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As a result of manipulation, a person can have a certain reaction 
(possibly the one desired by the manipulator) instinctively and less 
rationally. When persuading, what is essential is the reaction the other 
person must have, that he/she understood what was told, that he/she 
integrated the motivations of change, and that the subsequent decisions 
are totally his/her, without outer influences. It is more difficult to 
persuade than to manipulate but its results are stronger and longer-
lasting. In order to be convincing, the initiator of marketing 
communication must know very well: his/her own position, the potential 
client’s  position. 
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Persuasion, unlike manipulation, is a persuasive action based on 

such an organization of influences that it is capable of leading to personal 
adopting of personal change. As a result of manipulation, a person can have 
a certain reaction (possibly the one desired by the manipulator) instinctively 
and less rationally. When persuading, what is essential is the reaction the 
other person must have, that he/she understood what was told, that he/she 
integrated the motivations of change, and that the subsequent decisions are 
totally his/her, without outer influences. It is more difficult to persuade than 
to manipulate but its results are stronger and longer-lasting. If manipulation 
can cause reactions that the involved person can shortly reconsider (the 
moment he/she is not under the direct source of manipulation), as far as 
persuasion goes, reactions are well thought of, and thus the principles that 
were placed at their basis can be reconsidered in a more difficult manner 
and only when a stronger persuasive element appears.  

In order to achieve this, one has to know what these opinions are and 
what new opinions the other person wants to have. One has to know both 
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the strengths and weaknesses of one’s personal arguments or position and 
those of the recipient of the message. Persuasion must be based on a rational 
argument (unfortunately, in many cases, the rationale is taken by the inner 
logic), not on coercion or misleading information. In order to convince, a 
marketing message must clearly and logically highlight the strengths of 
argumentation and the other’s weaknesses. Persuasion may take time as 
deeply ingrained opinions do not change easily. It will happen gradually in a 
longer time. Persuasion is difficult as opinions are often illiberal, they can 
be formed at a young age and can be based on scarce information. Many 
opinions have social origin and are the result of working and living with a 
certain group of people.  

In order to be convincing, the initiator of marketing communication 
must know very well: 

- his/her own position – What does he want to communicate? 
What are the proofs? What arguments can he/she use in order 
to logically express his/her opinions?  

- the potential client’ position – Why does he/she believe in 
what he believes? What are his/her proofs? What are his/her 
arguments based on?  

He/She must also: 
• Start supposing that the respective client is rational and as a 

consequence open to rational arguments (if not, he/she must negotiate...). 
• Show that he/she is rational (angry, loud voices do not show 

that). 
• Briefly and logically present the arguments and their basis, 

including any proof he/she has. 
• Briefly present what can be considered a counterargument, 

highlighting the weaknesses as opposed to the strengths of the argument. 
This should be presented in detail. 

• It should identify weaknesses in presenting the other one, such 
as:  

- errors of fact; 
- presuppositions; 
- arguments without proofs; 
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- weak evidence (e.g. controversial or largely 
unaccepted), but this should be done diplomatically. 
Opinions can become stronger by simply tackling them. 

• He/She should agree with the other person if the argument is 
rational. 

• He/ She should rephrase the main points of his/her arguments 
and focus on their strengths as opposed to the weaknesses of the other’s 
argument.  

• He/She should give the other person some time to restate his/her 
main ideas. He/She will highlight what he/she considers to be the main 
points of his/her arguments, expressed as a final doubt. 

• He/She should say that he/she hopes that the new transmitted 
information was useful. Presenting his/her arguments as information, he/she 
offers the other person the opportunity of having a good reason to change 
his/her mind. This one can change her/his opinion or can agree without 
losing his/her image or self-respect. 

Analysing the channels used in marketing communication, one has 
drawn the conclusion that persuasion is quite rarely used in television as the 
viewer cannot carry on a conversation with the guest. More often that not, 
persuasion is first directed against the person leading the debate or against 
the person conveying the message so that by convincing him/her, he/she 
will give a positive message to the person at home. Good speakers will have 
a discussion with the person leading the debate as if many people ready to 
bring the arguments in question were around them. Unfortunately for them, 
the show may finish before succeeding in convincing, and resuming the 
subject in another day and during another show must be done from the 
beginning as the people who must be convinced have changed to an 
overwhelming extent. Even in such cases, television people use short, 
persuasive fragments (arguments, proofs) to convey an idea. All these 
happen as persuasion takes time. And it is exactly this that a TV producer 
cannot offer his/her guest. Opinions can be considered:  

