|

o Move meanmgfully. Use appropriste gestunm, maove-
ment, and posture to nesdoroe by ideas in vour pees-
enfaion

o Lapress emotions: Your facial expeessions and yous
vouce are the key ways of exprossing your emotion %
your bateners.

* Look good: If you'ro not sure about the dress code, ask
others who know the sudiencs expectatices about
what you should wear

* Speak clearly: Use appropeiate volume, inflaction, and

* Speak up: Use a microphone appropriately when
nevded

12.% Describe tips a2 speaker should consider whes
addressing the media

Conside g down gew Dress for TV success

Maonstor vour fackal expressions. Be brief. Choose words

with care and style. Be famdiar with the secheology.

124 Recognize tips %o make an cffective question-and-
answer session after the actual presentation
Consider these suggestions: Bic well preparnd. Repeat or
rephease the queston Ask voursell the first question ey
oo trwssage Listen carctully and nonudgmentally New-

tralize hostile questions
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125 Imterpret the power of visual and auditory aids as

supplements 10 the speech presentation.
Presemaation sids inchade obpects, models, people, draw-
ingh, phosographs, maps, charts, graphs, video images,
and audio.

In professional settings. the most abiquitous method
of dnplaying unages (2 well @ sound] b through fhe we
of competer-generated images made with PowerPoine.
Prezi or Keyrote softwase.

w

Aoy cPOOSING B IDONCH O, Oty 4 Qe DIDOM a0
SOWCD 8 WIS DUDOE. What Wind Of SLODOTING Maloruls
WO Sty TVO0R MO 0096 N0 DUITIORNS. ana why
e
A sisisus soebex of charsctars is reguizred
10 oSt and eacn polsta. Aftar poatisg, yous
oan be v

>




) - wmu—-&p-uum

et one. hung has 4 pillow in her New York office that
ds, "W you are not the lead dog, the view never changes.”
Andrea Jusg ot only knows how 10 sl comseticn. S
50 knows how 10 sell ideas that change the cultuee of &
- w-mwmnnm

yw#uc“wmb*h

Leading Questions

1. Andrea Jurg % & good saksperson. She first had
well ber mew colfieagues on the idea $hat Avon needed
2 makevver before company salepersors could sl
move Avom prisdects. What are e dharacteristics of 2

| gwod selespenon

12 Women have made doamatc oains o serving as awpo-
rate CHOs and in other top keaderiip noes, yet they
cortaue 0 o chalicnges. What lactoes contribete 1o
thewe challengen?

3 What nends 10 change for mone seomen k) serve in 20p

lendezsbip roles?

4 persuading there are special occasons when you will
e called on 10 say a fow remarks. These special occasions
cam be indormatine, such as when vos mtroduce somoone

pre he 0f she speaks: more oftom they will be cmmemo-

Throughout the discussion of mdorma.

ind the five communication principles for leadership.

Think of the best scacher you ever had. He or she was
probably a great kectuner with a special Ralent for making
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information chear, mberesting, and memoeable. As a leader,
yom mo dowbe will be called on in your peadewsicnal life to
present infoemation fo others. To Mnw is to share indor-
mation with others 10 enhance their knowladge or under-
wunding of the information, concepts, of ideas presented.
When you inform someone, yos assume the role of &
teacher by defining, ilhotrating. clarifying. or elaborating
on 2 sopec. In & professional context, briefs, reports, lec-
ares, a0d training peescatations are typical formats for
informing others

Skilled leaders arc also espected o be skilled oduca:
tors. However, speaking 10 inform others can be a
challenging tasic The Information you communicate to
somecne ehw is rarely, ¥ ever, undensiood exactly m you
inbend it Simply presenting information does not mean
that communication has occurmed Communicasen hap-
pers when histeners make sense of the information they
recoive. What do effective leaders ‘educasces do to com-
municate information 1o others” They smplify so lnsenen
wnderstand the message, poce the information 10 aveid
infocmation overlond, dircctly address the nends and peob-
Setros of their listeners, and reinforce their messages non.
verbally or vissally

Leaders Communicating
@ Work

Sometimes You Need to Inform
and Sometimes You Need to
Persuade
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__ 13.1.2: Presenting Reports
‘ vt i a summary of what has been accomplished in
past or an update 06 & peoject. In contrast 10 & briefeg,
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utility companses, government agencies, universities, reli-
e ceganizations, of charitable matrtutions. as well as
those employed by commercial enterprises, are often
callod on 10 speak 10 an asdwence about whal their ongans-
zation does ar about & special peogrct the Lnganzation has
taken on Although the purpose of many peblic relations
(M) speeches is 30 present indarmation, there & oftem 4

thum.mn
 incraise sabes In the st quarter or to peosent the

* ADAFT TO YOUR AUDIENCE, When you ane pre-
senting your report, keep in mind that your audience
i Shere 10 hear you addnos & particulae need o prob-
lem. Begin by briefly acknowledging that situation.

* PRESINT CONCLUSIONS, THIN EXFLAIN HOW

) YOU REACHED THEM. If you are reporting on a
particular project o study, first discuss what your
research group decided to 40 10 explose the problem.
Then explain how you gathered the information.

