Chapter 13
Informing, Persuading, and
Making Special Presentations
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USE SIMPLE IDEAS Mark Twain told a stoey about &
Missour farmer who ran for the state legislature Bve times
but lost each clection. He didn't Jose because be dide's
peactice his campaign speechis, he gave hs speaches to his
cows each morming. The problem wis, acconding 1o Tram,
that he used “high-falutin®™ wosds when he shosld have
wwed shorter terms. He described his audience as “my
‘enlightened constituents” and vuggested he was wrying 1o
~gbeain a mandate” for his “legislative mission.” During
“cne of his moming reheassals, one of bis cows knocked out
his front teeth in such & way that the farmser could only use
one-ayllable words. The result: He won every dection in
hiis camver from that day on *
m—pum-mmp-npmu‘
acroms t0 your audience, mt W s how much sfuemation
you can czems . The simpler your wdoas and phrases, the
greater the chance that your audience will semember them.
We doar't mean you should talk down %o your sadience.
Listemers can sense & speaker s superice know-it-all ais.
pade, and they woa't like it. Simplify yous mussage, bt
don't be condiacemding.
PACE INFORMATION FLOW  Organize your talk so that
yOU preent an even streem of iInformation, rather than
bunch up a mamber of sgnificant detads around one point.
¥ you present 00 mach new informaton Ko quickly. you
may overwhelm your audience. and your listeners” ability
w0 undentand sy (alter
USE ADULT LEARNING STRATEGIES 1 your andience

consists of adult bsteners, you will need o crsuse that you
~deliver your in the way thet adults learn best
f_.uaunn

1o be given mfocmation they can wse immediately

To be actively involved & the leaming process

To commect their life experiences with the new idoema-

ton they leam

o Yo know how the new information s pelevant to thelr
busy bives

o To know how the information will solve 3 probles

o To receive information that s relevant 1 their needs

' Most people who work in business have in-baskets on
their desis 10 hobd work that must be done. Sislarly, coch
td-h.awd-nd-hbt-wawum

:

want or rwed frum a presentason. Kemember the charac:
ternso of adull leamers and the impoetance of adapting
your message 10 others. You will hold your audience’s
Interest, and abio have mare sucoms in infoeming them, if
you tailor your information %o addres what is in yowr
auduncr’s liveral of metaphocial n-basket.

RUINFORCE IDEAS NONVERBALLY  Contuses serve he
purposs of acconting of emphasizing key phrases, as alics
do i writhen communication. A well-placed passe can
cmphasire or reinforce » point. Ralsng or lowering your
voice can also romdoece 2 key idea. Movement can belp

magr idess. Moving from behind ghe lecter to
sell 4 personal anecdone can signal that something spwcal
and move Intimate is about to be sald. Finally, photos,
images, chares, and other visual inforsation may be just
-Myo-m-‘hmwmhy
ideas, rather than you piling on mon woeds.

13.1.1: Presenting Briefings

A braging (0r 2 drief), as you might gaess from the name. s
» shoet talk that provides information 10 an audicace. A
briefimg can focus on what has happened i the past, what
i csmrently happening on 2 groem progect oe Bopic, of what
may happen in the future. The military, public salery
organizabiors (police departments, socurty dopartments).
medical ceganizations. and other organizations that nevd
ear, shoet summanies of méormation almost exclusively
rely on Beicfings 10 ensure the exchange of information

Bricfimgs are shoet (from 5 50 15 minutes), so thary tyge-
cally don't have an extended or formal introduction. You
ahoukd still be mindful of Catching your listeners attention,
but not with a lengthy story or llustration. Just gt o your
points aftes a very short overview. Listeners expect 2 brat
w0 be quich.

Because soveral briefs are often proscoted cne adter
another, the first brind sy provide a lorgey stroduction o
@aroduce the bracfings that will follow For example, #
vou're giving & briefing about the income-and-loss stase-
et Soe the past quarter and you're pan of & lowr-person
Seam, ench of whom i sharing information, provide a short
omervicw of your message, prosent your key idess, summa-
e them link 50 what the neat person will say. and st down

The organizational passem for briefings i wually opt-
cal or evoviogical. 10e still appeopriate to use ransiton
Phases and signposts (| have thaw poists o make. Fest - 7L
bt the Larsitional phrases are shorser and e peonounced
than = a more ovsended infonmative

Sote briefings can be quite formal, and listeners may
expect a no-nonsense delivery styi with lnthe use of humor
and bots of Informaticey In other ceganizatiomal cultures,
howsver. a besefing = expectrd 80 be informal and casual.
W's smportant o be aware of your audionce as you suke
docistons o how 1o customiase your bnefing contimt.

