gap?
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Language must foster trust & understanding
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Understand the customer’s motivations
& reflect their language use
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ACTIVE LISTENING

1 Open questions

2 Non-judgmental attitude

3 Don’t “top” the story

4 Supportive non-verbal feedback

5 Listen & paraphrase

Topornycky, J. and Golparian, S., 2016. Balancing openness and interpretation in active listening. Collected Essays on Learning and Teaching, 9, 
pp.175-184.
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Creating empathetic connection also 
has other positive impacts
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THE IMPACT

1 Increases helping behaviour

2 Heightens cooperation

3 Decreases conflict

4 Better decisions

5 Greater acceptance of others
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For this to work, the customer must 
feel you are being authentic
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“ ”
Beverland, M. B., & Farrelly, F. J. (2010). The quest for authenticity in consumption: Consumers’ purposive choice 
of authentic cues to shape experienced outcomes. Journal of Consumer Research, 36(5), 838-856.

The quality of being real, 
true and genuine
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AUTHENTICITY

• Improve receptivity to your message

• Enhance perceived quality 

• Increase purchase intention

Labrecque, L. I., Markos, E., & Milne, G. R. (2011). Online personal branding: Processes, challenges, and implications. Journal of Interactive Marketing, 
25(1), 37–50. 
Moulard,  J. G.,  Raggio,  R.  D., &  Folse,  J.  A. G.  (2016). Brand authenticity: Testing the antecedents and outcomes of  brand management's passion
for its products.  Psychology & Marketing, 33(6), 421–436. 
Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring consumer-based brand authenticity. Journal of Business Research, 67(6), 1090–
1098.
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https://twitter.com/a1goy/status/966971427806240768

https://twitter.com/a1goy/status/966971427806240768
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Resonant conversations also rely on 
finding points of commonality
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3

HOMOPHILY
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HOMOPHILY

"Love of the same”
Our tendency to associate & 

bond with similar others



All material © THE WEB PSYCHOLOGIST LTD. 2020. No unauthorised reproduction or distribution.

NATHALIENAHAI.COM@NATHALIENAHAI

“ ”
Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-mouth (eWOM) in social 
networking sites. International journal of Advertising, 30(1), 47-75.

A homophilous source is more 
likely to be perceived as credible, 

trustworthy, and reliable…
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“ ”
Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-mouth (eWOM) in social 
networking sites. International journal of Advertising, 30(1), 47-75.

…The effectiveness of 
communication may be greater



All material © THE WEB PSYCHOLOGIST LTD. 2020. No unauthorised reproduction or distribution.

NATHALIENAHAI.COM@NATHALIENAHAI

The messages we relate to most are those 
that feel authentic & reflect our experiences
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There are 4 key questions you can 
ask to build upon homophily
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MIRRORING

1 Who are they (gender, age, background)?

2 Why do they need you (what’s their story)?

3 How are they feeling (excitement, anxiety, stress)?

4 What do they need now (emotional / practical)?
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To truly have impact, you have to clearly 
identify and express an ecosystem of…
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4

VALUES
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When asked to reflect on their 
relationship with brands…
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VALUES

51% say their relationship with a 

brand starts when they feel the brand 

understands them and their desires

Sprout Social (2018) - #BrandsGetReal: What consumers want from brands in a divided society | 1013 US consumers
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VALUES

2/3 consumers equate feeling 

connected with trust

Sprout Social (2018) - #BrandsGetReal: What consumers want from brands in a divided society | 1013 US consumers
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VALUES

53% say they feel connected when 

that brand’s values align with their own

Sprout Social (2018) - #BrandsGetReal: What consumers want from brands in a divided society | 1013 US consumers
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oherentc
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onsistentc
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Here’s why a coherent identity is key
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CONSUMER BRAND

Personal
values

Stated
values
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CONSUMER BRAND

Personal
values

Stated
values
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CONSUMER BRAND

Shared 
values
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S
P
L
I
T

CONSUMER BRAND
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It’s a risk that some brands take intentionally
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5

SOCIAL IDENTITY
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SOCIAL IDENTITY THEORY

• View ourselves as belonging to a group of 
similar individuals

• Base part of our personal identity on our 
membership to group 

• Opinions of group members ‘worth more’ than 
those of a different group
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Whatever your goal,
you have to understand the 

principles, biases & motivations 
that drive your consumers
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HERE’S YOUR CHEAT SHEET
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CHEAT SHEET

1 Trust: be transparent & relational

2 Empathy: sensitive, responsive, active listening

3 Homophily: mirror your audience

4 Values: be committed, coherent, consistent

5 Social Identity: know what you stand for
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THANK YOU!

@NathalieNahai

NathalieNahai.com