* END A REPORT WITH SOLUTIONS OR IDENTIFY
WHAT HAPFENS NEXT. Most listences want 0o know
what the bottom line s The mont important part of

; Some repOts S & SUMIRATY of new courss of action or

changes in peesent policy. When your report proposes

chamges, 168 your audience what's s it for them—

| what besedits will accrue %o them dimctly as a ressilt of

the new proposal. Owe business comsultant saggests
this report tacheigque:

Tume your audence ko radio station WILFM - What's

In = For Ve Tell your lsteners where the benefitg an for

e, and they Il lnte % everythimg you have sy

In adidition 10 Bsteming & a report, audience members

uswally expect 0 receive & hard copy of email version of

the report. o at least & summasy of the sepoet’s key

- conclusices.

'13.1.3: Presenting Public Relations
7 Presentations

0 & prdlic refetams prsestation, the speaket & speciically

providing mormaton 10 promote & positive public image

for the porsan or organization e speaber is repeesenting.

People who work for profrmscnal asociations, hospitals.

'

odge 0 public relanons mesages. Soo. The

w—yhmb“ham”ﬂ

impression of the organization, or, because a particular
program or situation has ralsed some questions or
comerma, to convinge listeners of the positive features of
the organization.

Here are some suggestions for developing IR

Pressniabons

* NOTE HOW THE COMPANY, ORGANIZATION, OR
POLICY HAS SIGNIFICANT BENEFITS FOR THE
LISTENER. Oftem o I'R spwoch describes the vistues of
the policy of program e speaker s promoting,

* IF A SPECIFIC PROBLEM OR ISSUE HAS
PROMPTED THE SPEECH, IDENTIFY AND
ACKNOWLEDGE THE CONCERNS. Then go on to
explain bow the company Of (rganization can mect
the need, solve the problem, or why there neally is
no problem.

o ANTICIPATE CRITICISM AND OBJECTIONS.
Especially if the primary purpose of your speech is 10
chasge opinions or address 2 controvensial issue, be
sure o acknowledge the listeners’ points of view.
Then. counter potential problems or objections with
your explanation of how the company or arganization
has casefully worked through potential pitfalls and
drawbacks. Demonstrate that what may look like 2
problem actually can casdy be addeessed.

13.1.4: Presenting Training Sessions

Business and professional onganizations invest billioes of
Aollars ach year in trainieg their employees ” Tramivy o 3
special type of infurmative speaking through which the
trainer socks %0 develop specific shills in listeness o help
M”aﬂﬂ.u-ﬂwm
cepanizabons have exiensive traming departments whose
function s 1o onent new employees to the onganization
and seach specific job skills, including communication
shalls. The goal of a training session is for listeners not only
10 be able 10 recall indormaton but 2l %0 perform specixc
tanks. Companed w traditional clseccm education, tram-
ing focuses moee on hehavioral bearranyg, wheroas educs-
tion emphasies S cognitive domain. Broadly spesking,
training wmphasizes doing. and educalon emphasiacs
knowing, Since the goal of training is 3o implement beay
hor change. trasung peescniatans abso seek 40 persuade or



good tramning. S0 you'll noed %o develop effoctive mcthods
ol prememizzg mhormalion 10 yomsT tramees. You may deckde
that, rather shan pevsenting a becture, it would be better %o
have traswes PArDCipate i robe-playing situatons. discuss
2 case study, or hramslorm sob, 08 prob that yoa
pose A typical traming sessice may involve a six of meth
ods, inchading the followag:

ENCOURAGE

B ot

A traimer’s job ia 30 tacibta sutur s o echuwe Dersorsianng »
Al ard thon hav Eng radnees PRactior Perieming f i svah e
sectty - thar murely S riteng the sbdl

SELECT TRAINING RESOURCES  Perhaps you've dis
convered an esceliont viden that masterfally illustrates the
shill you want to teach in the training sewion. Or, maybe
you' ve debded W e 2 small-group method end you ware
trainees 10 sespond 10 discussion guestions. Whether it's &
video. a list of discussion questions, Poweel'vint peesenta
tion slides, or some other type of sesonace, you'll newd to
decide what materiale you'll need to prepase for e traim-
Ing presenlabon

COMPLETE TRAINING PLANS  Alter vou've developed
your obwxtoves and settled on the content of e traineg,
the methods vors will use S0 present your message. and the
resounces you neod, It s important to develop 4 compre
hensive written plan Bat descrives how vou will present
your session 8 traming plan (sometioes calbed 3 iesian s
in educamonal settings). Thees acv many dferent Soemats
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Some training plans ame simply detacded cuthmes of the
traineg content and methods. Other plans offer 3 complete
narrative transcrigt of the training besson. Most training
plams inchade 3 description of the abjectives, =wthods.
training content and ¢ ing - ded, along with
an cstimate of how much time each part of the training
will bake

DELIVER TRAINING  After developing & well-crafted
plan, vou are sow ready 10 bring the tratnang prosents
tion 10 bde. You deliver your tadning not only by pressss-
ing lectures, videos, and activities but also by asking
good questions 10 facilitate dass discussion. An effective
training presentation should be much more imteractive
than a speech, althomgh the dements of elective speech
delivery (such as eve contact, good posture, cfective ges-
tures, and varied vocal inflection) are essential when
tratning cethers

