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Back-story behind the creation of  
Crack the Customer Mind Code

Crack the Customer Mind Code weaves a deeply personal story 
about the inner-workings of author Gary Hennerberg’s mind along 
with his life’s work as a marketing consultant and copywriter.

As a child, little did Hennerberg know that his own mind mystery 
and curiosity would ultimately become a strength with good 
coming from it. 

Growing up, Hennerberg was consumed with a mysterious 
obsessive-compulsive disorder: He pulled his hair. That 
compulsion has woven a complex fabric of memories and 
curiosities in his mind. For years he felt like he was alone, and 
that he was the only person on the planet with this bizarre urge 
to pull hair. 

This compulsion is still a part of his life, and it’s hard-coded in his mind. And it’s this compulsion 
that forms the basis of his curiosity about the mind and emotions. 

Since his childhood, Hennerberg has sought to understand his own mind and what compels him 
to take the actions that he does in his life. 

Hennerberg’s obsession is to understand deeper thinking, and the pathways in the mind that 
motivate people to take action. The concepts he shares in Crack the Customer Mind Code may well 
upend how organizations approach marketing, advertising and selling. They can influence how 
an individual can powerfully interact with people around them, how they can more successfully 
work with, or manage, people in an organization, and how people can transform their personal 
lives by understanding the memory grooves in the mind and how an individual can use pathways 
in the mind to a person’s advantage.
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The seven pathways through the mind  
that encourage action

 1. Identify the Persona  When you identify and define the persona of the prospect who you 
want as your customer or donor, your marketing and sales outcome will be more successful. 
Understanding the basis of the personality, or persona, of your prospective customer is 
foundational. It’s essential so you can relevantly communicate with your prospect and be 
aligned with how the mind thinks. The twelve most observed personas are detailed for 
immediate adaptation.

 2. Stimulate Emotion   You have just 8 seconds to stimulate emotion. Eight seconds is the 
average attention span of today’s reader —about the time to read only 30-to-40 words of 
copy (Or about to the end of these two sentences). An effective way to stimulate emotion is 
to introduce fear, uncertainty and doubt in your message. Another is to leverage FOMO: the 
Fear of Missing Out.

 3. Calm the Mind  After stimulating emotion, your mandate is to calm and assure your 
prospect there is a solution to soften the fear, uncertainty, or doubt you have created. When 
you create a positive emotion by calming the mind, the mind is instantly put at ease with 
brain chemicals called neurotransmitters. Neurotransmitter chemicals include dopamine 
which delivers pleasure through reward; serotonin that invokes memory and opens up the 
mind to learning, and norepinephrine, which is necessary to moderate mood. 

 4. Position/Reposition  When the cocktail of neurotransmitters mix, short-term 
memory grooves are carved. Short-term memory grooves can be created by effectively 
communicating a positioning statement, or unique selling proposition (USP). With a USP, 
the mind’s attention holds longer. When you effectively position or reposition who you are, 
or how your product or service is unique from competitors, you improve your chances of 
acceptance into your prospect’s deeper thinking mind. 

 5. Storytelling  You start a new memory with your positioning through a USP, so now you 
move to deepen the memory groove with storytelling. When using story, you are better able 
to deepen the new memory into long-term memory in the hippocampus. 

 6. Interpret  Upon presenting your USP and strengthening it with story, you’re ready to move 
to the brain’s logical part of the thinking, the metaphorical left brain. The marketer can now 
reshape features into benefits, introduce price, and make comparisons with the competition. 

 7. Permission to Act  After your sales presentation has been logically laid out, you take your 
prospective customer back to emotion, the metaphorical right brain. Here, you overlay the 
newly established memory grooves with an emotional appeal. Now you need to seal the deal 
by focusing on an emotional persuasion component. 
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How these principles blow  
marketing results wide open

Crack the Customer Mind Code is destined to upend how you approach marketing, advertising, 
and selling. Even as customer attitudes have shifted during this new century due to technology, 
the economy, and emotionally draining negative news, the way in which the human mind 
processes information remains constant. 

Marketing and sales messages often fall short because they are not aligned with how the mind 
naturally processes information and makes decisions. 

