> DAY 50 -

. Everything About Your Brand
“oes . Looks Perfect. So Why Does the
89.ds  Customer Still Not Trust It?

The Pratfall Effect

Rishabh, we removed
every negative thing

PERFECT from our website.

BRAND
HAPPY
CUSTOMERS
RIGHT?

We want customers
to think we're

Do you believe

. fect

COMPLAINTS pervect. a company that
NO MISTAKES Q says everything
NO BAD REVIEWS L is perfect?

JUST PERFECTION

. [ SP‘ME %
/‘ﬁ,}s - ‘ Perfect gets attention. Believable earns trust. HEER
co G J
e, e
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ol Why Perfect .
i Can Feel Fake '

The Pratfall Effect R;“s'tf;,fger You.

Competence plus honest realism often feels more believable.

1. THE IDEA | 2. THE PATTERN )
" When something looks unrealistically

People

: Perfect may . 't trust
perfect, people may trust it less. P:vr%et:;o:goi:ltld : :T,';?ss'm df:{e fifn
impress people. || Ut Delevable e;et:?le.

builds trust. _

LOOKS UNREAL REAL LOOKS

FEELS MANUFACTURED FEELS GENVINE
CAN TRIGGER DOUBT || BUILDS TRUST
= x — B
3. THE RULE ) | 4. THE LESSON | g
Tt's not about No competence 2GRESS
m being perfect. + flaw Prove T':ER
grANDS I Tt's about being = lower ce ﬁfSt. peRFECT ioN
Hﬁ:’f competent and real. confidence COMPete“ nd ALWAYS
E . secona.
ﬁum ; B LOWER CONFIDENCE Hwﬁ_—a W'NS(«,
- Strong competence + does not come from b s
+ hmh:t imperfection L looking flawless. f
= higher feeling real. §
beievabiliV 1t comes from el

SAME
/é,r‘?;iﬁﬁg Perfect gets attention. Believable earns trust, ‘ %%%’é’i
-
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262
e The R.E.A.L. Framework
MoveS How to make your message more

BY eryde) believable without losing authority.
The Pratfall Effect

1. R — REINFORCE COMPETENCE —
) : SHOW YOUR PROOF: TENC
First establish | y COMPE ¢
that you know 2 = 4 A 4] o CEERE;;T,UTY.
ol =Q all &% Y
_ Sf:j;s Results  Expertise  Process CREME_

- ; Numbers Years of A proven e
f— ‘ E::; :g::;ss that speak.  experience. mfgfhgd_

Yes. We're not
the cheapest

So you also

gg:&gg admit what option.

BUILD you’re not Yo

STRONGER perfect at? Results still depend EAL
PS 4 ER

RELATIONSH N— on consistent -

implementation.

We're not the cheapest
T Okay, but \ because every project LIMITATION REASON
BULDS A why is that? includes strategic Wckides stratnsic
UNDERSTANDING diagnosis and senior Not the anesis -~
%,:ﬁfggmuvma - involvement. cheapest option Seniot rotiaint
TRUST

Exactly. The trade-off
protects quality,

That makes sense!

EELJEESNS Soit actually & \ clarity, and stronger
CREATE benefits us. outcomes.
ONFIDE

‘ ¢ .ﬂl Stronger outcomes
L] . E
Mgslsﬁﬂr R.E.A.L. = Reinforce, Expose, Add, Link. E’T%Ea;-
[#
wi |~ s B ~ -
e |~ Don't hide the trade-off. Explainit. —
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) onest Limitati
e Growth Build Stronge':"l"f'ucs?:”

év&ﬂdﬁy
The Pratfall Effect

Real exam i
ples of believable messaging across industries

[ 1. CONSULTING ) (2
o — | 2. HAIR CARE |

After REAL
EXPECTATIONS

e\:l: tr:ns'form We can build the
ry business. SI:;T:W atnd system. Consist
. mentation still ors, Tis o e
matters. This is not i
an overnight fix. CUIS—%‘;LERE

requires commitment |/

UNREALISTIC
CLAIMS
CREATE
DISAPPOINTMENT

| 3. MANUFACTURING | . B (
_ . | R 4. HOTEL WATER PLANNING

After

No component is Befor”

failure-proof. Testing
reduces avoidable

failure risk.

Planning reduces
many avoidable risks.
It can't predict

everything.

Zero failures.
Best quality.

PREPARED
HOTELS
HANDLE
SURPRISES

OVERPROMISING

NO COMPANY

IS 100%
LEADS TO =
plss,ﬁTISFJED £

FAILURE-FREE

| GUESTS

Setup may take some ti
t
After that, recurringlmzr?ce.
becomes easier.

RIGHT

OVERHYPED
ONBOARDING v 55;::
CREATES v L
ON v GET VALUE USERS.
FRUSTRAT
o SAVE TIME LATER LONGER
RELATIONSHIPS.
- REAL GROWTH.
. ﬂ_:___,,f -

/@éﬁg Honest realism makes strong promises st
ﬁgﬁ:;gaws more be"evable. :’EG%:R
e
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, Make One Claim More
S Believable Today

. w .
Bé{,fr:,dav Turn an overly perfect promise into Real Ins:aﬁ?.
a credible, trustworthy message. Rj“éﬁ;iger Vou

The Pratfall Effect

Trust doesn’t come

from looking perfect.
It comes from being peRFECT QON'
1 BUIL
credible. g i
(1. MY CURRENT cLAIM: "~ | [ 2. DoES IT SOUND TOO PERFECT? ] O I
What do you currently say about Does your claim sound unrealistic, too good o)
your product, service or brand? to be true, or make no room for human reality?

(3. WHAT EVIDENCE PROVES COMPETENCE? IDE (4. WHAT HONEST LIMITATION EXISTS?

What real results, data, testimonials or experience What don't you do, what's not guaranteed,
show you can deliver? or where are the natural limits?

[ 5. WHY DOES THAT LIMITATION EXIST? | | [ 6. How DOES IT PROTECT OR HELP THE CUSTOMER? | 6

What's the real reason behind this limitation? How does this honesty actually create a better
(Be honest!) experience, outcome or expectation for your customer?

—

7 ﬁ REWRITE YOUR MESSAGE: J Turn your overly perfect claim into a more credible, trustworthy message.

geram B Believable Version
[ (o> B'T""JJ (Real, Credible, Trustworthy) J
i ore Credible.
» Today'’s Action: " Ssatonn
p Rewrite one marketing claim using the R.E.A.L. framework. [E:Jl ety
7\
A
ﬁiﬁfgﬁ Don't market like you're perfect. Market like you're trustworthy. ‘ .

(t
s



