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Bringing Actionable Science to Your Marketing Plans 

 
 
 

 
 
 

Presented By 
Dr. Howard Moskowitz 

Dr. Ken Rotondo  

Selling Blue Elephants:   

 Client Marketing, Retention and Loyalty 
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Identifying the particular segment to which a prospective client 
belongs in 5 to 10 seconds by asking a few simple questions 
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Imagine… 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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That everyone in your firm knows exactly what to say at 
every client contact  point… 
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Imagine… 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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  Increasing satisfaction, loyalty and trust 
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Imagine… 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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Why is Mind Genomics different? 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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What exactly  do you  say  -  how do you say it  -  and to whom. 

Current predictive analytics attempt to 
segment or classify prospects 
through: 

 
General demographics – age, gender, 

marital status…  
 
Occupation – Lawyer, Salesman, 

Specialist . . . 
  
Lifestyle Behavior patterns –prescribing 

behavior, publishing behavior . . . 
 (Amazon.com – “people who bought 

this, also bought this . . . “) 
 
 

There’s an assumption that 
shared attributes predict 
shared attitudes. 
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The new gold rush … DATA MINING 
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Do we really know who our client is? 
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Sex:  Male 
Age:   50+ 
Height:  5’10.5” 
Nationality:  British 
Family Status: Married 
Annual Income: $10M+ 
Hobbies:  Music, Art, Philanthropy 
 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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How Does Mind Genomics Work? 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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What exactly  do you  say  -  how do you say it  -  and to whom. 

Mind Genomics decodes true client preferences…                                                      
…based on science and statistics  

Cuts across traditional segmentation to decode REAL preference patterns. 

Psychographic Segmentation 
• Position in Company 

• Personality Type 

• Social Class 

 

 

Behavorial Segmentation 
•  Attitudes 

•  Role Behavior 

•  Decision Making Pattern  

 

 

Demographic Segmentation 
• Age 

• Gender 

• Industry 
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DEVELOP SURVEY  STATEMENTS 

Target Clients 

-    Impact on Client 
Experience 

  INTERNET 

  IdeaMap™ 
SURVEY 

IDENTIFY  TARGET INDUSTRY 

ANALYZED SURVEY RESULTS → Mind Genomics 

  

Total 

Sample

Seg 1  Self 

Driven Online 

Banking 

Seekers

Seg 2  

Technology/ 

High Security 

Seekers

Seg 3  

Collaborative 

Online Seekers

Seg 4  Personal 

Touch with 

Technology

 Base Size: (267) (105) (50) (59) (53)

