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Indirectness in Bad-News and Persuasive Messages


LEARNING OBJECTIVES


Upon completing this chapter, you will be able to write indirect
responses to convey bad news and persuasive messages effectively. To reach this goal, you should be able to

1 Determine which situations require using the indirect order for the
most effective response.
2 Write indirect-order messages following the general plan.
3 Use tact and courtesy in refusals of requests.
4. Write adjustment refusals that minimize the negative and overcome bad impressions.
5 Write negative announcements that maintain goodwill. 
6 Compose tactful, yet clear, claim messages
7 Describe important strategies for writing any persuasive
message.
8 Write skillful persuasive requests that begin indirectly, develop
convincing reasoning, and close with goodwill and action.
9 Discuss ethical concerns regarding sales messages.
10 Describe the planning steps for direct mail or email sales messages.
11 Compose sales messages that gain attention, persuasively present appeals, and effectively drive for action.
12 Write well-organized and persuasive proposals.
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SITUATIONS REQUIRING INDIRECTNESS
When you deliver a message which is primarily bad news, or propose something that your reader probably does not already agree with or want to do, you usually should write in the indirect order. Preparing the reader to accept your idea is a much better strategy than disappointing them in the beginning, or blurting out the idea from the start and then having to argue uphill through the rest of the message. 

GENERAL ADVICE ABOUT BAD-NEWS MESSAGES
The indirect order is especially effective when you must say no or convey other disappointing news. The main reason for this approach is that negative messages are received more positively when an explanation precedes them. An explanation may even convince the reader that the writer’s position is correct. In addition, an explanation cushions the shock of bad news. Not cushioning the shock makes the message unnecessarily harsh, and harshness destroys goodwill.

You may want to use directness in some bad-news situations. If, for example, you think that your negative answer will be accepted routinely, you might choose directness. You also might choose directness if you know your reader well and feel that he or she will appreciate frankness. And you might choose directness anytime you are not concerned about goodwill. But such instances are not the rule. Usually you would be wise to use indirectness in refusals.

As in the preceding chapter, we first describe a general plan. Then we adapt this plan
to specific business situations—four in this case. First is the refusal of a request. We cover it in detail. Next we cover the refusal of a request for adjustment and refusals of credit. Since these last two situations are similar to the first one, we cover them briefly. The focus here is on special considerations involving each type. Finally, we cover negative announcements, which are a form of bad-news messages with unique characteristics.
THE GENERAL INDIRECT PLAN
Using a Strategic Buffer
Indirect messages presenting bad news often begin with a strategic buffer. By buffer
we mean an opening that identifies the subject of the message but does not indicate
overtly that negative news is coming. That is, it raises the topic of the message but does
not indicate what the rest of the message will say about it.

A buffer can be neutral or positive. A neutral buffer might simply acknowledge your
receipt of the reader’s earlier message and indicate your awareness of what it said. A
positive buffer might thank the reader for bringing a situation to your attention or for
being a valued customer or employee. You do need to use care when opening on a positive note. You do not in any way want to raise the reader’s hopes that you are about to deliver the news that he or she may be hoping for. That would only make your task of
maintaining good relations more difficult. 

Some may argue that not starting with the good news is, for savvy readers, a clear
tip-off that bad news is coming. If this is the case, then why not just start with the bad
news? True, for some readers in some situations, a direct approach may be the best. For example, if you are writing to tell customers that there is a defective part in a car
they have purchased and that they should return the car to the dealership immediately
for repairs, it would be almost unethical not to feature this important information in
the opening paragraph. Most readers in most situations, however, appreciate a more
gradual introduction to the message’s main negative point. It gives them a chance to
prepare for the news—and even if they suspect that it will be negative, the use of a
buffer indicates consideration for their feelings. It gives them a chance to prepare for the news—and even if they suspect that it will be negative, the use of a buffer indicates consideration for their feelings.
Setting Up the Negative News
For each case, you will have thought through the facts involved and decided that, to
some extent, you will have to say no or present some other kind of negative news. You
then have to figure out how you will present your reasons in such a way that your reader
will accept the news as positively as possible. Your strategy might be to explain the 
fairness of a certain action. It might be to present facts that clearly make the decision necessary. Or you might cite the expert opinion of authorities whom both you and your
reader respect. It might even be possible to show that your reasons for the negative
decision actually will benefit the reader in the long run. 

Whatever explanatory strategy you have chosen, these reasons should follow your buffer and precede the negative news itself. In other words, the paragraph after the buffer should start explaining the situation in such a way that, by the time the negative news comes, the reader should be prepared to receive it in the most favorable light possible. Examples of how to accomplish this follow. 

Presenting the Bad News Positively
Next, you present the bad news. If you have developed your reasoning convincingly, this bad news should appear as a logical outcome. And you should present it as positively as the situation will permit. In doing so, you must make certain that the negative message is clear—that your positive approach has not given the wrong impression.

One useful technique is to present your reasoning in first and third person, avoiding
second person. To illustrate, in a message refusing a request for money back and return
of product, one could write these negative words: “Since you have broken the seal,
state law prohibits us from returning the product to stock.” Or one could write these
more positive words emphasizing first and third person: “State law prohibits us from
returning to stock all such products with broken seals.”

It is sometimes possible to take the sting out of negative news by linking it to a
reader benefit. For example, if you preface a company policy with “in the interest of
fairness” or “for the safety of our guests,” you are indicating that all of your patrons,
including the reader, get an important benefit from your policy.

Your efforts to present this part of the message positively should stress the positive
word emphasis described in Chapter 4. In using positive words, however, you must
make certain your words truthfully and accurately convey your message. Your goal is
to present the facts in a positive way, not to confuse or mislead.
Offering an Alternative Solution
For almost any negative-news situation that you can think of, there is something you
can do to help the reader with his or her problem.

If someone seeks to hold an event on your company grounds and you must say no,
you may be able to suggest other sites. If someone wants information that you cannot
give, you might know of another way that he or she could get similar information. If
you cannot volunteer your time and services, perhaps you know someone who might,
or perhaps you could invite the reader to make the request again at a later, better time.
If you have to announce a cutback on an employee benefit, you might be able to suggest
ways that employees can supplement this benefit on their own. Taking the time
to help the reader in this way is a sincere show of concern for the reader’s situation. For this reason, it is one of your most powerful strategies for maintaining goodwill. 
Ending on a Positive Note
Since even a skillfully handled bad-news presentation can be disappointing to the
reader, you should end the message on a forward-looking note. Your goal here is to
shift the reader’s thoughts to happier things—perhaps what you would say if you were
in face-to-face conversation with the person. Preferably your comments should fi t the
one case, and they should not recall the negative message to the reader’s mind. They
should make clear that you value your relationship with the reader and still regard it
as a positive one.

Following are adaptations of this general plan to four of the more common negative
business message situations. From these applications you should be able to see how to
adapt this general plan to almost any other situation requiring you to convey bad news.


REFUSED REQUESTS

The refusal of a request is definitely bad news. Your reader has asked for something,
and you must say no. Your primary goal, of course, is to present this bad news. You
could do this easily with a direct refusal. But as a courteous and caring businessperson,
you have the secondary goal of maintaining goodwill. To achieve this second goal, you
must convince your reader that the refusal is fair and reasonable.
Fitting the General Plan to Refused Requests
Adapting the preceding analysis to the general plan, we arrive at the following outline
for the refused request:
• Begin with words that indicate a response to the request, are neutral as to the
answer, and set up the strategy.
• Present your justification or explanation, using positive language and you-viewpoint.
• Refuse clearly and positively. 
• Include a counterproposal or compromise when appropriate.
• End with an adapted goodwill comment.

Contrasting Refusals
The advantage of the indirect order in refusal messages is evident from the following
contrasting examples. Both refuse clearly. But only the one that uses the indirect order
is likely to gain reader goodwill.
Harshness in the Direct Refusal. The first example states the bad news right away.
This blunt treatment puts the reader in an unreceptive frame of mind. The result is that the reader is less likely to accept the explanation that follows. The explanation is clear, but note the unnecessary use of negative words (exhausted, regret, cannot consider). Note also how the closing words leave the reader with a strong reminder of the bad news.
			(Mark this letter with[image: ]  at the right margin)

Subject: Your request for donation

Ms. Cangelosi:

We regret to inform you that we cannot grant your request for a donation to the
association’s scholarship fund.

So many requests for contributions are made of us that we have found it necessary to
budget a definite amount each year for this purpose. Our budgeted funds for this year
have been exhausted, so we simply cannot consider additional requests. However, we
will be able to consider your request next year.

We deeply regret our inability to help you now and trust that you understand our position.

Suyog Sharma


Tact and Courtesy in an Indirect Refusal. The second example skillfully handles
the negative message. Its opening words are on subject and neutral. They set up the
explanation that follows. The clear and logical explanation ties in with the opening. Using
no negative words, the explanation leads smoothly to the refusal. Note that the refusal also
is handled without negative words and yet is clear. The friendly close fits the one case.
		
(Mark this letter with “√” at the right margin)

Subject: Your scholarship fund request

Ms. Cangelosi:

Your efforts to build the scholarship fund for the association’s needy children are most
commendable. We wish you good success in your efforts to further this worthy cause.
We at Pinnacle are always willing to assist worthy causes whenever we can. That is why
every January we budget for the year the maximum amount we believe we are able to
contribute to such causes. Then we distribute that amount among the various deserving
groups as far as it will go. Since our budgeted contributions for this year have already
been made, we are placing your organization on our list for consideration next year.

We wish you the best of luck in your efforts to help educate the deserving children of
the association’s members.

Suyog Sharma


ADJUSTMENT REFUSALS

Adjustment refusals are a special type of refused request. Your reader has made a claim
asking for a remedy. Usually you grant claims. Most are legitimate, and you want to
correct any error for which you are responsible. But such is not the case here. The facts
do not justify correction. You must say no.
General Strategy
The primary difference between this and other refusal messages is that in these situations, as we are defining them, your company will probably have clear, reasonable
guidelines for what should and should not be regarded as legitimate requests for adjustment. You will, therefore, not have to spend much time figuring out why you cannot grant the reader’s request. You will have good reasons to refuse. The challenge will be to do so while still making possible an ongoing, positive relationship with the reader.

Adapting the General Plan
We suggest you the following plan for adjustment refusals:
• Begin with words that are on subject, are neutral as to the decision, and set up
your strategy.
• Present the strategy that explains or justifies, being factual and positive.
• Refuse clearly and positively, perhaps including a counterproposal.
• End with off-subject, positive, forward-looking, friendly words.
Contrasting Adjustment Refusal Messages
Bad and good treatment of Pinnacle’s refusal to give money back for the faded fabric
are illustrated by the following two messages. The bad one, which is blunt and insulting,
destroys goodwill. The good one, which uses the techniques described in the preceding
paragraphs, stands a fair chance of keeping goodwill.
Bluntness in a Direct Refusal. The bad email begins bluntly with a direct statement
of the refusal. The language is negative (regret, must reject, claim, refuse, damage, inconvenience). The explanation is equally blunt. In addition, it is insulting (“It is difficult
to understand how you failed . . .”). It uses little tact, little you-viewpoint. Even the close
is negative, for it recalls the bad news.
			(Mark this letter with[image: ]  at the right margin)
Subject: Your May 3 claim for damages

Ms. Supriya,

I regret to report that we must reject your request for money back on the faded Do-
Craft fabric.

We must refuse because Do-Craft fabrics are not made for outside use. It is difficult
for me to understand how you failed to notice this limitation. It was clearly stated in
the catalog from which you ordered. It was even stamped on the back of every yard
of fabric. Since we have been more than reasonable in trying to inform you, we cannot
possibly be responsible.

We trust that you will understand our position. We regret very much the damage and
inconvenience our product has caused you.

Prabin Suwal, Customer Relations

Tact and Indirect Order in a Courteous Refusal. The good message begins with
friendly talk on a point of agreement that also sets up the explanation. Without accusations,
anger, or negative words, it reviews the facts of the case, which free the company of blame.
The refusal is clear, even though it is made by implication rather than by direct words. It is
skillfully handled. It uses no negatives, and it does not receive undue emphasis. The close
shifts to helpful suggestions that fi t the one case—suggestions that may actually result in
a future sale. Friendliness and resale are evident throughout the message, but especially in
the close.

			(Mark this letter with “√” at the right margin)
Subject: Your May 3 message about Do-Craft fabric

Ms. Supriya,

Certainly, you have a right to expect the best possible service from Do-Craft fabrics.
Every Do-Craft product is the result of years of experimentation. And we manufacture
each yard under the most careful controls. We are determined that our products will
do for you what we say they will do.