ASSESS THF TRAINING PROCESS  When the training
seasion is over, a tramer’s job is not complete. Fifective
traimers cvaluate how their training was recenved (Dind
trainees like it7) and cven more important, whethor train-
evs learned what they needed 10 The ultimane test of &
aining session s wihcther Sramens Can use (he nevw siills
on the b [ad the traimeg make a difference”

Each piece of the seeds-contered model of raining
reflocts an essential demers of what a trainer dows. Train-
ers first and foeemont focus on the noeds of leamers and
then carctully develop a training program that meets those
nevds. Traineg others well imvolves mone than ust lalking
to them. Elfective training devwlops a specific skall by bay
ing trasmoes practice and reccive feodback to master the
shils being taught

#Technology and
Communication @ Work

Communicating via the Web
Comamponiry Weinology & mukng § e 1D dhaee M
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sgred | e read by someors. Wb, 2.0 8 0 a0
write” lectnoegy. = EISRON 30 STy NoNTOTON, Te
mecever Of TV MOASAge O™ 0y "eDONd Dy writing
DOk %0 e T oo, § o9 @ SRamOR

e



Shilled porsissive spwabers know that creeting disso-
Tance and then offenng thes Iasemers & way %0 nestooe bal-
ance o an effective perseash ¢ strategy

Communication Ethics @
Work

Is Manufacturing Dissonance
Ethical?

Acwertaers o TV, e rieret, 870 BRboprty hecutrly Lbe
Mo Ornophe Of COgMtve Sascrenee 10 eNToe yOou O Duy
Sor roams. TRay Ty 10 Moks you fesl rfence. ungkerTer
Ul O NSCDVir oy G0N T LS8 ThEY DROCACE. s § afuce 5o
‘randactay’ DroDETS OF SBI0reNce X0 O yOu 12 Duy
0omething o G0 somening? S £ A0OOONEtR BT KNG
ot MAS 198 NI wil cme 1 hem Dy Fyeg K0 o
Yoo thom Py Nive DODEMs ol whch They =ay not
e s’

Fessarch 450 duoumesls 1Ta! Todr AC0NN T are offectve
momestng peogle 15 ke BCt0on. Bt ik it ethical % Create
fodr and panc Dy MouRng interer s ernoliong Dy Tesen-
v e

» The responss satesed hess will sppear in
the parforsands Sastboard aad can be

PEOPLE RESPOND TO MEET NEFDS  Besides creating
CORNItive disscnam e, effective peruaden attommpe o ador
tify your sesds and then convinoe vou that Shey G mest
these needs. 1oe cvample, executives of & manufactunng
company May obseTve people maving cut of your town in
search ol jobs elsewhere The manulactunng company ‘s
evncutives can sev the town's need 107 jobs and can craft a
message explaining 1o the town coundil how the company
will meet the needd by espanding its factory and persaad
ing the councd members 10 offer tax Incentives for the fac
tory espansion. As a speaker. the better you wnderstand
what vour lateners nood, the better you can adapt % them
and the groater the chances that you can persuade hem o
chasge an siitude, belief, ar value or get them 0 ke
e acton.

Abraham Maslow developed the classic theary shat
outlings basic human needs.' If you've 1aken a psychol
ogy (vurse. vou have undosbtedly encountered this
Boory, which has smportant applcabons b pertadson.
Mashow saggests that all human bedunior is motivated by
a hacvaehy of mende

Irdoerang, Fermadeg NG Making Specis Presetetons "

Although reseasch does mot completely seppoet the
notion that humans have 2 fived hiesarchy of moeds (as
Maskow voginally thought), the theory Goes serve as 4 use-
Ful way of classiying bask human sweds. Fagure 132 dlus-
srates Maskow s five levels of noeds, with the most basic at
e bottos.

mun“xs:z: Masiow's Herarchy of Needs

One practical application is to do everything in your
power tw ensure that your audience’s physiological needs
ave et For example, if your lisseness are sweating and fan
ning hemasives, they aov unkibcly to be very mtersiad in
listemingg b your sales preseraation. If you can turn on s
conditioning of fans, you will have a greater chance of suc-
coméully making 2 sale. Another way In which you can
apply the need hierarchy is to appeal %0 an sudience’s
higher-order moads. The US. Anmy once used $he recruiting
sogan “Be all that you can be” 1o tap into the need for sell-
actualizataon, or achievemess of one's highost potensal

PEOPLE RESFOND 1O FEAR MESSAGES  Fear works. O
of the oldest wavs W conmvinoe pouple o dange Belr sinds
of their behavior & by scaring them o complance The
appeal o fear often Whes the Soem of an #-hen stement: ¥
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That's why salesperces and polacians oftn bk omed suppocted with evidence The goed is o provide Jogical
f comsists of both evidence

islity ¥ vora do what they say. they will Cariy Denetil prood lor your anguments. H
(0o helr sabes comuTumicrs of political inthaence and the conclussons you draw (e it st 1 the Tl

o Dynamis, or endeps s the thind sement of coedidility  tratiorm, definitons. satistics and opimions that am your
Dynamism |s often procted theough debvery Apply

supprung material Rassoninyg s the provess ol deawing

ng S comaunication principle of effectively wsing condlusions from vour evidence. There are three mapr

and understanding nonverhal memeages. a speaker who wavs o draw kogical condlusions: inductively, deductivedy,

stams €VC CONBACL has enthaniastic vocal nflecthion, and causlly
Reasondog that armves at a geswral conclusion trom

and moves aned gestures purposefully & likely 10 be

ot I8 2 form of dynamisen A pecific malanes OF exampies 1 kown a8 Il e ree

woen as dynamic. Chans

harsmatc spoaher possesses charm, talent, my vy, You reason inductively when you claim tha a conclu

s, and other qualises that make the peron attractive %00 is probably true becasse of specilic evidence For

and energeox. Former Caneral Electric CRO Jack Welch eample, if you weze giving a sales pitch tn convinoe your
he use
indetive Teasoning % mabe vour podnt. You have a a0e

