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You’re Already Using Behavioral Marketing Principles 
(Even If You Don’t Know Their Names)

A quick note: I'm not a psychologist or behavioral expert, just an event marketer who's
fascinated by what makes people take action. After discovering Nancy Harhut's work and
seeing these principles work in my own campaigns, I wanted to share how they can apply
specifically to our industry.

Before we dive into new principles you can add to your toolkit, let's start with the ones you're
probably already using. Recognizing these will help you understand how behavioral
psychology is already working in your campaigns and give you confidence to try the
additional principles we'll cover next.

Here are five behavioral triggers that most event marketers use instinctively:

1. Scarcity
People place higher value on something when it’s rare or limited.
In marketing: Early-bird pricing, “only X booths left,” or “registration closes soon.”
Why it works: Scarcity triggers a fear of missing out and pushes people to act faster.

2. Social Proof
We look to others to decide what’s worth our time and money.
In marketing: Highlighting how many attendees, countries, or industries will be represented,
or featuring testimonials.
Why it works: Seeing others participate reassures us that it’s a smart choice.

3. Authority
We trust credible experts and respected names.
In marketing: Showcasing keynote speakers, industry leaders, or well-known exhibitors.
Why it works: Authority signals reduce perceived risk and increase confidence in attending.

4. FOMO 
We don’t want to be left out of an experience others are having.
In marketing: “Be part of the conversation,” “Join the industry’s biggest event,” or “Don’t
miss this year’s innovations.”
Why it works: Missing out feels worse than gaining something feels good, so people take
action to avoid that feeling.
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Using Behavioral Principles in Your Sales Messaging

5. Endowed Progress Effect
We’re more likely to finish something if we feel we’ve already made progress toward it.
In marketing: “Your profile is 80% complete—finish now to be visible to buyers,” or “You’ve
secured your seat, now choose your sessions.”
Why it works: Starting something creates a mental commitment, and visible progress
motivates people to complete the task.

Now let's explore some additional principles that can give you an edge. I've organized these
into two sections: strategies for selling to exhibitors and sponsors, and tactics for driving
attendee registration. While these are grouped by audience, many of the principles work
across both groups.

In this section, we'll look at four powerful principles for your sales messaging. One works best
woven subtly into copy. The other three give you multiple options: apply them behind the
scenes in your messaging, call them out by name in your written materials, or train your
sales team to mention them during prospect calls for expert positioning.

Automatic Compliance Triggers – giving a clear “reason why” increases follow-through

Active Engagement Bias – interaction cements brand recall

Association Bias (Halo Effect) – linking a brand to a trusted event or audience builds
credibility

Availability Heuristic – people assume frequently seen brands are most important or
relevant

1.

2.

3.

4.

These principles give prospects a proven, research-backed reason to believe in the
opportunity you’re presenting, making it easier for them to say “yes.”

When I say you can call them out by name, I mean it literally. Here's why naming the
principle works:

It positions you as the expert in the room.
Most exhibitors and sponsors haven’t heard these principles by name. When you can
say, “There’s a principle in marketing psychology called Active Engagement Bias…”, you
instantly elevate the conversation from transactional to strategic.

1.
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It gives a logical, non-emotional reason to buy.
Instead of, “We think this will get you noticed,” you’re saying, “Here’s a proven human
behavior pattern this opportunity leverages.” It’s harder to argue with behavioral science
than with opinion.

2.

It builds credibility for your event brand.
If you understand and apply these principles, it signals to buyers that your team is
thoughtful, data-driven, and invested in sponsor/exhibitor ROI, not just selling floor
space.

3.

It’s memorable.
Buyers might forget the exact package details, but they’ll remember the story you
wrapped it in. Especially if that story starts with, “There’s a principle called…” It feels like
insider knowledge.

4
.

Now you're probably wondering what this looks like in practice. Let's dive into each of the
principles and how you can use them in your messaging. For the principles you can
mention by name, I'll show you examples of calling them out explicitly, plus examples of how
to apply the principle more subtly without naming it.

What it is: Adding a clear reason after a request increases compliance, even if the reason is
small.

How to use in messaging: Frame every request (profile completion, contract signing, asset
submission) with a “because” tied to visibility, ROI, or exclusivity.

Example applications:
“Complete your profile now because it’s the only way attendees searching for
[category] products will find you in the app.”
“Reserve your booth this week because we’re finalizing the printed floor plan that goes
to 10,000 buyers.”
“Submit your logo now because our first pre-show marketing email goes out to 50,000
buyers next week.”

Automatic Compliance Triggers Principle
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What it is: People remember and value brands more when they interact with them directly,
rather than passively seeing them.