Because we do want our fabrics to please, we carefully inspected the photos of Do-
Craft Fabric 103 you sent us. It is apparent that each sample has been subjected to
long periods in extreme sunlight. Since we have known from the beginning that Do-
Craft fabrics cannot withstand exposure to sunlight, we have clearly noted this in all
our advertising, in the catalog from which you ordered, and in a stamped reminder
on the back of every yard of the fabric. Under the circumstances, all we can do
concerning your request is suggest that you change to one of our outdoor fabrics. As
you can see from our catalog, all of the fabrics in the 200 series are recommended for
outdoor use.

You may also be interested in the new Duck Back cotton fabrics listed in our 500
series. These plastic-coated cotton fabrics are most economical, and they resist sun
and rain remarkably well. If we can help you further in your selection, please contact
us at service@pinnacle.com.

Prabin Suwal, Consumer Relations

(Case Illustration, 12th Ed., Page-176)

NEGATIVE ANNOUNCEMENTS
Occasionally, businesses must announce bad news to their customers or employees.
For example, a company might need to announce that prices are going up, that a service
or product line is being discontinued, or that a branch of the business is closing.
Or a company might need to tell its employees that the company is in some kind of
trouble, that people will need to be laid off, or, as in the example above, that employee
benefits must be reduced. Such announcements generally follow the instructions previously given in this chapter.
General Strategy
When faced with the problem of making a negative announcement, your first
step should be to determine your overall strategy. Will you use direct or indirect
organization?

In most cases the indirect (buffer) arrangement will be better. This route is especially
recommended when it is reasonable to expect that the readers would be surprised,
particularly disappointed, or even angered by a direct presentation. When planning an
indirect announcement, you will need to think about what kind of buffer opening to
use, what kind of explanation to give, how to word the news itself, and how to leave
your readers feeling that you have taken their interests into account.
Reviewing the Plan
We suggest this specific plan for negative announcements written in indirect order:
• Start with a buffer that begins or sets up justification for the bad news.
• Present the justification material.
• Give the bad news positively but clearly.
• Help solve the problem that the news may have created for the reader.
• End with appropriate goodwill talk.
Contrasting Negative Announcements
Good and bad techniques in negative announcements are shown in the following two
messages. The bad one is direct, which in some circumstances may be acceptable but
clearly is not in this case. The good one follows the pattern just discussed.
Directness Here Alarms the Readers. This bad example clearly upsets the
readers with its abrupt announcement in the beginning. The readers aren’t prepared
to receive the negative message. Probably they don’t understand the reasons behind
the negative news. The explanation comes later, but the readers are not likely to be
in a receptive mood when they see it. The message ends with a repetition of the bad
news.

(Mark this letter with[image: ]  at the right margin)
To our employees:

Pinnacle management sincerely regrets that effective February 1 you must begin
contributing 25 percent of the cost of your medical insurance. As you know, in the
past the company has paid the full amount.

This decision is primarily the result of the rising costs of health insurance, but Pinnacle’s
profits also have declined the last several quarters. Given this tight financial picture,
we needed to find ways to reduce expenses.

We trust that you will understand why we must ask you to help us get out of this predicament.

Sincerely,

Convincing Explanation Begins a Courteous Message. The better example
follows the recommended indirect pattern. Its opening words begin the task of
convincing the readers of the appropriateness of the action to be taken. After more
convincing explanation, the announcement flows logically. Perhaps it will not be
received positively by all recipients, but it is a reasonable deduction from the facts
presented. After the announcement comes an offer of assistance to help readers deal
with their new situation. The last paragraph reminds readers of remaining benefits
and reassures them that management understands their interests. It ends on an appreciative, goodwill note.

				(Mark this letter with “√” at the right margin)
To All Employees:

Probably you have heard or read in the news that companies all across the United
States, no matter how large or small, are struggling to keep up with the rising cost of
healthcare. Just last week, an article in The Wall Street Journal reported that health
care costs represent “a business crisis that Congress can no longer afford to ignore.”
Legislators, healthcare providers, and businesspeople everywhere are struggling to
find a solution to the skyrocketing cost of health insurance.

We are feeling this situation here in our own company. The premiums that we pay to
cover our health benefits have increased by 34 percent over the last two years, and they
now represent a huge percentage of our expenditures. Meanwhile, as you know, our
sales have been lower than usual for the past several quarters. At least in the short run,
it is imperative that we find a way to cut overall costs. Your management has considered
many options and rejected such measures as cutting salaries and reducing personnel.
Of the solutions that will be implemented, the only change that affects you directly
concerns your medical insurance. On March 1 we will begin deducting 25 percent of the
cost of the premium. The other savings measures will be at the corporate level.

Jim Taylor in the Personnel Office will soon be announcing an informational meeting about your insurance options. Switching to spousal coverage, choosing a less expensive plan with lighter deductibles, or setting up a flexible spending account may be right for you. You can also see Jim after the meeting to arrange a personal consultation. He is well versed in the many solutions available and can give you expert advice for your situation.

Our healthcare benefits are some of the best in our city and in our industry, and those
who continue with the current plan will not see any change in their medical coverage
or their co-pays. Your management regards a strong benefits program as critical to the
company’s success, and we will do all we can to maintain these benefits while keeping
your company financially viable. We appreciate your cooperation and understanding.
Sincerely,
Using Directness in Some Cases
In some cases it is likely that the reader will react favorably to a direct presentation of the bad news. If, for example, the negative news is expected (as when the news media have already revealed it), its impact may be viewed as negligible. As in all announcements with some negative element, this part must be handled in good positive language. Also, the message should end on a goodwill note. The following example of a  mail-order/department store’s announcement discontinuing a customer program illustrates this situation:

Dear Ms. Sophiya:

As a long-time customer, you will be interested in knowing that we are discontinuing
our Preferred Customer program so that we may offer several new promotions.

Effective January 1 we will take your accumulated points and convert them to a savings
coupon worth as much as or more than your points total. Your new points total is on
the coupon enclosed with this letter. You may apply this coupon in these ways:

• When shopping in our stores, present your coupon at the register.

• When shopping from our catalogs, give the coupon number to the telephone service
agent, enclose your coupon with your mail order, or enter it with your web order.

In all these cases we will deduct your coupon value from your purchase total. If you
have any questions, please call us at 1-800-343-4111.

We thank you very much for your loyalty. You’ll soon hear about exciting new
opportunities to shop and save with us.

Sincerely,


(Case Illustration, 12th Ed., Page-179)



CLAIMS
When something goes wrong between a business and its customers, usually someone
begins an effort to correct the situation. Typically, the offended party calls the matter
to the attention of those responsible. This claim can be made in person, by telephone,
or by written message (email or letter). Our concern here is how to make it in a written message. You would probably choose this more formal medium if you wanted
a record of the interchange or if you were not on informal terms with the recipient.

Using Directness versus Indirectness
Some writers organize claim messages directly, arguing that most businesses want to know right away when something has gone wrong. Others argue that blurting out the problem at the beginning puts readers on the defensive. Who is right?

We believe that the best strategy is usually a mixture of the two approaches. Unlike most other types of negative messages, claim messages should indicate early on that a problem has occurred. Beating around the bush may annoy your readers and make you seem unassertive. But it is risky to make your actual request for an adjustment before you have presented the facts of the case. We thus recommend that you save this part of the message for the last or next-to-last paragraph. As with all messages, however, many variations are possible. You should choose your solution based upon the parties involved and the events that have occurred.
Choosing the Right Tone
Your goal in a claim message is to convince your recipient that you deserve some
kind of compensation or remedy for a situation that has occurred. But even if you are completely in the right, you will not advance your cause with accusatory, onesided
language. Keep your tone as objective as you can while also making sure that the reader understands the problems caused by the situation. Focus as much as possible on facts, not feelings.
Leading into the Problem in the Beginning
A claim message needs to identify the transaction involved. This you can do early in the messages as a part of the beginning. One way is to put the identification in the subject head in an email messages or in the subject line of a letter, as in this example: 

Subject: Damaged condition of fire extinguishers on arrival, your invoice C13144

If you use a subject line, choose your words with care. Such negatively charged
words as complaint or disappointment can put your readers on the defensive before
you’ve even had a chance to make your case.
Describing the Problem Clearly
In the body of your message, explain what happened. The words describing the problem should be courteous yet firm. And they should cover the problem completely, giving enough information to permit the reader to judge the matter. If there were consequences of what happened, you may benefit your case by naming them. This beginning sentence illustrates the point: 

The Model H freezer (Serial No. 713129) that we bought from you September 17 suddenly quit working, ruining NR 25,000 of frozen foods were ruined.

Notice that this example uses the passive voice. It says “… were ruined” rather than “your freezer ruined ….” This sentence type keeps the second person (you, your) out of the most negative part of the message, helping you avoid accusations. 
Requesting the Correction
The facts you present should prove your claim. So your next step is to follow logically with making the claim. How you handle the claim, however, is a matter for you to decide. To handle the claim, you have two choices: You can state what you want (money back, replacement), or you can leave the decision to the reader. You decide which, based on the situation.
Overcoming Negativeness with a Fair-Minded Close
Your final friendly words should leave no doubt that you are trying to maintain a positive relationship. For added strength, you could express appreciation for what you seek. This can be done with the expressions like: “I would be grateful if you could get the new merchandise to me in time for my Friday sale.” Whatever final words you choose, they should clearly show that yours is a firm yet cordial and fair request.
Outlining the Claim Message
Summarizing the foregoing points, we arrive at this outline for the claim message:
• Begin directly. Tell what is wrong.
• Identify the situation (invoice number, product information, etc.) in the text or in a
subject line.
• Present enough of the facts to permit a decision.
• Seek corrective action.
• End positively—friendly but firm.
Contrasting Examples of Claim Messages
The following two email messages show contrasting ways of handling Tri-Cities Hardware’s problem with the Old London lamppost lights. The first is slow and harsh. The second is courteous, yet to the point and firm.
A Blunt and Harsh Message. The first message starts slowly with a long explanation
of the situation. Some of the details in the beginning sentence are helpful, but they
do not deserve the emphasis that this position gives them. The problem is not described
until the second paragraph. The words are angry and insulting, and they talk down to the reader. The negative writing continues into the close, leaving a bad final impression.
				
(Mark this letter with[image: ]  at the right margin)
Subject: Our Order No. 7135

Mr. Goetz

As your records will show, on March 7 we ordered 30 Old London lamppost lights (our
Order No. 7135). The units were received by us on March 14 (your Invoice No. 715C).

At the time of delivery, our shipping and receiving supervisor noticed that some of the
cartons had broken glass inside. Upon further inspection, he found that the glass on
17 of the lamps was broken. Further inspection showed that your packers had been
negligent as there was insufficient packing material in each carton.

It is hard for me to understand a shipping system that permits such errors to take
place. We had advertised these lights for our annual spring promotion, which begins
next Saturday. We want the lights by then or our money back.

Megan Adami

A Firm Yet Courteous Message. The second message follows the plan suggested
in preceding paragraphs. The message begins with a clear statement of the problem. Next, in a tone that shows firmness without anger, it tells what went wrong. Then it requests a specific remedy and asks what to do with the damaged goods. The ending uses subtle persuasion by implying confidence in the reader. The words used here leave no doubt about the writer’s interest in a continued relationship.
				
(Mark this letter with “√” at the right margin)

Subject: Broken glass in 17 Old London lamppost lights received

Mr. Goetz

Seventeen of the 30 lamppost lights we received today arrived with glass coverings broken.

At the time of delivery, our shipping and receiving manager noticed broken glass in
some of the cartons. Upon further inspection, he found that 17 were in this condition. It
was apparent to him that insufficient packing material was the cause of the problem.

Because we had advertised these lights for our annual spring promotion, which begins
Saturday, please get replacements to us by that date. If delivery is not possible, we
request a refund for the broken units. In either event, please instruct me on what to do
with the damaged lamps.

I am aware, of course, that situations like this will occur in spite of all precautions. And
I am confident that you will replace the units with your usual courtesy.

