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COoNVINCE THEM IN 90 SECONDS— THE ABILITY TO PERSUADE SOMEONE QUICKLY IS AN INVALUABLE SKILL IN BOTH PERSONAL
AND PROFESSIONAL SETTINGS. IN AN AGE WHERE ATTENTION SPANS ARE DWINDLING AND INFORMATION OVERLOAD IS RAMPANT,
MASTERING THE ART OF CONCISE PERSUASION CAN SET YOU APART. THIS ARTICLE EXPLORES EFFECTIVE STRATEGIES TO

CONVINCE ANYONE INJUST 90 SECONDS, DRAWING ON PSYCHOLOGICAL PRINCIPLES, COMMUNICATION TECHNIQUES, AND
PRACTICAL TIPS.

THE IMPORTANCE OF QuICK CONVINCING

IN VARIOUS SCENARIOS—WHETHER PITCHING AN IDEA, SELLING A PRODUCT, OR SIMPLY TRYING TO WIN AN ARGUMENT—THE
CAPACITY TO MAKE A COMPELLING CASE IN A LIMITED TIMEFRAME IS CRUCIAL. HERE ARE SOME REASONS WHY QUICK CONVINCING
IS IMPORTANT:

o TIME EFFICIENCY: IN OUR FAST-PACED \WORLD, PEOPLE APPRECIATE BREVITY. A WELL-ARTICULATED POINT MADE
SWIFTLY CAN RESONATE MORE THAN A LENGTHY EXPLANATION.

® FIRST IMPRESSIONS: THE INITIAL MOMENTS OF INTERACTION OFTEN DETERMINE THE COURSE OF A CONVERSATION. A
STRONG OPENING CAN CAPTURE ATTENTION AND SET THE STAGE FOR FURTHER DIALOGUE.

o CLARITY OF MESSAGE: SIMPLIFYING YOUR ARGUMENT FORCES YOU TO DISTILL YOUR THOUGHTS, MAKING THE MESSAGE
CLEARER AND MORE IMPACTFUL.

UNDERSTANDING Y OUR AUDIENCE

BEFORE YOU CAN SUCCESSFULLY CONVINCE SOMEONE, YOU MUST UNDERSTAND WHO THEY ARE. THIS INVOLVES RECOGNIZING
THEIR MOTIVATIONS, PREFERENCES, AND BIASES. HERE’S HOW YOU CAN TAILOR YOUR APPROACH:

IDENTIFYING KEY CHARACTERISTICS

1. DEMOGRAPHICS: AGE, GENDER, AND SOCIO-ECONOMIC STATUS CAN INFLUENCE HOW INFORMATION IS RECEIVED. TAILOR YOUR
LANGUAGE AND EXAMPLES ACCORDINGLY.

2. INTERESTS AND V ALUES: WHAT DOES YOUR AUDIENCE CARE ABOUT? IF YOU CAN ALIGN YOUR MESSAGE WITH THEIR VALUES,



YOU INCREASE YOUR CHANCES OF PERSUADING THEM.
3. KNowLEDGE LEVEL: GAUGE HOW MUCH YOUR AUDIENCE KNOWS ABOUT THE SUBJECT. USE APPROPRIATE JARGON AND
TECHNICAL DETAILS, BUT AVOID OVERWHELMING THEM.

BUILDING RAPPORT

ESTABLISHING A CONNECTION WITH YOUR AUDIENCE CAN SIGNIFICANTLY ENHANCE YOUR CONVINCING POWER. HERE ARE SOME
WAYS TO BUILD RAPPORT QUICKLY:

- Use CoMMON GROUND: FIND SHARED INTERESTS OR EXPERIENCES TO CREATE A SENSE OF FAMILIARITY.

- SHOW EMPATHY: ACKNOWLEDGE THEIR FEELINGS OR VIEWPOINTS, DEMONSTRATING THAT YOU UNDERSTAND THEIR
PERSPECTIVE.

- MAINTAIN PosiTIVE Boby LANGUAGE: NON-VERBAL CUES, LIKE EYE CONTACT AND OPEN GESTURES, CAN HELP BUILD TRUST
AND ENGAGEMENT.

THE STRUCTURE ofF A 90-Seconp PITcH

To EFFECTIVELY CONVINCE SOMEONE IN 90 SECONDS, STRUCTURE YOUR PITCH INTO THREE ESSENTIAL COMPONENTS: THE HOOK,
THE CORE MESSAGE, AND THE CALL TO ACTION.

1. THe Hook

THE HOOK IS YOUR OPENING STATEMENT—THIS IS WHERE YOU GRAB ATTENTION. A COMPELLING HOOK CAN BE A SURPRISING
FACT, A THOUGHT-PROVOKING QUESTION, OR A RELATABLE ANECDOTE. FOR EXAMPLE:

- SURPRISING FACT: "DID YoU kNow THAT 70% OF CONSUMERS PREFER TO BUY FROM BRANDS THAT ALIGN WITH THEIR
VALUES?”

