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What’s the most 
under-rated factor 
to building trust?







Credit: Rohit Bhargava



How to Build Trust

• Likeability starts with being authentic

• Tell the truth, be transparent

• Be relevant – show your value all the time

• Keep messages simple – no jargon

• Repeat key messages

• Be reliable – continue to show up

• Don’t ask for too much, too soon



Characteristics of a Trusted 
Messenger

• NOT the brand (usually)

• NOT (usually) senior management

• Someone like me: tribe mentality

• Need to humanize your organization

• Likeable 

• Memorable



Pick the 
right hero



Can you make your 
audience the hero? 





Non-profits and NGOs have been 

good at this for quite some time









Effective 
Messages



Neuroscience Behind Decision 
Making 



Neuroscience Finding #1: 
Lead with Emotion

“We are not thinking machines. 

we are feeling machines that 

think.” –Antonio Damasio

• Compelling, persuasive 
narratives lead with emotion 
to capture the audience
• Data is used to back up the 

decision they reach because of an emotional reaction

Credit: Christopher Graves, Ogilvy. Source: Journal of Neuroscience, July 12, 2006



Finding #2: Confirmation Bias

• When presented with evidence that contradicts a

point of view, people reject it and retreat farther 

in their original direction. 

• Activates the anterior cingulate 

cortex (part of the brain that 

governs physical pain)

It – literally - hurts to be wrong. 

Credit: Christopher Graves, Ogilvy. Source: Reifler, Nyhan 2011



So What? 

• Don’t throw contradictory evidence at 
people

• Affirm their view

• Then “hook them” with your story



Finding #3: Mirror Neurons

• Biological root of empathy
• Even as passive observers, human brain 

patterns mirror those we see performing a task
• New research: we mirror actions through a story 
= “Neural Coupling”
• Hearing a story (real or fiction) can drive us to 

the action of the character(s)
• Give audience a story where the hero does what 

you want them to do

Credit: Christopher Graves, Ogilvy. Source: Speer, et al 2009



Neuroscience of Storytelling

•People hate losing 2-
3x as much as they 
like winning

•Framing the debate as 
avoiding a loss is 
more powerful than 
gaining a win



How to Weave a 
Visual Tale



“Sticky” Factors

• Simple

• Unexpected

• Concrete

• Credible

• Emotional 

• Story



Your Story from Good to Great

• Authentic, accessible and intimate

• Unscripted

• Personality shows through

• Visual – photos, videos, infographics



Message Boiled Down 
to an Image







National Confectioners Assoc.
Annual Report







Alliance for Excellent Education



Vattenfall











Don’t forget to capture and 
share images of your success.
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