How to use in messaging: When selling a sponsorship or activation that requires attendee
participation, frame it as more than visibility, make it about memory. If you’re naming the
principle, explain it in plain language so it sounds like insider marketing knowledge. If you’re
not naming it, focus on the tangible, sensory, and participatory aspects that help the brand
stick in people’s minds. In either case, the key is contrasting passive exposure (a logo on a
wall) with active involvement (touching, using, or participating in something) so the buyer
sees the long-term value.

Example applications:
Using it by name

“There’s a principle in marketing psychology called Active Engagement Bias—people
remember brands far more when they’ve interacted with them. This opportunity puts
your brand directly in attendees’ hands, so they leave with a stronger memory of you.”
“Active Engagement Bias is the idea that people value brands more when they’ve had a
hands-on experience. With this package, attendees aren’t just walking past your booth
—they’re actively participating in your brand story.”
“There’s a behavioral trigger called Active Engagement Bias. In simple terms, people
who do something with your brand are more likely to remember and prefer you. This
sponsorship is designed to make that happen.”

Applying the principle (not using the name)
“Instead of your brand being something attendees walk past, this puts them in the
middle of it. They’ll use it, touch it, and remember it long after the show.”
“This isn’t just brand exposure—it’s brand involvement. Attendees will connect with your
company in a way they can’t through signage alone.”
“When people experience your brand hands-on, they build a stronger connection than
they would by just seeing your logo.”

Active Engagement Bias

4www.esveemarketing.com



esvee marketing
F R A C T I O N A L  S E R V I C E S

8 BEHAVIORAL
PSYCHOLOGY
PRINCIPLES

What it is: Positive feelings about a known or respected brand transfer to other brands seen
alongside it, even without direct interaction.

How to use in messaging: Position the opportunity as a way for smaller or first-time
exhibitors to benefit from the credibility and attention generated by established industry
names. If you’re naming the principle, explain that people naturally transfer the trust and
prestige they feel toward well-known brands to the companies appearing alongside them.
If you’re not naming it, focus on the “right room, right company” effect—being seen in the
same space as respected leaders makes a smaller brand look more established and
trustworthy, even if it’s their first year on the floor.

Example applications:
Using it by name

“There’s a behavioral principle called the Halo Effect—when your brand appears
alongside trusted industry leaders, some of their credibility naturally transfers to you.
Exhibiting here gives you that association from day one.”
“The Halo Effect is a psychology principle where positive feelings toward one brand
carry over to others seen in the same context. Sharing the floor with top-tier brands
here builds instant trust in your business.”
“Marketers talk about the Halo Effect—it’s when your proximity to respected, well-known
brands boosts how people perceive you. That’s exactly what happens when you exhibit
at this event.”

Applying the principle (not using the name)
“Your brand will be featured alongside some of the most respected names in the
industry, placing you in the same conversation.”
“By being part of this lineup, attendees will naturally link your company with the top
brands they already trust.”
“Position your company where the big names are. Attendees will remember you as part
of that select group.”

Association Bias (Halo Effect)
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What it is: People judge importance based on what's easiest to recall. The more frequently
they see a brand in relevant contexts, the more likely it is to be one of the first names they
think of when they need that type of solution. It’s the psychology behind “out of sight, out of
mind.”

How to use in messaging: Frame the opportunity as a way to make sure the exhibitor or
sponsor is one of the first names that comes to mind when buyers are ready to make a
decision. If you’re naming the principle, explain that people perceive the brands they see
most often as more relevant or trustworthy. If you’re not naming it, focus on the “top-of-
mind” and “top-of-sight” language Remind them that consistent, credible visibility at the
right moment keeps them in the buyer’s mental shortlist.

Example applications:
Using it by name

“In marketing psychology, there’s a principle called the Availability Heuristic — people
recall the brands they see most often as being the most relevant. Being at [Event
Name] keeps you in that mental shortlist of go-to providers when your buyers are
making decisions.”
“If you want to be top-of-mind, you need to be top-of-sight. The Availability Heuristic
tells us that the brands people see most often are the ones they believe are most
relevant — and [Event Name] puts you in front of your market in a high-credibility
setting.”

Applying the principle (not using the name)
“If you want to be top-of-mind when buyers are ready to make decisions, you need to
be visible in the places they trust most—and [Event Name] delivers exactly that.”
“The more often your audience sees you in credible, high-impact settings, the more
likely you are to be the brand they think of when it matters most.”
“Visibility isn’t just about being seen—it’s about being remembered when it’s time to
buy. [Event Name] keeps your brand in that mental shortlist.”

Availability Heuristic 
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Using Behavioral Principles in Your Attendee Messaging

The most effective event campaigns don’t just tell people what’s happening, they tap into
the way humans naturally make decisions. When you weave proven behavioral principles
into your messaging, you give people an extra push to register now instead of “thinking
about it.”

