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AI AS YOUR PSYCHOLOGY COACH

Blending Psychology in Campaigns
Understanding buyer modalities, 
persuasion tactics, and cognitive 
biases helps create more effective 
campaigns.

AI Enhances Intuition
AI acts as a coach, supporting 
intuition and providing lessons in 
buyer behaviour for every campaign 
iteration.



THE DOUBLE WIN WITH AI

Smarter Campaign Management
AI enables more effective and data-
driven marketing campaigns, boosting 
results and efficiency for marketers.

Mastering Buyer Psychology
AI acts as a psychology tutor, 
helping marketers understand buyer 
decisions and motivations for better 
engagement.

Persuasive Content Creation
Leverage AI to craft email copy and 
designs with emotional and logical 
appeal for greater resonance.



THE FUTURE INBOX CHALLENGE 

1. Emails Are Skimmed Fast

2. Instant Emotional Impact

3. Logical Reinforcement

4. Psychology Drives Action



QUICK PRIMER: SYSTEMS 1 & 2 

System 1 thinking is quick, 
emotional and intuitive, 
guiding rapid choices like 
opening an email or 
reacting impulsively.

System 2 is deliberate, 
analytical and logical, used 
for tasks like comparing 
options or solving complex 
problems carefully.



SYSTEM 1 
IN ACTION

Use of bold images, vibrant 
colours, and clean layouts.

Easy-to-read text: Short 
sentences, large fonts.

Eye-catching CTA buttons: 
Contrasting colours and direct 
action words.



QUICK PRIMER - COGNITIVE BIASES

Cognitive biases act 

as mental shortcuts, 

enabling us to make 

rapid decisions with 

minimal effort.

MENTAL 
SHORTCUTS

Biases like social 

proof, scarcity, and 

anchoring strongly 

affect how we respond 

to email copy and 

design.

INFLUENCE OF 
BIASES

These biases are 

central to System 1 

thinking, which 

operates 

automatically and 

unconsciously.

SYSTEM 1 
THINKING



SCARCITY + SYSTEMS 
IN ACTION

System 1 (Emotion):
“Don’t miss out” triggers urgency and FOMO. Rich 
product imagery sparks indulgence.

System 2 (Logic):
“End of Season Selection” explains the offer. 
Price point (£12) provides rational justification.

Cognitive Bias Spotlight: Scarcity bias — limited 
stock, urgency built in.

Design Role:
• Bold headline (System 1 grab).
• Supporting copy (System 2 rationale).
• CTA button immediately available = reduced 

friction.

This single email blends emotion + 
logic, design + copy, and bias + 
systems — showing how powerful the mix 
can be.



SYSTEM 2 WITHOUT 
SYSTEM 1 = MISSED 

OPPORTUNITY
Klarna’s email is rational, clear, 
helpful. It Speaks directly to System 2
But... no emotional hook or fast trigger
Fails to capture attention before logic 
kicks in

Lead with System 1 to spark interest. 
Then bring in System 2 to justify the 
decision.



SYSTEM 1 & 2 

DANCING

High-stakes decisions need System 2 
but don’t force it! Invite it via 
System 1 

Lead with emotional hook → back with 
rational proof

Effective emails trigger System 1, 
then support with System 2. Balance 
emotion and logic to maximise 
persuasion



SYSTEM 1 + SYSTEM 2 
TOGETHER 

Leads with System 1, Converts with System 2

Zipcar grabs attention with colour, 
emotion, and bold claims (System 1),
then backs it up with savings examples and 
clear steps (System 2).

Biases Triggered:
• System 1: Curiosity, Price Perception 

Bias, Fluency
• System 2: Anchoring, Cognitive Ease, 

Loss Aversion



REVERSE ENGINEERING

Intensive Kick-Off

Run a dedicated session where you 
and Chad deconstruct a batch of 
emails (say 10–15).

Identify what resonates, what 
doesn’t, and which biases or systems 
are at play.

This gives you a crash course in how 
psychology shows up in real 
campaigns



HOW TO ACCELERATE YOUR GROWTH

Ongoing Practice

1. Build the habit of pulling 1–2 
emails a week from your inbox.

2. Choose some that resonate and 
some that fall flat.

3. Ask Chad to critique them, then 
reflect on the why.

4. Over time, this creates a library 
of lessons and a sharper instinct 
for persuasion



USING GENAI TO  LEARN & APPLY

Step 1: Define your goal 

(conversion, engagement, education)

Step 2: Ask GenAI to create an 

emotional (System 1) version

Step 3: Ask GenAI to create a 

logical (System 2) version

Step 4: Combine the two for 

balanced persuasion

Step 5: Edit for authenticity and 

brand voice



BRIEFING TECHNIQUES

I brief Chad like a colleague — not 
just “prompt” him.

Include context, goals, tone, 
audience

Example:
● Emotional hooks → save time
● Logical proof → ROI
● Design cues → reinforce both
Treating AI as a colleague:
● Lifts quality of output
● Sharpens your clarity as a 

strategist



EDITING CHECKLIST 

FOR AUTHENTICITY

❑ Does this sound like our brand 
voice?

❑ Would we say this in a real 
conversation?

❑ Are we speaking to both heart 
and head?

❑ Have we removed jargon or 
unnecessary complexity?

❑ Is the message still clear and 
compelling?



ETHICAL USE OF GENAI 

✓Persuasion isn’t manipulation. AI 
amplifies power — we must amplify 
ethics.

✓Trust is the most persuasive force 
of all.



US VS THEM

✓Highlight true value

✓Build confidence

✓Reduce anxiety

✓Ensure transparency 

& privacy

✓Make communication 

clear, accessible, 

inclusive

DO

✗Exaggerate or mislead

✗Exploit fears

✗Fabricate testimonials

✗Overstate results

✗Ignore consent

DON’T



HELPFUL TIPS
✓ Use real inbox examples as 

training material

✓ Strip out the jargon — keep it 
clear

✓ Brief your ‘Chad’ to analyse 
copy and design

✓ Always edit for clarity, 
persuasion, and brand voice

✓ Build muscle memory in you, not 
just the machine



TAKE THIS AWAY WITH YOU

• Don’t just use AI to write faster, 
use it to write smarter

• Blend Systems 1 & 2: emotion + 
logic, in copy and design

• Treat every AI brief as a mini 
psychology lesson

• Smarter emails today = smarter 
marketer tomorrow

We focused on Systems 1 & 2, but 
remember:
• Buyer modalities & cognitive 

biases are also key tools
• Explore them as the next step in 

your learning



THE DOUBLE WIN WITH AI

Smarter Campaigns Today
• More persuasive copy + design
• Blend of Systems 1 & 2
• Campaigns that convert

Smarter Marketers Tomorrow
• Learn psychology on the job
• Sharpen instincts with every 

brief
• Build long-term strategic 

confidence



LEARNING BEYOND AI

AI is your on-the-job tutor, but it’s 
not meant to replace deeper study.

Combine reverse engineering, briefing 
AI, and reading research to grow 
faster.



RECOMMENDED READING

Thinking, Fast and Slow by Daniel Kahneman

Hack the Buyer Brain by Kenda MacDonald

Influence by Robert Cialdini

Predictably Irrational by Dan Ariely

Using Behavioral Science in Marketing by  Nancy Harhut

Webs of Influence: The Psychology Of Online 

Persuasion by Nathalie Nahai

The Illusion of Choice by  Richard Shotton



Here’s to writing emails that resonate with the head, 

the heart, and the human experience!

Connect with me:

@kathpay

/in/kathpay

holisticemailacademy.com

holisticemailmarketing.com
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