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HEY, I'M GALI
I’m a social media strategist and marketing mentor for
female entrepreneurs, coaches and creative business
owners.

I've helped hundreds of businesses scale to 6 and 7 figures  
by using the power of marketing to sell out their offers. 

With over a decade of experience as a Social Media and Digital
Marketing Strategist, I've dedicated my career to driving
meaningful online growth for luxury businesses, charity
organisations, NGOs, and small business owners.

Gali x

I’ve created this guide to  show
you that you don’t need a huge
following, or fancy funnels to sell
your offers. What you do need is
to be able to understand what
motivates people to buy so you
can tailor your marketing
strategies to their specific needs,
build trust and credibility, and
convert followers into paying
customers.

To your success,
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WHY PEOPLE BUY
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Have you ever wondered what motivates people to
make a purchase? At its core, buying is a deeply
psychological process influenced by different factors.

Understanding these triggers can totally change your
organic marketing strategy. From the fear of missing
out (FOMO) to the desire for social validation, buyers
are influenced by emotions and perceptions. 

By tapping into these emotions, business owners like
you can create campaigns that not only showcase the
value of their products or services but also resonate
with the core desires of their target audience.

SALES PSYCHOLOGY
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Customers, consumers or clients are no different.

People decide under the influence of

psychological triggers. These psychological

triggers can be influenced by many factors. While

there are dozens of elements that can influence

the psyche of an individual, here are the ten most

important psychological triggers that convert

leads into customers. 

Let’s dive in!

The mind is the root of every action and

reaction in our world. What we do physically is  

the manifestation of what’s going on in our

mind. Our actions are extensions of our

thoughts. Even when our actions seem to go

against our thoughts, they are in fact driven by

our subconscious mind. Every action and

reaction can be traced back to the human

psyche. 

WHY PEOPLE BUY
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Every human being is drawn towards pleasure and is

averse to pain. No one wants to suffer and everyone wants

to have a good time. This desire to be pleasured drives

people to buy specific products. As a brand, marketing

professional or business owner, you need to present your

product or service in a way that will help the potential

customer to imagine some form of pleasure. t massager to

more data in a postpaid plan.

1. The Quest for Pleasure 

BUYER TRIGGER #1

Now, pleasure is not always physical or emotional or

psychological. It varies from person to person. Pleasure needs

to be well defined in the context of the product and given the

kind of audience you are targeting. Once you identify the exact  

form of pleasure your audience wants, you can strategise your

marketing campaign accordingly. It is not necessary for a

materialistic product to lack emotional pleasure and a service

to have no physical pleasure. Marketing experts know how to

package their product or service and how to convey the

message. 

Affordability will always be an influencing factor but the lead

will at least be interested in buying or signing up if pleasure is

assured. The worst selling products are those that exist

without offering any substantial pleasure to its intended

customers or users. 
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BUYER TRIGGER #2
2. The Pursuit of New and Original 

People LOVE new stuff. It doesn’t matter what the product is.

New clothes, new shoes, a new car, a new house, a new

phone, a new laptop, a new set of headphones or it could be

a new set of wine glasses. Everything new has a special

appeal. It helps if the product is also an original, that is to say

it is not the run off the mill stuff that is already aplenty in the

stores. 

The pursuit of new and original can be explained using the

proven fascination with novelty. Studies have shown that

exposure or anticipation of novelty items increases the release

of dopamine, the hormone that gives you feelings of pleasure

in the human brain. That’s why it’s a neurological trigger. 

Let me give you two simple examples. Every smartphone or car
manufacturer in the world keeps releasing new versions of their
existing models. There is hardly any significant change or
improvement in the subsequent models. From an iPhone to
EarPods, a Volkswagen to a Toyota, the existing models are
repackaged, some specifications are tweaked, some features are
upgraded just marginally and there you have a newly manufactured
phone or car. 

© The Social Strategist 2024   5



BUYER TRIGGERS 

This new original product builds anticipation and is considered

irresistible for many people. Had this not existed, people

would have turned around and said the phone is two years old

or the car is eleven months old. 

They would look for other phones and cars that have been

launched in weeks or a few months leading to their purchase.