Megan Adami

PERSUASIVE MESSAGES
GENERAL ADVICE ABOUT PERSUASION
All our previous advice about adapting your messages to your readers comes into play with persuasive messages—only more so. Moving your reader from an uninterested or even antagonistic position to an interested, cooperative one is a major accomplishment.
To achieve it, keep the following advice in mind.
Know Your Readers
For any kind of persuasive message, thinking about your subject from your readers’
point of view is critical. To know what kind of appeals will succeed with your readers, you need to know as much as you can about their values, interests, and needs. An individual charged with writing an internal or external persuasive message can increase the chances for success by learning as much as possible about the intended readers. He or she can talk with the customer service people about the kinds of calls they’re getting, study the company’s customer database, chat with people around the water cooler or online, and run ideas past colleagues. Good persuasion depends on knowledge as well as on imagination and logic.
Choose and Develop Targeted Reader Benefits
No one is persuaded to do something for no reason. Sometimes their reasons for acting are related to tangible or measurable rewards. For example, they will save money, save time, or acquire some kind of desired object. But often, the rewards that persuade are intangible. People may want to make their work lives easier, gain prestige, or have more
freedom. Or perhaps they want to identify with a larger cause, feel that they are helping
others, or do the right thing. In your quest for the appeals that will win your readers over, do not underestimate the power of intangible benefits, especially when you can pair them with tangible rewards. 

When selecting the reader benefits to feature in your persuasive messages, bear in
mind that such benefits can be intrinsic, extrinsic, or something in between. Intrinsic
benefits are benefits that readers will get automatically by complying with your
request. For example, if you are trying to persuade people to attend your company’s
awards dinner, the pleasure of sharing in their colleagues’ successes will be intrinsic to
the event. Door prizes would be an extrinsic benefit. We might classify the meal itself as something of a combination—not really the main feature of the event but definitely
central to it. Intrinsic benefits are tightly linked to what you’re asking people to do,
while extrinsic ones are added on and more short-lived. Let intrinsic benefits do the
main work of your persuasive effort. Focusing too much on extrinsic benefits can actually cheapen your main cause in the readers’ eyes.

When presenting your reader benefits, be sure the readers can see exactly how the benefits will help them. The literature on selling makes a useful distinction between product features and reader benefits. If you say that a wireless service uses a certain kind of technology, you’re describing a feature. If you say that the technology results in fewer missed or dropped calls, you’re describing a benefit. Benefits persuade by enabling readers to envision the features of the recommended product or action in their own worlds.

One common technique for achieving this goal is to use what we call scenario
painting, or a description that pictures the reader in a sample situation enjoying the
promised benefits. Here is an example of scenario painting written by well-known
copywriter Morris Massey, promoting a tour to New Orleans:

Think your schedule is too tight to take a fun-filled vacation? Our Baja Mexico sailings are just the cruises to change your mind. You can experience the tropical beauty of Baja with a 3-day weekend cruise to Ensenada. Relax in the privacy of Ensenada’s private beaches before hitting the fashionable shops of Avenida Primera for new jewelry—duty-free, of course.

Have an extra day to spare? Our 4-day Baja cruises visit Catalina Island. Who knows? You may spot some of Hollywood’s elite while sunning on the golden beaches of California’s Emerald Island.

Scenario painting is very common in sales messages, but you can also use it to good
advantage in other persuasive messages, even internal ones. Whatever your persuasive
situation or strategy, be sure to provide enough detail for readers to see how they will
benefit from what you are asking them to do.
Make Good Use of Three Kinds of Appeals
The first acknowledged expert on persuasion, the Greek philosopher Aristotle, lived
almost 2,500 years ago, but many of his core concepts are still widely taught and used.
Of particular value is his famous categorizing of persuasive appeals into three kinds:
those based on logic (logos), those based on emotion (pathos), and those based on the character of the speaker (ethos). All three kinds come into play in every persuasive
message—in fact, one might say, in every kind of message. But as the writer of a
persuasive message, you will need to think especially carefully about how to manage
these appeals and which ones to emphasize given your intended audience.

In practice, these three kinds of appeals often cannot be neatly separated, but to get a sense of your options, you might benefit from thinking about each in turn. What kind of logical appeals might you use—saved money? Saved time? A more dependable or effective product? How about emotional appeals? Higher status? More sex appeal? Increased popularity? And don’t neglect appeals based on character. What kind of image of yourself and your company will resonate with the reader? Should you get a celebrity or expert to endorse your product or to serve as the spokesperson? Not only when planning but also when revising your persuasive message, assess your appeals. Be sure to choose and develop the ones most likely to persuade your audience.
Make It Easy for Your Readers to Comply
Sometimes writers focus so much on creating persuasive appeals that their thought in the requested action becomes insufficient. If you want people to give money or buy your product, tell them where and how to do it, and supply a preaddressed mailing envelope or a web address if applicable. If you want employees to give suggestions for improving products or operations, tell them exactly where and how to submit their ideas and make it easy for them to do so. Making the desired action specific and easy to perform is a key part of moving your readers from resistance to compliance with your request.

With this general advice in mind, we now turn to the two main types of persuasive
messages in business: persuasive requests and sales messages.

PERSUASIVE REQUESTS
There will be many times in your work life when you will need to make persuasive
requests. Perhaps, as in the scenario above, you will be asked to write a fund-raising
message. Perhaps you will need to ask your management for another staff position
or for special equipment. You may need to persuade a potential client to join
you in a meeting so that you can demonstrate the benefits of your products. Or
maybe you will be trying to persuade your employees to change their behavior in
some way.

Whether written to internal or external readers, requests that are likely to be resisted
require a slow, deliberate approach. Following this plan:
Determining the Persuasion
Developing your persuasive plan involves three interrelated tasks: determining what
you want, figuring out your readers’ likely reactions, and deciding upon a persuasive
strategy that will overcome reader objections and evoke a positive response.
Think carefully about your actual goals for your persuasive requests. Your goals, considered in the context of your organization’s goals and your relationship with your readers, are key shapers of your persuasive message.

Consider everything you know about your readers; put yourself in their shoes. Look at the request as they are likely to see it. Figure out what’s in it for them, and anticipate their likely objections. From this thinking and imagining, your plan should emerge.

A special kind of persuasive request is one that casts the request as a problem–
solution message. With this strategy, you first present a problem that you and the
readers share—a form of the common-ground persuasion technique—and then show
how doing as you propose will solve the problem for all concerned. A persuasive request situation is a special opportunity for analysis, creativity, and judgment. With careful use of all three, you can plan messages that will change your readers’ minds and move them to action.
Gaining Attention in the Opening
The need to draw your reader in with the opening of your persuasive message is
obvious. You are writing to a person who has not invited your message and probably
does not agree with your goal. So you need to get that person into a receptive mood.
An interesting beginning that arouses curiosity is a good step in this direction.
The following examples indicate the possibilities.

From the cover letter of a questionnaire seeking the opinions of medical doctors:

What, in your opinion as a medical doctor, is the future of the private practice of medicine?

From a message requesting contributions for orphaned children:

While you and I dined heartily last night, 31 orphans at San Pablo Mission had only dried beans to eat.

Developing the Appeal
Following the opening, you should proceed with your goal of persuading. Your task here is a logical and orderly presentation of the reasoning you have selected.

As with any argument intended to convince, you should do more than merely list
points. You need to use logic and emotion appropriately and project an appealing image. And, because your reader may become impatient if you delay your objective, you need to make every word count.
Making the Request Clearly and Positively
After you have done your persuading, move to the action you seek. You have prepared
the reader for what you want. If you have done that well, the reader should be ready to
accept your proposal.

As with negative points, your request requires care in word choice. You also should avoid words that bring to mind images and ideas that might work against you. Words that bring to mind reasons for refusing are especially harmful, as in this example:

I am aware that businesspeople in your position have little free time to give, but will you please consider accepting an assignment to the board of directors of the Children’s Fund?

The following positive tie-in with a major point in the persuasion strategy does a much better job:

Because your organizing skills are so desperately needed, will you please serve on the board of directors of the Children’s Fund?

Whether your request should end your message will depend on the needs of the case. In a long persuasion effort you will profit by following the request with words of explanation. On the other hand, you may end less involved presentations with the request. Even in this case, however, you may want to follow the request with a reminder of the appeal. 
Summarizing the General Plan for Requests
From the preceding discussion, the following general plan for the persuasive request message is apparent:
• Open with words that (1) set up the strategy and (2) gain attention.
• Present the strategy (the persuasion) using persuasive language and you viewpoint.
• Make the request clearly and without negatives (1) either at the end of the message
or (2) followed by words that recall the persuasive appeal.
Contrasting Persuasive Requests
The persuasive request is illustrated by contrasting letters that ask businesspeople to
donate to Junior Achievement. The first message is direct and weak in persuasion; the
second is indirect and persuasive. The second message, which follows the approach described above, produced better results.
Obvious Failure in Directness. The weaker letter begins with the request.
Because the request is opposed to the reader’s wishes, the direct beginning is likely to get a negative reaction. In addition, the comments about how much to give tend to lecture rather than suggest. It makes little use of the you-viewpoint, and the persuasion comes too late. The selfish close is a weak reminder of the action requested.
			
(Mark this letter with[image: ]  at the right margin)
Dear Mr. Satish:

Will you please donate to the local Junior Achievement program? We have set $50 as a fair minimum for businesses to give. But larger amounts would be appreciated.

The organization badly needs your support. Currently, about 900 young people will not get to participate in Junior Achievement activities unless more money is raised. Junior
Achievement is a most worthwhile organization. As a business leader, you should be willing to support it.

If you do not already know about Junior Achievement, let me explain. Junior Achievement is an organization for high school youngsters. They work with local business executives to form small businesses. They operate the businesses. In the process, they learn about our economic system. This is a good thing, and it deserves our help.

Hoping to receive your generous donation,

Skillful Persuasion in an Indirect Order. The next message shows good
imagination. Its opening has strong interest appeal and sets up the persuasion strategy. Not until the reader has been sold on the merits of the request does the message ask the question. The final words leave the reader thinking about a major benefit that a yes answer will give.
			(Mark this letter with “√” at the right margin)

Dear Mr. Satish:

Right now—right here in our city—620 teenage youngsters are running 37 corporations.
The kids run the whole show, their only adult help being advice from some of your business associates who work with them. 

Last September they applied for charters and elected officers. They created plans for business operations. For example, one group planned to build websites for local businesses. Another elected to conduct a rock concert. Yet another planned to publish newsletters for area corporations. After determining their plans, the kids issued stock—and sold it, too. With the proceeds from stock sales, they began their operations. Now they are operating. This May they will liquidate their companies and account to their stockholders for their profits or losses.

What’s behind these impressive accomplishments? As you’ve probably guessed, it’s Junior Achievement. Since 1919, this nonprofit organization has been teaching school kids of all ages about business, economics, and entrepreneurship. Thanks to partnerships between volunteers and teachers, these kinds gain hands-on experience with real business operations while learning the fundamentals of economics and financial responsibility. They also learn cooperation and problem solving. It’s a win-win situation for all involved. 

To continue to succeed, Junior Achievement needs all of us behind it. During the 13 years the program has been in our city, it has had enthusiastic support from local business leaders. But with over 900 students on the waiting list, our plans for next year call for expansion. That’s why, as a volunteer myself, I ask that you help make the program available to more youngsters by contributing $50 (it’s deductible). By helping to cover the cost of materials, special events, and scholarships, you’ll be preparing more kids for a bright future in business. 

Please make your donation now by completing our online contribution form at <www.juniorachievement.org>. You will be doing a good service for the kids in our community.

Sincerely,

(Case Illustration, 12th Ed., Page-202, 203)

SALES MESSAGES
One of the most widely disseminated forms of business communication is the sales
message. It is such an important component of most businesses’ sales strategies that it
has become an elaborate, highly professionalized class, backed by extensive consumer
research. Think about the typical sales letter that you receive. Careful attention has
been paid to the message on the envelope, to the kinds of pieces inside, and to the
visual appeal of those pieces, as well as to the text of the letter itself. Clearly, advertising professionals produce many of these mailings, as well as much of the fundraising literature that we receive. You can also see a professional’s hand in many of the sales emails that appear in your in-box. Why, then, you might ask, should you study sales writing?

As a businessperson, you will often find yourself in the position of helping to shape
a major sales campaign. You may well have valuable insight into your product’s benefits and your potential customers. You need to be familiar with the conventions for
sales messages and to be able to offer your own good ideas for their success.
In addition, knowledge of selling techniques can help you in many of your other
activities, especially the writing of other kinds of business messages, for in a sense
most of them involve selling something—an idea, a line of reasoning, your company,
yourself. Sales techniques are more valuable to you than you might think. 
Questioning the Acceptability of Sales Messages
We begin our discussion of sales messages by noting that they are a controversial area 
of business communication, for two main reasons: they are often unwanted, and they
sometimes use ethically dubious persuasive tactics. Probably you know from your
own experience that direct-mail sales literature is not always received happily. Called
“junk” mail, these mailings often go into the wastebasket without being read. Even so,
they must be successful, for the direct-mail business has survived for over a century. Yet, will need to consider these objections any time you use this sales medium.