7™\
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motvane Esteners 10 perform the skl or task bang ught
a well 23 10 provide them with inforsaion

Presenting training is similar 0 any presentation; it's
essential 10 focus on the needs, intreests, and backgrounds
of your listimers. Traiping Hat docs ot addoess & raines s

presentation For example, many teainers deterine their
andience’s soeds by asking them—using surveys, qew-
monnaines, or imtervicws—what they meed . In additon
analyzing the needs of mdniduals, s alio imporuant o

ader the moods of S ceganization. What does It necd

poeds or specific job functions is Aot eflective TTadreng.
Bocause the pamary purpose of any Lralning program is %
w»ummamm,wun
Presents 2 senk covtered model

Figure 13.1: A Neets Centerod Trining Model

Drawing on adult leaming theory, 2 traines should
view himself or horself less as 2 lecturer and mone as »
factheator. Adult kearners deing their own experiences o
the traming sewson; they want 0 focus oo real problems
that are in thewr bteral or metaphorical i dashets or on
their 1 do lists. A trainer Sollows the steps in Figeee 131 in
order 1o draw on thowe experiences and equip trainees %o
address problems.

ANALYZE ORGANIZATIONAL AND TRAINEE NFEDS
ora muay notice hat Figure 131 Cosely nmemidles the sads-
mcrcentened model of presentations that we meraduced
in Chapter 1. At the center of the model in Fgure 131—
andd the first and crucial ongoing step in any training—is
the process of whentilying the needs of the arganization
and those of the spocfic trainees who will attend the train-
ing session: the audience. Every oty agwet of deagming
o dninteray @ g dpends o the nonds of
e traseee,

The process of sdemasying trainoe noeds s guite simi-
lar to analvzing your audience when delivening a

emgloyees of voluntmerns 10 do?

ANALYZE THE TRAINING TASK  Viewing the model =
Figure 111 a8 a clock, bogm at the 10p and woek your way
around cdockwise 10 explore the steps of designing and
delsvering 8 traming prosentation. Afler you've figured
out what aiowes need (for example, shill in listening or
comdict management), an early critical step in desiggning a
trasmang peogram s to thoroughly analyze the specific
task you want the trainees 10 perform. Yom conduct a task
analysis. A tod antlyss is a detalled, step-by-step descrip-
tipn of precisely what a trainee should do and krow in
onder fo perform a particalar shill. As the traiser, if you
A0 going W teach so how 1o prepare and deliver a
salios presemtation, you first meed 10 kaow what the steps
in that process ace before you tsch them 1o others. Most
likely, you will have only Nimsed time %o toach » skill, so
you may have %o focus caly on the most critical swps. A
sask analysis bets you discover what the essential ele-
ments of a tash are. (Our neads-centered training model is
wsell a sempiifid tsk analysis of how 10 train samecoe
Each plece of the moded represents an essential step =
the process. )

DEVELOP TRAINING OBJECTIVES  After you have fig-
urnd out the seprs i leaching 3 particular shill, it's impor-
ant 10 devebop objectives of karming owtcomes that yoa
want yout trainees 1o ackieve. It's important 1 specify the
precine bebarvior you Want trainees to perform at the end of
the tratning, We begin cach chagter in this book with a ne
of learmung objectives. Reviewing those objectives willl ghw
you an ides of the format and sty le for training obyectives.
Training obyectves sov also similar (10 the specific parpose
statement for a presentation, discussed in Chapter 11
Teaiming obyectives specify what you want trainees 10 be
able 10 do Sollowing the training prosanttion.

ORGANIZE TRAINING CONTENT  Owow yons have your
procise traning ol tves in hand, you can b drafting
the informaton hat rainees noed %0 know and descritang
0 more detail the behaviors that they will be expected b
periorm. The most typical organizational pattemns foe
waining coment incdlude (1) eonological (a swep-by-step
sequence of what samwcne docs first, second, and so on)
(2) by complexity (from simplest or easist W kam o more
comples or more detalled informanice), and (1) topical
(identifyng the natural divisons in 3 lopic)

DETERMINE TRAINING METHODS  To trae somecsw.
you don't just talk to them. Adult learners are not inter
ested 0 hearing a thoee- or four-hour licture. that's st
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13.2: Persuading Others

132 Descrite how developing leadenship shills are
wuwpﬂuﬂh
Perume the management and loadenship sation of Amazon
or anry birsck-and-moetas bookstore, and you'Tl find books
about how 1o influence others. The best-salling business
management book of all time is Duke Camegie's classac s
1o Wik Srionds ond Infamwce Prople. At the hoart of influsnc-
mmswuubmmnw

somecme is 1O change or rindece the person s atttudes
es and diskaes), belicts (what s perceived o be true o
talse), values (what s considerd good or nad), ar bebavior
As we discves later @ Ses chapier, sales prosentation is 3
qummyaﬂm—lym
tn a professionsd wtting.

L and p wve speaking ase telatod pro-
crstes. When you interview for a job, you'se doing more
Man simply poesenting informason about yousselt; you e
making a persuasive presentation on why the urganization
Sould bise you. A hey difference i that is a persuasive
Myunmﬁln.ubdonwﬁlnndv
M-Myvuuy:yw-lewm
what e listener likes, believes, values, or does.

