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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 i)l e 4 aalill GlS , &l s Gad [
messages in  both internal and external . Wl JAlal Jaal @l 8 4 e lEY)
communication. Because persuasive messages ask ) seanll (e callat deW8Y) Jilu ) oY
audiences to give something of value (money in (@it Jole Juall (Jia) Aad (53 ¢ 2
exchange for a product, for example) or to take Alws s Jis) 58 s ol o) AA3)
substantial action (such as changing a corporate  Jilu,ll (e caxoal LgiliS ()la (48,30
policy), they are more challenging to write than Al
routine messages.

~

1 Successful professionals understand that Y gLy o)) eaalall sd yiadll & jay O
persuasion is not about trickery or getting people to L o ol (Ll ady gl g laall ey
act against their own best interests; it's about slle) o tpeallian pw ya lady
letting audiences know they have choices and <¢lia e andis «l i agal ol ) sgaal)
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 techniqgues 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, 3z al (e slaall dapiiall o sl Jlac ) iy

having a great idea or a great product is no longer <as: S & LS &) miie gl dadl 5 S48 DUl
enough. Every day, untold numbers of good ideas go V¥ (Led Ladl o 9 aad ¥ 3o S A
unnoticed and good products go unsold simply because  4eaaill Jilu,ll o) 3y add Baa Eilaiia &L-ﬁ
the messages meant to promote them aren’t compelling a5 gandl 5 Loy i ] Ll gy g il
enough to be heard above the competitive noise. 4salideld) Jilu) L&) llaly dudlicll s
Creating successful persuasive messages in these @Y aleall s Llaia) dnaall Cal gall 520
challenging situations demands careful attention to all  <lirgd Gaxis Julad e 120y dayladill 4ds ja 8

four tasks in the planning step, starting with an insightful &) sgen g

\_ analysis of your purpose and your audience. )
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Analyzing the Situation 48 gall Jala

In defining your purpose, make sure you're clear ) ek la 77 suia g (pa 2SU cling aaa3 2ic
about what you really hope to achieve. Suppose  rwall gli) oy 55 il (o yiail Las 48l
you want to persuade company executives to (SN . g g e acdy 4S AN 8 i)
support a research project. But what does <hile |5 o)) agie 253 da acall ixy 3l
“support” mean? Do you want them to pat you 53332 O agie 2y 5 al S8 gl L1 ) g ity
on the back and wish you well? Or do you want 4 siw 4 jaes ofials wed e Jee (30 4

them to give you a staff of five researchers and a To¥ 5 Osele la )08

\ S1 million annual budget? y
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Once your situation analysis is complete, you g S zlatiu ocad gall Julat e oLgBY) 2ay
need to gather the information necessary to Aaite Al LAY 4 30U il gladll
create a compelling persuasive message.
Y,
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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 Sila glea audats

The most effective main ideas for persuasive Jilu ladlad ,ASY) Ayl LSEY) o jiks
messages have one thing in common: They are 1l 3 & jL gl o aly , ol 83 Lyl
about the receiver, not the sender. For instance, << 13) (JUdll Jow e dwﬂ‘ PMIRTBICNSA|
if you’re trying to convince others to join you in a — ) ale iYL o - AY &) J 5l
business venture, explain how it will help them, vy  sl13 a2 (0 = 8l oo jlad e g e
not how it will help you. St Cas

Limiting. your scope is. vital. If you. try to craft a culgla 13 Asaad) A EPRECTRNICIN
persuasive message without focusing on the one ;¢ - e 58 g Aue ) Al A lua

central problem or opportunl.ty your audience Uia & yon L5 Ay mall Aa i K
truly cares about, you're unlikely to persuade » T ovd . ..