Fortunately, a more acceptable form of email selling has developed. Called permission
email or opt-in email marketing, it permits potential customers to sign on a
company’s website or offer their email addresses to a catalog, phone marketer, or other
recipient. The potential customers may be asked to indicate the products, services,
and specific topics of their interest. Thus the marketers can tailor their messages to the
customer, and the customer receives only what he or she wants. According to a recent
white paper by eMarketer, building permission-based email distribution lists is one of
the most important steps in waging successful emarketing campaigns. Such practices
can help address the problem of unwanted sales messages.

As for the charge that persuasive messages use unfair persuasive tactics, this is, unfortunately, sometimes the case. The unfair tactics could range from deceptive wording and visuals to the omission of important information to the use of emotional elements that impair good judgment. To consider an example, one linen supply
company sent a letter to parents of first-year students at a certain university telling
them that the students would need to purchase extra-long sheets, offered by this company, to fit the extra-long beds on campus—but omitted the information that only one dorm out of four had such beds. And it is well documented that images, because they work on a visceral level, persuade in ways that tend to bypass the viewers’ reasoned judgment, leading some to question the ethics of such elements.

Any persuasive message is, by its very nature, biased. The writer has a favored point
of view and wants to persuade the reader to adopt it. Therefore, considering the ethical
dimension of your communication, while important for all types of messages, is
especially critical for persuasive messages. Let your conscience and your ability to put yourself in the readers’ shoes guide you as you consider how to represent your subject
and win others to your cause.
Preparing to Write a Sales Message
Before you can begin writing a sales message, you must know all you can about the product or service you are selling. Before prospects buy a product, they may want to know how it is made, how it works, what it will do, and what it will not do. Clearly, a first step in sales writing is careful study of your product or service.

In addition, you should know your readers. In particular, you should know about
their needs, their economic status, age, nationality, education, and culture. The more you know about your readers, the better you will be able to adapt your sales message. If time does not permit you to do the necessary research on the needs of your perspective customers, you may have to follow your best logic. For example, the nature of a product
can tell you something about its likely buyers. Expensive French perfumes and cosmetics would probably be bought by people in high-income brackets. If you are purchasing a mailing list, you usually receive basic demographics such as age, sex, race, education, income, and marital status of those on the list. Sometimes you know more—interests, spending range, consumption patterns, and the like.
Determining the Central Appeal
With your product or service and your prospects in mind, you are ready to create the sales message. This involves selecting and presenting your persuasive appeals, whether emotional, logical, character based, or a combination. But for most sales messages, one appeal should stand out as the main one—mentioned in the beginning, recalled in the middle, and reiterated at the end. While other benefits can be brought in as appropriate, the message should emphasize your central, best appeal.

Emotional appeals—those based on our senses and emotions—can be found in almost
any sales message, but they predominate in messages for goods and services
that do not perform any discernable rational function. Illustrating emotional appeal
is the following example from a message that attempts to sell perfume by linking the
romance of faraway places with the product’s exotic scent:
Linger in castle corridors on court nights in London. Dance on a Budapest balcony high above the blue Danube. Seek romance and youth and laughter in charming capitals on five continents. And there you’ll find the beguiling perfume that is fragrance Jamais.
Logical appeals are more rational. These include strategies based on saving money, making money, doing a job better, and getting better use from a product. 
I am going to slash the regular rate of $36 a year down to only $28, saving you a full 22 percent. That means you get 12 information-filled new issues of Science Digest for only $2.33 a copy. You save even more by subscribing for 2 or 3 years.
Appeals based on character persuade by implying such arguments as “I use this product,
so you should, too” or “I am an authority, so you should do what I recommend.”
Ads that employ sports figures, film stars, or experts to sell their products are relying
heavily on character-based appeals. Following example uses the company’s identity to
persuade:
Consumer Reports is on your side. We’re a nonprofit consumer protection organization with no commercial interests whatsoever. To put it bluntly, we don’t sell out to big companies and private interest groups—we’re accountable to no one except to consumers. And when you’re not beholden to advertisers (like other so-called consumer protection publications), you can tell it like it is.
How the buyer will use the product may be a major basis for selecting a sales strategy. Cosmetics might well be sold to the final user through emotional appeals. Selling cosmetics to a retailer (who is primarily interested in reselling them) would require rational appeals. A retailer would be interested in their emotional qualities only to the extent that these make customers buy. A retailer’s main questions about the product are: Will it sell? What turnover can I expect? How much money will it make for me?
Holding Attention in the Opening
The first words of your message have a major need to gain attention. The reader
must be moved to read on. What you do here is a part of your creative effort. But the
method you use should assist in presenting the sales message. That is, it should help
set up your strategy. It should not just gain attention for attention’s sake. 

One of the most effective attention-gaining techniques is a statement or question
that introduces a need that the product will satisfy. For example, a rational-appeal
message to a retailer would clearly tap his or her strong needs with these opening
words:
Here is a proven best-seller—and with a 12 percent greater profit.
This paragraph of a message selling a fishing vacation at a lake resort illustrates a
need-fulfilling beginning of an emotional-appeal approach:
Your line hums as it whirs through the air. Your line splashes and dances across the smooth surface of the clear water as you reel. From the depth you see the silver streak of a striking bass. You feel a sharp tug. The battle is on!
The following example attracts interest by telling a story and using character-based appeal:
It was in 1984 that three enterprising women met to do something about the lack of accessible health information for women.
Whatever opening strategy you choose, it should introduce or lead into your central selling point.
Building a Persuasive Case
With the reader’s attention gained, you proceed with the sales strategy that you have
developed. In general, you establish a need. Then you present your product or service
as fulfilling that need.

The plan of your sales message will vary with your imagination. But it is likely to
follow certain general patterns determined by your choice of appeals. If your main
appeal is emotional, for example, your opening has probably established an emotional
atmosphere that you will continue to develop. Thus, you will sell your product based
on its effects on your reader’s senses. You will describe the appearance, texture, aroma,
and taste of your product so vividly that your reader will mentally see it, feel it—and
want it. In general, you will seek to create an emotional need for your product.

If you select a rational appeal as your central theme, your sales description is likely to be based on factual material. You should describe your product based on what it can do for your reader rather than how it appeals to the senses. You should write matter-of-factly about such qualities as durability, savings, profits, and ease of operation.

When using character-based appeals, you will emphasize comments from a well-known, carefully selected spokesperson. Or, if the character being promoted is that of the company itself, you will provide evidence that your company is expert and dependable, understands customers like “you,” and stands behind its service or product.

It even uses techniques that are incorrect or inappropriate in other forms of business writing: sentence fragments, one-sentence paragraphs, folksy language, and such. It also uses mechanical emphasis devices (underscore, capitalization, boldface, italics, exclamation marks, color) to a high degree. It can use all kinds of graphics and graphic devices as well as a variety of type sizes and fonts. And its paragraphing often appears choppy. 
Driving for the Sale
After you have caught your reader’s interest in your product or service, the next logical step is to drive for the sale. After all, this is what you have been working for all along.
It is a natural conclusion to the sales effort you have made.

How to word your drive for the sale depends on your strategy. If your selling effort is strong, your drive for action also may be strong. It may even be worded as a command.
(“Order your copy today—while it’s on your mind.”) If you use a milder selling effort, you could use a direct question (“May we send you your copy today?”). In any event, the drive for action should be specific and clear. In no way should it resemble a hint. For best effect, it should take the reader through the motions of whatever he or she must do. Here are some examples:
“Just check your preferences on the enclosed order form. Then fax it to us today at 888.755.5265!”
“Mail the enclosed card today—and see how right Fast Company is for you!”
Similarly, in email selling you will need to make the action easy. Make it a simple click—a click to an order form, to order instructions, or such. Words such as these do the job well: “Just click on the button below to order your customized iPod case now!” and “You can download our free new catalog of business gifts at <http://thank
youtoo.com>.”
Reviewing the General Sales Plan
From the preceding discussion, a general plan for the sales message emerges. This plan is similar to the classic AIDA (attention, interest, desire, action) model developed almost a century ago. It should be noted, however, that in actual practice, sales messages vary widely. Creativity and imagination are continually leading to innovative techniques. Even so, the general prevailing plan is the following:
• Gain favorable attention.
• Create desire by presenting the appeal, emphasizing supporting facts, and emphasizing reader viewpoint.
• Include all necessary information—using a coordinated sales package (brochures,
leaflets, links, appended parts, and such).
• Drive for the sale by urging action now and recalling the main appeal.
• Possibly add a postscript.
• In email writing, offer to remove name from your email list to comply with new legal requirements.
Evaluating Contrasting Examples
The following two email sales messages show bad and good efforts to sell Killshaw’s
restaurant consulting services. Clearly, the weak message is the work of an amateur
and the better one was written by a professional.
Weakness in an Illogical Plan. Although the subject line of the amateur’s sales
message presents the main appeal, it is dull and general. The opening statement is
little more than an announcement of what the consultant does. Then, as a continuation
of the opening, it offers the services to the reader. Such openings do little to gain
attention or build desire. Next comes a routine, I-viewpoint review of the consultant’s
services. The explanation of the specific services offered is little better. Although the
message tells what the consultant can do, it is dull. The drive for action is more a hint
than a request. The closing words do suggest a benefit for the reader, but the effort is
too little too late.

Subject: A plan to increase profits

Ms. Collins,

You have probably heard in the trade about the services I provide to restaurant
management. I am now pleased to be able to offer these services to you.

From 28 years of experience, I have learned the details of restaurant management.
I know what food costs should be. I know how to find other cost problems, be they
the buying end or the selling end. I know how to design menu offerings for the most
profitability. I have studied kitchen operations and organization. And I know how the
service must be conducted for best results.

From all this knowledge, I have perfected a simple system for analyzing a restaurant
and finding its weaknesses. This I do primarily from guest checks, invoices,
and a few other records. As explained on my website (<http://www.restaurantimp.
com>), my system finds the trouble spots. It shows exactly where to correct all
problems.

I can provide you with the benefits of my system for only $1,500—$700 now and
$800 when you receive my final report on your operations. If you will fill out and
return by email the information requested below, I will show you how to make more
money.

Larry Kopel, Consultant

Skillful Presentation of a Rational Appeal. The better message follows the conventional sales pattern described in the preceding pages. Its main appeal is rational, which is justified in this case. Its subject line gains interest with a claim of the main message presented in you-viewpoint language. The beginning sentence continues this appeal with an attention-holding testimonial. The following sentences explain the service quickly—and interestingly. Then, in good you-viewpoint writing, the reader learns what he or she will get from the service. This part is loaded with reader benefits (profits, efficiency, cost cutting). Next, after the selling has been done, the message drives for action. The last sentence ties in the action with its main benefit—making money. A post note about how to “unsubscribe” meets the legal requirements and uses a courteous tone.

Subject: A proven plan that guarantees you more profi ts

Ms. Collins,

“Killshaw is adding $15,000 a year to my restaurant’s profi ts!”

With these words, Bill Summers, owner of Boston’s famed Pirate’s Cove, joined the
hundreds of restaurant owners who will point to proof in dollars in assuring you that I
have a plan that can add to your profits.

My time-proven plan to help you add to your profits is a product of 28 years of
intensive research, study, and consulting work with restaurants all over the nation.
I found that where food costs exceed 40 percent, staggering amounts slip through
restaurant managers’ fingers. Then I tracked down the causes of these losses. I can
find these trouble spots in your business—and I’ll prove this to you in extra income
dollars!

To make these extra profits, all you do is send me, for a 30-day period, your guest
checks, bills, and a few other items. After analyzing these items using my proven
method, I will write you an eye-opening report that will tell you how much money your
restaurant should make and how to make it.

From the report, you will learn in detail just what items are causing your higher
food costs. And you will learn how to correct them. Even your menu will receive
thorough treatment. You will know what “best-sellers” are paying their way—what
“poor movers” are eating into your profits. All in all, you’ll get practical suggestions
that will show you how to cut costs, build volume, and pocket a net 10 to 20 percent
of sales.

For a more detailed explanation of this service, review the information presented at my
website (<http://www.restaurantimp.com/>). Then let me prove to you, as I have to so
many others, that I can add money to your income this year. This added profit can be
yours for the modest investment of $1,500 ($700 now and the other $800 when our
profit plan report is submitted). Just email the information requested below and I’ll do
the rest.

That extra $25,000 or more will make you glad you did!