Honda Ui that has 1430000 mrales on @ and has requitned

wellanown alk-show host Opeah Windrey. and ot customer that Hoondas are seliable cars, you

vatinal speaker Asehony Robbira are corsidenod o be
charsemabic speshers by mamy people

Little sepain other than routine sueenance. Your brother

has a Honds Accond and has dniven it twice as long & any
other car he has ever owned. Your [rlend just returmesd
from 2 3.000-mie road trip in her Honda Odyssey mine
van, which performed besutifully. Basexd 0n these specif

mphes. you ask your lstener 10 agroe with your gencral

conciuston: Hoodas are el w A

¢ by dvaiogy = a special type of inductive

someng. An anddogy demorstrates how ao untassslies idcs,
thong, of sbwation (& similar to something the sudience
already understands. Analogy s Nt oniy & type of sup-
portog material; it can also be used 10 rexson Inducthoely
For example, you might resson, “[ven though we're 2
sl business, we should stagt 3 retisement plan lor oer
company. M we don't, we could ke our fop employees
Our top competitor started & new $01{K) retireme

plan
foe her engioyers and she's had much lews employoe tum
over.” The key to poasomeng by ssalogy is to make sure that
the two things you are companng (your compasy and
your competitor s Company ) are smilar so that your angu-
ML 1S D SOUMS (W

Reasorung from a gvmrll satwmment e pram phe 0
wach a speciic conclusion s callied dadictny ratsonong
Deductive teasoning can be stractured as a splogien, 2
three-part angument (hal has 3 Major premise, 3 minor
primise, and a comchsion In atlempling o convinoe the
marketing departzend at a car dealership 10 advertiwe oo
Sebevimon, You might ofter B vy [ogiam

sapon reeasa All of the wop-sefling sstomobile deal-

W oMty advertse On evisxn

Pe cowd by o 3 sposher s a8 weldl nomn s

B blvay  hese Luncheng T f Soohadl” b Advin

aaNOR FREMIST Your automottle dealership s in this
NTrasws the (darcwe 1! varers woll v jeisaaled (v oaota el |

county
10 a2 buy saxwihing oF o hangr 2 betavior v

concLusion: Your actomeobiie dealersbip should sdver-

EFFECTIVELY AND FTHICALLY USE EVIDENCE AND e <o febevision

REASONING In addition 3o being considered 3 crndibie W vou use deductive masoning correctly, your concle-

speaker, you will gaim Influence vour audissce ¥ shom is certain, rather thae probeble 2 it 1 with inductive

vou can effectively use logically structurec arguments peasorang. To make sare vour conclusion s certain, vour



connotations (such as mother. flay. and freator) and thaw
with negative conmotalions (such as savery. e Holaonas!
and trrsovism) trigger emational respomses in kasteners.
Patriots: shogans, such as “Remesnber 9/117 and “Give me
liberty, or give me death,” are examples of phrases that
have successfully aroused emotions In their listeners
McDonald's “T's bowin’ it” and Nike's “Just do It” ase short
phrases shat appeal 10 positive feelings and the satistaction
ol accomghishment

C‘-uu\ AR use rerrerThal seeaage 10 offectvaly appedd WO
sialanor » ety

Another way %0 appeal %0 emotions is hough oon-
Crele dustratiors and descriptions. Alhough illustrations
and doscnptions are themocdy s types of evadenoe o sup-
porting matenal, their mpact is oftrn emotonal. Reseanch
pas found that telling an interssting story with an emo-
tional punch o a very uwseful perswasive stralegy.™ When
Irying 90 convince her listeners %0 purchase high-quality
Chd safety seats, 3 speaker waxd this example % evoke an
emomonal response In support of her goal

Michelic Muahirnon caretully placed her (heee-year-oid
dasaghaer indo her chilt safety weat She was certmn that
Dana wie socune. Within seinuses Michedle was mvolved
i 2 memor sccident and the seat belt that was never
desigrend 80 hold & child safety seat allowed the wat o
wnge forwasd. crushing the thove yoar«id’s shigdl on e
Gash. 1 hana died Seee days biter ™

Effective wse of noeverbal messages Can also appeal o
an audience's emotions. Serding poople, uptwat muse. and
Rood timcs ane wssally part of the kormiuls tor sellmg soda
pop. As 2 speaker, you can use vissal s %0 evoke both
positive and negative smotions. A pholograph of 3 disty
ragged child akone in 2 big aty can evole Sadness and pon
A vadeo ¢l of a0 alrplame crash can anouse foear and hormoe
A pictune of a seniling baby makes most of us smile. W