- peripheral; 
- almost fundamental; 
- fundamental. 
Fundamental opinions do not easily change. One has to change first 

peripheral and almost fundamental opinions associated with the 
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fundamental ones. In order to change old or deeply ingrained opinions, you 
have to gradually convince the other person to change his/her peripheral 
opinions. One can do this by: 

§ gradually inserting new information and proofs 
§ shaping (for example, the consumer’s behaviour) 
§ rewarding  
§ praising and recompensing changed actions  

The result of a persuasion process must be the change. But change 
does not happen only as the effect of persuasion. Taken to one extreme, the 
change may come from coercion – or rejecting people’s chances. An armed 
terrorist forces his victims to surrender by eliminating all options except 
those of life and death.  

Generally, public speakers who use persuasion avoid using the force 
and immediate submission. On the contrary, one has to offer strong 
evidence so that interlocutors should consciously and freely take a decision 
related to the message transmitted. 

It is highly probable that the public will remember the information if 
the speaker has accurately expressed its relevance and utility for the 
listeners. The process of receiving information involves a mutual effort both 
from the side of the speaker and the public. The process of persuasion 
involves a mutual effort as well. The persuasive speaker suggests a change 
which, in his/her point of view, is beneficial for the listeners and after that 
he/she offers some material supporting the suggested change. In their turn, 
the public weigh the arguments when deciding to accept the change as 
beneficial or to actually make the change previously suggested. 
Nevertheless, since persuasive speakers are after a change and not only after 
admitting, understanding or memorising, (the stages of conveying/receiving 
information) the common effort of the public and the speaker becomes even 
more important.   

Irrespective of whether they are after changing the direction or the 
intensity of potential clients’ actions, marketing managers have to prove that 
a change is both necessary and imperative. Persuasion should be approached 
from three perspectives: 

§ the appeal to credibility or the impression made by the speaker 
(the character, the knowledge, the willingness and the dynamism 
expressed by the speaker’s words or actions); 

§ the appeal to emotions or feelings acquired in public;  
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§ the appeal to the reason or arguments of a speech.  
Moreover, all three types are combined to persuade in the most 

efficient way.  
The appeal to credibility is made by means of the following 

elements which contribute to its development: 
• competence – or the way the audience perceive the intelligence, 

expertise or knowledge of the person launching the message related to the 
suggested subject; 

• character, that is the way the public appreciate the speaker as 
being sincere, trustworthy or untrustworthy; 

• willingness – the interest for the public’s problems; 
• dynamism – the energy, appeal and enthusiasm the message 

conveys 
The credibility of a communicator can be also determined according 

to the moment it is taken into consideration: initial, before starting the 
speech, derived, generated by what he/she says and does while speaking, 
and final, which takes place immediately after the speech and the question 
period have ended. It is obvious that it is most advantageous for the initiator 
of the message to have a high initial credibility, which, should any problem 
occur, can be diminished as the message is conveyed, possibly reaching 
even a low final credibility. Building credibility is not a simple process, but 
it is possible though. 

In other respects, people have feelings or moods when certain 
thoughts and ideas come to their minds. Some of these feelings are stronger 
than the others. Persuasive speakers use the appeal to emotions when they 
encourage their public to express certain feelings about the examples, 
quotations, statistic data or other interesting points of the marketing 
message. Emotional arguments cause the audience to have strong feelings 
and impose an attitude change, relying on a set of emotions that are 
considered compulsory in order to be part of a community. Fear, 
compassion, pride, anger, guilt, respect are all feelings the speaker appeals 
to in order to elicit the desired reactions of the audience. According to 
his/her audience, the speaker must identify the easiest emotion to activate in 
the audience’s conscience and must appeal to it to send the message desired. 
The appeal to emotions is difficult to control in ideal conditions and almost 
impossible to control on many other occasions. Nevertheless, focusing on 
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the four elements of the persuasive speech (the fact, the conjecture, the 
value, and the strategy) suggests the guiding lines of using the appeal to 
emotions.  First of all, it is rarely adequate to arouse people’s feelings when 
one talks about the fact itself. Its introduction must be clear, concise, and 
plain in order to make sure everybody knows what it is said. As far as 
conjecture is concerned, the appeal to emotions is at the same time useful 
and dangerous. It is up to the speaker’s talent to choose or not the appeal to 
emotions, or rather factual examples and plain statistical data. Secondly, the 
appeal to emotions must be carefully used when value comes into 
discussion. The efforts of changing people’s attitudes towards the social, 
political and ethical problems pertain to this category. But, when one quotes 
a person extremely involved in an aspect of a social movement, political 
protest or moral cause, problems may occur if the representatives of the 
other side are not quoted as well. People invest their whole being - including 
emotions – in political values; speeches that have as an objective changing 
the social, political and moral attitudes of these personal values 
automatically determine the public’s reaction. In many cases, the speaker 
will not be able to foresee and control these feelings. Thirdly, it is often 
adequate and even necessary to address the public’s emotions when it comes 
to strategy. If one intends to change the public’s actions, one must help the 
others generate the necessary emotional energy for a new line or behaviour. 
The proper sequence of human emotions, irrespective of the persuasive 
subject, often depends on the human need it addresses itself to.  