Overlaying these proven concepts onto each of the twelve defined personas, Hennerberg shows 
you how to powerfully transform marketing campaigns that move prospects to action.

Once your message and personas are aligned, you now are equipped to solve the puzzle of getting 
your prospective customers to YES!
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Summary of The Twelve Personas (Written in First Person)

 1. Trailblazers/Early Adopters  Deep down, I yearn to be the first to acquire what’s new. I’m 
an “innovator.” I thrive on blazing a new trail with what’s new and cutting edge. Some call 
me a geek.

 2. My Brand/My Lifestyle/My Growth  My personal brand demands attention. My look, 
lifestyle, and personal growth they are all at the core of my being. The fact is when I receive 
a compliment of any kind, my head swells with pride. 

 3. Money Matters  I’m a practical and sensible person. I have common sense. My decisions 
are usually based on a combination of price and value. I don’t always look for the lowest 
price in every situation, but I do look for the greatest value. 

 4. On Financial Edge  I always feel strapped. My credit isn’t good. I often don’t fit in to 
traditional financial services and banking. I’m not always able to pay my bills on time. I’m 
not proud of my situation, but I do the best I can to manage my finances. 

 5. Right Thing to Do  I’m a person who takes the high road and lives to do the right thing. I 
make decisions based on what are right for me, my family, my health, the environment, and 
more. Some say I’m an activist.

 6. Love and Social Relationships  My life revolves around relationships. I am affirmed by 
love and acceptance from loved ones, family and friends. Sometimes I’m insecure about 
myself. I highly value being loved, wanted and desired. 

 7. Adrenaline Seekers and Opportunists  I am convinced that I can beat the system. 
Whenever there is an opportunity or chance that I will prevail “over the man,” I experience a 
physical adrenaline rush. 

 8. Safe Players  I play my life safely. I don’t like to take risks. For that reason, I’m often 
sought after by my risk-taking friends because I am a problem solver. I think of myself as 
unassuming in my approach to buying decisions. 

 9. Hiding My Compulsion  I have deep-seated compulsions that need to be regularly fed. 
Usually I hide them. I’m aware of my compulsions and how destructive they can be to me, 
both physically and mentally. I yearn for normalcy. 

 10. Fifty Plus  I may be over the age of 50, but that’s just a number. Being over 50 is a mindset. 
I have daily reminders that I am aging. There are the daily physical reminders, but as I reach 
middle age, I recognize that my priorities are changing. 

 11. Business 8 to 5  By day, I take on a different persona from that of my personal life. It’s all 
about business. I work in an office. I have people around me all day long. I have a boss and 
co-workers. 

 12. Did I Matter?  I have found my purpose in life, and I want to leave a legacy that fulfills that 
purpose. I continually work toward fulfilling my mission while I’m alive. I would like to see 
my legacy remembered now, as well as after I’m gone. 
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Gary Hennerberg biography
Gary Hennerberg is a veteran 
marketing professional, 
equally accomplished in the 
dual roles of copywriter/
creative director and analytic 
consultant. He has created 
and overseen hundreds 
of marketing campaigns 
that have reached tens of 
millions of households and 
businesses around the world. 

Hennerberg has reinvented 
his skills multiple times 
in his career. As a former 
marketing and product 
manager, agency executive, 
and now an in-demand 
consultant, creative 
director, and trainer, he 
has successfully transferred 
traditional offline marketing 
principles to online media. 

As he deeply thought about 
the characteristics of his 
most successful campaigns, 

he came to realize that aligning messaging with how the mind thinks is essential to remarkable 
success. Out of this analysis came his book, Crack the Customer Mind Code. 

With experience in cross-channel marketing, Hennerberg recommends the most effective and 
cost-efficient blend to generate sales. He blends copywriting and analysis—right brain/left brain 
thinking—that delivers a whole-brain approach to turnaround underperforming marketing 
campaigns.

As a columnist for Target Marketing Magazine, Hennerberg is in demand as a consultant, speaker, 
trainer, and author.  