- QUESTION: "WHAT IF | TOLD YOU THAT YOU COULD DOUBLE YOUR PRODUCTIVITY INJUST ONE MONTH?”

- ANECDOTE: “LAST YEAR, | STRUGGLED TO BALANCE MY WORK AND PERSONAL LIFE UNTIL | DISCOVERED A SIMPLE TECHNIQUE
THAT CHANGED EVERYTHING.”

2. THeE Core MESSAGE

ONCE YOU HAVE THEIR ATTENTION, DELIVER YOUR CENTRAL ARGUMENT. THIS IS WHERE CLARITY AND BREVITY ARE PARAMOUNT.
AIM TO COMMUNICATE YOUR MAIN POINT IN ONE OR TWO SENTENCES. USE DATA, ANECDOTES, OR LOGICAL REASONING TO
SUPPORT YOUR ARGUMENT.

For EXAMPLE, IF YOU ARE TRYING TO CONVINCE A MANAGER TO ADOPT A NEW SOFTWARE TOOL, YOU MIGHT SAY:

“OUR TEAM HAS BEEN USING THIS SOFTWARE FOR THREE MONTHS, AND WE’VE SEEN A 40% INCREASE IN EFFICIENCY. |T
INTEGRATES SEAMLESSLY WITH OUR EXISTING SYSTEMS AND CAN SAVE US THOUSANDS IN OVERHEAD COSTS.”

3. THe CALL TO ACTION

CONCLUDE WITH A STRONG CALL TO ACTION. CLEARLY STATE WHAT YOU WANT THE LISTENER TO DO NEXT—WHETHER IT’S
AGREEING TO A FOLLOW-UP MEETING, TRYING A PRODUCT, OR CONSIDERING A NEW IDEA. HERE ARE SOME EFFECTIVE PHRASES TO
USE:



- “LET’S SCHEDULE A TIME NEXT WEEK TO DISCUSS THIS FURTHER.”
- "] ENCOURAGE YOU TO TRY THIS APPROACH AND SEE THE RESULTS FOR YOURSELF.”
- “CAN | COUNT ON YOUR SUPPORT TO IMPLEMENT THIS CHANGE?”

TECHNIQUES FOR EFFECTIVE PERSUASION

SEVERAL TECHNIQUES CAN ENHANCE YOUR ABILITY TO CONVINCE OTHERS QUICKLY. HERE ARE SOME OF THE MOST EFFECTIVE
METHODS:

THE POWER OF STORYTELLING

HUMANS ARE WIRED TO RESPOND TO STORIES. A WELL-CRAFTED NARRATIVE CAN EVOKE EMOTIONS AND CREATE A CONNECTION
THAT DRY FACTS OFTEN CANNOT. W/HEN USING STORY TELLING:

- MAKE IT RELATABLE: ENSURE THE STORY RESONATES WITH THE AUDIENCE'S EXPERIENCES OR EMOTIONS.
- KEep IT SHORT: FOCUS ON THE ESSENTIALS TO FIT YOUR NARRATIVE WITHIN THE 9O-SECOND LIMIT.

- Use A CLEAR STRUCTURE: A BEGINNING (SETUP), MIDDLE (CONFLICT), AND END (RESOLUTION) KEEPS YOUR STORY ENGAGING
AND EASY TO FOLLOW.

APPEAL To EMOTIONS AND LOGIC

W/HILE EMOTIONS DRIVE DECISIONS, LOGICAL REASONING SOLIDIFIES THEM. A GOOD PERSUASIVE PITCH BALANCES BOTH
ASPECTS:

- USE EMOTIONAL APPEALS: HIGHLIGHT THE BENEFITS OF YOUR PROPOSAL IN A WAY THAT RESONATES EMOTIONALLY.

- INCLUDE LoGICAL EVIDENCE: SUPPORT YOUR CLAIMS WITH DATA, STATISTICS, OR LOGICAL ARGUMENTS TO APPEAL TO THE
ANALYTICAL SIDE OF YOUR AUDIENCE.

UTILIzE THE PRINCIPLE OF RECIPROCITY

THE PRINCIPLE OF RECIPROCITY SUGGESTS THAT PEOPLE FEEL OBLIGATED TO RETURN FAVORS. |[F YOU PROVIDE VALUE OR
ASSISTANCE TO YOUR AUDIENCE, THEY MAY BE MORE INCLINED TO HELP YOU IN RETURN. THIS CAN BE AS SIMPLE AS SHARING
USEFUL INFORMATION OR OFFERING A SMALL GIFT.