In this section, we’ll look at five attendee-focused principles that can strengthen your
campaigns:

Reciprocity Principle – when you give something of value first, people feel more inclined
to give back (like registering, upgrading, or engaging)

Loss Aversion – people work harder to avoid losing something than to gain something
new

Automatic Compliance Triggers – providing a clear “reason why” increases follow-
through

Anchoring Effect– the first number or option people see shapes what they think is
“reasonable” or “valuable”

Endowment Effect - people value things more highly once they feel ownership, even
before fully committing

1.

2.

3.

4.

5.

I’ve included the Automatic Compliance Triggers Principle again in the attendee section
because it’s one I feel strongly about. My brand voice is about being clear and transparent,
and I believe that providing a “why” to a world filled with more skeptics than ever is
important. 

Let’s take a look at each of these principles  and how they can help you create marketing
that doesn’t just inform, but compels people to take action.
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What it is: People feel compelled to give back when they’ve received something of value.

How to use in messaging: Offer free resources, webinars, or templates before asking for
registration.

Example applications:
Immediate reciprocity

“Download your free session recordings — and get the full in-person experience this
fall.”
“Enjoy this complimentary trend report — then see it come to life on the [Event Name]
show floor.”
“Grab your free buyer’s guide now, and meet the experts behind it when you join us in
[Month].”

Delayed reciprocity
“Free Give (weeks earlier): A downloadable “Top Trends in the Industry” report.”
“Delayed Ask (weeks later): “Back in June, we sent you our 2025 Industry Trends Report.
Now you can meet the experts behind those predictions at [Event Name] — register
today to be part of the conversation.”
“We hope you enjoyed the free [Industry Trends Guide] we sent last month — now see
those trends in action at [Event Name]. Your peers will be there, and we’d love for you to
join them.”

Reciprocity Principle
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What it is: People are more motivated to avoid losing something than they are to gain
something new.

How to use in messaging: Frame offers and deadlines in terms of what they’ll lose if they
don’t act, not just what they’ll gain.

Example applications:
"Why spend $200 more next month? Secure your spot now"
"Rates go up $200 after this Friday — don't leave that money on the table"
"Registration jumps to $599 on Monday — save $150 by registering this week."
"Why pay full price in February? Early registrants save $200 and get priority workshop
selection."

Loss Aversion
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Automatic Compliance Triggers Principle

What it is: Adding a clear reason after a request increases compliance, even if the reason is
small.

How to use in messaging: When asking attendees to register, upgrade, or take an action,
always give a “because” statement that links directly to their benefit.

Example applications:
“Register today because early registrants get first choice of limited seating workshops.”
“Book your hotel because our block rate expires soon and rooms will sell out.”
“Upgrade now because VIP passes include the Thursday keynote lunch — and we’re
almost out of seats.”
“Register before Monday because we’ll be sending final networking matches to
attendees that afternoon.”
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What it is: People value things more highly once they feel ownership of them, even before
they've fully committed or paid.

How to use in messaging: Use possessive language ("your seat," "your agenda," "your
networking matches") instead of general terms ("the seat," "an agenda," "networking
matches") to make prospects feel they already own the experience or benefit before
completing registration.

Example applications:
"Your personalized agenda is ready - just confirm your registration to access it" (vs.
"Personalized agendas are available after registration")
"Your networking matches have been curated based on your profile" (vs. "Networking
matches will be provided based on attendee profiles")
"Your welcome packet includes..." (vs. "The welcome packet includes...")

Endowment Effect
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These principles work because they align with how people naturally make decisions. They're
not tricks or manipulation - they're frameworks for communicating value in ways that
resonate with human psychology. 

Start with one or two that feel most relevant to your current challenges, test them in your
messaging, and build from there. The goal isn't to use every principle in every campaign,
but to have these tools available when you need that extra edge to drive action.

10www.esveemarketing.com

Anchoring Effect

What it is: People rely heavily on the first piece of information they receive when making
decisions. The first option, number, or impression they see can shape their expectations for
everything that comes after.

How to use in messaging: While this principle often shows up in pricing, it's not just about
discounts. Anchoring can be used strategically in two main ways.

For pricing: Show a premium or full price first to make a discounted or standard price
feel like a better deal
For value: Position your event's content against a more expensive alternative (like a paid
course or premium report) to elevate its perceived value before a price is even
mentioned. This helps people feel like they're getting a valuable experience at a great
price..

Example applications:
Pricing:

"VIP All-Access Pass: $1,299 — or get the essentials with our Standard Pass: $499"
"On-site registration: $699 — save $200 with advance registration: $499"
"Full conference with networking events: $599 — conference-only option: $399"
"Executive roundtable dinner: $350 — or network at our cocktail reception: $75"

Value:
"The industry report we're sharing on the main stage costs $999 to download—but it’s
free to all attendees who join us."
"Your keynote speaker's online course sells for $500, but you'll get a live session with
them included with your registration."
"The networking platform you'll gain access to is valued at over $2,000, and it's included
with your pass."


