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O Apply the three-step writing process to

persuasive messages.

O Describe an effective strategy for developing
persuasive business messages, and identify the
three most common categories of persuasive

business messages.

O Describe an effective strategy for developing

marketing and sales messages.

O Identify steps you can take to avoid ethical

lapses in marketing and sales messages.
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 that successful businesses rely on persuasive Jilu)ll e 4 aalll &lS , &l s a3 [

messages in  both internal and external s W&l JAal Jal bl 8 dcliEy)
communication. Because persuasive messages ask ) sgeall e allai d e WY Jilu ) Y
audiences to give something of value (money in (Eite Jole Juall (Jia) Aad (53 ¢ o5 s
exchange for a product, for example) or to take Awlus s Jie) 58 s ol ya) a3l
substantial action (such as changing a corporate  Jilu,ll (i ozl LgiliS ()la (48,30
policy), they are more challenging to write than Al
routine messages.
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d Successful professionals understand that Y gl o)) eaallll ed yiadll & jay O
persuasion is not about trickery or getting people to L o jmaill (Ll ady gl g laall ey
act against their own best interests; it's about slle) o tpeallian an ok
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presenting your offering in the best possible light. A B g Juzadly
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d  You will encounter many business

communication situations in which your goal is
to influence the attitudes, actions, or beliefs of
other people. Common examples of persuasive
messages include asking colleagues to take
action, asking managers to provide resources,
asking investors to provide funding for a
growing company, and asking potential

customers to buy goods and services.
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Persuasion may seem like a specialized skill that
is required only by salespeople or marketing
specialists, but virtually all business professionals
can benefit from knowing how to apply
persuasive techniques in their communication
efforts.

The good news is that you are probably already
more persuasive than you think you are. In fact,
one of the biggest mistakes made in persuasive
communication is not even trying. Too often,
people think they don’t have the skills required or
aren’t in a position to propose new ideas.
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Fortunately, the techniques of effective

persuasion are simple to learn and easy to use, as
long as you start from the audience’s point of
view.

Ethical persuasion never attempts to coerce or
trick people into acting against their own best
interests. The secret is to demonstrate in a

compelling way how your interests align with

\ your audience’s interests.
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In today’s information-saturated business environment,

having a great idea or a great product is no longer
enough. Every day, untold numbers of good ideas go
unnoticed and good products go unsold simply because
the messages meant to promote them aren’t compelling
enough to be heard above the competitive noise.
Creating successful persuasive messages in these
challenging situations demands careful attention to all
four tasks in the planning step, starting with an insightful

analysis of your purpose and your audience.
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In defining your purpose, make sure you're clear ) ki la 7 suia g (pa 2SU cling ajaa 2ic
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Selecting the Right Combination of Medium and
Channel

Media and channel choices are always important,
of course, but these decisions are particularly
sensitive with persuasive messages because such
messages are often unexpected and sometimes
even unwelcome. The more you understand and
respect your audience’s habits and preferences,
the better your chances of getting past the various
physical, digital, and perceptual filters that people
use to protect themselves from the daily barrage of
promotional messages.
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Organizing Your Information

The most effective main ideas for persuasive
messages have one thing in common: They are
about the receiver, not the sender. For instance,
if you’re trying to convince others to join you in a
business venture, explain how it will help them,
not how it will help you.

Limiting your scope is vital. If you try to craft a

persuasive message without focusing on the one

central problem or opportunity your audience

truly cares about, you're unlikely to persuade
< successfully.
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Encourage a positive response to your

persuasive messages by: (1) using positive
and polite language, (2) understanding and
respecting cultural differences, (3) being
sensitive to organizational cultures, and (4)

taking steps to establish your credibility.
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Positive language usually happens naturally with
persuasive messages because you’re promoting
an idea, a plan, or a product you believe in.
However, take care not to inadvertently insult
your readers by implying that they’ve made poor
choices in the past and that you’re here to save
them from their misguided ways.

Be sure to understand cultural expectations as
well. For example, a message that seems
forthright and direct in a low-context culture
might seem brash and intrusive in a high-context
culture.
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Just as social culture affects the success of a
persuasive message, so too does the culture within
an organization.