When you use emotional appeals, you S0 have an bl
pation w0 be cthical and forthright Making false chsima,
misusing evidence of images. or relying exclusively oo
emoton without any evidenoe o maasoring woukd viokile
standasds of ethical public speaking
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ORGANIZE YOUR PERSUASIVE MESSAGE EFFEC
TIVELY Besides knowing how o motivale Bstenens, an
effective perssader knows how 10 structune a persudsive
mracsengr 107 Tanimum eftect. Most persisrsive spewches ax
amganized according o coe of fous strategues problem and
sobwtion, cause and eflect, refutation, and the motivated
sequence—a special varation of the problem-solution
formal at kerads deel! well 10 sales preseniasons

Prodles-and-sofutam orgdnizatiow is the most bass
organizational pattern for a4 perssasive speech The
pecblem-and-sclution stralegy works best when problem
can be cloarly documented and a soluticn or solutions
proposnd 10 deal wilh We problem. When describing the
problem, your goal I 10 create dissonance or 1o identily an
U newd

When vou use problem-and-solution organization,
apply the principle of appropristely adapiing messagrs
10 others. If you are speaking 10 an apathetic sodience or
one (hat s not even awasc that 4 probless exists, you can
emphasize the peibliem portion of the speach. Your fellow
members of the Chamber of Comanerce, for example, who
don't sev how a new shopyweg Mmall @ a nearby commu
mity will affect retad sales in your downlown asea, may
peed 10 e jolted from spathy: Yo can point out that the
presence of malls has resubted in drastically declining
setail sales in other communities. If your aadience
already aware of the problem, you can emphasize your
proposcd solution of sobuticons (perhags 1o try B0 stop the
mall froe being badlt or 10 aggressively promote your
community as (he best destination foe Mpm‘) In either
case, your challenge will be to provide ample evidence
that your pesception of the problem & accurate and rea.
sonable For example, you would need o find statistics
that docament how a mall can lower sales. You'll abso
need o convince Vour listemerns that the solution of solu-
toms you advocate are the most appeopnate cowes o solve
the problem. Again, evidence in the form of statistics or
cuamples is revded

Consider ancther cxample of using the problem-
solution structure. The president of a Chamber of Com-
mence s rying 10 convinge the local school board w0
address the public perception that the school district =
Inferior compased 10 poarby school distracts. The comenes
nity & not Miracting new businesses because of percep-
sons of academic mediocrity. The Chasber of Commernce
preidest analy 7es the problem and proposes 3 sobution

1. PROSLEM Students in publc schools in our com
Trvamety are 0Ot earmurg as well s adents in oty
rearby coaununtes

A, Our stadent tost scones ane SOWN

B. Our teachers ane poasd boss than teachers n
nearbry school Estricts

C. Pavents are not volunteering in our schools
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Is there one best way 0 Orgasiae 3 Perstasive speech?
The answer is no. The onganizational sirategy you select
must depend cn your audience, Yo munsage, and your
desited objective What s smpoctant & 10 remember that
your decision can have & major effect on your listeners’
Pospronse 10 YOUr ICssgc.

13.2.3: Presenting to Sell

When Dictrich Mateschitz was on a trip to Thailand as 2
marheting evecutive for Procter & Cambie, he tasted a driek
called Keating Dacng, winich is Thal for “ned water batilalo.”
He Dought it might have posaibilitaes as o beverage that
coukd be sold to poophe who newded & encrgy boost Al
cotsaderalie marketing ressarch and peoduct developmens,
Matrschitz Jebuted hs pooduct i 1967 s Fusope. It wld
well. and he launched # in fhe Unised States = 2000 Chancs
are vou've sampied his crewtion—Red Bl =

Enetrich Maseschitz figuend out how to sell 3 producct
even bwdorw peophe had expressed & need for the prduct.
Now that's good selling. What did Mascschits know that
conhd help you b & wop-aoich salesperson? We're about 1o
el vou

To sell s 10 persuade someone 1o buy of usc 3 product
or service. You expeticnce hundreds of sales messages
of dollars crafting Bose messages, il o get you 1o buy or
use what they are selling,
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Sales Trvolves more than simply sellsg producs. Yo
can aiso sell an idea, & propasal, or 3 pohcy rather thae &
tacgitie obpat Sales skills ane important adership shils.
We've noted that to lead is 1o influesce others through
communication, and oftes keaders need 1o sell idows and
medods. So, as we discuss the prinaples and strategies of
sabes, heep in mind that aders sell idews—whether intor-
mally and one om one, in groups and leans, O when speak-
w0 many people

Sincw selling is persadimg, the princpios of and skilks
for persuasion that we've already discussed are the key
strateghes that you will use when selling someone some-
thing To maximize your sakes potential we suggest that
vou first, analyze the sales sitvation, and second, plan
VOur PETRUINYT sakes MESSIGE Wing tme-tested stralegios
that, %0 paraphrase Denald C. Beyant, help vou adjost
prodacts and services to people and peogle 1o peoducts

and services.

S SRR el S AR TN W
Career Corner

Have You Considered a Career
in Sales?
People with efective commenscation skills make good
sabespersons. And salespersons make good money. Why?
Bocause regardliess of the techaological advances that
are made and the evolving mature of business, o gouod
wlexpenon is always in demand. Here's a Sen-slep guide
from SehkesHQ lof considering a camer in sales !