Wee've noted that 10 Jead is %o influsnce, so being able
.mmm.u%umum
w«m-w«wnmpuamw
Mpﬂhmdmmw
effective persuasion skills. Not all leaders use the same
persussive methods. Martin Luther King. Jr. Nelson
Mandels, and Mahatma Candhi led through promoting
nonviolent means of achieving their goals. In leading the
United Saaties ot of the Deprassscn and Sheough World
War (1, Frankle Rocsevelt used his skill as a communicator
a5 well as his behind-the-sconem power and influence %o
achieve his guals. Warmen Bufiees and Jefl Bezos ane evam-
ples of business leaders who ane somctizmes controversal
but also inspire and motivale ofhers.

To develop stromg leadwership and persuasive sialls,
mﬁﬁmbwpﬁbdm.ﬂ
B leaen specific sraegies for perssading ofhers.

13.2.1: Principles of Persuasion

How does persuasion woek? What motivates people to do
things that they woukin't do unkess they ase persuaded 1o
do them* Let's lock at fowur possible explanations.

PEOPLE RESPOND TO RESOLVE DISSONANCE  When
pummmuuw
with youg current thinking or feclings. you experience a
kind of peychological discomfort calied copwitive disso-
namce. You can be persuaded by being comvineed that you
have 4 peoblem and then pointed in 2 disection that will
sobve your peoblem. For example, if you have sver drven
an mscenobde alter conmaing a deink 0f two, then sewn 4

10 serious trathc acckdents. you've Mely expetienced cog-
nitive dissonance. The incompatibility of your behavior
20d your knowledge is kely % make you beel uncomfor-
able. And your discombcet may prompit yos 1o change your
thoughts, likes or dislikm, feclings, or behavios so that you
o restoee your comfort kevel of sesse of talance—e this
e, by ot driving atter deinking.
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yons don't 30 X, thew awful things will hippen b you U you
onr ¥ by this Imsurance poicy, fhem your loved ones Tay not
e able @ pay the montgage and they muy be homekas.” “I
wou don't wear & st belt, hen you are more likely o die in
an autcencbile accident * “If you don't suppoet e devkop-
et of & new howpital i owr community, bves coudd be Jost
¥ we have %o travel 0 e next county for sedical sttenon ”
A vanety of sesarch studacs support e folkow g prmaphs
reganding the use of Smar as a motivatoe

= Astrong theeat to 4 family member or wham

of our stratnpes of Messagc oTganizaten and discae how
10 adapt deas % people and people 10 idens.

EFFECTIVELY ISTABLISH YOUR CREDIBILITY [Ff vou
were going %o buy a4 mew computee. to whom woulkd you
turn Sor advice” Peshaps vou would consalt your beothesr,
the computer gewk, af your soomesate, the computer sc-
ence major. Or you maght seck advice from Comsumer
Reports, the monthly publication of studies of variows
consumer peoducts. In other words, yom would tem o &
vou consider knowledgeable. competent, and

rembers of the andience case about will often be more

waccesafud Sham a fear appeal directed at the sudence

membens Shetroaches

o The mooe nespecied the spesher, the greater the lkek-

l hood that the appeal to foar will woek

o Fear appeals are moee sacoessful If you convinee your

© audicnce that the threat is real and will affect them
unbess they ke action

'PEOPLE RESPOND TO POSITIVE MESSAGES A TV com-
Pﬂlhuwww-p*'ﬂum
dollar you spend i our sore, we will retuen 5 percent 10 the
reblic schools in your commumity; your studens will have
compraens %0 help them leaen © A candiduate for chair of
boand of directars ssserts, "Il you support me for board
e, | cam assune you owr stock peice and salcs will increse.
We've all encountenad these kinds of ponitive appeais. Polit-
caars, salespenpie. and most sucomslul business and peoles-
persuaders know that cne way to change of resforce

vour attitudes, beflefs, values, or heben ior & 30 wie 2 posisive
motivational appeal. Positive motivational sppesls ese ver
el memaages promisng S good things will happen if the
speakir s advice s followed. The by 1o wsing positive mot-
vational appeals = to know what your listeners valse. Most

spwech, you can motivae your listenens 10 sespond to your
message by descriveng what positive things will happen o
}Mlﬁyhl-vyuuﬁh

13.2.2: Strategies for Persuading

Groek philosopher and scholar Asistothe said that thetoec
hhrmqu.-n“--dw
wiom " What are those avadlable means? Aristotle singiod
out theee peimary strategies: (1) emphasize She croddblity
or ethical character of 3 speaker, which de called ethes,
(2) wew bogical arguments, or dogox, and (3) use emotional
appeals, of pathen, to move an sudience The following
strateges l0r developing your crdibility i 2 speaker, and
ustng kg, evadence, and emotbon 10 penuade and mot-
vate listeners arc bused oo Aristothe’s theve straseges and
boksternd by contemporary seseasch. We Tl also revisit some

Lrustworthy — source you thek o (redible.