Finally, if you are trying to persuade a skeptical or
hostile audience, you must convince them you know
what you’re talking about and that you’re not trying
to mislead them. Use these techniques:

® Use straightforward language to avoid suspicions
of fantastic claims and emotional manipulation.

® Provide objective evidence for the claims and
promises you make.
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e Identify your sources, especially if your
audience already respects those sources.

e Establish common ground by emphasizing
beliefs, attitudes, and background experiences
you have in common with the audience.

® Be objective and present fair and logical
arguments.

e Show that you respect your audience’s values
and priorities.

Ay gan S 1M iald o liac i e
J2alls Lee yisg

o 38l A (e A jide dpm i oS @
AS il Aalad) el 5 (il gall g Claindll
seead) g el

Agghicgdlile Lasaaafsle pnse S @

Al glgl s ) sean bl clal yial yelil @

~N

- 16



Step 2 : writing persuasive messages UMNIRQRQI.EA |

L0t7 e 8 il A4S 1Y 5 skl
g

e Persuade with logic, evidence, and compelling e Yo aiiall o 5ol 5 £15Y1 5 Bhaiall; o1 @

narratives rather than trying to coerce with high- Jax—callglaz all cull ol , SYV AT las

pressure, “hard-sell” tactics.

e Whenever possible, try to build your credibility (e andi Ji clifluae by Joa (Sal LK o
before you present a major proposal or ask for a by ¢ A )hll odgy aga ) )3 @l Sl g
major decision. That way, audiences don’t have to Aadi G l) 8 Gl ) a9 cland ) ) seenl)
evaluate both you and your message at the same

time




(‘

SRl Sc UEY) Jila ) JlaS) 1 ¥ 5 ghadl)

Step 3 : completing persuasive messages

MIDOCEA

UNIVERSITYl

07

Professional writers who specialize in persuasive

messages know how vital the details are, so
they’re careful not to skimp on this part of the
writing process. When evaluating your content,
try to judge your argument objectively and not
overestimate your credibility. When revising for
clarity and conciseness, carefully match the

purpose and organization to audience needs.
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Your success as a businessperson is closely tied to

your ability to encourage others to accept new
ideas, change old habits, or act on vyour
recommendations. Unless your career takes you
into marketing and sales, most of your persuasive
messages Wwill consist of persuasive business
messages, which are those designed to elicit a

preferred response in a nonsales situation.
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Even if you have the power to compel others to do what

you want them to do, persuading them is more effective
than forcing them. People who are coerced into accepting
a decision or plan are less motivated to support it and
more likely to react negatively than if they’re persuaded.
Within the context of the three-step process, effective
persuasion involves four essential strategies: framing your
arguments, balancing the three types of persuasive
appeals, reinforcing your position, and anticipating

objections.
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Framing Your Arguments

As noted previously, most persuasive messages
use the indirect approach. Promotional writers
often use an indirect plan called the AIDA
model, which organizes messages into four
phases:

e Attention. Your first objective is to encourage
your audience to want to hear about your
problem, idea, or new product—whatever your
main idea is. Be sure to find some common
ground on which to build your case.
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® Interest. Provide additional details that prompt
audience members to imagine how the solution
might benefit them.

® Desire. Help audience members embrace your
idea by explaining how the change will benefit
them and answering potential objections.

® Action. Suggest the specific action you want

your audience to take. Include a deadline, when

\ applicable.
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Persuasive communication is based on three (e §lssl 450 o LeldY) Joal gl o dis,
types of appeals: ethos (the ethical dimension, 4.alis (AN aadl) GNAY) e LY
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The ethos element of persuasion depends on
how much trust your readers or listeners have
in your expertise, character, and reliability.

Within the message itself, you have the task of
balancing emotional and logical appeals. Few
persuasive appeals are purely logical or purely
emotional, and it’s important to find the right
balance for each message. Many marketing and
sales messages rely heavily on emotional
appeals, but most persuasive business
messages rely more on logic.
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A logical appeal involves the use of reason and
factual evidence. Three common modes of logical
persuasion are induction, deduction, and analogy:

® Induction. With inductive reasoning, you work
from specific evidence to a general conclusion that
you can then apply to the situation at hand. To
convince your company to adopt a new production
process, you could collect specific evidence showing
how every company that has adopted it so far has
seen increased profits and from there reach the
general conclusion that the new process is likely to
benefit any company that implements it.
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e Deduction. With deductive reasoning, you

work from a general theory or hypothesis to a
specific conclusion. A generalization could be that
dissatisfied customers tend not to buy from the
same companies in the future, which proceeds to
the specific conclusion that your company should
take steps to improve customer satisfaction

before it starts losing business.
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® Analogy. With analogy, you reason from

specific evidence to specific evidence, in effect
“borrowing” from something familiar to explain
something unfamiliar. To persuade management
to launch an internal social network, you could
argue that the . network would be an online
version of the coffee machine or water cooler,

places were employees currently meet and

\_ exchange information and ideas.
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Reinforcing Your Position

After you’ve worked out the basic elements of your
argument, step back and look for ways to strengthen
your position. How can you bolster your message to
give your readers more confidence in the solution you
are suggesting? Are all your claims supported by
believable evidence? Can you show that other people
or companies have adopted a solution you propose?
Would a quotation from a recognized expert help
make your case? The more certainty you can give
your readers, the more likely they are to take the
actions you would like them to take.
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Anticipating Objections

Even compelling ideas and exciting projects can
encounter objections, if only because people
have a natural tendency to resist change. You can
increase your odds of a positive response by
anticipating likely objections and addressing them
before your audience settles into a negative,
defensive mindset. By doing so, you can remove
these potential stumbling blocks from the
conversation and keep the focus on positive
communication.
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Most marketing and sales messages, particularly

in larger companies, are created and delivered by
professionals with specific training in marketing,
advertising, sales, or public relations. However, in
smaller companies, you may be called on to
review the work of these specialists or to write
such messages, and having a good understanding

of how these messages work will help you be a

\ more effective manager.
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Everything you’ve learned about planning messages

applies in general to marketing and sales messages, but
the planning steps for these messages have some
particular aspects to consider as well:

® Assessing audience needs. As with every other
business message, successful marketing and sales
messages start with an understanding of audience
needs. Depending on the product and the market, these

considerations can range from a few functional factors
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e Analyzing your competition. Marketing and sales

messages nearly always compete with messages from
other companies trying to reach the same audience.
When Nike plans a marketing campaign to introduce a
new shoe model to current customers, the company
knows its audience has also been exposed to messages
from Adidas, New Balance, Reebok, and numerous
other shoe companies. Finding a unique message in

crowded markets can be quite a challenge.
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e Determining key selling points and benefits. With  (az: a A ) a1 gl 2l Jl&I aaa @
some insight into audience needs and the alternatives o2& Al Jiladls ) sgaall Cilalial 4 Gaadll

offered by your competitors, the next step is to decide < juall apaa% & AUl 5 g ladl) (Lé (el g uidlia
which features and benefits to highlight. Selling points il bl Lede ¢ gall Jaalid cany 1) 23 gall
are the most attractive features of a product, whereas o 23 sill Laiy caitall dpila H38Y) <) juall 4
benefits are the advantages purchasers can realize from . jzall lli (e Lgiidas o il Koy Sl G )
those features. In other words, selling points focus on .zitall 4dasy e Ao all Lalés 3< 55 ¢ HAT aa
what the product does. Benefits focus on what the user .4y ) adiiall s yiid; La o ad)gill 35S 5
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e Anticipating purchase objections. Marketing and

sales messages usually encounter objections. As
with persuasive business messages, the best way to
handle them is to identify these objections up front
and address as many as you can. Objections can
range from high price or low quality to a lack of
compatibility with existing products or a perceived

risk involved with the product.
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Conventional marketing and sales messages are A&l Cladly (3 dll Jilu ) 323 La Llle

often prepared using the AIDA model or some (L lag NSl aal ol AIDA 75w aladiul,

variation of it. Here are the key points of using the o3& 4 AIDA 735w aladiuY 4y Il Jalal)

AIDA model for these messages: -l )
v Getting the reader’s attention. Lokl ol i v
v' Building interest Ayl sl v
v" Increasing desire. A llsayy v
v" Motivating action. ol a) AAs) s v
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The AIDA model and similar approaches have been

successful with marketing and sales messages for
decades, but in the social media landscape,
consumers are more apt to look for product
information from other consumers, not the
companies marketing those products.
Consequently, your emphasis should shift to
encouraging and participating in online

conversations. Follow these guidelines
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Facilitate community building. Give customers

and other audiences an opportunity to connect
with you and one another, such as on your
Facebook page or through members-only online

forums.