Larry Kopel, Consultant

You were sent this message because of your status in the restaurant field. If you wish to be removed from our list, please send an email with the word “unsubscribe” in the subject line.
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PROPOSALS
We include proposals in this chapter because they share certain characteristics with reports. Both genres require that information be carefully gathered and presented. Visually, they can seem quite similar; at their most formal, they use the same kinds of prefatory materials (title page, letter of transmittal, table of contents, and so forth). And proposals frequently use the direct pattern that most reports use. But proposals differ from reports in one essential way; proposals are intentionally persuasive. Proposal writers are not just providing information in an orderly, useful way. They are writing to get a particular result, and they have a vested interest in that result. Where they use direct or indirect approach, their purpose is to persuade. The following sections provide an introduction to the main types of proposals and offer guidelines for preparing them. 
Types of Proposals
Proposals can vary widely in purpose, length, and format. Their purpose can be anything
from acquiring a major client to getting a new copier for your department. They
can range from one page to hundreds of pages. They are usually written, but they can
be presented orally or delivered in oral and written form. As with other kinds of business
communication, the context will determine the specific traits of a given proposal.
But all proposals can be categorized as either internal or external, and either solicited or unsolicited. It is with the unsolicited type that indirect organization most often comes into play.
Internal or External. Proposals can be either internal or external. That is, they may be written for others within your organization or for readers outside your organization.

Internal proposals are a major means by which you will get what you need in order to do or enhance your job, or to effect an important change in your organization. Whether you want a computer upgrade, specialized training, travel money, or additional staff members, you will usually need to make your case to management. Of course, much of what you need as an employee will already be provided by your company. But when resources are tight, as they almost always are, you will have to persuade your superiors to give you the money rather than allocating it to another employee or department. Even if your idea is to enhance company operations in some way, you may find yourself having to persuade. Companies tend to be conservative in terms of change. The management wants good evidence that the trouble and expense of making a change will pay off.

External proposals are also written for a variety of reasons, but the most common purpose is to acquire business for a company or money from a grant-awarding organization. Every consulting firm—whether in training, financial services, information technology, or virtually any other business specialty—depends upon external proposals for its livelihood. If such firms cannot persuade companies to choose their services, they will not be in business for long. Companies that supply other companies with goods they need, such as uniforms, computers, or raw materials, may also need to prepare proposals to win clients. Business-to-business selling is a major arena for external proposals.

But external proposals are also central to other efforts. A company might propose to merge with another company; a city government might propose that a major department store choose the city for its new location; a university professor might write a proposal to acquire research funding. Many nonprofit and community organizations depend upon proposals for the grant money to support their work. Depending on the nature of the organization that you work for, proficiency in external proposal writing could be critical.
Solicited or Unsolicited. Another way to categorize proposals is solicited versus unsolicited. A solicited proposal is written in response to an explicit invitation tendered
by a company, foundation, or government agency that has certain needs to meet or
goals to fulfill. An unsolicited proposal, as you can probably guess, is one that you
submit without an official invitation to do so.

The primary means by which organizations solicit proposals is the request for proposals,
or RFP (variations are requests for quotes—RFQs—and invitations for/to bid—
IFBs or ITBs—both of which tend to focus only on price). These can range from brief
announcements to documents of 50, 100, or more pages, depending upon the scope and
complexity of the given project. As you might expect, their contents can also vary. But
a lot of thought and research go into a good RFP. In fact, some RFPs—for instance, a
company’s request for proposals from IT firms to design and implement their technology infrastructure—need to be just as elaborately researched as the proposals being requested. Whatever the originating organization, the RFP needs to include a clear
statement of the organization’s need, the proposal guidelines (due date and time, submission process, and proposal format and contents), and the approval process, in addition to such helpful information as background about the organization.

In business situations, solicited proposals usually follow preliminary meetings between
the parties involved. For example, if a business has a need for certain production
equipment, its buyers might first identify likely suppliers by considering those they
already know, by looking at industry material, or by asking around in their professional networks. Next they would initiate meetings with these potential suppliers to discuss
the business’s needs. Some or all of these suppliers would then be invited to submit a
proposal for filling the need with its particular equipment. As you can see, the more
relationships you have with companies that might use your goods or services, the more
likely it is that they will invite you to a preliminary meeting and then invite you to bid.

When writing unsolicited proposals, your job is harder than with solicited proposals.
After all, in these scenarios, the intended reader has not asked for your ideas or
services. For this reason, your proposal should resemble a sales message. It should
quickly get the readers’ attention, bring a need of theirs vividly to mind, and show how
your product or services will answer the need. And from beginning to end, it should
build your credibility. For example, if you want to provide training for a company’s
workforce or persuade a company to replace their current insurance provider with your
company, you will need to target your readers’ need in the opening, use further details
to prepare them to receive your plan, lay out the benefits of your proposal quickly and
clearly, and get the readers to believe that yours is the best company for the job. Careful
and strategic preparation of unsolicited proposals can result in much success.

As with solicited proposals, you should try, if at all possible, to make prior contact
with a person in the organization who has some power to initiate your plan. All other
things being equal, a proposal to someone you know is preferable to a “cold” proposal.
It is best to view the unsolicited proposal as part of a larger relationship that you are
trying to create or maintain.
Proposal Format and Contents
Every proposal is unique, but some generalizations can be made. To succeed, proposals must be designed with the key decision makers in mind, emphasize the most persuasive elements, and present the contents in a readable format and style.
Format and Formality. The physical arrangement and formality of proposals vary widely. The simplest proposals resemble formal email reports. Internal proposals (those written for and by people in the same organization) usually fall into this category, though exceptions exist. The more complex proposals may take the form of full-dress, long reports, including prefatory pages (title pages, letter of transmittal, table of contents, executive summary), text, and an assortment of appended parts. Most proposals have arrangements that fall somewhere between these extremes.

For the formality of your proposal, let your reader and the circumstances be your guide. Internal proposals tend to be less formal than external ones because the parties are often familiar with each other and because internal documents, in general, are less formal than external ones. If you are proposing a major initiative or change, however, using a formal presentation—whether oral, written, or both—may be in order. Contrarily, external proposals, while they tend to be formal, can be quite informal if they are short and the two parties know each other well. Many successful business proposals are pitched in letter format. As with every other kind of message, knowledge of and adaptation to your reader are key.
Content. Whether you are writing an external or internal proposal or a solicited
or unsolicited one, your primary goal is the same: to make a persuasive argument.
Every element of your proposal—from the title to the cover letter to the headings and organization of your content to the way you say things—needs to be informed by your central argument.

To be able to design your proposal according to this principle, you need to know your readers and their needs (which may be represented in an RFP). You also need to know how you can meet those needs. From these two kinds of knowledge you can develop your central argument. What is your competitive edge? Value for the money? Convenience? Reliability? Congruence of your reader’s needs or mission and what you have to offer? Some or all of the above? How you frame your argument will depend on how you think your proposal will be evaluated.

The reader of a business proposal will bring three basic criteria to the evaluation process:
• Desirability of the solution (Do we need this? Will it solve our problem?)
• Qualifications of the proposer (Can the author of the proposal, whether an individual or company, really deliver, and on time and on budget?)
• Return on investment (Is the expense, whether time or money, justified?)

If you can answer these three questions affirmatively from the point of view of your intended recipient, you have a good chance of winning the contract or your management’s approval.

When you have figured out what to propose and why, you need to figure out how to propose it. Although the number of content possibilities is great, you should consider including the eight topics listed below. They are broad and general, and you can combine or subdivide them as needed to fit the facts of your case. (See page------- and pages--------for two very different examples.)
1. Writer’s purpose and the reader’s need. An appropriate beginning is a statement of
the writer’s purpose (to present a proposal) and the reader’s need (such as reducing
turnover of field representatives). If the report is in response to an invitation, that
statement should tie in with the invitation. The problem should be stated clearly. This proposal beginning illustrates these recommendations:

As requested at the July 10 meeting with Alice Burton, Thomas Cheny, and Victor Petrui in your Calgary office, Murchison and Associates present the following proposal for studying the high rate of turnover among your field representatives. We will assess the job satisfaction of the current sales force, analyze exit interview records, and compare company compensation and human resource practices with industry norms to identify the causes of this drain on your resources.

(Case Illustration, 12th Ed., Page-228)

(Case Illustration, 12th Ed., Pages-229-234)


If a proposal is submitted without invitation, its beginning has an additional requirement: it must gain attention. As noted previously, uninvited proposals are much like sales messages. Their intended readers are not likely to be eager to read them. Thus, their beginnings must overcome the readers’ reluctance. An effective way of doing this is to begin by briefly summarizing the highlights of the proposal with emphasis on its benefits. This technique is illustrated by the beginning of an unsolicited proposal that a restaurant consultant sent to prospective clients:
The following pages present a proven plan for operations review that will (1) reduce food costs, (2) evaluate menu offerings for maximum profitability, (3) increase kitchen efficiency, (4) improve service, and (5) increase profits. Mattox and Associates proposes to achieve these results through its highly successful procedures, which involve analysis of guest checks and invoices and observational studies of kitchen and service work.
Your clear statement of the purpose and problem may be the most important aspect of the proposal. If you do not show right away that you understand what needs to be done and have a good plan for doing it, you may well have written the rest of your proposal in vain.
2. Background. A review of background information promotes an understanding of the problem. Thus, a college’s proposal for an educational grant might benefit from a review of the college’s involvement in the area to which the grant would be applied. A company’s proposal of a merger with another company might review industry developments that make the merger desirable. 
3. Need. Closely related to the background information is the need for what is being proposed. In fact, background information may well be used to establish need.
But because need can be presented without such support, we list it separately. In an RFP, the readers already know what they need. In many cases they may not know it. They may think they know, but you may see factors that they’ve overlooked. Plus, recasting their problem in ways that lead to your proposed solution helps your persuasive effort. 
4. Description of plan. The heart of a proposal is the description of what the writer proposes to do. This is the primary message of the proposal. It should be concisely presented in a clear and orderly manner, but it should give sufficient detail to convince the reader of the plan’s logic, feasibility, and appropriateness. It should also identify the “deliverables,” or tangible products, of the proposal.
5. Benefits of the proposal. Your proposal should make it easy for your readers to
see how your proposed action will benefit them. A brief statement of the benefits
should appear at the front of your proposal, whether in the letter of transmittal,
executive summary, opening paragraph, or all of the above. But you should elaborate on those benefits in the body of your proposal. As with sales writing, the greater the need to persuade, the more you should stress the benefits.

As an example of benefits logically covered in proposals, a college’s request
for funding to establish a program for retaining the older worker could point to the
profitability that such funding would give local businesses. And a proposal offering
a consulting service to restaurants could stress such benefits as improved work
efficiency, reduced employee theft, savings in food costs, and increased profits.
6. Particulars. Although the particulars of the proposal are really a part of your plan, they are often discussed separately. By particulars we mean the specifics: time schedules, costs, performance standards, means of appraising performance, equipment and supplies needed, guarantees, personnel requirements, and such. What is needed in a given case depends on its unique requirements. But in any event, the particulars should anticipate and answer the readers’ questions and be presented in the most positive light.
7. Evidence of ability to deliver. The proposing organization must sometimes establish its ability to perform. This means presenting information on such matters as the qualifications of personnel, success in similar cases, the adequacy of equipment and facilities, operating procedures, and financial status. Whatever information will serve as evidence of the organization’s ability to carry out what it proposes should be used. With an external proposal, resist the temptation to throw long, generic résumés at the readers. The best approach is to select only the most persuasive details about your personnel. If you do include résumés, tailor them to the situation.
8. Concluding comments. In most proposals you should urge or suggest the desired action. This statement often occurs in a letter to the readers, but if there is no cover letter or the proposal itself is not a letter, it can form the conclusion of your proposal. You might also include a summary of your proposal’s highlights or provide one final persuasive push in a concluding section.

Whatever you’re writing—whether a proposal, request, sales messages, or some other kind of message—the art of persuasion can be one of your most valuable assets. Adding the tips in this chapter to your general problem-solving approach will help you prepare for all those times in your career when you will need other’s cooperation and support. 