 Constant: 31 34 28 31 26

OC1 Connect online in 'real time' with a customer rep via instant 

messaging, voice over IP or video conferencing via your 

computer 0 2 2 5 -13

OC3 Faster loan application process…work in real time online with a 

loan officer  0 0 -8 12 -8

OC4 Our bank's customer service reps will help you browse and use 

our online banking services  -1 0 -6 10 -10

OC2 Use our online tool to find and schedule at your convenience an 

online working session with an expert such as investment broker, 

insurance agent, and/or loan officer  -3 1 -11 6 -12

ON3 We will answer all your requests in 'real time' by email, instant or 

text messaging 1 7 -11 3 -1

ON4 We offer 'On demand' status reports for services requests (e.g., 

loan application) delivered to you via e-mail, text or instant 

messaging  

1 6 -4 -3 0

ON2 No more paper mail... We will send you statements and images of 

transactions securely by email  -2 5 -17 -5 2

ON1 We allow you to pay bills securely using your mobile devices (cell 

phone, PDA, Blackberry, etc.)  -4 2 -13 -9 -2

BR3 We offer a bank-issued smart card so we can recognize you 

entering the branch and process your needs faster  4 2 6 -3 13

BR4 Choose a secure eye or finger security scan to identify you 

immediately in-branch and at ATM  4 3 10 -1 3

BR2 We have the most secure biometric system that identifies you as 

you enter the branch so we can process your needs faster  2 -1 8 -5 6

BR1 We  will recognize our customer's mobile phone signal when 

entering a branch so we can recommend appropriate bank 

products, promotions and special services  -4 -3 -6 -11 2

Online Collaborative

Online Other

In-Branch Recognition

No more paper mail – we will send you copies of statements by secure e-mail

Securely manage your account by PDA, Internet of automated telephone

Our banks customer services reps will help browse & use our on-line services 

Manage all your banking needs with a state of the art kiosk and be confident 

that live help is available if you need it

No more paper mail – we will send you copies of statements by secure e-mail

Securely manage your account by PDA, Internet of automated telephone

Our banks customer services reps will help browse & use our on-line services 

Manage all your banking needs with a state of the art kiosk and be confident 

that live help is available if you need it

MARKET SEGMENTATION TYPING ENGINE MARKETING PHRASES 

The Microscience to understand a topic area… 

What exactly  do you  say  -  how do you say it  -  and to whom. 

©2012 iNovum LLC 10 

How Mind Genomics Works 
• Select specific messages relevant to the Industry area.   

 

• Present vignettes (combos of messages) to target survey audience.   

 

• Use statistics to link messages to degree of persuasion 

 

• Discover new groups of people who resonate to similar messages... 

these new segments transcend traditional demographics and 

psychographics.  

 

• These identifiable and predictable new segments are defined by the 
client’s own mind-set, not a surrogate marker 

 

• Create typing tool to assign a prospect  to a segment 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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The Mind Genomics Paradigm  

Actionable 

Science 

Create 

message 

elements 
 

Vary message 

elements to 

form concepts 
 

Discover 

homogeneous 

“minds”    
 

 Systematic 

 Explores many alternatives in a 
structured manner.  

 Fast 

 Easy to use technology 

 Results in a few days 

 Science  

 Award winning best practices in 
behavioral psychology 

 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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A Scientific Solution Simply Applied 

Internet 

based testing 

Stimulus -

Response 
 

Experimental 

Design 

Conjoint 

Analysis & 

More  
 

 Based on science 

 Shows how corporate staff 

make selections 

 Produces actionable 

information 

 

 Breaks vignettes into elements 

 

 Incorporates best practices in: 

 Experimental psychology 

 Client research 

 Statistics 

 Internet SaaS 

 

 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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For example… 
 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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Developing the microscience… 

DEVELOP SURVEY  STATEMENTS 

Target Customers 

-    Impact on Customer 
Experience 

  INTERNET 

  IdeaMap™ 
SURVEY 

IDENTIFY  TARGET MARKET 

ANALYZED SURVEY RESULTS → Addressable Minds 

Conjoint analysis 

Ordinary Least Squares Regression Discriminant  Function Analysis 

©2012 iNovum LLC 
What exactly  do you  say  -  how do you say it  -  and to whom. 
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Positive communications are green.  Avoid all red communications. Non-color communications are neutral. 

The Results… what clients want … personal preferences  
 

Sample Legal Client Mindset 

©2012 iNovum LLC 
What exactly  do you  say  -  how do you say it  -  and to whom. 

 How likely are you to use this LAW FIRM? 
Total 

Sample 

Seg 1 of 2 

Contingency 

Driven 

Seg 2 of 2 

Relationship 

& Results 

BASE SIZE:  215 168 47 

CONSTANT: (Propensity to use a lawyer before seeing any messaging)  20 16 31 

        

 No Attorney's Fee Charged Unless and Until You Recover Money  28 33 13 

 Free consultation  14 17 6 

 We explain the laws so that  you can understand them  12 10 19 

 We offer day and evening appointments  11 13 1 

 Helping families recover millions of dollars for over 40 years  9 13 -6 

 We handle all Local, State, and Federal court cases  8 10 2 

 We've helped thousands of people get their lives back on track for over 10 

years  7 10 -1 

 Your case is our number one priority  7 5 15 

 Proven record of success  7 4 15 

 We simplify a sometimes complicated process for you  6 6 4 

 Lawyers representing your needs since 1978  6 5 11 

 You'll get the money you deserve  5 6 0 

16 

Summing Up 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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Give the right message to each Prospect  

to turn them into a Client Advocate   

Attract new clients by using high impact messaging in advertising campaigns: 

 - Yellow Pages 

 - Billboards 

 - Newspaper 

 - TV & Radio 

 - e-Mail   

Create client advocates by meeting their needs. 

