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There is a wide and deep body of research focused on understanding why we 

believe certain claims and why we reject others. You might believe that “product 

X, filled with omega-3 fatty acids, helps support brain and cardiovascular health” 

or you might not. Maybe you believe that “additive Y helps clean your car’s engine 

while you drive.” The notion of “deceit detection” is a fundamental behavioral 

science driver: our brains approach marketing content through the lens of initial 

skepticism, and this phenomenon is hard-wired into us.



Does the message contain “facts” that are what 
we expect the message to contain? For example, 
messages about the latest HDTV that talk about 
how much electromagnetic radiation they emit 
would not align with the information we typically 
use to assess an HDTV, and hence would trigger 
our skepticism.

Who is the messenger? Claims made by third 
parties (#1 dentist recommended) are inherently 
more credible than claims made by the product 
manufacturer.

Does the message align with what we already 
believe? For example, if I were to tell you that 
a certain product is non-organic and therefore 
healthier, you would be immediately skeptical 
because our worldview is that organic products 
are better for us.

Messages and claims that are easier to under-
stand, that avoid complicated terminology, that 
are written simply and succinctly tend to be more 
persuasive.

The “science of persuasion” 
identifies four behavioral drivers 

Factual content

Social proof

Confirmation bias

Cognitive ease
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At BEESY Strategy, we have taken this framework regarding persuasion and have created a new approach 
to message evaluation: we have developed the persuasion equation that we use to understand how and why 
specific messages are more or less persuasive. The approach lies in decomposing messages into specific 
components that reflect the four drivers above. We then score each message according to those drivers.

The remarkable finding is that this message scoring is highly predictive of persuasive power in market 
research results (R2 > 0.7).

What this means is that when we conduct quantitative message evaluation studies, not only can we determine your 
most persuasive messages, but we can also identify why those messages are working and why others are less 
effective. The strategic value is that we can use a specific message test to develop a style guide for your brand that 
provides ongoing advice as you build subsequent messages into the future.

This approach to message evaluation provides insight into your message set that has not been possible before. 
Which messages work for what audiences? But more importantly, why do they work? What can we learn about how 
you should construct messages going forward? Each message test becomes a deeply strategic piece of research.



5

INTRODUCING A METHOD OF MESSAGE EVALUATION USING THE SCIENCE OF PERSUASION

https://www.linkedin.com/company/beesy-strategy/

Contact us today:
info@beesystrategy.com

         www.beesystrategy.com

         LinkedIn

David Scowcroft
Research Principal

SCHEDULE A MEETING WITH BEESY TODAY
LEARN MORE ABOUT WHY TOP PHARMA AND BIOTECH 
BRANDS HAVE TRUSTED US WITH THEIR QUANTITATIVE 
MARKET RESEARCH NEEDS, INCLUDING SEGMENTATION AND 
BEHAVIORAL MEASUREMENT. BEESY WILL WORK WITH YOU TO 
MAKE A MEANINGFUL IMPACT ON THE LIVES OF PATIENTS.

Schedule a meeting 
with BEESY today 

Learn more about how understanding the non-conscious elements 
of decision-making can advance your brand’s goals.

Follow Us:
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