Crotibmisty o a livaens s Perception of & spraker s compe-
wne, truswoethewse, and dynamiem. Kemember that your
listeners, noe vou. detenaine whether you havw coedibaity.
t's important %o be pesceivad as onedible when presonting
amy sy, but especially critical when trying o pensuade
someone. The more credibility vou have, S moee Bhely it s
S your lissemers will belicve you, trust you, and ke you

How d0 you ovtablish vour credbiliny” Ir's & centuries-
old question Aristothe thought public speakers should be
ettical, ponsess good charsctr, diplay common sense. and
o concemed Sor the wellbwing of their audience. Quentilian,
2 Roms toacher of public spuaking, agrend, advising that &
speaker should te “a good person speaking well © Moders
rescanch has gererally supportnd (hese ancient spoculatons
about S clements that enhance a speaker 's credibdity

Crodibiility s 0ot & single lactor but consiats of mubtiple
elerments. Your gowl 4 10 be percesved as highly creddle oa
each clement of crodibility when you speak. ideally, you
Duukd be percenved e competenL. trustworsy, and dynamic

o Competonce 1s the pesception that a pesson o shilled,
knowdedgeable. and infarmed about the subyect he of
she o discussing, You will be mone persaasive if you
can convince your listeners you know somethang
abost your sopec. How? You can use verbal messages
eltectively by talking about selevant personal espen-
ence with the topic I you have lived m 2 hgh-rise
condominium, you |l have mone crmdibility as 2 hagh-
rise condo salesperson than somecne who bas only
kived n a ranchesiyle house. You cam also cite evi-
dence to sepport your ideas. Even d you have noe
lived in a high-rise condo yoursell, you can be pre-
pared with information about the advantages of
apartment living,

* Trastworthoaos is & second ciesent of credibility. While
deliverng a spooch, you meed i convey honesty and
sincerity % your audience. You can't do this ssaply by
saying “Trust mwe.* You have 00 eam trust You can do so
by demcnstrating hat you are interested in and expen-
enoed with your Sopic. Agamn, speakang from personal
exgerience makim vou sem 4 mone rustwarthy speakaes
Conversely, Nving something %o gain by penuading
your audience may make you suspect in their ey

~
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major and minor preseses must both be true. IF you can
prove that afl top-seiling awto dealers advertse on TV. and
o 1t o true Bhat those that advertise sell moee cars, then
your conchesion will be sound.
events in yach & wary 36 0 conclude that one or mare of the
events caused the others. Foe cxampde. you might argue
that pubic inoculaton prngranms Suring the taeatieth cen-
tury eradicated

As notedd when we discussed cause and effect as 3 per-
suasive ceganizational stzabegy. there are fwo ways 10
structsre a causal argument. One s by reasoning from
o 00 effect, prodicting 2 result from & known fact You
know that you have bad an inch of rain over the last few
Inch of rain s the cause; S rixey aquiter is the effect. The
other way 10 structune an argument & by foaseeing from 4
Known effect 10 the cause. Natsonal Trarsponation Sefety
Boand accidens investigatory rron from effect 0 Cause
when they mecosstnuct airplane wrnkage % find cloes
B o of an air disaster.

Recap

ndutive Dedacave. and Lasssd Ressasing

i
1

|
li

y
i
!

(€ LT et
aae ¥
o

Trvieg % establish a cawsal fmk where none exists is
coe type of logical fallacy Undortanately, not sl people
wha try 5o persusde vou will use sound evidence and roa-
woning. Some will try 10 develop asguments in ways that
are wrwlevant or sappropnate. o be a bester informed lis-
tmat, 35 well 35 2 moee ethical persuasive speaker, you
should be awarne of the comaon logical tallackes described
in Table 133,

Table 13.1: Reasonng Falacies
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USE EMOTION ERFECTIVELY AND ETHICALLY TO PER-
SUADE Prople often make decisions based sot on logic,
but o emotson. ' Advertisers know this. Think of the soft-
deink commurcials you see on television. There is litse
rational reascon that people should spund any part of their
feod budget on soft drnks; Shey are “empty calockes.” So
soft-drink Sdvertsens turn insead 30 emoticeal agpaals.
strivang 1o conwent e procuct with foedings of pleasure

One way t0 make an emoticaal appeal is with
nemotion-arvusing vertal memages. Wonds with positive
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11 SOLUTION. We should slightly increase propesty
taxes 0 rame money %o finance improvements in
o schoak.