What’s old is the past and people don’t like delving into the

past. Everyone wants a piece of the future. 
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BUYER TRIGGER #3
3. The Quintessential Reason
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Every product in the world has multiple features and at least

one benefit. Otherwise, the product should not exist. The

features and benefits will do their job to capture attention

and will trigger some interest in people but they are not

enough to drive the sales. You can talk as much as you want

about the benefits or features and yet you may fail to

convert a lead into a customer. The reality is simple. The lead

is waiting for the quintessential reason. Many marketers and

entrepreneurs have been misled to believe that people need

many reasons to buy something. It is absolutely not true.

Most people don’t even KNOW all the features of products

that they have purchased. The average consumer is not that

savvy or interested. The average consumer has a lot of stuff

on their plate. They need one good reason. 

Let’s look at organic food or green tea. Does any average

consumer know all the differences between organic food

and non-organic food? Does an average consumer know

exactly the difference between green tea and what has

been called tea for ages? Even those who drink tea

everyday don’t know the difference between normal tea

and green tea or black tea and yellow tea. People have one

good reason to opt for organic food or green tea and that

has been enough to promote these two products across

the world. 
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BUYER TRIGGER #4
4. What’s the Story?
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The consumers are not interested in the story of a company.

They don’t want to hear how a product has come into being,

definitely not when the product is yet to become a bestseller.

The consumers want to hear a story that will trigger their

emotions. This is the story that marketing experts or

entrepreneurs must conceive. 

Many years ago when technology was not what it is today,

Volkswagen came out with an ad. It was just an image of

identical houses in a nondescript but beautiful suburban

neighborhood with lawns and paved driveways. Every house

had a van parked outside, which was the Volkswagen station

wagon. 

The image was captivating for sure but it was the few lines

accompanying the image that told a great story. It triggered an

intellectual response. Needless to say Volkswagen did have an

amazing response. You may be aware of the commercials of

the sixties through the eighties and even the nineties. You are

certainly aware of the stories various commercials narrate

during Super Bowl and other major events. The objective is

simple: to trigger an emotional response so there is an

immediate connection with the audience. 
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BUYER TRIGGER #5
5. Simplicity
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Consumers love complex craftsmanship, complicated

mechanisms and sophisticated technology but they don’t

want to deal with those firsthand. They want these elements

inside the product which must be simple enough for them to

use. Everyone uses a remote car key but not many want to

know how push button ignition works or what the transponder

chip actually is. Any product that appears to be complicated

or difficult to use will NOT influence a lead to become a

customer. Every product that is super simple to use and has

some significant utility will always influence a lead to at least

consider buying. 

There are products and services that aren’t simple. It is the

job of the marketer or the business owner to simplify the

product or at least the messaging. The use of the product or  

service, securing the benefits of the features or eventually

describing the pleasure as promised must be simple. If the

customer has to make an effort to understand a product or

service, if a lead imagines using the product or service to be

tiresome or requiring a great deal of labour, then the whole

campaign will be a definite failure. 
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BUYER TRIGGER #6
6. Popularity / Brand Value
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This can easily be the most important psychological trigger

but the reason we mention it at sixth is because a company

needs to master the first five to become a brand with a

worthwhile following. Popularity of a brand instills

credibility. People trust its products or services. A huge

fan base gives a sense of unity. People come together and

feel like a part of a larger group. Human beings are wired to

find a common reason to belong. This has happened more

gloriously in case of all religions. Cultivating a loyal or

committed following is necessary for every business to

sustain its success. 

There is a reason why millions of people around the world

line up to grab the latest iPhone. In addition to the pursuit of

novelty and the quest for pleasure, it is the sense of being a

part of the larger group of iPhone users and the fanbase that

drives people to make the effort, and spend their money. 
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BUYER TRIGGER #7
7. Enticement or Intrigue 
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We are drawn to what we know or have experienced. We like

eating our favourite foods, we cook the recipes we have

mastered and take pride in the creation, we support our

favourite teams and expect the best from them, we like the

comfort of being with our friends and also seek income

security. There is a part of us that wants predictability,

certainty and continuity. Then there is a part of the mind that

craves surprises, wants to explore the unknown, is waiting to

be enticed or intrigued. This curious part of our mind can be

easily used by a business to generate traction for its product

or service. 

