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Patrick Renvoise of Salesbrain.com is a neuromarketing specialist, he’s the author of 

his recently released book - The Persuasion Code, and his TEDx talk has more than 

140,000 views. 

Patrick argues that we basically have two systems competing in our head. Our 500 

million year old primal brain, and our more modern rational brain. And however rational 
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we think we are, it’s that ancient, self-centered, emotional, visual, primal brain that really 

drives decision making. 

In this episode, you’ll learn how, as entrepreneurs, marketers, and side hustlers, we can 

tap into that ancient “buy button” to be more persuasive. How to more clearly explain 

the value proposition, and ultimately make more sales and grow your business. 

He’s shared 6 stimuli of the reptilian brain you need to be aware of, and then his 

Pain/Claim/Gain framework for crafting effective emails, pitches, sales copy, etc. 

The Only 6 Stimuli That Matter to the Primal Brain 

Patrick said there are only 6 ways you can trigger those stimuli, these are: 

1. Personal – By getting personal with your audience and talking about what your 

product can do for your customers you can trigger a stimulus. 

Patrick said most websites focus on who they are and what they do, not what they can 

do for the customer. Most customers are selfish by nature and want what’s best for 

them. 

“Take all the “we” language, and rewrite it into the “you” language, your audience brain 

will get engaged,” Patrick said. 

He also added that the two things that trigger the biggest reaction from an audience are 

either the name of the person you’re talking to or using the word – “you.” 

For example, word your call to action as “You can get a free copy,” or “Your free copy is 

here.” 

2. Contrast – Making a contrast between your business and your competitor’s ties into 

the previous point. 

Patrick said most businesses say, “We are one of the leading providers of….” The 

problem is that if one of your competitors are also saying this there is not enough 

contrast between you and them. So, you’re cutting your chances to sell by 50%. 

You need to be saying, “We are the only providers of….” You can do this by subdividing 

the market or niching down to a specific product not offered by your competitors. 

3. Tangible – The primal brain is older than words. Complicated sales copy does not 

stimulate the primal brain, it’s more in tune with simple terms related to survival. 

Patrick said you need to use simple terms even a 4-year old would understand in order 

to stimulate your customer’s primal brains. 

“You have to make it so tangible that people would not question either the value you 

provide, or the proof that you’re using,” Patrick said. 



An example he gave from a hugely successful company was a slogan Dominoes Pizza 

used saying, “30 minutes or less, or it’s free.” It’s a simple message and offers tangible 

proof that they will deliver on their promise. 

Another technique is to use a story. Stories have a big impact on our reptilian brains, it 

stimulates a multi-sensory environment and we can believe and live the story as if it’s 

real – just like a good movie that makes you cry. 

4. Visual – “The primal brain does not understand words, but it understands pictures,” 

Patrick said. 

Around 90-95% of all brain activity is about processing images, and the optic nerve is 

much faster than the auditory nerve, and we think with images. 

So, there is a lot of scientific evidence to show that using images is a powerful way to 

connect with your customer’s primal brains. 

If you don’t have a visual outlet, like you’re releasing a podcast, for example, use stories 

to help paint a picture for your customers. 

5. Beginning and End – If we were rational by design we would remember things in a 

linear order, but we’re not. 

Patrick explained there are a number of biases that change how we think and 

remember things. One of which is called - the recency primacy effect. 

This means that people often remember things from the beginning and the end of an 

interaction but forget a lot of what happened in-between. 

You can apply this to your marketing by making sure the first and last lines and images 

in your marketing information are the most important bits. Same with emails, focus on 

compelling subject lines and openers, and a good call-to-action at the end. 

6. Emotional - The rational brain deals with math, science, logic, etc, these things will 

not reach the primal brain and it filters emotions. 

An example Patrick gave is the reaction when we see a snake. Our brains process the 

danger, which triggers an emotional fear, which then makes us move away. 

An apple on the other hand provokes the opposite emotion. We are likely to feel desire 

and be drawn closer to it. 

You can apply this to your marketing activities by using positive images and copy to 

attract customers, or even use fear in the way of scarcity to provoke someone to take 

action. 

“The key is that people do not decide on rational, people decide on emotional and then 

we rationalize later all the emotional decisions that we made,” Patrick said. 

 



How Patrick Uses The Pain/Claim/Gain Framework to Sell More 

Patrick summarizes the above as Pain/Claim/Gain/Brain. This is broken down as 

follows: 

Diagnose the Pain – Patrick said what customers are asking for isn’t often what their 

pain is. You have to dig into their unconscious primal brain to find the real reason. 

He drew back on Dominoes as an example. Someone at Dominoes figured out that it 

wasn’t the pizza people were really concerned about, it was the anxiety of not knowing 

when it will arrive. 

Which is why they came up with the 30 minutes or free guarantee and grew to the 

biggest pizza company in the world. 

“What’s really important here is to understand what your customers want, and what their 

pains are,” Patrick said. Instead of focusing on the needs, focus on the pain. 

Differentiate Your Claims – The reptilian brain is sensitive to contrast as discussed 

above. Looking again at Dominoes, they couldn’t make any claims about their pizza’s 

being that different from their competitors, but they used their 30-minute guarantee to 

tap into that pain point and differentiate themselves from their competitors. 

Demonstrate the Gain – Patrick explained that if the value you offer your customers 

exceeds the cost, they will buy from you. 

“Your job is to maximize not only the financial value, but also the strategic and personal 

value,” Patrick said. 

He used Apple vs Samsung phones as an example. Patrick said both phones are 

equally good, but the value proposition Apple uses is that it’s cool to use their products. 

So, people end up buying Apple iPhones to show off as a piece of jewelry as well as 

needing a phone. 

Translating this to something more relatable like a travel blog, Patrick said he would ask 

his audience how much money they think they saved reading the blog. 

He would then use their answers to demonstrate the gain to his audience. Using 

testimonials, customer stories, data, social proof, and so on. 

Deliver to The Brain - Following these steps when structuring your sales pages, 

marketing materials, and even attending meetings in real life will help you appeal to 

your customer’s primal brain. Resulting in a better connection with your customers, 

selling more, and building your business.  

 

Patrick’s #1 Tip for Side Hustle Nation: 

“Find ways for your offer to create emotion.” 



More Info: 

• http://www.sidehustlenation.com/305 
• https://www.salesbrain.com/ 

 
Until next time! 

-Nick 

http://www.sidehustlenation.com/305
https://www.salesbrain.com/