A We could Bire additional seachers o help im-
Prove et e

B. We could incrase compernation for oo best
teachers.

C. We could hire & volumeer cocedinator 1o In-
Crease panent volunsesrs in our school.

Iz the cnocand ol (panizsiion pattern, a speaker
~ can cither identify a situation and then discuss the nesult-
ing effects (cause-effect) or present o stuation and then
~ esplore its causes (effect-case)

Regandhoss of which varation yos chouse, you showkd
once again apply the principle of being aware of your
| comumunication with yoursl! and others. Specifically, you
 must analyze the problem and determine the cntical

causal ek and then convince yowr listeners that the link
*is valid. An effect may have more than ome cause. For
 example, sales at your company are 10% behind sales fig-
~ures #t this time last year As sales manager, you are
 respoaaible for analyzing the sowes and presenting your
_ analysts to the company CEO. Here's a way you coukd
R

L. CAUSE: The dosgn of our peoduct line is out of
dane

A. We have not hired any new engineers in the
poat five yean.
B. Our cogineers are using outdated computer

!
f
! equipment
C. Our engineces are relying on ouldated soft-
f ware 10 design our product.
1. FFFECT Our sales ase down.
’ A. Our customers find our competitor's product
more up-to-date.
B. Owur cusomens are replacing the peoducss they
| bave purchased from us with products from
our competise
! C. Our customen have indicated that they do not
’ irend 8 purchase o product in the future
:

} When wsing 4 cause-and-effect ceganizational strabegy.
i's 0ot coough just 10 assert your causes and probable
effects. You neod to provide evidence % provide the link
between Se causes and effects.

; A varation 0n Chuse and ¢BeCt s ONGANIZINE & peesen-
 taticn from effect 1o conse. For example:

| L EFFECT Holiday sales are sluggish. People som't

buying as many gifts as Sy did i previous years.
’ IL CAUSE The recession has decriased customen’
. purchising power.

A third way 10 organize your efiorts to persuade an
audmence o cspecially ssetul when you are facng an wmre-
coprtive sl 0w that dows not agne with o point
of virw oe your spevific propossion. Keuiation is an ongan-
atomal strategy by which you idestify cbyections o vous
proposition and then retute those obyections with argu-
ments and evidence. [t is better t present both sides of an
o father than gst vour own posttion if your saudience »
shapeical of your position.

1t is ot effective 10 Organize a persuasive speech
by sefutation when you know what your listencrs’ chief
objections 1o yous proposition are. In fact, if you do mot

such objections, fthe audience will proba-
bly thimk abowt them during your speech anyway
Credible lacts and statistcs will gemerally be more
effective than emotonal asguments in supporting your
puints of rehatation.

Seppose you represent a large hotel chasn that
waats 1o busld 4 sew luvury hotel in a southwestern
city The hotel chain has purchased most of the progerty
1 needs 10 $82rt construction, except for cne prime piece
of propesty owned by two sisters who have 2 tamale
stand om their property. You have approached the sis-
ters, but they don't want 8o sell They have agreed 1o
meet with you to hear your final offer, 50 you'll newd to
be especially effective in refuting their concerns. You
understand that the price you'se olfering & not the rea-
son they are balking at selling Rather, they promised
their mother, who passed away last vear. that they
would always maintain the family business at the same
location where their mother started the busisune. Here's
an cutline for 3 presentation %o the two sisters bused on
e refutation orgasizational sieategy

L We would like 10 build a hotel on this property, and
we willl honoe your mother by naming our exchusive
rooftop nestaurant after ber.

IL In addition 1o purchasing your property, we would
like 8o purchase vour mother's recipe for samales
and leature them i out tew et

TIL We woubd like o hire both of you as consultanes to
the hotel 30 work in e restaurant and be in chargs
of quality controd of all food served in the hotel.

The presestation to the msters consists of magor
poinss offered to directly refute their obgections. When
YOU use 4 refutation strategy. you address the specific
concerns and offer solutions 50 fhe olyections you know
wou will encounter

Like sefutation. the fourth ceganizational strategy is
Wikgew 30 pursaasive speabing. The wocmaied seguencr,
devised by Alan Morsoe, i 8 fivestep ongamizational strat:
gy for a persuasive presentation.'” This smple yet effec-
tive strategy integrates the preblem-and solution
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what yom sugpest 8o svoid furder probbems. In either
Case, you s word pictures—lively descriptions that
appest 1 listenens” sefaes (sight, taste, snell, soned,
and touch). Or you mught combine both approaches.
The problem will be solved Uf your solution is adopted,
but things will get incrvasingly worse @ i is sot.
Herw s how Kotcher helped hes |isteners visakae how
e world & changing and how some previous college
graduates have capitalized on besng globally aware
and active
Juntin Lane, for instance. 3 1998 wraduate, & the
New Work bonsws chief b Sw Ewsopesn Prosphon
Aoy, He wom the Pulitzer in 2000 Sor Dreaking news
photagraphy foe his frevlance concnbunons w the Tiv
News Yook Timey’ coveragu of the Sepasrber Ll atacka A
[ yeut bt he traveind 10 i3q % docsment culteral kot
g, the Crisls facing gl woemen, and the uncovering
of mass graves. His photographn froe krag garserwd
pwu gallery shows 0 New York and appesrenos
DUATETOUS NEWSPIPOTS, Magadire, aid Dovks.
Then thene's Ovis Mee. also cass of 199,
He made a0 awasd-winning documentery thet he
opened wp the lislelnown wordd of Mongotian
! mowmuace o the nest of the world. And Tyler Hicks, dlase
of 192, remed by Asmrice Pl magazine 3 one
of the twendy-fire most tmmportant photographens,
langr part bevause of bs compeling images froe war
e prlaces like Kosowo, irag, and Afghanistan ™
S Actiow. The acton step s yous speach s comchindon, You re-
mind your andience of the problem (outined in the swed
© saepl give them fhe soutaon (the satadaction s, remisd
them of the great tings that will happen i they follos
your advice (posstive visuakuzason) o the bad Sings that
will happen if they don't (negative visaalizaton . Feadly.
you il them what they need o do rext (the acton swpl
] To finich b persentation, Reymend Kokcher snade
s spexiic RCOMMEndation t his kstimen: “
So, this emall 10 you is just sbost Gnised. Yot |
an'’t ckme withoul giving you wme peronal ad-
vice—about what | have gheased in my caeer and
life since those imponsinly oold morrenggs walking o
class at 640 Comm Ave. Hiew gows