PrACTICE MAKES PERFECT

THE SKILL OF CONVINCING OTHERS IN A LIMITED TIME FRAME IMPROVES WITH PRACTICE. HERE ARE SOME METHODS TO REFINE
YOUR PERSUASIVE ABILITIES:

1. ReHEARSE YOUR PITCH: PRACTICE YOUR PITCH MULTIPLE TIMES TO BECOME COMFORTABLE WITH THE CONTENT AND
TIMING.

2. RECORD YOURSELF: RECORDING YOUR PRACTICE SESSIONS CAN HELP YOU IDENTIFY AREAS FOR IMPROVEMENT IN DELIVERY
AND CONTENT.

3. Seek FEEDBACK: SHARE YOUR PITCH WITH FRIENDS OR COLLEAGUES AND ASK FOR CONSTRUCTIVE CRITICISM.



CoNcCLUSION

IN A WORLD WHERE EVERY SECOND COUNTS, THE ABILITY TO CONVINCE THEM IN 90 SECONDS IS NOT JUST A USEFUL SKILL, IT's
A VITAL ONE. BY UNDERSTANDING YOUR AUDIENCE, STRUCTURING YOUR MESSAGE EFFECTIVELY, AND EMPLOYING PERSUASIVE
TECHNIQUES, YOU CAN MAKE A LASTING IMPACT IN A SHORT AMOUNT OF TIME. REMEMBER THAT PRACTICE IS KEY—REFINE YOUR
SKILLS, AND SOON, YOU’LL BE ABLE TO PERSUADE ANYONE, ANY\WHERE, IN JUST A MINUTE AND A HALF.

FREQUENTLY AskeD QUESTIONS

W/HAT IS THE PRIMARY GOAL OF THE 'CONVINCE THEM IN 90 SECONDS’ TECHNIQUE?

THE PRIMARY GOAL IS TO EFFECTIVELY COMMUNICATE A MESSAGE OR PERSUADE AN AUDIENCE IN A VERY SHORT AMOUNT OF
TIME, TYPICALLY 90 SECONDS, MAKING IT CONCISE AND IMPACTFUL.

WHAT KEY ELEMENTS SHOULD BE INCLUDED IN A 90-SECOND PITCH?

KEY ELEMENTS INCLUDE A CLEAR HOOK TO GRAB ATTENTION, A CONCISE EXPLANATION OF THE MAIN IDEA, SUPPORTING EVIDENCE
OR BENEFITS, AND A STRONG CLOSING STATEMENT OR CALL TO ACTION.

How CAN BODY LANGUAGE ENHANCE A 90-SECOND PITCH?

PosITIVE BODY LANGUAGE, SUCH AS MAINTAINING EYE CONTACT, USING OPEN GESTURES, AND DISPLAYING CONFIDENCE, CAN
SIGNIFICANTLY ENHANCE THE PERSUASIVENESS OF THE PITCH AND ENGAGE THE AUDIENCE.

WHY IS PRACTICING A 90-SECOND PITCH IMPORTANT?

PRACTICING HELPS TO REFINE THE MESSAGE, IMPROVE DELIVERY, AND ENSURE THAT THE PITCH FITS WITHIN THE TIME LIMIT \WHILE
MAINTAINING CLARITY AND EFFECTIVENESS.

\WHAT COMMON MISTAKES SHOULD BE AVOIDED WHEN DELIVERING A 90-SECOND PITCH?

COMMON MISTAKES INCLUDE BEING OVERLY VERBOSE, LACKING A CLEAR STRUCTURE, FAILING TO ENGAGE THE AUDIENCE, AND NOT
TAILORING THE MESSAGE TO THE SPECIFIC AUDIENCE'S INTERESTS OR NEEDS.

CAN THE 'CONVINCE THEM IN 90 SECONDS’ APPROACH BE USED IN WRITTEN
COMMUNICATION?

YES/ THIS APPROACH CAN BE ADAPTED FOR WRITTEN COMMUNICATION BY FOCUSING ON BREVITY, CLARITY, AND IMPACT, SUCH
AS IN EMAILS, PROPOSALS, OR SOCIAL MEDIA POSTS.

\WHAT TYPES OF SITUATIONS ARE IDEAL FOR USING A 90-SECOND PITCH?

IDEAL SITUATIONS INCLUDE NET\WORKING EVENTS, SALES PRESENTATIONS, ELEVATOR PITCHES, JOB INTERVIEWS, AND ANY
SCENARIO WHERE YOU NEED TO QUICKLY CAPTURE SOMEONE'S ATTENTION AND CONVEY A MESSAGE.
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Master the art of persuasion with our guide on how to convince them in 90 seconds. Unlock effective
techniques to make your point. Learn more!
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