successfully.
\_ _/




Step 2 : writing persuasive messages UMNIRQRQEA |

Lecture 44.9\.«.9! dfa\.w) QLS .9 8 alasell

07 E <

Encourage a positive response to your <l i ula¥idlas W) e aa i

persuasive messages by: (1) using positive Aslay) 4l aladiul (1):d3A (e e LEY)
and polite language, (2) understanding and ~ <L83EaAY) &l y Gal g a 48 (2) A 3gay
respecting cultural differences, (3) being «Dlowugall GLAE 3Ll jo (3) Al
sensitive to organizational cultures, and (4) lidlaas il &l ghad A (4) 5

taking steps to establish your credibility.
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Positive language usually happens naturally with — Jiba )l -8 45 ylad Al 46l ) S5 L sale
persuasive messages because you're promoting i Sadad o 5 < Z 9= Sy A Y|
an idea, a plan, or a product you believe in. «lil 34l axe o o al @l xa 43 (05
However, take care not to inadvertently insult ) L1340 (,_@_ﬁ o zalilly aad ye e
your readers by implying that they’ve made poor agd yha (e aa 3Ty Lia B alall i dkls
choices in the past and that you’re here to save kil
them from their misguided ways.

Be sure to understand cultural expectations as e o Wl 480 <ilai i agd Cye «i

well. .For example, ? message that seems fa pa il Al e a8 (U
forthright and direct in a low-context culture "

might seem brash and intrusive in a high-context
culture.

_ &b
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Just as social culture affects the success of a ALl 7lad e dclaial) L8EN Jies LaS
persuasive message, so too does the culture within  A—wuiall JAly A 8@ iy 5 cllh S A e LAY
an organization.

Finally, if you are trying to persuade a skeptical or  calxa sl e ) sgan g U} Jslad cuiS 13) ¢l
hostile audience, you must convince them you know Y <Ll g 4tie dhaaii La <o yad ol 4clid) ol s
what you’re talking about and that you're not trying el sd & axai w4l i J5lad
to mislead them. Use these techniques:

e Use straightforward language to avoid suspicions Js—= S Sl v 3ail3 ) Sl d 2l % Ul @

of fantastic claims and emotional manipulation. (sl e 3l 5 LAl Clele Y
® Provide objective evidence for the claims and age ggelileled) e de pingedal 2 0

promises you make.
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e |dentify your sources, especially if your & sgax LS iald d pliacdia e
audience already respects those sources. 28l Lea yiag

® Establish common ground by emphasizing e =Syl JMA e A jlie dpia yl 35S @
beliefs, attitudes, and background experiences A4S yidall A4l o jlaill § Cadl gall 5 Chlagizall
you have in common with the audience. sl G g Slin

® Be objective and present fair and logical .Agthisgalile Laas an8glcsing S @
arguments.

® Show that you respect your audience’s values Al glsl s &) sgan asil clal yin) yelil @
and priorities.
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e Persuade with logic, evidence, and compelling  (— Yo aiall 3 5l s 403V 5 Glaially o i @

narratives rather than trying to coerce with high- Jax—callglaz call cull ulyiol , SYV A T las

pressure, “hard-sell” tactics.

e Whenever possible, try to build your credibility (e andi Ji clifluae by Joa (o Sal LS @
before you present a major proposal or ask for a  _hsay o iy jhall sdgs age 8 alla gl aga
major decision. That way, audiences don’t have to .4wdi Gl & el ) andi g clandi ) ) seanll
evaluate both you and your message at the same

time
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Professional writers who specialize in persuasive  Jiu )l i () siacadiall ()58 yiaall QEN & )

messages know how vital the details are, so aic Ao () san 1A (Jualiill dual Lcliy)
they’re careful not to skimp on this part of the aud die AU dolae (he o jall 14 & Ll
writing process. When evaluating your content, &ls ¥ e s gay clina 2t Jsla el sina
try to judge your argument objectively and not (leal gaill daal o die clidlaias pasi 8
overestimate your credibility. When revising for (= (po Alay silh Lo s 7 sl
clarity and conciseness, carefully match the seead) Gilalial 5 adasll

purpose and organization to audience needs.