1. UNDERSTAND THE SALES UNIVERSE. Read books
abcrst mabes and Wik 10 people alveady working as sales-
persons 10 better undentand sl 4 4 casver.

2. FIND YOUR NICHE. Think about the kinds of prod-
ity or services you would be good at seling.

3. RESEARCH YOUR INDUSTRY. Co cnline and assess
specific products and businesses.

4. LEARN TO TALK THE TALK. Jobsbadow & sahes-
perscn %o kam speciic tips and sechnigques of the
vt 2 g

S GET THE EDUCATION YOU NEED. Taking  coune
n busires and prodessonal communication is exced-
lent educatonal preparation

& BUILD YOUR NETWORK. Galk to more than ome
persan; use and expand your network of frends, ook
leagues, teachers, and lamily members %o establish &
wahes petwork

7. RESEARCH YOUR PROSPECTIVE EMILOYER.
Agan, go enlise 10 investigate specific places wheoe
vou would like 0 work.

& POLISH YOUR RESUME. Muks sare your pesume
roghlighas yous shalls in communication and pervaasson.



your custoener use B product to wxperance the benefies
May be yowr meost impoetant salcs ool

Kewrarch has found fhat 2 method of making 4 raguest
callnd the door 9 the-far Seckasiper can be cffective. This strae-
oy mvolves ot mabing # moee extravagant oe overmachng
request. which & then followed up with 3 mone modest
poguest. For wample, & Be swurance salesgerson who lirst
ks & customer o take oot a 55 milion e nsurance policy
Cwhich s nopectodd ) bt thee Sollows up wath & SO0 soguacst
whach & purchased, it aetng the door-antheface choigue. Tt's
caed Aoorin Da tace fochne po beaume beerg refused alter
e tmt rogaast & bve having the dooe shimmed in your facr. ™

Liorg guata rocvcrareralitons creeks o el sedug Debaven

wveear peodaat and ¢ calomadt S edh

STRESS BENEFITS, NOT FEATURES  All customers ane
interosted in the besefits of what you're selling 10 them
This mext poent t» exsental: You sl siress e bowgfils of
vhear wow 1r sellimg, mat tant bt the fentares. What's the diller
o betwern a fealune and a benefe” A Soature o sty 2

characteristic of whatever the product o service is. boe

example, # you say, “This competer screem is very braght

you're descriveng a foature of he product A benefiz is 2
oo result oo something that Credtes & positive fespotise 2
a customer. Rather than simpiy noting that the comngeter
wowen s bright, you could describe a benefit of the bright
This means Bhat you won 't

W Tvem SAPenience Y “tTAn

headaches. and you can get your work done mon
#

pckiv.” Descrbing a benctit is & customenceniernd way

of helping the customer vissalize the positive things that
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will happen 90 him or Ber if he or she buys what yom an
selling, Table 132 peovides additional examples of features
and their commesponding benefits

Table 13.2; Festures and Benefits
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MAKE THE C1LOss
mons critical part of making a sale is the close. The close is

Every good salesperson knows the

when you ask for (and ideally get) the sale. Most closes
invelve summanzeg how the peodect or service solves a
problem oe seets a nood coently lating the benefits, and
then askng foe the sale

some Clomes we the ves techrogue. A sadespuersn uung
e e b hrugoe asko B Custhomier 3 sefies ol guestons o

whoch the answer is always yes [or example

Salesperson: S0, Mr Affolter. yom ke the Oxford model
the bow?

Customer Y. "

Salespesson: “And vou lie the cobalt blue™

Customer “Yes

Salesperson
dio, and GI'S systesn, nght?

You also Hie the cruise comtrol, satellne ra-

Yeu, 1do”

Customer
Salesperson: “So il | can get the Osfond model, in bl

with the featuses you like, and we Gn agree o
price, will you bury the car today*

Customer: “ Oy, yos

The yes technique Is based on the principle that “Tr%s
better 1 get 2 Bessage oul of someane than to put cow
b o her.” Get the customer 10 state what he or she likes
and, when askad © mabe the purchase, 1o reach the con-

Busion that e corpect answer 5 Vel

RESPOND TO OBJECTIONS
presenting models or spwafic strategies that make it seem as

lextbooks have a way of

thouh o8 you need %0 do is Sollow the suggested seguence
of steps ar specific prescriptions and yvou'll be successful
When attempting, 10 sell something % someone, you L soon
discover that it's wwaally not gute that easy In mose sales



award (bevaue you'te such 3 good eader ad commune
1000, oF ke & et In those spwoal Prosentaton stuatons.,
o audumor has certain expecanons of what you may say
When introducing somwone, ke cuamgie, it's assumed you
will extol the virtues and credensals of the penee you'se

ntroducng, Toasts ane expectod o be Deief yet interesting,

13.3.1: Introducing Others

The purposes of an BE0OBMCHon A 10 Arouw sl in &
spoaker and bis or bex topic and 10 establish the spoaker s
coedibilay When yoms aoe askad 10 give a spoech of otrodec-
thon for & Boatumed spesker or hononad guest, your peposes
are sanilar 10 hose of 3 good openieg 0 & spoech: You need o
Bt he attention of the ssdience, build the speaker’s cmdibi-
ity and indsoduce the speaker s grmeral subject You aso nood
o make the speaker foed wekome while aovealing some of the
apwakar » personal qualities w0 that the audende can loel they
Know the spaher mone intimancdy Thene ane two cantnal nales
for giving ssoduciony speoches: e bead and be acunate.

