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People don’t think the way 
they think they think
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“
”

95% of purchase 
decision-making takes 
place in the subconscious 
mind.

 — Gerald Zaltman, Harvard Business School, “How Customers Think”
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-Counterintuitive Practices

-Counterintuitive Pricing



@nharhut

1. Advertise your shortcomings
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 Pratfall
Effect

Elliot Aronson, Harvard University
Image: ChatGPT
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Since 1986
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2020 Clio, Agency: Rethink, Image: DandD.org
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Remember:
Admitting a shortcoming can 

make you more appealing
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Use “but” to erase 
everything that 
came before it

Pro Tip

But
…



@nharhut

2. Don’t lead with your most 
positive word of mouth
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Doubt = Trust

Computers and Human Behavior, 
Tilburg University, Netherlands
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I was very skeptical. 
Previously I had two 
spinal surgeries and 
could only control pain 
with strong prescription 
meds.

… (Quell) has 
substantially reduced 

the amount of pain 
meds I need.
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If you are contemplating HubSpot 
as your CRM, stop thinking about 

it and do it… We were a 
Salesforce heavy organization 

that recently made the switch…
We have had 100% user adoption 

and couldn’t be happier.
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I was skeptical at first 
because The Hartford does 
have substantially lower 
premiums than other 
companies. 

I was worried that this might 
mean lesser service. But in 
reality, they are the best. 
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Remember:
Don’t be afraid to bring up 

something negative
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Don’t show only
5-star reviews

Pro Tip

4.2-4.5, Northwestern University
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3. Shout in your subject lines
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Von 
Restorff 
Effect  Worldata

21% 
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INFOGRAPHIC: 
Five Hidden Risks 

of HR 
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Why NOW is the 
perfect time to 

create a quiz for 
your biz 
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Martech Gut 
Check: 

What’s the 
REAL Cost?

18% increase with mid to end all cap word 
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Remember:
All-cap for emphasis
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Put the first 
word or two in 
brackets

Pro Tip

28%, Worldata
Image: ChatGPT
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4. Deliberately use                         
the wrong word or spelling
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Surprise

400% - Univ. of Glasgow
Image: ChatGPT
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e JEANipure JEANius
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Find your inner 
piece 
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It’s been a lawn 
winter – Shop 

patio 
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Remember:
Strategically use the wrong word to 

capture—and direct—attention
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Use “bye” to 
get people 
to “buy”

Pro Tip

$15 more
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Counterintuitive Pricing
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5. Lead with your highest price
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 Price Order
Effect

4.2% revenue increase
-Donald Lichtenstein, 
University of Colorado
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                                     $1347   $997   $497    $397      
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as little as $39.99

wouldn’t be 
surprising to see 
a price tag of up 

to $150
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Remember:
Lead with higher prices
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Use left digit bias

Pro Tip
$501
$498
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6. When product sales slow, 
introduce a costlier option
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Decoy Pricing

 $275 $415
2X sales, Williams Sonoma
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    $15         $30        $58       $145      $600
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-InsideBE
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Ariely – 42.8% rev. inc., The Economist  

     $53                 $53               $28.95
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Remember:
Strategically price your options
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End your price              
with a 9

Pro Tip

$34, $39, $44 –  Univ. of Chicago, MIT
24% inc. in sales 
– Priceless, Wm. Poundstone

Image: ChatGPT
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7. Ask for just a small purchase
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Commitment 
and 

Consistency

17% to 76%
Image: ChatGPT
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Remember:
Start small and build
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Fundraising?
Tell people 
even a penny 
will help

Pro Tip

28 – 50%, American Cancer Society
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8. Limit the amount people 
can buy
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No limit: 3.3 cans. Limit of 12: 7 cans = 112% increase.

  Anchoring
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eCoupon 
limited to 5 

units
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Limit 5                 
per customer
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Remember:
A limit anchors (and increases) 

purchase amounts
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22% of email clicks 
occur after offer 
expires; but LTV of 
customers is higher

Pro Tip
185-22

5%
                          -Worldata



@nharhut

9. Don’t offer an incentive            
for purchase
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Motivating
Uncertainty

Effect
68%, Chinese University of Hong Kong
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Get Featured! for the chance to 
see your look here
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Spin to win!
Save up to 

$35 on your 
order 
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Remember:
Instead of a discount,                 

give a chance to win one
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Check off the 
first two boxes 
on loyalty 
punch cards

Pro Tip

79% - Wharton, USC
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“This is a must read 
for anyone who wants 
to drive engagement, 
sales, and growth” 
- Jay Schwedelson                               
    Worldata Corporation



Please Rate My Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile app 

to provide your feedback.
Thank you!



Thank You!
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