SUMMARY BY LEARNING OBJECTIVES
1. When the main point of your message is bad news, use the indirect order. (LO1: Using the indirect order for the most effective response)
• But exceptions exist, as when you believe that the news will be received routinely.
• Make exceptions also when you think the reader will appreciate directness.
2. In general, bad-news messages follow this general plan. (LO2:Writing indirect order messages)
• Begin with a buffer that sets up the strategy.
• Develop the strategy.
• Present the bad news as a logical result of the strategy.
• Try to offer an alternative solution.
• End on a positive note.
3. The refusal of a request is one bad-news situation that you will probably choose to
treat indirectly.	(LO3: Using tact and courtesy in request refusals)
• In such situations, strive to achieve two main goals:
— to refuse and
— to maintain goodwill.
• Begin by thinking through the problem, looking for a logical explanation (or
reasoning).
• Write an opening that sets up this explanation.
• Then present your explanation (reasoning), taking care to use convincing and
positive language.
• Refuse clearly yet positively.
• Use a compromise when practical.
• Close with appropriate, friendly talk that does not recall the bad news.
4. Indirectness is usually best for refusals of adjustments.	(LO4: Writing adjustment refusals)
• First, determine your explanation (reasoning) for refusing.
• Begin with neutral words that set up your reasoning and do not give away the refusal.
• Then present your reasoning, building your case convincingly.
• Refuse clearly and positively.
• Close with appropriate friendly talk that does not recall the refusal.
5. Sometimes businesses must announce bad news to their customers or employees. (LO6: Writing negative announcements)
• Indirect organization usually is better for these announcements.
• This means that convincing explanation precedes the bad news.
• And positive words are used to cover the bad news.
• Sometimes directness is appropriate.
• This is the case when the news is expected or will have little negative impact.
• Even so, handle the negative with positive wording.
6. Claim messages are somewhat more direct, but it is still usually best to lead up to the request. 	(LO4: Composing claim messages)
· Decide how direct you want to be.
· Plan to write neutrally and reasonably.
· Lead into the problem with your beginning.
· Then describe the problem clearly, thoroughly, and tactfully.
· Either ask for what you seek or invite your reader to decide what is fair.
· End on a positive, but firm, note that leaves open the possibility for future business.
7. Certain advice applies to all persuasive messages:	(LO7: Strategies for writing persuasive messages)
• Know your readers—well.
• Choose and develop targeted reader benefits.
— Both tangible and intangible benefits can be persuasive.
— Prefer intrinsic to extrinsic benefits.
— Express product features as reader benefits.
— Use scenario painting to help your readers experience the product’s appeal.
• Make good use of three kinds of appeals.
— Emotional appeals play on our senses (taste, hearing, and so on) and our feelings (love, anger, and the like).
— Rational appeals appeal to logic (with a focus on thrift, durability,
efficiency, and such).
— Character-based appeals use an appealing spokesperson or an attractive
image of the company to help sell the product.
• Make it easy for your readers to comply.
8. Requests that are likely to be resisted require an indirect, persuasive approach. (LO8: Writing persuasive requests)
• Such an approach involves developing a strategy—a plan for persuading.
• Your opening words should set up this strategy and gain attention.
• Follow with convincing persuasion.
• Then make the request—clearly yet positively.
• The request can end the message, or more persuasion can follow (whichever
you think is appropriate).
9. Sales messages are a controversial area of business communication. (LO9: Ethical concerns in sales messages)
• Many sales messages are unwanted.
— “Junk” mail clutters people’s mailboxes.
— “Spam” clutters their in-boxes.
• Some sales messages use unethical tactics.
— They may make deceptive claims.
— They may omit important information.
— They may rely heavily on visuals that trigger a visceral response.
• Use your conscience and your ability to put yourself in the readers’ shoes to
create ethical persuasive messages.
10. A sales message requires special planning. (LO10: Planning steps for direct mail or email sales messages)
• Learn all you can about your service or product and your intended readers.
• Then select an appropriate central appeal and supporting appeals.
• Determine the makeup of the mailing.
— Decide what you will include in the letter and what you will put in auxiliary
pieces.
— Consider a creative approach to the letter format itself.
— Email sales messages can also have auxiliary pieces and innovative format.
11. Although innovations are frequently used, the basic sales message generally
follows this traditional plan:	(LO11: Composing sales messages)
• The opening seeks to gain attention and set up the sales presentation.
• The body makes your persuasive case.
— It develops the appeals you have chosen.
— It uses punchy writing and techniques for visual emphasis (typography, white space, color, and other visual elements).
• In emotional selling, the words establish an emotional atmosphere and build an emotional need for the product or service.
• Character-based appeals build trust and invite identification with the company.
• In rational selling, the appeal is to the thinking mind, using facts and logical reasoning.
• Next comes a drive for a sale.
— It may be a strong drive, even a command, if a strong sales effort is used.
— In either case, the action words are specific and clear, frequently urging action now.
— Taking the action may be associated with the benefits to be gained.
12. Proposals resemble reports but differ in their fundamental purpose.	(LO12: Writing well-organized and persuasive proposals)
• They are intentionally persuasive.
• They can be categorized in two ways:
— Internal or external.
— Solicited or unsolicited.
• They vary widely in terms of format and formality.
— As with reports, proposal formats can range from short emails to long,
elaborate documents.
— Their levels of formality vary as well.
• The goal for your content is to make a persuasive argument.
— Review your readers’ needs and your ability to address them.
— Then develop your central argument.
— Bear in mind the main criteria that evaluators use.
• The contents of proposals vary with need, but one should consider these topics:
— Writer’s purpose and reader’s need.
— Background.
— Need.
— Plan description.
— Benefits.
— Particulars (time, schedule, costs, performance standards, and such).
— Ability to deliver.
— Concluding comments.

C R I T I C A L T H I N K I N G Q U E S T I O N S
1 Give examples of times (or situations) when directness
is appropriate for responses giving negative (bad-news)
information.
2 Writing in the indirect order usually requires more words
than does writing in the direct order. Since conciseness
is a virtue in writing, how can the indirect order be
justified?
3 What strategy is best in a message refusing a request
when the reasons for the refusal are strictly in the writer’s
best interests?
4 “Apologies in refusals are negative for they call attention
to what you are refusing. Thus, you should avoid using
them.” Discuss.
5 Explain how a claim can be both direct and indirect.
6 “If I am not emotional in my claim messages, the readers won’t understand how upset I am.” Respond to this statement.
7 Some business writers explain an adjustment refusal simply by saying that company policy did not permit granting claims in such cases. Is this explanation adequate? Discuss.
8 Negative announcements usually need to include much more than the announcement. Explain.
9 Give examples of negative announcements that appropriately are written in direct order.
10 Explain why a persuasive request is usually written in
the indirect order. Could the direct order ever be used
for such messages? Discuss.
11 What is the role of the you-viewpoint in persuasive
requests?
12 Compare persuasive requests and sales messages. What
traits do they share? How are they different?
13 Consider ads that you have seen on television. Which
ones rely heavily on emotional appeals? Which on logical
appeals? Which on character-based appeals? Do
the chosen appeals seem appropriate given the product,
service, or cause that is being promoted?
14 When could you justify addressing sales letters to “occupant”?
When to each reader by name?
15 Rarely should a sales letter exceed a page in length.
Discuss this statement.
16 Should the traditional sales-message organization discussed
in the text ever be altered? Discuss.
17 Discuss the relationship between the sales message and
its accompanying support information in an example
you’ve seen. What was the purpose of each piece?
18 Think of a sample persuasive request or sales message
that you regard as ethically questionable. Discuss the
nature of the ethical problems.
19 “To be successful, a proposal must be persuasive. This
quality makes the proposal different from most short
reports (which stress objectivity).” Discuss.
20 Discuss the differences between solicited and unsolicited
proposals.
21 For what kinds of situations might you select email
format for your proposal? Letter format? A longer,
report-like format?


C R I T I C A L T H I N K I N G E X E R C I S E S

1 Point out the shortcomings in the following email
message from a sports celebrity declining an invitation
to speak at the kickoff meeting for workers in a fundraising
campaign for a charity.
Subject: Your request for free lecture
Ms. Chung:
As much as I would like to, I must decline your request
that I give your membership a free lecture next
month. I receive many requests to give free lectures.
I grant some of them, but I simply cannot do them
all. Unfortunately, yours is one that I must decline.
I regret that I cannot serve you this time. If I can be
of further service in the future, please call on me.
Sincerely yours,
2 Criticize the following message refusing the claim for a
defective riding lawn mower. The mower was purchased
15 months earlier. The purchaser has had difficulties with
it for some time and submitted with the claim a statement
from a local repair service verifying the difficulties. The
writer’s reason for refusing is evident from the email.
C H I N K I N G E X E R C I S E S
Subject: Your May 12 claim
Mr. Surid:
Your May 12 claim of defective workmanship in
your Model 227 Dandy Klipper riding mower has
been reviewed. After considering the information
received, I regret to report that we cannot refund
the purchase price.

You have had the mower for 15 months, which is
well beyond our one-year guarantee. Even though
your repair person says that you had problems
earlier, he is not one of our authorized repair people.
If you will read the warranty you refer to in your
letter, you will see that we honor the warranty only
when our authorized repair people fi nd defects.
I think you will understand why we must follow this
procedure.

If you will take the machine to the authorized service
center in your area (La Rue Lawn and Garden
Center), I am confident they can correct the defect
at a reasonable charge.
If I can be of additional service, please contact me.
Sincerely,
3 Assume that, as a volunteer for a nonprofit organization
in your town, you have been asked to write the next
fundraising letter for the organization. In what ways
might you gather enough information about the intended
readers to write a successful message?
4 Criticize the persuasive request message below. It was
written by the membership chairperson of a chapter
of the Service Corps of Retired Executives (SCORE),
a service organization consisting of retired executives
who donate their managerial talents to small businesses
in the area. The recipients of the message are recently
retired executives.

Dear Ms. Petersen:

As membership chair it is my privilege to invite you
to join the Bay City chapter of the Service Corps of
Retired Executives. We need you, and you need us.
We are a volunteer, not-for-profit organization.
We are retired business executives who give free
advice and assistance to struggling small businesses.
There is a great demand for our services
in Bay City, which is why we are conducting this
special membership drive. As I said before, we
need you. The work is hard and the hours can be
long, but it is satisfying.
Please find enclosed a self-addressed envelope
and a membership card. Fill out the card and
return it to me in the envelope. We meet the first
Monday of every month (8:30 at the Chamber of
Commerce office). This is the fun part—strictly social.
A lot of nice people belong.
I’ll see you there Monday!
Sincerely yours,
5 Evaluate the following sales message. It was written to people on a mailing list of fishing enthusiasts. The writer, a professional game fisher, is selling his book by direct mail. The nature of the book is evident from the letter.

Have you ever thought why the pros catch fish and you can’t?
They have secrets. I am a pro, and I know these
secrets. I have written them and published them
in my book, The Bible of Fishing.
This 240-page book sells for only $29.95, including
shipping costs, and it is worth every penny
of the price. It tells where to fish in all kinds of
weather and how the seasons affect fishing. It
tells about which lures to use under every condition.
I describe how to improve casting and how
to set the hook and reel them in. There is even a
chapter on night fishing.
I have personally fi shed just about every lake
and stream in this area for over forty years and
I tell the secrets of each. I have one chapter on
how to find fish without expensive fish-finding
equipment. In the book I also explain how to
determine how deep to fish and how water
temperature affects where the fish are. I also
have a chapter on selecting the contents of your
tackle box.
The book also has an extensive appendix. Included
in it is a description of all the game fish in
the area—with color photographs. Also in the appendix
is a glossary that covers the most common
lures, rods, reels, and other fishing equipment.
The book lives up to its name. It is a bible for
fishing. You must have it! Fill out the enclosed card
and send it to me in the enclosed stamped and addressed
envelope. Include your check for $29.95
(no cash or credit cards, please). Do it today!