Learn more at CustomerMindCode.com.
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Endorsements
“I've greatly enjoyed working with Gary on the Reinventing Direct blog for Target Marketing and 
Marketing's Best Blogs. Gary is a skilled writer, very knowledgeable marketer and consummate 
professional. He is one of our most reliable regular contributors, and his copywriting skills 
shine through in every post. What sets his blog apart, though, is how effectively he can break 
down complex topics and teach them to readers in an understandable, engaging post. I would 
recommend Gary for any kind of writing, whether it's about marketing or for marketing.”

—Thorin McGee 
Editor-in-Chief, Target Marketing

“I am pleased to recommend Gary Hennerberg for any project where instruction and delivery 
of information is essential. Gary has worked as an instructor for our professional copywriting 
training classes for the past few years. Besides being thoroughly prepared and skilled in the 
subject matter, Gary makes learning enjoyable and interesting. Students often comment on his 
teaching style and his interest in their understanding and their success. He is much appreciated!”

—Denise Ford 
Conference & Events Director and Manager of Online Training Programs 
American Writers and Artists (AWAI)

“The reason that the Digital Learning Alliance grew so quickly in memberships and revenue is 
due in large part to Gary's ability to drive an integrated sales and direct marketing strategy. With a 
wide range of skills and experience, Gary is the perfect consultant for any size company's needs to 
deliver a strong ROI for marketing campaigns.”

—Chase Winder 
Former Manager Director 
Digital Learning Alliance

“Having worked with Gary on many projects across a number of industries, I have developed 
a deep appreciation and respect for his knowledge and expertise. When I needed to develop a 
critical campaign for a client, I knew Gary was the right person for the assignment. We exceeded 
or met all goals and delivered an outstanding piece of work on time and on budget.”

—Diane Stadlen 
Senior Marketing Manager

“When I was Chief Content Officer at Direct Marketing IQ (part of the Target Marketing Group), 
Gary contributed many articles as well as some videos and presentations to one of our magazines 
and websites, to our enewsletter, to some of our best practices reports, and even to several 
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Endorsements (continued)

webinars that I hosted. Whether it was direct marketing intelligence, copywriting expertise or 
online marketing, Gary always delivered top-notch material that was coveted by our readership 
and viewership. Plus, he's simply a joy to work with.”

—Ethan Boldt 
Former Chief Content Officer 
Direct Marketing IQ/Target Marketing Group

“I am writing this letter to thank Gary Hennerberg for the job well done on finishing the 
development programs for our company website and copy. Gary has shown diligence and 
dedication to finish work in time, which greatly benefited the launch of our new website and 
marketing launch. Even though there were several developmental hurdles during the course of the 
project, Gary was able to maintain the efficiency of the development. His attention to the specifics 
of the project as well as out-of-the-box marketing ideas has been very remarkable, resulting to 
a job superbly done. Thanks to his remarkable copy style our first email campaign had over a 
9% open rate, while industry standard is 3-5%. Again, I would like to express my gratitude in 
providing your 110% in completing our project. We would not hesitate to refer Hennerberg 
Group to other organizations that are also in need of top quality services from a copy write direct 
marketing stand point.”

—Raymond Lund 
Business Development

“Originally, Gary Hennerberg was brought in to develop a complex direct mail package for a 
magazine launch. He approached the project as if it were his own and in the process, quickly 
expanded his consultation into other areas of our business. His realm of expertise is far reaching 
and he has become a frequent sounding board for various projects. He is one of the first phone 
calls when we embark on a new project as the chances are high that he has already dealt with 
an identical, or at least very similar, situation and can instantaneously work through the pros 
and cons to develop accurate macro and micro views of the project. Since the genesis of our 
partnership, Gary has consulted on numerous direct mail campaigns, been involved with multiple 
facets of our online evolution, and copy written most our circulation efforts. Gary can do it all 
and is a huge asset for his clients. I cannot recommend him highly enough.”

—Thad Stammen 
Former Circulation Director 
D Magazine

“Gary was hired to write a subscriber renewal series for the Taipan newsletter, one of the Taipan 
Publishing Group’s financial periodicals that I had marketing responsibility over. Early in the 
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Endorsements (continued)

development process, I quickly realized Gary’s approach to copywriting was not only creative, but 
also analytical. He scoured through marketing reports and customer research to create strategic 
renewal copy that tapped into our reader’s core motivations and lifted response. Gary was able to 
bring a fresh perspective to our renewal-marketing program. He was very easy to work with and I 
believe his energy, charisma and professionalism would be a real asset to any organization looking 
for a skilled copywriter.”