MIDOCEA|

UNIVERSITY'

Developing Persuasive Business
e Messages



Developing Persuasive Business Messages UMNIRQRC';‘I.EA |

Lecture

07 - ~N

Your success as a businessperson is closely tied to <l ja& & Wl Jlaed Ja S élalas Lasi

your ability to encourage others to accept new i aaa il Joid e p AY) il e
ideas, change old habits, or act on your L. ¢liluagi Jeadl 5 ol clille s
recommendations. Unless your career takes you  j.. o= Jardl ol Ayigall ol yuisa SO
into marketing and sales, most of your persuasive AeLEY) il abine Gl (Classall 5 (3 gasl
messages will consist of persuasive business 1 b s caiie Jlae Bl (e () sSiia

messages, which are those designed to elicit a e a8 g Aliade Aulaind 5 5Y dacadl

referred response in a nonsales situation. -
P P Slasally dilata

/
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Even if you have the power to compel others to do what e d=8 e AY) jlha) e 1508 CiS gf s

you want them to do, persuading them is more effective (s 4llzd ;K1 age L) (Ld 4 128 agin 2y i
than forcing them. People who are coerced into accepting )8 Js8 e (st (il (alaiVi aa )
a decision or plan are less motivated to support it and 4 05 Leeal Liles J81 055 6S ddad
more likely to react negatively than if they’re persuaded. (b 8 .08 (a FRRER s JSi 2y 1l
Within the context of the three-step process, effective Jlxdll gLdY) Hasal il glad S Gw dlee
persuasion involves four essential strategies: framing your — «laas dela A ulul Cilad) il o)l
arguments, balancing the three types of persuasive s A3 LeldY) el e Y o6l 433 sag

appeals, reinforcing your position, and anticipating Dbl e V) a8 g ol ga

\_ objections. )
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Framing Your Arguments daas ASlua

As noted previously, most persuasive messages 4ucl@Y) Jilu )l aliza andiud (il RIS
use the indirect approach. Promotional writers U a1 Le Lalle |, SLal) e el
often use an indirect plan called the AIDA <AIDA z3sai ausis il e dhad g 5l
model, which organizes messages into four :J—al_ e a—)l I Ju i akai ) 2 1l
phases:

e Attention. Your first objective is to encourage & sgan aanii 54 Jo¥) liaa sl @
your audience to want to hear about your sl <li S8 ol SIS Gagles a4 )l
problem, idea, or new product—whatever your Sl Ao I ols <8 cuilS U - apoal) elatiie
main idea is. Be sure to find some common Lol elinal oLl AS yidia duca ) alaa) (e
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.

seaall Guat Ao ol o3 alaiaY) o
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Balancing the Three Types of Persuasive Appeals gLBY) callaal (o BB £ 539 45 3) ga

Persuasive communication is based on three (e §lssl 4500 o eldY) Joal gl o dis,
types of appeals: ethos (the ethical dimension, i.alis ¢ SMAY aall) GMAY) i LEY) Culld
particularly your credibility as the writer), pathos  ¢(addalall dilxin¥)) Addalall 5 o (lSS clidlaag
(appeals to emotion), and logos (argumentation =i (Jalall s laiall e 2380 Jlasll) 4diEal)

based on logic and evidence). These are powerful ol all o &5 4 Wad <l gal <l a1 o2

tools that can benefit senders and receivers alike  4eSay Coaddiul 1) ¢l g 2o e Gl WAl
if they are used wisely and ethically. Al
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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.

A8 sae Ao LY b BMAY) juaic Adie
JJYEURE PN SV IFE 1 I
(S8 6 ga g

A0 e dage Sliile o adi clgudi Allu
O Jli A ilaiall g A ilalall o LY ol
idble 5l ddiay dshia () ¢S5 g LYY Cull
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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.

ALY 5 hial alasi) shidl olall Cecaly
bl g L Al cdlad A3 4padl )
Zu»‘-aﬁb cGUﬁuY\j c;\}ﬁMY\ GA