Sincerely yours,

PROBLEM-SOLVING CASES
Refused Requests
1 As director of Eastern State University’s Executive Development
Program, you are pleased that your three-week
program is off to a good start, except for two no-shows.
The two missing people are executives with Middleton Oil and Gas, Inc. Today, the fourth day of the program, you
learn why.
From Stephanie Matocha, the Middleton training director,
you receive an email message announcing that the two executives asked to be excused from attending, citing unexpected
heavy work demands. The company has honored
their request. Now Ms. Matocha brazenly requests that you
refund the money Middleton has paid—all $27,000 of it
($13,500 each).
You have a problem. Eastern State University runs this
program as a service to the area. It sets prices designed to
break even, not to make a profit. There is absolutely no
room for a loss. You cannot refund the money. You think
your decision is justified for another reason. You limit each
class to the optimum size of 20 students. Demand has been
good for some time. In fact, you turned down seven for this
class.
Now you must write an email message to this training
director giving her the bad news. You will work hard to convince
her that yours is a fair and reasonable decision. And
you’ll do what you can to maintain goodwill.
2 Play the role of a distinguished professor of business communication
and assume that you have received an invitation
to present the keynote address at the international meeting
of the Association for Business Communication next June
14. It is a fitting reward for your professional development
over the past years, and you are greatly honored. The meeting
will be in Singapore, and this adds to the excitement.
Your excitement and happiness are dashed, however, when
you check the date on your calendar. This is the date of your
family reunion. For the past two years, your Aunt Mildred
and Uncle Tony have been arranging this reunion in your old
hometown. You will see kinfolk you have not seen in years.
Out of love and loyalty you must attend the reunion. In fact,
you have promised to attend and have made a generous contribution
to the expenses of the event.
Much as you regret it, you will have to refuse the speaking
engagement. But you’ll try to make the refusal so agreeable
that you might be recommended for another such
assignment in the future. Send your message by email to
Professor Diana Chan of Singapore University, the program
chairperson. She is the one who extended the invitation.
3 You, the owner of Data Management, Inc., have just received
a persuasive message from Ms. Claudine Kennedy,
president of Concerned Citizens, a powerful local political
action organization. She wants you to buy advertising
space in Concerned Citizens’ annual election publication,
Vigilance. As she worded her request, “A $250 contribution
would display your company’s name prominently in a
2-column, 4-inch space and would mark you as one who
stands up for good government.”
Your political sympathies lie with Concerned Citizens.
You know that many of your customers also sympathize
with the organization. But you also know that many of your
customers do not. As you see it, you cannot afford to take a
stand publicly. It would be bad for business.
So you must refuse the request—politely and with convincing
explanation. The organization may get your support at the
polls, but not in print. Write the email message to Ms. Kennedy
that will courteously refuse her request using logical reasoning.
4 For this assignment play the role of manager of the underwriting
department of the Sentinel Insurance Company.
You must write Wilbur McDonald telling him that Sentinel
is canceling his homeowner’s insurance policy when it
comes up for renewal next month.
Three months ago Mr. McDonald submitted a claim for
$3,417 for rain damage to the Sheetrock in his living room.
It was a legitimate claim, and you paid it. Your investigator
reported that the cause was a leaking skylight in the living
room. Five inches of rain had fallen. After the $500 deductible,
Sentinel paid Mr. McDonald $2,917.
In the letter that accompanied his check you mentioned
the cancellation clause in your contract with him: “Should
proximate causes create excessive costs, policies are subject
to cancellation.” You assumed that Mr. McDonald would
read and understand these words.
Yesterday you received another claim, this one for $2,990 for
damages to the Sheetrock in the same room. Your investigator
reported that another big rain had caused damage through the
same skylight. You are obligated to pay for this loss, but under
conditions of the contract you will cancel his policy when it
comes up for renewal at the end of next month.
Now write him a tactful message giving him the bad
news. What you are doing is well within the law and is sound
policy. You can’t keep him as a customer, but you can try to
make him see the logic of Sentinel’s decision.

Adjustment Refusals
5. Today’s mail brings you, the owner/manager of Green
Thumb Nurseries, a claim from Amelia Placky of Mission
Valley, Texas. You remember Ms. Placky well. A few months
ago she emailed an order for 50 dozen assorted annual spring
bulbs (tulips, daffodils, irises, and the like). You sent them
to her without delay, and she promptly paid the $405 she
owed for them. In today’s message Ms. Placky notes that she
planted the bulbs right after she received them (early September)
and that they didn’t come up in the spring. She also
says she followed your planting instructions and included
the recommended fertilizer with each bulb.
In checking into the situation, you confirm most of what
Ms. Placky says. But she didn’t follow the most important
instructions of all. The instruction booklet clearly gives this
warning, boxed and in bold type: “Plant bulbs one month before
the average frost date in the fall. Keep refrigerated until
planting.” If she planted them soon after receiving them, she
planted them too early. She received the bulbs in early September,
and September is a hot month in Texas (average highs
of around 85 degrees). November 15 is the average fi rst frost
date for the area. It is no wonder the bulbs did not survive.
Because your printed instructions are crystal clear, you are
going to refuse her claim. But you don’t want to belittle or embarrass
her in the process. She is a good customer, and you want
to keep her. So you’ll explain why you can’t give her money
back in a way that will keep her doing business with you.
6. You are the director of convention services for the
Pickins House, a large and prestigious hotel. The National
Association of Appraisers met at your hotel last month. All
told, almost 1,300 appraisers met for three days to exchange
ideas and receive industry information about their work. The
meeting was a profitable one for your hotel. You want these
people back for another convention, and you want them to
tell their friends about your competence, hospitality, and excellent
facilities.
Today you received a letter from Roberta Alvarez, who
is executive director for the organization. She reports that
many of the members did not get the convention rates they
had been promised. As she stated the problem, “You’ll remember
that we have a contract for $105 single rooms and
$125 doubles. Many of our participants have reported that
when they checked out they were charged your usual rates
of $140 for a single and $175 for a double. Attached is a list
of 131 members who have reported to me their overpayment.
Please check your records and refund the difference. You
have their addresses in your registration information. Please
send me verification that you have made the refunds.”
You go back to your files to find your information on the
meeting. Yes, you did agree to the rates Ms. Alvarez mentioned.
But to get them the attendees had to reserve their rooms
15 days prior to the meeting. And those arriving after 6:00 P.M.
had to guarantee their registrations through prepayment by
credit card. Your check of the 131 people indicates that none of
them met these requirements. Experience has convinced you
that if you don’t use these restrictions you often end up with
empty rooms. These requirements are standard in the industry.
You cannot grant this claim. But you want to retain the
goodwill of Ms. Alvarez and her large group. And you want
a shot at future meetings. Write the message that will accomplish
these goals. You’ll send it by email.
7 You’re the service manager for IT Solutions, an on-call
PC repair and troubleshooting company. Today you received
an email from Susan Patel, whose laptop your company recently
serviced (see problem 48 in Chapter 6). She does not
want to pay the $510 bill for the service. Yes, Ray Stampe,
the service person assigned to this job, did recover most of
the fi les from the damaged hard drive, but Ms. Patel discovered
after he left that the recovery was not complete. She is
still missing some important customer and business information.
Also, she complains that the internal and external drives
that Ray provided were too expensive. She found out that she
could have gotten these more cheaply online or at a PC center.
She would like Ray to return, at no charge, to try to recover
the missing fi les, and she wants you to match the price for the
two drives that she would pay if ordering them online.
You discuss the situation with Ray and fi nd out several
important things. First, he had asked Ms. Patel before he left
to check the recovered fi les, and she had told him that they
looked fi ne. Also, he had asked her if she wanted the two
drives immediately, and she had said yes. True, he hadn’t
pointed out the prices to her, but he had certainly been willing
to tell her had she asked. He did tell her that the drives were,
in IT Solution’s opinion, the most reliable on the market and
that IT Solutions would guarantee them for three years, which
is two years and nine months longer than she could get from
any dealer unless she paid for the extra coverage.
All in all, you think that what you are charging is fair. Ray
saved Ms. Patel a good bit of trouble and delay by providing
the hardware on the spot, and it came with a great warranty.
As for the unrecovered fi les, you doubt that there’s anything
you can do, but you’d be willing to have one of your service
people try again. But you won’t come to her house—at least,
not without a fee. She’ll need to bring the laptop in, and she
may need to leave it for a day. Write her to let her know that
this is the best you can do while also making her feel that she
got fair treatment and a good deal overall.

Negative Announcements
8 For this assignment you are the executive assistant to
Pierre Delaware, president of EconoAir Airlines. EconoAir began
operations only two years ago and has made great strides
in its short existence. At the beginning, it offered various incentives
to lure passengers to its airplanes. Apparently, the incentives
worked since currently the company is solidly entrenched
in the travel business. In spite of its solid growth, however,
EconoAir is beginning to experience the effects of competition
in the industry. Profi ts have begun to decline. President
Delaware is determined to turn things around by taking steps to
avoid the problems experienced by some of the other airlines.
One of the incentives EconoAir used at the beginning
was a “double mileage” award in its frequent-flyer program.
Specifically, this meant that it gave two points rather than the
conventional one for every mile fl own with EconoAir. “It’s
time for us to get back to reality,” President Delaware tells
you. “We must reduce this award to one point for one mile
of travel. That’s what the other airlines do. This two-for-one
plan is costing us too much.”
President Delaware then assigned you the task of writing
members, announcing the decision to reduce the mileage
given in its frequent flyer program. You see your problem as
a difficult one. EconoAir is reducing its rewards primarily
because of its need to save money. The members of the plan
have nothing to gain from the change. So how will you explain
the change to their satisfaction? Will you appeal to the
members’ reason? Their sense of fair play? You will have to
think through the situation carefully before selecting a strategy.
Then you will write the announcement.
9 You are secretary to the board of regents of Central
State University. At today’s meeting, the board approved a
plan to build new parking lots and generally to better control
the parking situation. As a means of paying for a part of the
construction costs, the board approved a plan to charge faculty
for parking privileges. For parking in the interior streets
and small interior lots, the charge will be $40 a month. The
charge for parking in the streets and small lots in the perimeter
areas will be $25 a month. No charge will be made for
parking in the large lots adjacent to the campus.
Knowing that charging for the privilege of parking would
be protested vigorously, the board debated the matter long
and hard. They concluded that given the university’s financial
status, this was the only feasible route. Anyway, as one
board member put it, “We don’t have to face the faculty. Our
trusty secretary will write the announcement that will inform
them. He/she is gifted with words. I’m sure he/she will make
them understand.”
Using your imagination logically to fill in any missing information,
now prove that the regent is right. (In using your
imagination, be guided by what you can see at your university.
Your may want to include a map with your message
showing the parking areas.)
10 As your workplace is becoming more diverse in race,
religion, and culture, you are beginning to realize that in order
for employees to work together more effectively you are
going to have to stress similarities rather than differences in
all your business practices. And just as English has been a
unifying aspect throughout United States history as well as
in the world of business, it should help unite your company’s
staff as well. You believe an English-only policy would help
improve the morale of those who speak only English while
making all transactions transparent as well. And it would
greatly improve the collaborations that go on daily in the
workplace.
You know that courts have traditionally upheld Englishonly
workplace policies because they are not seen as discriminatory.
So write the announcement of an English-only policy
in a way that bilingual speakers will not find offensive.

Claims

11 While on spring break you visited your uncle William’s
furniture store (West Side Furniture) just in time to witness the
receipt of a shipment of badly damaged Sleepwell mattresses.
Uncle William had ordered 50 of them at $145 each (total $7,250) and had featured them in his annual spring sale
scheduled to begin in three days. As the sale had been heavily
promoted in local newspaper and television advertising,
Uncle William was understandably upset. You followed him
into his office and watched him prepare a claim message to
the company. After a few minutes, Uncle William threw up
his hands in disgust. “I’m too upset to do it right,” he said.
“You told me about that business communication course
you’re taking. You write it for me.”
As you look over what Uncle William has composed, you
agree that he does indeed need your help. Here is what you
read:

Sleepwell Sales Manager:

Are you people trying to put something over on me?
Today the 50 mattresses I ordered arrived in terrible
condition, some smoke damaged and some water
damaged. They aren’t fi t for sale. They weren’t damaged
in shipment. The paper covering was perfect.
There must have been a fi re at your place and you
are trying to push the damaged ones off on an old
customer. I’d ask for my money back, but I have already
spent a bundle on advertising them in my big
spring sale that begins in three days. If you don’t get
me good ones in time, I’ll sue.

Uncle William was right. He does need your help. Now
write the message as you were instructed in your course. 
12 Play the role of a professor of industrial management at
your school. You have just returned from a 15-day tour of a
German industry with 21 of your industrial management students.
You worked up the tour through European Holidays,
Ltd., a London-based tour company. The agreement with European
Holidays called for a package price of $3,600 per person,
including all travel, housing, and food.
The tour was excellent in most respects. The accommodations,
tour guide, itinerary, and travel were as proposed by the
tour company. But there was one serious shortcoming. Dinners
were not paid for by European Holidays. The tour guide, who
was excellent in every respect, said he had no authorization to
have European Holidays cover the meals. So you and the students
paid for dinners personally. After returning home, you
reviewed the written agreement with the tour company. As
you remembered, it clearly stated that dinners would be included
in the price. You conclude that out-of-pocket expenses
for dinners were about $16 a day—a total of $240 per person.
Including your dinners, the total comes to $5,280.
You will insist that European Holidays return this part of
the total cost. It can pay individually (to each of the 21 students)
or it can send the total amount to you to distribute to the
students. Now you will write the claim (email or letter) that
will get the results you want.
13 Today’s mail brought a postcard on the status of a $90
rebate from Daewoo for a fl at panel monitor you bought at
Fry’s. Basically, it said that your rebate was denied because
it was postmarked past the eligibility period. You are certain
that you mailed it well before the March 4 closing date because
you made a point to set the monitor up and mail in the
required UPC code and receipt before classes started. In fact,
you had the computer tech in the dorm set it up for you, and
you are certain you can get a copy of the tech’s work log to
prove the date it was set up. However, you can’t prove the
date it was received or entered at the company. In fact, when
you called Daewoo to get more information, you learned that
their records show receiving it on March 6. But in your business
law class you learned that businesses that rely on the post
offi ce to do business must use the date postmarked as the date
received.
Since the $90 could pay for a book for one of your classes
next semester, it is clearly worth your time to write for
the rebate you deserve. Write Fry’s a claim message for the
rebate. Be sure to make it clear that you expect the rebate
promptly.
14 Just before school started in August, you purchased
what looked like the perfect desk and chair set at Offi ce
Depot. Not only were you delighted at its $80 price, but you
also thought its size was perfect for the small apartment you
would be sharing with a friend. And you liked the idea that
the chair didn’t look like a typical offi ce chair; it was similar
to a deck chair on wheels. It had a tubular frame with a
leather-look black seat and back. So you thought you could
use it for additional seating when people stopped by.
Until last night it seemed to serve the purpose well as
both a desk and table chair. However, you were both embarrassed
and frightened last night when it broke and your computer
tutor, Tom McLaughlin, fell to the fl oor. He wasn’t
hurt, but he could have been. He’s a slim guy, and the two
of you were just working quietly on a laptop together. There
wasn’t anything at all that caused it, and the chair hasn’t had
rough or extensive use either.
While it’s not the end of world, you decide to write Offi
ce Depot about it. You think they should know about it in
case the product is faulty, but you’d also like to have a new
chair. Luckily you saved both the receipt and the box with
the desk set’s model number (NF913232) on it. From their
website you learned that you can contact their customer service
representative at custcare@4sure.com.