—Christopher Bulka 
Product Manager 
Agora Management, LLC

“Gary is a nationally-respected direct marketing expert. He has presented many times at 
national DMA conventions and other gatherings, written a book on analytics, and teaches 
direct marketing copywriting. I've worked with him on countless projects over the past 20 years. 
He's authoritative, gets dramatic results for his clients, and his ethics and business practices are 
impeccable. My recommendation is unqualified.”

—Perry Alexander 
Managing Partner 
ACM Initiatives, LLC

“Gary Hennerberg has an outstanding track record with direct mail copy-writing, creative, list, 
and strategy services. I have recommended Gary's service to several of my national direct mail 
clients. Gary has been able to evaluate their campaigns and capitalize on immediate opportunities 
to improve campaign performance. In each case, he has been able to provide clients with 
measurable results.”

—Ben Shenk 
National Sales 
Summit Direct
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Notable Clients and Products Managed
> Williamson-Dickie Manufacturing (Dickies brand apparel)

> The Dow Chemical Company

> Verizon

> Lyrick Studies (Barnie Children’s Character)

> The Sesame Street Bookclub

> Collin Street Bakery

> AAA Carolinas

> EBSCO Subscription Services

> Sharie’s Berries

> Taipan Publishing

> CitiFinancial

> Nationstar Mortgage

> AAA Life Insurance

> D Magazine

> Sandia Resort and Casino

> Medical Arts Press

> Montreat Conference Center

> Vascular Health Sciences

> Lombardi Publishing

> Digital Learning Alliance

> Pitney Bowes

> Sprint Corporation
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Sample Interview Questions
 1. You describe in your book how growing up as a hair puller influenced your interest how 

the mind works. What inspired you to link your childhood experience with your life as a 
consultant and copywriter?

 2. Tell us about the three cultural factors that you believe have inevitably changed the course 
of how people respond?

 3. What are the seven pathways through the mind that you describe?

 4. You reference a dozen personas that you’ve observed most often in your experience. Can 
you give us a brief run-down of each of them?

 5. The average attention span is just 8 seconds. What does that mean for marketers?

 6. I’m intrigued with a new condition that is consuming people called FOMO, or the fear of 
missing out. How does FOMO work and why is it such a growing phenomenon? 

 7. What are the seven “F words” you use to bring people into a calmer state of mind?

 8. Why is positioning so important to selling?

 9. Our culture is consumed in game playing. You describe in your book how gamification can 
be used by marketers. Can you give us a couple of examples?

 10. Your story about how a three dollar item purchased on eBay was resold for over $190 
because of a fabricated story about a Russian figurine feels far-fetched. Why is this story 
credible?

 11. Don’t people purchase based on logic? Why do you need to interpret a sales proposition for 
them?

 12. A lot of people have deep-seated biases and opinions, even if they are factually wrong. Why? 
And how does this impact the ability to sell?

 13. How do you make someone feel like they should give themselves permission to respond?

 14. What are the three stages of comprehension?

 15. You describe o2o (oh-two-oh) channel leaping. What’s that all about?
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Pull Quotes from Crack the Customer Mind Code

Research by neuroscientists has found that people who use multiple devices simultaneously have 
lower gray-matter density in an area of the brain associated with cognitive and emotional control.

As human beings, your mind is wired to absorb stimuli in specific ways, and over time, deep 
memory grooves are created.

Long-term success is a result of creating a platform of raving fans, followers, prospects, customers 
and donors.

In ancient Latin, the word persona meant “mask.” The word “mask” is an interesting metaphor 
for persona. People often place a mask on their true personality. Peel it off, and you may expose 
emotions different than what you would have expected.

Eight seconds is the average attention span of today’s reader, with those precious seconds 
representing about the time to ready only 30-to-40 words of copy. Or about HERE (at 35 words).