Al ¢ A8 YWY A el 8 @
Adyylas liSe, e\_c U ) saans :\m e
33 aa 4] g Lﬁ\ ~<m ¢BAaaa C‘ 1) dalac
OY) (i L 48 58 S il (o€l
gl ) Jgea sl & (s LY G ak )
285 () e all (e Baaall Aleadl ol salia ale
etk 48 53 g
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e Deduction. With deductive reasoning, you (3laii ¢ alisuy) JYauy) 4 Uil e

k3

work from a general theory or hypothesis to a 8 sasa zUual ) dale duas 3 oAk
specific conclusion. A generalization could be that - gl fuazal Sl e oDanll Gl arandll ()5S,
dissatisfied customers tend not to buy from the | Saicse S Gl udi e o) s

same companies in the future, which proceeds to s 5 e i salic 23aa Zliinl ) s

the specific conclusion that your company should st o U e daad) Limy el il gl &S
take steps to improve customer satisfaction Ll § 5 s

before it starts losing business.
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e Analogy. With analogy, you reason from saaaedsl (pe Jaind cap il (3 4pddl) o

specific evidence to specific evidence, in effect agla jul e " i gl Banraa ddal )
“borrowing” from something familiar to explain g3l 5 jlaY) & sy gl e S

something unfamiliar. To persuade management i<, x| o) Ol el dAnlals e Laial 405

to launch an internal social network, you could /., i al a0l e i il A8 ) oSG

argue that the . network would be an online -y il gl L aing (SLal o 5 coluall
version of the coffee machine or water cooler, JSEY) 5 e slaall () sl

places were employees currently meet and

\_ exchange information and ideas.
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Reinforcing Your Position G148 ga 3 jad

After you’ve worked out the basic elements of your  aal i celiaal 4l jalill Cinaa )
argument, step back and look for ways to strengthen = =3 liSa oS &ld oo 3 2l Jaw e anal
your position. How can you bolster your message to 4 i o3 Jally ST 465 ol 3 =ial elilla
give your readers more confidence in the solution you  J- $iakld L1l 4 s sena clilelen) g Ja
are suggesting? Are all your claims supported by st a8 5 yal Sy 8 ) o yal of i) el
believable evidence? Can you show that other people s (e a8 2o Lusis Ja f4a i gal) Ja)
or companies have adopted a solution you propose?  (pall da )3 ) ) LalS $elivial acy (8 (350 50
Would a quotation from a recognized expert help a2l a3 4 llaial &l j el il ol Lgaiad Al
make your case? The more certainty you can give L) L agie e y3 Al SDled a3l
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.

bl ey ad g

aal 58285 yiall o Ll s l2al) lSaY) i
Gl Jaal Il <l g1y el i
a8 30l ) iy | uaill 4 glial o xlall
5 A G ) ) (Ao Jsand) (4
S o 8 Lgiallaa s ddadiadl colizal yic Y
(llay e lan g Aol Al Al 8 ¢l gean
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Most marketing and sales messages, particularly 2 ol s bl 5 g sl Jil alara

in larger companies, are created and delivered by ) giaiaiia Lgadsy g Lgidin (o o<1 i< &)
professionals with specific training in marketing, - Me¥l 5 & ouidll 8 (aadis Cy it g6
advertising, sales, or public relations. However, in ClS il b el dalad) clEdadl of clagadl
smaller companies, you may be called on to _yq, J. da) ye clie olld 28 byl
review the work of these specialists or to write (I oda Jte A 4 Ll

such messages, and having a good understanding Jia sl 0328 Jae AT sl agil ae Losn s
of how these messages work will help you be a s 81 1 058 o e
A e O™ O

more effective manager.
\_ 5 Y,
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Everything you’ve learned about planning messages (i Jilu ) Javdads Jea aiadad La (S
applies in general to marketing and sales messages, but  «lanall g G ool Sl ) e ale JS 5

the planning steps for these messages have some «ilsa Jilu il oda Jayads &l gdadl <l
particular aspects to consider as well: Ll Lile) o g dala
e Assessing audience needs. As with every other s dJdull sa LS ) sgaall claliia) anll @
business message, successful marketing and sales sl Qi Tagi (s Al Jlae] Al
messages start with an understanding of audience ., s¢esll Glalial ags daalill Glanddl g
needs. Depending on the product and the market, these o3& 7 5l i O (4S8 sl 5 zxiiall Cruen

considerations can range from a few functional factors Al sl Jal gall mmy (g &l e V)