o Engage your curiostty: e indefatigable i ferme-
ng cut the arsewrs 2 quessons that will isform
2 workd aaaist & CBanL, unCover an injusticn, right
awrong. !

o Never funget your insegry and cvdiinity. Daveiep
wour woikce. You'Te 3 skifed communicatoe Always
Srive k1 impanve and dmviop yur cmmurscton
sclls and apply them abop 4 dep wdentanding
for all that has prececd yow. Comibine that with
your permrad opernce and whal e ipertan
1 you And be willing 0 stem and 8 be taught,
because bamimg NEVEX ercs

o buonter your creaaviny. Oh, how the woekd, expe-
Colly the busrase world, socks ceatve and mno-
vamve Shankeers who s COBUNGCNE thesr imagg-

natwe buss. ™
Donald C Bryant defines rhetork as “the of
adjusting idcas 10 people and people 10 ideas. "™ You can

adapt the motivated sequence 10 the needs of Your topic
and your andience. For exampie. If you ase speaking to o
know lodgeable, receptive sudience, you do st nead 1o
spend a groat deal of time on S seed step. The audience
already krows that the sced is senous. They may, how-
ever. feel helphoss %0 do anything abowt it Theretoce, you
woudd want 1o emphascoe the satisfacton and ason steps

However. tf you are spwahing 10 & seutrsl or apathetic
audience. you will need 10 spend time getting Shewr atten-
ton and proving that 3 problem exiats, that it s sigreficare.
and Bt = affects them personally. You will emphasiec the
attention, nwed, and visualization steps. And if you are
spraking L0 a hosale sudieror, you showld spend Consides
able time on the soed step. Convinee your audience that
the problem \s significant and that they should e con-
comed abost it
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9. NEGOTIATE FOR YOUR FIRST JOB. Find a b that
seemis 10 be a good Ft with your shills, then megotiss
yonr Salary and comumission.

0. SET YOUR FIRST-YFAR SALES COALS. In consul-
it with your cmployer determine your firntyear

sl stumate
——

13.2.4: Developing Your Sales
Message

We've discussed the importance of MOGYation In persua-
won Selling it persuasion. and motivatisg customers i
esscomal In selling. Communicason consultant Granville
Toogood suggests that when making a sabes pitch, you
motivale customens by connectsmg with their neads. As
Toogeod puts 16

o You've not selling soup. You re selling sex

o Yo re not selling perfume. You'se seling love.

o You'me not selling cars. You're selling excitement.
o You're not selling jpans. You're selling adventune.

You abo rewd o organize your message Most sales
presentasons ane arganired wsing the problem-and—olution
pattern. The five-step motivated sequence (which, as we
noted. I8 8 form of the problem-and sobmon apprach) 4
good furmuls for stractoring salkes presentations by casch-
ing athention, establishing need, satistying B noed by ofler-
ing & solution, visualizing the benefits of the solution or
Aescribing how the need will not be med i the solusion s not
adopied, and then sdemsfying a specific action 1o take. The
sugREsliofs W7 TRANITING & sales prreniation we describe
 bekrw ane based on the motivatd sequesce.
 WOOK YOUR LISTENFR  As we've noted, presemters
need 10 get Enteners” attention. A good salespenson does
more tham merely et & customes s Aention; 3 Rood sakes-
 persam is able 10 “hook” the customce, 10 §ain and keep the
prrsce s foces. bn most (ades, you have o grab vour lissen-
ony quickly. To book them. ask them an opening queston
that = based on what you suspect they may seed (“Are
¥Ou inbosestec i 4 car that costs Jess yet locks expensive ™)
iam-hhqmwmhux
that will protect your family if you heve an accidest?”).