o 8L BRIEF. The audience has come 10 hear the main
spaaker or hamor the guest, not 10 listen %o yos

* B8 ACCURATE. Nothing so disturbs 3 speaber s having
1o begin by comecting he insoducer. IF you are going o
remodisce somecne M a meeting of dineer, ask S pereon
1o supply you with kographical data beforehand. If
wemcvne el peovides you with the speaker's back.
gronanl, muke sore the Sioemation is scurass. fe ceran
that you know bow & p e speakier s name and
any osher narmes or e you will reed S e

Thee foliowing shoet speoch of imtndiscson adheres o the
T cTitemia e hanve just segested: It's bowf and it's acoerate.

This evening. friends, we have the opportunity 10 heat
e of the most mnovative mayors o (he history of our
commanity. Mary NOrrs's especence ruraning her own
real estate businoss gave her an opportunity %o piket 2
new approach 10 MNNACTING new Busineses % out com-
msmity, even before she was eloctod mayor in bt year's
Landslide v ktory. The Good Covermment League revently
recognized Bet a the mant sucommful mayor tn our sea.
Not coly @ she 2 skilkd manages and spubesperson for
e ity bust she s abo a wars and canng person. | am
pleased w imnaluce my frend Mary Norra.

Finally, keep the needs of your audience in mnd a all
times. If the person you are stroducing trely needs no
introdection, do mot give one’ Just welcome the speaker
and step askde.

13.3.2: Presenting an Award

Presenting an award is somewhat like introduding &
speaker or gt Remember that the audience came not 1o
hear vou bt 20 s and hear the winner of the swand
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Farwt, when peesenting an award, refer 1o the occasion.
Awards are oftss given to mark the annivenary of 2 spe-
il wvwnt, the completion of 3 long-tange sk, the accom-
plahments of 2 liletime, of extraondinary achisrvemenis.

Nl tali abowt the hatory and sgraficance of Sw awand
This section of the speech may be Giry long if the andemer
knows litthe about the award; it will be brief if the aundience &
already tamilier with the hotory and grepuee of the awand
Whatever the swand, 2 discussion of s significance will add
0 it meaning Sor the persan who seosives it

In e final section of an awanl presentation. name
the penson 40 whom the award s given. The loagest part
of this segment i the description of the achievements that
ehced the award. That description should be given =
glowing terms. Hypetbole is appropriate heve, ¥ the nameo
of the pemon greting the awasd has already bewn made
public. you may sefer o the person by name throughose
your description. If you ase going 10 asecunce the indi-
vidual's name for the first Seme, you will probably want to
recite the achievements first and leave the person’s name
for Last. Even Mough some members of the sadience may
recognize the recipiont from your description, seve the
draza of the actual annosmcement sl the levt ssoment.

13.33: Accepting an Award

Anvene who recerves an awand o somination wsually
respomds with a brief acceptance speech. Accoptance
speeches have meorived something of 2 had reputation
becaoe of the kengthy, emotonal, rambling, and geswrally
boring sporches delivered ansmally on prime-time TV by
the winners of the film industry’s Oscars.

The same sudience who may sesent o lengthy orstion
will readily appreciate a brief, heartfelt sxpression of
thanks In (act, deief acceptance speeches can actually be
Quite insightfl, evem imgwring, and can leave the audience
Secling no doubt that the right person won the awand.

T yors have the good lorteme i receive an awaed, your
acceptance speech may be impromptu, because you may
ot know that you have won until the award i presented.
A tairly mmple formala should help yos compess 2 good
acceptance speech oo the spur of the moment.

* First. thank the person making the peesentation and
the organization that he or she reprosents. Tt is alwo
gracious W thask 2 fow people who have contributed
8 your sacoess—bul resist thankang & ke list of eve
ryome you have ever kpown, down 10 the family dog.

o Next, comument on the meaning or significance of the
award o you. You may also wish 10 reflect oo the
Targer significance of the awasd 1o Bw people and ide-
als it hoswes.

o Pinally, find some meaning in the awand for your
audience —people who sespect yous accompishments



2. Analyae the t=aining task Boeak the shill into seguen-
tial seps

3. Develop training objectives: Identfy what yous want o
accomplish

4. Ovganize training content: Structure the training infor-
mation and skills.

5. Determine training methods Decide how you will
present the content.

6. Select traimimg sesources: [demesy the wntten amd v
al manerials you need.

7. Complete the saining plan: Display all clements of e
tratreng hesdon.

8. Deliver the training: Bring the training o be

9, Assows the training Determine if the trainess liked it,
hearned it and can perform it

132 Describe how developing leadership skills are
important 1o developing peruasios skills.
Persuasion 1 the process of attespding 1o change of pein-
force attitudes, belicts, valuess, or bebavion. Several princ
ples explain how perwaasion works: Cogrative dissonance
is & sense of mental disorganization or imbalance that
arises whes new information conflicts with previcusly

WWWM-“M»

resolve the dssonance. Masdow s ciamic bacrarchy of nends
m&nm&mm-h‘-mw
porsuasive Zoal helps them 10 meet an unmet neod. Both
fear appeals and positive mosivational appesls moticate
Seterons 10 respond 10 Persulsive Dussages.