_/
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e Analyzing your competition. Marketing and sales Gasdil) Jils y il Le Ulle  ldlia Julat @

messages nearly always compete with messages from e (Al (gAY S Al il ) ae Clagall
other companies trying to reach the same audience. A< )b hadadi laaie | ggaadl edi () Jsaasll
When Nike plans a marketing campaign to introduce a A3y (e s )k anEl 4 58 AeaINjke
new shoe model to current customers, the company U 28 L ) gean Of alai Lgild ¢cpallall ¢ Slaall
knows its audience has also been exposed to messages New Balance sAdidas 0= Jilas,l Liall
from Adidas, New Balance, Reebok, and numerous A8 5 AV a1 S 35 (e 2ael) sReebok s

other shoe companies. Finding a unique message in e jall (8 ) 830y 8 Ay o siall S

crowded markets can be quite a challenge. IS Gaas
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e Determining key selling points and benefits. With (az: a A ) a1 gl  al) Jl&I aan5 @
some insight into audience needs and the alternatives o2& Al Jiladls ) sgaall Cilalial 4 saadll

offered by your competitors, the next step is to decide < el aaat & 400N & g ladll (L4 ol ¢ uilia
which features and benefits to highlight. Selling points &l blai Lade ¢ gall Jaalid cany 1) 23 gall
are the most attractive features of a product, whereas o 23 sill Laiy caitall 4 pila H38Y) <) jaall 4
benefits are the advantages purchasers can realize from .l el &lli (e Leias o yiball oKy Al L) 3l
those features. In other words, selling points focus on .zitall adesy b o andl alés 5 5 ¢ HAT iaay
what the product does. Benefits focus on what the user —.4iS; sl addiall o iy La e a3l 5l 35S 53

experiences or gains. Benefits can be practical, (e sl dible o dlae gl 0683 o) Sa

\ emotional, or a combination of the two. LCainy) )
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e Anticipating purchase objections. Marketing and ~ Jilu ) 4al 5i La Sale ) &l clial o) 2845 @

sales messages usually encounter objections. As &= Jall g LSy bl el Glasall g (32 gl
with persuasive business messages, the best way to  Jwlaill 45, )l Juzadl (L8 cdriiall Jlae V) Jils
handle them is to identify these objections up front Sl dallas s Laie cilial jie W) s3a st o Lgaa
and address as many as you can. Objections can  (m Sl sie¥) 7 5 55 o)) Sy Lgie (3Sae 220
range from high price or low quality to a lack of (335l ade ol dcadaiall 82 sal) 5l adijall yaudl
compatibility with existing products or a perceived 4dasi yall 3 ) suaiall Hhlaall 5 4dlall Cilaiiall as
risk involved with the product. il
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Conventional marketing and sales messages are doadsill cilaall g (g swdll Jilu ) 325 Lo Lille

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

variation of it. Here are the key points of using the o3& (3 AIDA  ziswi aladiuy 4y )l Llail

AIDA model for these messages: -l )
v’ Getting the reader’s attention. Lokl ol i v
v" Building interest alaayl sl v
v" Increasing desire. e ey 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

(o 4 Al WY AIDA g3 sl et 2
alle (8 Sl e s8] Claguall g (3 il Jilos
ST 0 sSlgial) Joay e laia¥) Joal sl Jil s
A OSlgiue (e gl Gl glae e Gl )
SR8 O (i A LB A S L3N e il
Ay I o) a5 e oy

L3 a3 il e AS Ll
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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.

&) ggan g Lidlae il laaing ol Jgous
Jie canall agaiany ga s dlan Jual 5ill dua i
GLatial SR o gl Ao o oling in

eliac W A aiadall 4y yi<IY

Aa sl lea s sl
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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.”

A e Lo 35 ) sean aa il ga Tl
“ﬂﬁ\_u)j 6‘.591_463}\)” Lj—h.é\jﬂ\ Q‘Aé_uéj
) ) e Lo e g A LAY el S
Glaia o) seanlld (L3 ) a5 le 5iia 5a
c'é.l.:té.n QLA}L.A e C'_La.u GGLASA\}[\ dm‘jﬂ\

."‘..;3);;\ e)‘S" QQ \y
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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.