IDENTIFY THE CUSTOMER'S KEY ISSUE  After hookang.
the customer, vou rwed 10 addsess what he ot she needs or
warts. Knowing your customer s interests, seeds, desines.
foars, 2nd hopes is cssential for makenyg a sele How do you
find out what your castomer likes and seeds? Ash. Afser
you ask, you have one more tish: Listen An efective sk
message doesn't begin with the salesperson immediasely
~extolling the virtses of the product. Fiest, ask questions
that gualify your customer. To gualify a castomer Is to
idemify whether the customer can atfand the peoduct o

+

sarvice you are selling and w leam how % best approach
he Does the ¢
would he ce she be motivatd by appealing 10 concems sor
their salety? Is the customer most nterested in a low price”
Knowing whal Castomen want can help you adapt and
Customize your messages 10 them, fast as any good pre
senter adapts 3 mossange o his ce et audience

1It's abwo impoetant 10 have a positive relatonship with
yonus customers. o Girand, the nusber-one car sabesman in
the United States for 11 years in  row, would send mone
thas 13000 casds %0 his cusomerns. Hie'd wish o every-
thing from happy birthday o happy Cesege Washingion's
Dy The musaage on the front of each cand was simgie.
saind, “1 ke you.” He sold twice as many cars & whosver
camw in second place. Cusicences idertified -ﬁh(t-‘
liked him And they came back 10 buy more cars from him.

¥ B customer dows not explicitly tell you what he or
she wants, yom may meed 10 ks SPOCESc questions, sech as
the follow ing, 10 dentdy the customer s needs oF ssues:

o What 0 you ke best about what you are currently
uaing?

+ What would an ideal product look like?

o What 80 you like least sbout what you ase currently
wing'

o What is missing froes what you'se currently using”

o How many of these do you use each week?

o What ase the key things vou v keoking ke ine sew .7

* 1 you bowght cur product, when would you need it
delivered?

o What could we do to gt your business?

If yow already suspect what the customur s nends are.
then you can directly identify how what you are selling
meets the needs. solves a problem, or addrmsn an e
that concerms the customer. Your knowledge of what your
competitor has 1o offer and what the customer needs and
your ability 1o beiefly and quickly get o the heart of what
the customer wants will increase your chanom of saking
e sake

MAKE THE RECOMMENDATION  After vou have ana-
Tyaed, o qualiiod. $he customer, you'll want tw note how
your product of service addoesses the issucs you've identi-
fied. Althcragh you doa't need t ask for the sabe quite vet.
you need 10 describe what you'ne selling and lnk yous pood-
et (e service 10 e cestomer© s needt. Bspecially ¥ vou's
welling several models or versions of the same prodact (such
25 4 cAL & compuler of am trmarance benedit package). you
need fo diredt the Cusomer o 4 speciic secoemendation

overview of what the product does. i approprite, let the
customer iry the prodect. Most grocery saoces know that
ane way 10 sell choese Is 0 give away free samples Letting

have a family? M so.
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stuations, e customer ks not likely %o simply say yes or
“I'll take it” aller you've hooked fhe person, identified the
twaser, made the tecommendation, strossed fhe benefits, and
provided a chosing, Customen will likely have questions,
comurms, and objections % the claimas you've made. How
you respond i those will often determine whether you get
the sale or not. Consadier the following swggestions.

Sowve customers may it excplicidhy stale what is bodher-
ing them. Fue example, they may not sy “1dont have enough
money o buy what you're seling “ So, you need o lisien
betwwen the bres if the customer sarys somethng i “1'es not
sure F'm prepared 1 buy this prodict now ™ or “Buying fhs
poodict dowsn't 2 i my plans right now. " ¥ price apgwars
w0 be the urspoken cbjaction, you may feed 10 saggmt 8 pay-
wnt plan spread over a perod of time. Jrect the Customers &
a ke expensive opson, or seconfigune the produdt so it costs
Joe. The more you can semove hidden agendas, the mare
Mrhy yo are to be abie 10 address the speoific concem.

How do you determine a customes s neal cbpcsors? You
Listen, observe. ask good questions, and listen some mone.
Open-ended quostions such as “What questions do you have
about this prodact™ or “Is there something that | could do
tnday that would Relp you maks & comeitment™ G often
Wymhdac“'-mmlmc-
then sucaalully addaess that cbjecson, you ve goe the sake.

If & customer says no. or “TH need 1o hink sboul fhis”
or “1I'm not sase I'm seady 40 decade todey,” avold peessur-
qhw.mwbhphmmw
don't sncourigge such Mgh-pressure tactics as “This s 2 one-
time offer, only good in e next howr™ or “You mst decide
texdary " IU's also unethical o claim that the prodict o the lest
coe left whan there ave more i the Back Toom. Iratead, gt
continue 1 do your best 00 leten and sw if you e identity
what it s that is kewpisg the customes from saying ye». By

ashing lollorw-up questions. exploring obpctions, listening

for clues, and cbserving nonvertul hehuvice, you may st

be able 4o successfully nagpond 10 a swjection. Although

e people actaally do need more time to think, you're
s ety to et the sale If the customes lewves your kation
or if you are 00 loager in contact with the pessen.

