
 

  



 

 

Marketing Psychology – Creating Attention with Design. 

 
This is the beginning two pictures in an Instagram carousel and there is a lot of 
layering of different psychological techniques being used to grab and maintain the 
views attention. So, let’s break it down.  

 

1. Colours and context. 

Yellow means attention. We all know this. In-fact we all know this at such a deep 
level now, that you simply cannot escape it’s grasps. When combined with bold 
black and red font our minds automatically connect the dots and we think hazard 
signs, wet floors and caution. Yellow doesn’t necessarily signify danger, but it 
means something demands our attention – and generally we are powerless NOT 
to give it.  

If the word “psychological” was just in red, or even white, it would have clearly 
stood out. But by putting the word “psycho” in red, there this very nicely ties into 
the hazardous, potential danger reactive part of your brain.  

Then there’s green. Green is positive, it’s cash, it’s go time baby! Once the viewer 
has their attention hooked, the big brash green dollars clearly suggest that there is 
a financial element at play here. Which brings us nicely onto our next point… 

 

 

 



 

 

2. Imagery choice 

An oversized dangly $100 bill is attention grabbing enough by itself. But why? It 
alludes to the fact that there is firstly a financial incentive to “hooking leads”- leads 
= customers and customers = profits after all. But that’s just the surface level 
psychology here. By putting cash front and centre, we are attracting people for 
whom finances are important. And in this instance, people who want to earn more 
money (and are therefore attracted to a dangly $100 bill) are our ideal client 
base. There is also the implication that by continuing to flick through the carousel, 
that they might gain some knowledge that will be economically rewarding to them 
in the future, creative more incentive to consume our content.  

Then there’s the hook. This serves as a visual representation of the metaphorical 
“hook” mentioned in the title. The human brain likes visceral connections and 
emotive imagery. We like to “feel” images much more than we realise.  

 

2.1 Texture  

For example, did you notice the overlayed texture on the pictures? Probably not. 
Just probably just overlooked them as another arty farty design choice. But again, 
this was done on purpose. Texture helps to trigger different emotive states for 
different people, but generally there are some commonalities.  

 

For example, when looking at rough abrasive textures (like the one used here) 
you can very easily imagine how it would be hard to run your hand over it – how it 



 

 

might just “stop” if you tried to move away. It might seem like hocus pocus 
nonsense, but take a look at the same images without the texture and tell me 
which you feel is more compelling to stop at look at? 

 

3. Continuity 

You may have also noticed how part of the main image in the first image is cut off 
and continued onto the second page. This is done very intentionally and works in 
exactly the same way as those skin scratching-ly appealing click-bait headlines you 
see everywhere.  

People hate not knowing things. We want to know the end of a film or a book as 
soon as we start. Some people are so impulsive that they cannot watch a film or 
TV series without Googling the ending 10mins in. Clever marketers, designers and 
copywriters play into this ALL THE TIME (as I have below, so if you read this bit 
first – you win).  

By doing something as simple as cutting off half an image and continuing it on the 
next page, or showing the beginning of an arrow leading into the next page, we 
can very easily convince our reader/ viewer that there is something they NEED to 
see on the next page.  

It might feel a cheap way of capturing someone’s attention… And that’s because 
it is… But it is literally FREE and you SHOULD be using it!  

You will have also noticed the black highlighted words scattered amongst the 
copy. This is a way of breaking up text in order to focus the readers attention 
where you want it. It is also a way of re-capturing focus where it might be lost on 
longer sections of text!  

Continuity can sometimes be achieved by messing with continuity… 

 

^ In fact, I bet most of you skipped ahead and read this bit first – didn’t you…? 

And if you did – there’s a 99.99996% chance you’ll go and read 
the rest of the section now too – so you lose… 


