
The Process

A process makes something that is complicated easy to do. This section shows 
you how to apply the Persuasion Marketing approach across all your sales and 
marketing communications in a straightforward and simple to follow series of 
steps, and includes a section on how to use Persuasion Marketing ethically.

How to apply the process
Imagine you have to do a bit of DIY at home. You take a trip to the local hardware 
store only find there are two tools that will do the job for you, but one has been 
designed to make it easier for you to do and will also help you make a better job of 
it. Which one do you choose?

It’s the same with your marketing communications. Instead of giving you a 
bunch of principles to apply haphazardly, the Persuasion Marketing approach 
has been designed as a process, or tool. This makes creating your marketing 
communications a lot easier to do, and will make them a lot more effective. 

But before we explain how the process works let’s first remind ourselves why we 
need it. Your customers and target audiences are being bombarded with hundreds 
of marketing messages every day. This is a highly competitive messaging 
environment because no one can possibly pay attention to such a weight of 
messaging. 

This is called a “zero sum game”. In other words, if your message is going to stand 
out and get noticed it means that other messages will be ignored. Similarly, if 
somebody else’s message stands out and gets noticed then it could be your 
message that gets ignored. Andrew Knight, when he was Editor and Chief 
Executive of The Economist summed this up when he said, “Every day on the 
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plains of Africa a lion and an antelope wake up. They both know the same thing 
which is if they are going to survive to see tomorrow then one of them has to run 
faster than the other.”

The Persuasion Marketing process has been designed to help you win the race 
to win people’s attention, and then help you say the right things in the right way. 
In other words it gives you an edge over the other people competing for your 
customers’ attention. Don’t worry, you don’t have to be perfect at applying the 
process, but every element of it you do use gives you an advantage over all the 
other people competing for your customers’ attention. All you have to do is be a 
bit better than the other guy. Or, in other words, if you’re a lion or an antelope, it will 
help you run a little bit faster, which very often is what makes all the difference.

The process at a glance
The process chart below is a very brief “at a glance” summary of all the articles in 
the Persuasion Marketing process which are available on the Startup Club website. 
You do not have to apply every one of them to your marketing messaging, but the 
more of them you can use the more effective your messaging will be. Just select 
and use the ones you think work for you, your business and your customers. And 
when you do your marketing communications will become a lot more effective, will 
save you a lot of time and will play a key role in building your business.

1 The Brief Writing a brief helps you decide who it is you’re 
talking to and what they need to know about 
your product or service. It keeps your marketing 
communications on track.

2 Brand Your brand is the reputation you want to build up 
for your business and relies on having a consistent 
tone of voice with which you always communicate 
your brand values.
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3 Impact These are the well-researched marketing 
strategies that big brands use every day and that 
you can apply to your own marketing messaging.

4 Creative 
Tactics & 
Techniques

How you say it is just as important as what you say, 
and these tactics and techniques will make your 
marketing messaging more persuasive.

5 Influence People make buying decisions based on mental 
shortcuts, and the 6 key mental shortcuts we all use 
are Reciprocity, Scarcity, Authority, Consistency, 
Liking and Consensus.

6 Copywriting People don’t buy flowery descriptions, 
exaggerations and overclaims. They want relevant 
information and the most important questions you 
have to answer for them is – What’s In It For Me?

7 Business 
storytelling

People want to know about you just as much as 
they do about what you sell. They want to know who 
you are, what your values are, why you started the 
business and how you aim to make a difference.

8 How to have 
ideas

Creativity, or creative thinking, is the fuel that drives 
the Persuasion Marketing approach, and the five 
step guide trains you how to think more creatively.

The ethical sell

Finally, a brief word about marketing communications and how to sell in an ethical 
way. Everything about the Persuasion Marketing approach has been designed 
around one simple principle. You can only sell a bad product once, and that goes 
for your marketing messaging as well. If you make a promise that isn’t true, or 
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one that you can’t deliver on, you’ll quickly go out of business. Good marketing is 
all about building relationships with customers so that they trust you and came 
back to you time after time. In this overloaded world in which we live people are 
prepared to be persuaded honestly, and that’s what the Persuasion Marketing 
approach is all about.
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