According to Maslow’s theory (1970), human behaviour is 
determined by 5 levels of needs which can be set up in the following 
hierarchy: physiological, safety, belonging, self-esteem, and self-
actualization. Maslow’s hierarchy is important to marketing employers 
when they create certain messages. First of all, Maslow suggested that 
people may not respond to certain appeals made for the top of the hierarchy 
if lower need levels have not been satisfied yet. Differently said, if people 
are hungry or fear for their safety, they will not pay attention to a message 
about gaining self-respect. Thus, when the speaker wants to persuasively 
approach a topic, he/she must analyse the needs of the target market in a 
certain area. Secondly, Maslow noticed that every change of ideas or actions 
can derive from a person’s need to satisfy more need levels. Whoever does 
not approach the problem in this way ignores people’s complex character. 
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The appeal to reason offers reasons or arguments and is used in 
order to demonstrate how it came to believing in a fact or a conjecture, how 
a value was accepted… There are two types of reasoning: deduction and 
inference. Deductive reasoning starts from a general problem the public and 
the speaker have already agreed upon and draws a certain conclusion. Some 
experts name these variations of reasoning from general to particular 
generalization arguments and causal arguments. When speaker give 
arguments from generalizations, they start speaking about a general 
principle.  

When deducing, the speaker starts with the identification of some 
generally agreed-upon principles. (“Health is very important to each of us, 
and the nurturing way plays a very important part in this matter.”) Then, it is 
necessary to impose a more specific fact, conjecture, or value. (“Food 
products with additives are dangerous for our health; that is why it is 
recommendable to choose 100% natural products.”) As a consequence, it is 
recommendable to have an attitude or behaviour pertaing to what is 
generally or specifically accepted. (“Buy this 100% natural X product!”) 

Inferential reasoning starts from a certain point the public and the 
speaker have already agreed upon and draws a particular or a more general 
conclusion. Some experts name the variations of reasoning arguments 
deriving from specific examples, from effects, and from signs (arguments 
deriving from analogies, as the phrase itself suggests, are based on the 
points of the argument which have a smaller connection). The arguments 
derived from specific examples are the opposite of those from 
generalization – the speaker starts from a clear, well-motivated subject and 
comes to the existence of a general principle. The arguments from effects 
are, in the same manner, the opposite of those from cause. The arguments 
derived from signs are connected to the diagnosis process used by doctors: 
the doctor draws the conclusion that symptoms (or signs) such as fever and 
coughing indicate that one has got the flu. One must also pay a lot of 
attention to the errors which can occur during logical deduction, impeding 
thus the whole structure of the message. 

Here are the main types of errors: 
• wrong generalization – when there is not enough evidence to draw 

a conclusion; 
• false cause – one wrongly supposes that a phenomenon is the cause 

of another one; 
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• wrong analogy – when the two situations involved are not similar; 
• personal attack; 
• either-or – when demonstrating implies choosing between two 

solutions, although others can be valid; 
• the error of the snowball – when one assumes that a certain step 

will generate a series of steps with dangerous effects. 
Deductive and inferential reasoning are patterns or structures by 

means of which persuasive speakers develop their reasoning. Nevertheless, 
reasoning is useless without evidence.  

When elaborating a marketing communication message, it is 
important to understand both the distinction between attitude and behaviour 
and the relation between them. Attitudes are connected to changes – which 
are the guiding force beyond the human behaviour. Attitude changes lead to 
behavioural changes. For example, persons may change their preference for 
a certain brand and implicitly the choice of choosing it if they are convinced 
that they will have superior benefits. Therefore, motivated as they are, 
consumers will have a favourable attitude towards change and will change 
their behaviour. If there were no connection between attitude and behaviour, 
persuading would become more complicated than informing.  
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