Persuasive Requests
15 Assume that you are the placement and career planning
director at your university. One of your many tasks is publishing
the annual report of the current year’s employment of
graduating seniors. The report consists of beginning salary
data for each degree with highs, lows, averages, and total
number of job offers made through your office.
Unfortunately, over the past few years you have noticed
that the number of students reporting their beginning salaries
to you is slipping. Most probably, the new graduates are so
enthusiastic that they forget to fill out the salary information
sheet you include with all applications for graduation
packets. You have asked professors to announce the need for
returning the forms to you in their classes, and you placed
such a request in the student newspaper. But your efforts
have been in vain. Presently your records indicate that about
60 percent of the graduating students get initial job contacts
through your office, but only 36 percent report their salary
data to you.
You believe that the report you publish yearly is useful on
a number of counts. First, it can help you assess the marketability
of the university’s products—its graduates. Second,
it can be useful in determining which majors are in most
demand. Third, the report can serve as a career-counseling
guide for students just beginning their academic programs.
But the quality of the report depends on having complete and
current data from the students.
Thus, you decide to write a persuasive message to
this year’s spring graduates requesting that they return
the salary information sheet to you. The information will
remain anonymous and will be compiled into summary statistics by major field of study. However, you depend
on each student to provide accurate and complete
information.
What will motivate the students to comply with your
request? Pride in their university? Providing help for other
students? General cooperativeness? Perhaps there are other
possibilities. Select the appeal(s) that is (are) most appropriate,
and write the message.
16 For this assignment you are human resources manager for
Toby’s, a manufacturer of medium-priced women’s dresses,
skirts, and blouses. You are going to have to persuade your
labor force to follow safety rules more closely in their production
work.
Over the past year, you have noticed that on-the-job injuries
have increased—particularly ones involving the stitching
assemblers. It appears that the assemblers have had numerous
claims for emergency room treatment for injuries to
their fingers and hands from the sewing machines. From one
view, these injuries are increasing your insurance cost (you
pay for the coverage under the garment workers’ union contract).
From another, lost days by experienced workers mean
less productivity for you. Thus, you decide to investigate the
situation further.
Your informal investigation reveals the primary source
of the problem. The union contract that you negotiate every
three years stipulates that management take every precaution
for worker safety. Federal law specifies that sewing
machine needle guards (to prevent fingers from getting too
close to stitching needles) must be installed on all machines.
While the machines are safer this way, the workers cannot
produce as many assembled garments. According to the time
and motion studies conducted by your industrial engineers,
output with the safety guards is restricted by about 15 percent.
Thus, the workers remove the guards to make more
money based on the piece-rate incentive program you use
for compensation. The risk they take for more money is the
chance of increased accidents.
You have alerted your supervisors to the problem. But
the informal norms of making more money at any risk have
overridden the supervisors’ formal efforts to keep the safety
guards in place. Thus, you have decided to write a message
to the entire union labor force at your company persuading
them to follow the safety rules. In the long run, it will be better
for everyone involved, For you, as a representative of the
company, it will follow the union contract, increase safety,
and lower insurance costs.
Think through the situation from the reader’s view and
construct a persuasive reasoning approach to precede your
request. Then write the message.
17 A year ago you, the training director of Shehan-Welch
Industries, got management approval to offer an extensive
training program for employees. The program consisted of
a variety of course offerings. For those whose basic knowledge
of mathematics, English, and science is weak, courses
were offered after work hours in the company training center.
Qualified public school teachers were brought in to teach
these courses. For those desiring college course work, Shehan-
Welch offered to pay all costs for one course a semester at the
local university. And for those merely wanting to study interesting
and exciting topics, Shehan-Welch offered a variety of
short courses at its training center. To date these have included
ceramics, music appreciation, video editing, and interior decorating.
Clearly, the plan had something for everyone.
In spite of your best efforts to promote the program, however
¸ few have taken advantage of it. As you see it, the program
has been a miserable failure.
Before writing off the program, you will make one last
effort to increase participation. Up to this point, bulletinboard
announcements and publicity on the company portal
have been the primary means of promoting the courses.
Now you will use a persuasive message sent to each worker.
Those with computer accessibility will receive your message
as email. Those without computer accessibility will get
the message by mail. You will write the message.
In your message, you will present your most persuasive
arguments for taking advantage of the educational opportunities
being offered. You will enclose a brochure describing
the courses scheduled for the coming months and giving the
details of the program.
If you need additional facts, you may supply them as long
as they are consistent with the information given.
18 Assume that you are a member of your student government.
From time to time the organization has tried to get
faculty members to deposit their old examinations in the
library so that all students could have access to them before
tests. In general, these efforts have met with little success.
Looking over the messages used in the past to persuade
faculty members to cooperate, you conclude that they just
might be an explanation of the failure. The messages are
poorly written—blunt, tactless, and without convincing argument.
Obviously they were not written by people who had taken the communication course in which you now are enrolled.

After you point out some of the obvious shortcomings of
these messages to other members of the student government,
they call your hand. “If you think you can do better,” they
tell you, “you are welcome to it!” You know that you can,
so you accept the challenge. Think out the most effective appeal
you can, then write the message that will be sent to all
faculty members. You’ll send the message by email.

Sales
19 You are now the director of the Chamber of Commerce
of ________ (a city of your instructor’s choice with good
convention facilities). Next week the site selection committee
of the State Teachers Association will meet to determine
where their group will meet in August two years from now.
You will try to sell them on meeting in your city.
You would like to make a personal presentation, but your
request to do so was denied. “The meeting will be behind
closed doors,” the committee chair told you. “Just send us the
information.” So you will have to sell the committee members
by mail. Your plan is to gather all the facts that convention
planners need (hotel capacities, meeting rooms, rates,
transportation service, and such). Then you will mold it into a
well-organized sales presentation. You may assume that your
message will be accompanied by a collection of brochures
that the Chamber typically hands out for publicity purposes,
but your message will be the primary selling piece.
As you plan the mailing, keep in mind that the members
will do more than just attend meetings. Some will bring
spouses and children. Most will want to dine at good restaurants.
And some will want to take in the scenic, historic, and
recreational places in the area. You will send the message to
all members of the organization’s site selection committee.
You have their names and addresses.
20 As a freelance copywriter you must now write a sales
message for the Memory Preservation Studio, specialists
in children’s photographs. Jan Chambers, the owner, wants
to offer new parents a contract whereby the studio agrees
to take 8- by 10-inch color pictures of their babies at one
month, six months, one year, two years, and three years of
age for a total of $120. At each session the parents will have
four proofs from which to make their selection. The studio
will keep a file and notify parents of the dates when each picture
should be taken. The contract requires a payment of $60
up front and $15 at each of the four following sessions.
You may assume that your sales message will be accompanied
by a brochure showing in miniature three sequences
of photographs of the type that will be taken. There will also
be a contract form to be signed and returned, with payment,
of course. Or if they prefer, new parents can call the studio
and sign the contract and pay at the first session. Your
mailing list will be constructed from referrals and birth announcements
in the local newspaper. Now think through the
situation, select the appeal (or appeals) that will make new
parents want to preserve memories of their new babies, and
write the message.
21 Play the role of the new advertising manager for Davenport’s
Department Store. Each year before Mother’ Day (or
Valentine’s Day, if your instructor prefers), your predecessor
wrote a sales message to all the store’s charge customers.
The objective of the message was to get the recipients to do
their shopping for this special day at Davenport’s. You have
decided to carry on this practice.

As you review the messages written in past years, you
conclude that they were not very persuasive. They are
unimaginative, dull, and fl at. You can do better. And you
will. So you begin the task by thinking through the situation.
What appeals can you use? What can you say that will
make the readers want to buy for this holiday—and to buy
at Davenport’s? Can you suggest certain products? You will
try to answer many more such questions before you begin
writing. But the end result will be a well-designed and effective
sales message.
22 Select from a current magazine or newspaper an advertisement
of a product that could be sold profitably by direct
mail to business executives. Preferably select an advertisement
that presents a thorough description of the product.
Then write a sales message for this product. As you write it,
be careful not to borrow the wording in the advertisement.
In other words, make your message’s wording original from
start to finish. Also, assume that you are including a descriptive
brochure and an order card in the mailing. The messages
will be individually processed and made to appear as
if written to the one reader. Address the one to be submitted
for class purposes to the first executive on your list, Abby
Lee Abbot, Director of Human Resources, Global Insurance
Company. (You supply the remainder of the address.)
23 Learning how to maintain good credit scores. As
Director of Human Resources for your medium-sized business
(you name it), you often hire new college graduates in
a variety of positions. As a part of your screening process,
you check credit scores. While a low credit score alone will
not eliminate a job candidate from consideration, you have
noticed that many of these new grads, your new hires, are
unaware of the importance of good credit. Although you are
more concerned about hiring competent workers, you also
want employees who are not unnecessarily burdened by
financial concerns.

A recent story in The Wall Street Journal stressed the
importance of good credit. It talked about some of the advantages
of good credit, including lower rates on home
mortgages and car loans. In addition, not only are employers
checking credit scores, but landlords and auto insurers are
also checking them. Furthermore, more and more of them
are using expansion scores, scores that include payment
histories for apartment rentals, utility bills, and book and
music clubs. The story also gave some pointers for improving
one’s credit score.

You believe your employees would benefit greatly from
learning how to get and maintain good credit, and the basics
could probably be covered in a couple of hours. Even
employees with good credit already will benefit by learning
new tips about credit lines, number and age of accounts, and
the like. So you’d like to bring in a local independent certified financial planner to both talk about the topic and answer
employees’ questions. Since employees will be getting this
instruction on company time for information not directly
tied to their work, you realize you will need to be persuasive
in your proposal to company president, Sydney Meersman.
You can tell her that you plan to create a video from the session,
so both current and future employees can review it later
from the company intranet. Be sure to include some costs
estimates in addition to citing benefits to the employees and
the company in your proposal.
24 Using product placement in videos to complement your
online marketing strategy. As Assistant Market Research
Director at PhotoSmarts, you help determine the best ways
to let the market know about your company’s products and
services. Your business caters to those who take and edit
videos, and you sell a wide variety of cameras, software, and
accessories. The rapid growth of this industry is often credited
to the availability of high-speed broadband access to a
critical mass of households. Combining this factor with new
software tools for compressing video easily and efficiently,
cheap storage for the large files video creates, and excellent,
easy-to-use video cameras, it is easy to understand the explosive
growth of this industry.

Until recently, you have been promoting your business
both in print and online. And business has been good, very
good. But you also recognize that as people shift their time
spent to viewing more video, you need to be promoting
your business there, too. But the cost for dedicated video
time slots is prohibitive since you are competing with large
Fortune 500 companies such as Coca-Cola and the Gap for
those slots. So product placement in the videos themselves
makes sense to you. And by going to sites where you already
advertise such as vMix and YouTube that target the technologically
savvy 18- to 30-year old market, you can learn
which videos have large audiences. You believe it is critical
if you want to expand your business that the company use
this channel to reach potential customers.

Write a proposal to Marketing Director Colin Deftos,
seeking time and an assistant to help you gather information
needed to determine the cost and payback of employing this
product placement advertising strategy at PhotoSmarts.
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