Communicate to each prospect with the best personalized 

messaging for that segment: 

  - Web Site 

  - Phone discussion 

  - In-Person Consultation 

©2012 iNovum LLC 
What exactly  do you  say  -  how do you say it  -  and to whom. 
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Giving the Right Message to Each Client   

Mr. Jones wants to feel connected to his law firm and needs 

to feel the professional support 

Ms. Greene needs to appreciate and understand the 

value of the legal services provided. 

Dr. Matthews values convenient access and attention from 

his legal team  

Mrs. Phelps is extremely brand loyal.  

Reputation is important.  Wants a lawyer with a 

prominent reputation and record. 

Mr. Faber wants to meet you and feel 

confident with your firm before 

committing to engage your services. 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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Success Cases… 
American Heart Association 

Objective:  
• The team wanted to improve email 

fundraising efforts, but in a way that 
didn't upset an audience who may have 
signed up for email for a variety of other 
reasons.  

• not only have to fund raise, we have to 
deliver these messages about getting 
them healthy. 
 

 

Impact: 
• increased donation rates 42.5%.  

 
• By researching its database and 

uncovering the key interest areas of four 
unique groups, the AHA created an email 
nurturing campaign that spoke directly to 
subscriber motivations. 
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What exactly  do you  say  -  how do you say it  -  and to whom. 
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Success Cases 
Trupanion, Pet Health Insurance 

Objective:  

• To identify how pet health insurance 

can be presented US pet owners and 

veterinarians 

• Maximize the appreciation of the health 

insurance product 
 

Impact: 

• Web sales conversions +25% 
• Telephone sales conversions +40%  

• In-person sales conversions +50% 

 

  Companywide sales +110% 
 

 
 

 

 

“The information gleaned from the these surveys 

provided insights that in some cases contra-

dicted positions we held at the outset of the 

project, and altered our overall sales approach” 
 

    Darryl Rawlings, CEO 
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What exactly  do you  say  -  how do you say it  -  and to whom. 
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• Management Decision Tool  
– Tune existing communication messages 
– Change client focus to meet dynamic times 

• Clients as a whole with total market segment messages 
– Brochures 
– Advertising (Broadcast – Print) 
– Landing Page on Web Site 

• Database Mining Contacts by segment 
– Direct Mail of Existing clients 
– Direct Mail of prospects through purchased databases 
– Personal calls 

• One on One communications 
– Dynamic social media understanding and interaction 
– In person at consultation location 
– Personal phone call 
– On-line Chat, blogs and Twitter 

 

Specific Business Uses of 

Addressable Minds 
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What exactly  do you  say  -  how do you say it  -  and to whom. 
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Mind Genomics vs. Traditional Segmentation 

 
• Deeper insight into client preferences 

• More accurate, scientific, predictive, profitable 

• Rapid discovery of segments & messaging 

• Immediately reveals individual segment membership 

• Software does the work on your database & client base 

• NO additional staff training required 

• Staff more confident at every client contact opportunity 

• Less expensive than traditional marketing methods 

 
What exactly  do you  say  -  how do you say it  -  and to whom. 
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Tells you EXACTLY what to say 

For further information contact: 

Ken Rotondo 
1-518-669-3016 

krotondo@iNovum.com  

 

 
 

 

Thank You 

What exactly  do you  say  -  how do you say it  -  and to whom. 
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