This is NOT the same as the pursuit of something new or

original. It is the longing for something different. While we go

about our lives in the most mundane and obviously expected

manner, we want to try out something new or have a different

experience. Any product or service worth its cost that has this

intrigue or enticement will easily convert leads into

customers. 
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BUYER TRIGGER #8
8. Fear of Loss / Fear of Missing Out 
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Fear of missing out (FOMO) is one of the most familiar

psychological triggers but has been known in recent years for

being used, overused and even abused by many marketing

‘gurus’.

Fear of loss has always been a driving force and has led to

overnight bestsellers but it works ONLY when used correctly.

Business owners keep using #fake urgency’ as a marketing

tactic. If the lead knows that you would keep repeating the

same offer or similar promotions time and again, then it

doesn’t really create any fear of loss. 

Smartly timed, placed and messaged campaigning that

genuinely instills a fear of loss will always convert a lead into

a customer. Fear of missing out needs to be well

substantiated. It cannot be a random claim. As a business

owner you need to provide enough proof that the item has

already been sold to many, or that there is a limited

availability. A newly launched product or a new service

cannot really use fear of missing out because the leads don’t

even know what they would be missing out. That is unless, the

product or service is a follow up of what is already out there

and the leads know the benefits, effectively the pleasure. 
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BUYER TRIGGER #9
9. Social Proof 
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Whatever it is that you promote, people are likely to

believe your claims if there is verifiable proof. Client

testimonials, services being endorsed by people, or

reviews that substantiate the claims and any kind of proof

that is verifiable will always build the trust a potential

custoner needs to make the final decision. 

As long as there is doubt over the results product or

service, people will NOT buy. The verifiable proof can be

something as obvious as social media following, client

testimonial or mass scale endorsement as evident in sales.

Here are just a few examples of my client testimonials: 
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BUYER TRIGGER #10
10. Hype / Controversy 
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When something goes viral, people pay attention. When there

is a lot of fuss or hype surrounding a launch or about a

product, service or brand, there is an urge to check it out. A

good example is the 2023 Barbie movie campaign by Warner

Bros. The Barbie marketing team created a free AI-powered

selfie-generator tool. Users could create personalised versions

of the movie posters. Then share them on social media for

more free word-of-mouth marketing. This is just one example

of something they did during a marketing campaign that lasted

a few months to promote the new movie.  

Even when there is some kind of controversy, it’s a massive PR

boost for brands, and big brands take advantage of it. It is not

true that there is no bad publicity but it is obviously true that

hype or fuss and any kind of media attention are psychological

triggers. 
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SALES PSYCHOLOGY
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As a business owner, whether you’re selling a product

or service, understanding buyer psychology is essential

in order to connect with your audience and convert

followers into paying customers.

Having this deeper understanding of what motivates

people to buy will enable you to tailor your marketing

strategies to your target audience's specific needs,

build trust and credibility, communicate effectively,

differentiate your offers, optimise user experience,

adapt to changing trends, maximise limited resources

efficiently, and increase customer retention and

loyalty. 

This comprehensive understanding empowers small

businesses to make informed decisions, create

impactful campaigns, and cultivate lasting

relationships, ultimately contributing to their success

in competitive markets.
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NEXT STEPS
I hope this guide has given you some insights into

marketing psychology. There's no magic formula to

marketing success, all it takes is a good STRATEGY to

attract the right people into your world, your DM’s and

your offers.

I know what works, and I've helped hundreds of

businesses do the same.  Which is why I am

thrilled to invite you to check out my brand new

membership, The Marketing Club.

Are you ready to grow your business and sell out your

offers without spending hours online creating content

that doesn't convert, and without sacrificing your

time, your income and your integrity?

LET'S DO THIS!
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https://www.jointhemarketing.club/membership


Join NOW 
and Save 80% !

CLICK TO JOIN

Empowering Female Entrepreneurs to Grow
and Scale Successful Businesses
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Marketing 
Club

The
Marketing Club

Your Shortcut To Marketing Mastery

https://www.jointhemarketing.club/membership