Listen at least as much as you talk. Listening is
just as essential for online conversations as it is

for in-person conversations.
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Initiate and respond to conversations within the

community. Through content on your website,
blog posts, social network profiles and
messages, newsletters, and other tools, make
sure you provide the information customers
need to evaluate your products and services.
Use an objective, conversational style; people in
social networks want useful information, not

“advertising speak.”
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Provide information people want. This
information can include industry-insider news,
in-depth technical guides to using your products,
answers to questions posted on community Q&A
sites, and general advice on product selection
and usage.

Identify and support your champions. In
marketing, champions are enthusiastic fans of
your company and its products. Champions are
so enthusiastic they help spread your message
through their social media accounts and other
outlets, defend you against detractors, and help
other customers use your products.
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Be real. Social media audiences respond positively

to companies that are open and conversational
about themselves, their products, and subjects of
shared interest. In contrast, if a company is serving
its stakeholders poorly with shoddy products, bad
customer service, or unethical behavior, an attempt
to improve its reputation by adopting social media
without fixing the underlying problems is likely to
fail as soon as audiences see through the superficial

attempt to “be social.”
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» |ntegrate conventional marketing and sales  4oasill Clasall 5 (31 gl Slad) jin) zey

~N

strategies at the right time and in the right 4aaeie J X Y | pnliadl LSl g )l 4
places. AIDA and similar approaches are agal dallia 4l iall Cull ¥ 5 AIDA

still valid for specific communication tasks, 4—ad&ll Gl BleY) J i daran Jal g

such as conventional advertising and the <lad g e Glaiiall myg il Glad iaj

product promotion pages on your website. (s ST




MIDOCEA

UNIVERSITY

Lecture

Maintaining High Standards of Ethics,
Legal Compliance, and Etiquette
(o HAN JUiaY) g Alle LBA) julea o Bliad)

& gl Al g



Maintaining High Standards of Ethics, Legal Compliance,

and Etiquette

Lecture

MIDOCEA

UNIVERSITYl

& sledl qilal g ¢ A gAY JULaY) g Adle ABNAT jlaa o Blial)

a 07

The word persuasion has negative connotations

for some people, especially in a marketing or
sales context. However, ethical businesspeople
view persuasion as a positive force, aligning their
own interests with what is best for their
audiences. To maintain the highest standards of
business ethics, always demonstrate the “you”

attitude by showing honest concern for your

\_ audience’s needs and interests.
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For all marketing and sales efforts, pay close attention
to the following legal considerations:

e Marketing and sales messages must be truthful and
nondeceptive. The FTC considers messages to be
deceptive if they include statements that are likely to
mislead reasonable customers and if those statements
are an important part of the purchasing decision.

The FTC distinguishes between subjective claims
(commonly known as puffery), which cannot be
proven true or false, and objective claims, which can
be proved or disproved. Puffery is legally allowable,
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e You must back up your claims with evidence.
According to the FTC, offering a money-back
guarantee or providing letters from satisfied
customers is not enough; you must still be able to
support your claims with objective evidence, such
as a survey or scientific study.

e “Bait and switch” advertising is illegal. Trying
to attract buyers by advertising a product that
you don’t intend to sell—and then trying to sell
them another (and usually more expensive)
product—is illegal.
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e Marketing messages and websites aimed at
children are subject to special rules. For example,
online marketers must obtain consent from parents
before collecting personal information about
children under age.

e Companies that coordinate with product
champions and social media influencers have a
degree of responsibility for what those people say
to the public. Marketers are expected to train these
people in responsible communication and monitor
what these outside parties write and say about their
products.
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e Companies must disclose when they give
products to online reviewers. Given the strong
influence of online product reviews, some
companies give products to consumers in
exchange for their reviews on Amazon and other
retail sites. The practice is not illegal, but it must
be disclosed.

® Celebrities and other social media influencers
must disclose when they are compensated to
endorse products. For instance, the suggests that
celebrities use the hashtag #ad when posting
photos or tweets that endorse products.
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