That fear of being out of the loop can explain a phenomenon called FOMO: The “Fear of Missing 
Out.” More importantly to marketers, the driving emotion of the FOMO is powerful, and when 
properly used, you can write copy and create messaging to leverage this basic human fear.

When you stimulate your prospect’s mind using fear, uncertainty, and doubt, you stimulate the 
most inner, fundamental human emotions of anger, safety, or desire for reproduction.

Words that stimulate taste-activated areas in the brain are known to be associated with emotional 
processing. Language that frequently uses physical sensations or objects that refer to abstract 
domains, such as time, understanding, or emotion, actually requires more brainpower, resulting 
in more engagement and comprehension.

Because fear is an overwhelming natural response, it, too, shuts off the thinking part of the brain. 
While you want to stimulate emotion tapping into fear, uncertainty, and doubt, you need to 
quickly calm the mind and let the amygdala cool down to unblock decision making.

With simplicity and emotion in mind, here are “7 Feelings” where you can bring warmth and 
emotion to your copy and message. Family, friends, fun, food, fashion, fitness, fido/felines.

People have emotional responses to color. Those responses are linked to the brain’s neural 
processes. The brain is most triggered by red, then green, then blue.

A unique selling proposition (USP), or unique value proposition (UVP), succinctly positions or 
repositions how you want to portray your story, your product, and your organization. It creates 
a strong, new memory about you, which, if effectively communicated, turns it into a long-term 
memory in the hippocampus. New long-term memory is essential to solidify your point. And new 
long-term memory can be more easily made with a USP or UVP.
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Pull Quotes from the Book (continued)

Our culture is obsessed with games and play. Look at casino gambling, or sporting events such as 
the Super Bowl. Marketers can seize the "gamification" phenomenon to position a product, and to 
another degree, enable customers to self-identify who they are.

Use storytelling to convert the new short-term memory created with positioning/repositioning, 
into long-term memory in the hippocampus. With an engaging story and a new angle, you can 
magnetically pull the individual into the storyline so they are a participant and see themselves 
having a role. This creates a new perspective and memory.

There are two parts of the close. interpretation (introducing logic for the metaphorical left brain), 
and returning your prospect to emotion (in the metaphorical right brain).

Your message must interpret the outcome of the story you’ve told so that your prospect feels as 
though he or she is in the story. Any skepticism must be put to rest here, including interpretation 
of features to benefits. Here, you introduce the financial cost, and present it with the perceived 
return on investment and value component.

Your message should naturally lead the individual to say to themselves, “this is good, this is smart 
for me, and I give myself permission to act, buy, or contribute now.”

Attempting to change someone’s belief is a tall task. It’s true of you, and it’s true of your 
prospects. As people age and accumulate more information, and the memory grooves in the mind 
become more deeply etched, it is more difficult to change a mind. 

Persuasion is an art that builds over time. It’s earning trust and leading your prospect to a place 
where they give themselves permission to act. That permission comes from the individual 
recognizing that acting is in their interest and that they will feel good about their decision to say 
“this is good, this is smart, I’m going to do this!”

There are three stages of comprehension.

 1. Glance and Forget in seconds what people just saw or read (the vast majority of what 
happens with marketing and advertising messages).

 2. Short-Term Reading Comprehension that evaporates in just minutes or hours.

 3. Long-Term Memory Comprehension that can last several hours, a day, maybe a week, and 
in a few instances, a lifetime.

The most strategically planned marketing effort can be sabotaged when you are moving your 
prospective customer or donor from an offline channel to an online channel for transactions. An 
instance where you are selling offline, but accepting the response online, is an offline to online 
(o2o) channel leap. Redirection must be carefully designed, tested, and refined to maximize the 
conversion process. 
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Contact Information and  
Social Media Connections

Gary Hennerberg

817-318-8100 (office) 
817-680-9235 (mobile)

gary@hennerberg.com 
CustomerMindCode.com

LinkedIn: https://www.linkedin.com/in/garyhennerberg 

Twitter: https://twitter.com/GaryHennerberg 

YouTube: https://www.youtube.com/channel/UC0LCaZVE3ldYjJcOBno-i6w 

Facebook: https://www.facebook.com/HennerbergGroup/ 


