

















PSYCHOLOGY PROVIDES THE PATH

The danger of stereotypes is that they keep us from seeing the opportunities within the complexity and
nuance of human behavior. Behavioral science helps us understand consumer psychology so that we are
ideally equipped to motivate change. Beyond a threshold BMI and associated co-morbidities, your most
promising customers have a very specific psychology that not only identifies them as good candidates but
lays outaroad map for the bestideas on how, when and where to reach them.

Motivating people to change lifelong, unhealthy behaviors is not easy. But by using different approaches
based on behavioral insights, change is possible. After all, psychology, not stereotypes, is the key to
understanding what really makes your target tick.
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THE KEYS TO MOVING INFLUENCERS FROM
STEREOTYPES TO ADVOCATES

HUNGRY FOR INFORMATION

Help them make smarter decisions by providing easy-to-understand information such
as device comparisons and test-your-knowledge quizzes.

CARPE DIEM

Motivate them to act by combining rational information with the emotional promise
of improved quality of life.

ADVERTISING AVERSE

Avoid in-your-face advertising. Deliver comparison tools and testimonials that
entertain and educate.

DRIVEN TO SHARE

Facilitate sharing. Give them comprehensive, well-packaged information to share,
and they will.

REACHING THEM ONLINE

Deliver your case online. They will use what you provide to shape their conversations
with their doctors.
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Kelly is currently Senior Director of Strategic Planning and Insights at MicroMass Communications,
Inc, where she uses her training as an anthropologist and an account planner to develop insights

and strategies to solve brand challenges.
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About MicroMass Communications, Inc.
Founded in 1994, MicroMass offers unrivaled capabilities in the application of behavioral science to marketing challenges. The
company’sapproach is founded on the belief that understanding the critical factors thatinfluence individual behavior is the best

way to create dialogue and build enduring relationships between customers and brands.

Unlike traditional agencies thatare structured by discipline, MicroMass brings together under one roof the expertise and services

for building sophisticated, multi-channel programs that span the full marketing continuum.

Headquartered in Cary,N.C, MicroMass is one of the fastest growing agenciesin its field. With experience in dozens of therapeutic

categories, the company has aroster of clients that includes some of the most respected names in the health care industry.

Foradditional information about MicroMass, visit micromass.com.
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* Centers for Disease Control and Prevention, National Center for Health Statistics. Percent of adults age 20 years and over who are
obese: 34% (2007-2008). http://www.cdc.gov/nchs/fastats/overwt.htm

> 0bes Res. 2001 Dec;9(12):788-805.PMID:11743063. http://www.ncbi.nlm.nih.gov/pubmed/11743063
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