Leaders Communicating
@ Work

Ethics Is Everything

AS0OFTING 10 Hartere J KeUmSen TV eBcUEve o] e of
e Caver Group L33 an rwesirert i, oTiGe B sen ey
wrer 1 00MES 10 eadwahp. She Sumcries Iy wew Tt -
15 m A0 shTert N GV COMITUNGHion scton, sececaly 0
e Srarce WO,
STk Yo y0u B atwd Begs when B8 T Wt cow
el Cobvert e vOu T ks ey Gy Sk of
e et heave o SOreert Wee Sk oty W 000G
o G Y0 DOV ey G fO% T S0 P, (9 GO0 T
v 10 00 e St DN T O0MNINg an yau & 20 T A
veg ™
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A customes may ask vou soesething abuut what you're
sedling that you don 't know. Iy dewt ke the msaer loa
awrstare, iy w0 and fond the nevr quickly. Promise 0 2et
Dok 1o the castomer with the answer by & specific time oe
date. The sure % hawp your promise.

Ove nanim that has served sabespreople well s “Under-
promise end ovesdeliver ” Dot promise more than you
Know your PEOduct or service can afer, and work 10 pro-
vide even more than the castomer expects. Although cus-

One of the tiggest sales mistakes rew salespeople
make o talking 100 mech after Sy have sude 2 sale. Once
the customer has made the decision 10 buy a product or
swrvace, don 't keep dencribing addisonal benetins.

13.3: Making Special

Presentations

129 Dencribe commwmication strategics for making
special speaking presentatsons.

Besedes svformeg and persuading ohens, yow may be calid
e 1o mtnoduoe another spsthar, posent an awand, eoeve o
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and who may themaelves a

meres In what has become one of the mos2 omen guoted
scceprance speeches cver made, Wilkam Fauliner ded)

cated hos 1950 Nobsel Peace 'rize for Literatune ko

1 hetng g 1F yous ey

u stataraw will g

Its et wpoemmon in 4 Dasiness of professiona’ sething 1o
have an opportunity to propose ¢ foast It could be at a
busimess lunch or dineee, or al the Degnning or ending
Customner A

o dedicated w0 0

o Jeenl o

A O] of wvial mewtog

lute %3 the occason O

fost & Drbel &

Presentations

131 Describe some of the strategies to enbance the
effectivencss of 3 perveasive aessage

Preciples of inborm whers, whether in a pewsenlabon

hrief. o report inchade hese ideas

Sears. Pace the tow of the informaton. Nelaty

L strmygie &

new Information > wited Ssleners Alrmady know

partxulas person, v lly accompasied by a round of

seddbately dndlowed by the rassing or clinkimg

Arircks and i

wos or goblets. The purposc of & ot s &

enhance relatsonships, celebrate an omplishment, or

remcmber 2 past overt The h

Cuvioem o sakd Ve takon s

name from e obd custom of Sossing a bt of brwe

crononm 1ot & beverage lor fla Drinbargg e

twast” was somewhat like erporying & dunked

The modern toast s uscally quile sdort, only 2 few

serthenCed A1 EA0et SOme Sounts im Orpoedile 2 JuaTIoN Yyou

MM remember that sewas approprasic 10 the cocasion a

fur cxample, one gven at o business dinner by a client

| propose & Soast. We are 2 long way from home this even
sit. But a5 we hanve worked together i cur mecting

today, you and your slall Dave made us foed very we
e 1t was Robert Trowt who said, “Home 5 2 place

where wher you 20 there they dave o ak

Tharh vire colleagues. fire talhmg oo in this evenung and
™m ™ al dome
| ioma an mpeverpte toasl, Wt your

Bate what you sas Sincenty

sudienoe and the oocasior

& Moee important than wit. Ata dinfer one of VOur Mo

attendod in Moscow a Sow years ago, a8 the guests wer

ashod to stand M some point during the mwal and offer &

custom ook all of ws by sur

toast. Alhough Sis R

prse, one of our friends v e & hoartielt and well-recerved

1005t That went soenething the
We have spwnl the past work crming both the natura
beauty and the many ma n of your courtry. We haw
isited e evgamsile palaces of the Cearns & shoun
anazemet? before aome of e worid s preat art eavares

But we have also discovercd that the mosd imgorant

resource of Rus warmith of her people. Here's o

Ny Rusuiar homts were munt apprey iatve The rest of

us were impoessed Owr Frieed s 300s! was a resounding

sucoess docause she spobe unceeely about her andience

AT ’;‘l L CAason
o A A . .
- | vian 4 A

leaming stratsgies Rebite 10 baterers’ mfcrests Build In

rodundancy Kesndoroe sdeas verbaly and non verbalh

oo A e rune slage of the nond~endened tracsung

MNR Processes in analyang the cegani

zamonal and wanee necd
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