Ihe stups of presenting an effoctive sales Wik include the
hook, identifying the lssues. making a4 nvommendation,
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\dentifving and providing evidence for the benefity, mukag
the choue. and asking fior S sk

13.% Describe communacation strategies for making
special speaking presentabions.

the Bracf and e sccurate when introdiscing ancther speakes
When presseseg an awand, you (an wse 3 formula in which
yous reder 10 the occasion, talk about the history and signdi-
camce of the award, and thes name the awardee. When
accepting an award, thank the person givieg you the
awaed, comment on the sgnificance of e award 0 you,
and find meaning @ the award foe the audience. When
making a toast, be brief, smcese, and let your andience and
occasicn determine what you say.

Sect & Droduct T you e et wae. Besed wpOn e seps of

Geugring a0 efectve saes (FMATtEION. DRBGN § JelS TORRICE.

Tagnng tet you re S8WQ e DIt 1D 30mecrs Wit & MM

0 you ) A8, FIINeEE. e OEETENOet. Newl. JOCT & DUNsOn who

& conmdersly OISt YO yOu. ING MODSEN YOI SN Draserts-

700 for el Derson.

» A minteum menber of Charsdtars L8 requized
%o POSt and sarn poiste  APNer peeting. your
Fesposas can be viewsd by yous slass and
AASLIECTOT, Mnd yew 444 PASTicipete 13 the
olass discussion

Chapter 13 Quiz: Inferming, Pervuading, and Making
Special Presentations
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policies set by 3 corporate office. Searching company
wibsites, annual seports, or online business directo-
rues are ways of Jocating the appropeiate persce.
BE COURTROUS AND PROFESSIONAL. Boing s
cavt, rude, or discourtoous may fod B the right thing,
10 do tut wil peobably not get vou the reals vou desre
KEEP IT SHORT. One page is all you need. A person
1s mone likely 10 read and act on your letier | you keep
1t bt st A0 he poine.

PE FACTUAL. Dincribe the problem and detail e
Mmmmbumﬁpﬂ- You arc
o likely to see sesuhts if you can answer the foliow-
ing: Who? What? When? Whene? How?

For yesr irtrcat < Bekgirg er
their customer « akilh. You huve taughe us

*-n--cﬁ by
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o the
10 conduct
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o IDENTIFY WHAT YOU WANT. Clearly indicate
what it is you are sevhung. In some sitsations, It may
wienply be an apology. In other situations you wast o
exchange the product o service. In others. you may
want a full redund.

+ REMUMBER TO DATE YOUR LETTER, Inchade full
contact information, including an emall addeowss and
account pumbers ce any other information that the
secipient might nevd o frace your peoblem.

« STATE CONSEQUENCES ONLY IF PREVIOUS
LETTERS HAVE FAILED TO GET THE PROBLEM
CORRECTED. When previcus attempss %o solve @
mmm—:—ﬂwﬂum
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14.4.2: Progress and Activity Reports
A progres spurt gives updates oo the status of & propact.
Mot progect peporty ace generated by a company that has
oo contractod %o do a particular job or provide a service.
In sixch camen, it is appropriate 1o ssbmit progct sepoets at
regular mtorvals W communicate the propect’s status and
brep all perscnned on sk ' Althongh e farmat for project
reports varies depending on the progect, the policies of the
oganization providisg the report. and the mquinesenis of
the clent of customr, all repoets shoudd maintain the same
formet foe asy particular project. Progress nopuoets oy coo-
i indormation about wiwther a project Is within budgee. If
yow seticipate going over budget, mention that and discuss
some possible reasons and solutions. A progress repoet
shoukd also incliade Informution sbout bow the work is pro-
grwsing— what has been completnd as well as what is ansa -
ipated. I you expect you mary not complete the work on
schedule, discuss this in e progres seport and explain
what arrasgemnents nead i be made 1o complete the propect.
Pigure 154 shows an example of 3 peognss sepoet.

When comumurnicating the status of a progect within an
argamiration, an ACTIVItY roport is most appropriate. An

ackimity rrpert is & ocume that communicases prognes
and achievements b others within an onganization or on &
tewrs. Most activity roports give indoemation oo the status
of one or several ongoing progces. I several departments
age working on the same PIOJCL 3 MANAEeT May combine
all the activiry reports; the combined reports could be the
basis for a progress seport to send 10 8 client. Activity
reports are typically issued regularly (Boeeekly or
montbly i most ceganizations) and normally do not
require o formal stricture beckuse the material is familiar
10 the readers. Although progress sepuets and activity
reports comtain semalar content, they differ in audience
and often in sone. Prognes reparts ase most often writien
20 cliemts of an awdience outride the onganization. and
they ase more formal; an activity report is commenly a=
imternal document, with 2 loss Sormal structure and tone.

14.4.3: Sales Proposals

A sales proposal i & document intended 1o persuade possi-
ble clients of their need for your product or seevice. An
effective sales proposal demonstrates %0 prospective clients
that hey have a problem and your peodect or service will