O (S seeal) Lealing Al il gladll 238
Geliall Jal (e 150al cla slaall sda Jadi
(el ilaiia aladi ) Jgn 4 Sexia 4yiwi 4100
- PP T PN U | B L R EN
Jsa Ao milais dpainall 4 a5 ALY

Lgwaladind  coladiiall Lial

ad G oaclall ¢Gyguill A agacdl g cliac)y daa
ety Lgilaiie s SIS AV () 5 wantia s nne
gt Shll ) )_uu LH JQ\_ug i .a.G_mLAA
=i ¥ Jal gl a8l ga e agiila
s dlie jeadlagg cclaatall o la e
e A e anll (ygae iy g ¢ pa Siiall

REIHENEPINEPNAN
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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.”

=il dual sill Jilu s ) sgan delily Ll 5 (S
Joo i) g LV o ) S i) e dladly
gl gall 5 Leilatia g Lewdi J g ) gganll aa Ll
AS il S ) o Jalaall 8 el il alaial) cald
Clatie PR e daliadl GlaiaY L clead 208
GA] e LSl o Raw Dl 40l 5 A
dual il il 5 alasind ye Leinan (pusd 4l slae (4
e Judin Aull) JSid) dalles (90 e laiaYl
Ll glae i g gaall oy o 3y aa ma )Y

Moy Jelall” )
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= |ntegrate conventional marketing and sales sl Cilayall 5 (G gl Ciloadd) jinl e w

Lecture

strategies at the right time and in the right 4osgia I8 Y | Ornliall GlSall g a6l 4
places. AIDA and similar approaches are agal dalia 4l iall (¥ 5 AIDA

still valid for specific communication tasks, 4—udaill Gl BleY) Jfa aran J—al 6

such as conventional advertising and the <lad s le Glatiall myg il Clad ia

product promotion pages on your website. (s ST
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The word persuasion has negative connotations ¢zl saddnl w &YV "gLEYI" 4 LIS

for some people, especially in a marketing or «lld an ilandll ) oy gstll étﬂugz\.mu
sales context. However, ethical businesspeople ;3 & L8y =AY Jlae Jla y 6
view persuasion as a positive force, aligning their 5 1,y i a4l agallias 8 g dinla)
own interests with what is best for their e lef e Blially ) seend Juailyl
audiences. To maintain the highest standards of e "SI S g L) el cJaall CHLENA

business ethics, always demonstrate the “you” 4, Clalial Gl aldal k) JMa
g Claloaly & )

attitude by showing honest concern for your Aallac

audience’s needs and interests.
\__ y,
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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,

NI PPN VIRIGE PEYON | Py PPWAA P VENS SVENpE-
AN A Nl el e S 1A

lasaall g (G gmeiil) Jilonsy (1583 O s @
Al ) 3 el dial yiiad Allaa i g ABalia
o) Sadiad) e il Caiacat 13) Alas Jil
C'_\Lﬂ:u]‘ s cailsS \.J;\j GU.dj_Q&AM e D azl JLAS

.;\)..ﬂ\ OV 8 e g 12

Al Glelea) Al Hadll 3 jladll 4aa] ‘)‘_}A:
QL) S Y L;ﬂ\j c(ﬁi_.'aﬂ\ ?‘“’L’ Z\jjﬂ\)
dac g gall Cilele syl (Lgilad f L

\_ but deception is not. Az sy g1l (&1 gl a4y )
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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.

iallLaa, AL ilsled) aca dile iay @
A il Hlasa ﬁd.sﬁ g_AS.\ M c:\_ﬁ\‘).{.’\ﬂ\ 'BJ\.;ﬂ\
s o ¢l ) eae (e cildad o J1saY)
Al el slele sl aen o 1508 5 S5
Aoale Al ) ol Ol Qe die g s

Cia A glae Agisid e AdmaY) alidey) o
G55 Y @i ge oAeY) Gash pe G idlll
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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.

A g ASIY) 2t gall g Ay gl Jilws 1) pu2i @
(JUdl Jurw e duald ac) gal Ui dga gall
e Jmanll G i) joe G sl (e g
O Apaddl) il slaall gea J cpall 5l A8 s

A gl el o a Jlakadl

cladiiall 3 gy g Gl Al @lS odd) Janil @
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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.

e 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.

Lgadl b g e Flady) clS il e @
0L 15 AT e (o)l clLatiall
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