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Services
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A BASIS FOR PERSUASIVE COMMUNICATION





Planning promotional activity





_________________________________________________________








'Even emperors can't do it


all by themselves.'





Bertolt Brecht











If marketing is not a euphemism for advertising, then neither is promotion.   Promotion describes a number of different techniques and implies a plethora of combinations and ways of using them.





As the figure below shows, while the various techniques of promotion act to put professionals in front of prospective clients, or generate enquiries, they cannot, by their nature, produce actual fee-paying clients.   Only the process of sale can convert initial interest generated by promotion into actual business.
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MARKETING BY POST  -  LETTER





Attention  -  the opening





The most important part of the letter is the start.   It will determine whether the rest of the letter is read.   The opening may be quite short, a heading perhaps, a couple of sentences, two paragraphs, but it is disproportionately important.   A good start will help as you write the letter, as well as ensuring the recipient reads it.   Omit or keep references short and make subject headings to the point - the reader's point.   Do not use "Re".   Make sure the start of the letter will command attention, gain interest, and lead easily into the main text.   For example  :-





ask a "Yes" question;


tell the reader why you are writing to him particularly;


tell him why he should read the letter;


flatter him (carefully);


tell him what he might lose if he ignores the message;


give him some "mind-bending" news (if you have any).











  [ 1 ]                           (Letterhead)                                     [ 2 ] 








  [ 6 ] _____________________________ 











                                       [  5  ]




















                                       [  3  ]





�
�
[ 4 ]   P.S. ____________________________________


                 ____________________________________


�
�






[ 1 ]  [ 2 ]  [ 3 ]	-	information, taken in very fast.   Who is it from?


[ 4 ]                      -	if there is one, the PS is the "most read part of any letter".


[ 5 ]                      -	an overall scan - do I have to read it all? - use of headings will affect this view.


[ 6 ]			 -	from beginning on (provided the opening is effective).





Interest/desire  -  the body of the letter





The body of the letter runs straight on from the opening.   It must consider the reader's needs or problems from his point of view.   It must interest him.   It must get the reader nodding in agreement.   "Yes, I wish you could help me on that".   





Of course you are able to help him.   In drafting you must write what you intend for him and of course list the benefits you can offer, not features, and in particular the benefits which will help him solve his problem and satisfy his needs.





You have to anticipate his possible objections to your proposition in order to select your strongest benefits and most convincing answers.   If there is a need to counter objections, then you may need to make your letter longer and give proof, for example comment from a third party that the benefits are genuine.   However, remember to keep the letter as short as possible - but still as long as necessary to complete the case.   If that is two, three or more pages, so be it.





It is easy to find yourself quoting the literature that will accompany the letter to the reader.   If you were writing a lecture on the subject, you would probably need all that information.   When writing to a prospective client you have to select just the key benefits which will be of particular value to the reader and which support the literature.





The body copy must  :-





keep the reader's immediate interest;


develop that interest with the best benefit;


win him over with a second and then further benefits.





The next job is to ensure action from the reader by a firm close.








Action  -  the letter ending





In closing you can make a (short) summary of the benefits of the proposition.   Having decided on the action you are wanting the reader to take, you must be positive about getting it.





It is necessary to nudge the reader into action with a decisive close.   Do not use phrases like these  :-





	"We look forward to hearing  ….."


	"I trust you have given  ………"


	"……….. favour of your instructions"


	"……….. doing business with you"


	"I hope I can be of further assistance"





which are really phrases added as padding between the last point and "Yours sincerely".   Instead use real closing phrases, for example  :-











The alternative close  :-





ask him to telephone or write;


telephone or use the reply-paid envelope;


ask for a meeting or more information.





Immediate gain  :-





return the card today and your profitability could be improved.





"Best" solution :





you want a system that can cope with occasional off-peak demands, that is easy to operate by semi-skilled staff and is presented in a form that will encourage line managers to use it.





		The best fit with all these requirements is our system "X".


		Return the card indicating the best time to install it.





Direct request :





post the card today;


telephone us without delay.





In signing off do not automatically use "Yours faithfully" for "Dear Sir", and "Yours sincerely" when the letter is addressed to an individual, but match your phrase to the tone of your general approach.   Consider too who will have their name at the bottom of the letter.   Replies will tend to come back to them, so should it be the senior partner, marketing partner, a specialist - and how well are they able to cope with any response?   Make sure their name is typed as well, as signatures tend to be awkward to read, and that a note of the position they hold in the firm is included.   People like to know with whom they are dealing.





PS	Remember the power of the postscript.   Secretaries will tell you they are for things inadvertently left, out while direct mailers will tell you they get read.   Use them for repetition or to add a final benefit  -  it can add strength to the message.





PPS	Some people even use two!





Finally, we should consider the language used in such letters.   Many people have acquired a habit of artificiality in writing, approaching it quite differently from their way of talking to a client, and in a way that can reduce your changes of making a sale through over-formality.











The language





Remember, your intention when writing letters is to prompt the reader to action rather than demonstrate your "Oxford English".   You should write much as you speak.   





HERE ARE SOME USEFUL RULES





Be clear	Make sure that the message is straightforward and uncluttered by "padding".   Use short words and phrases.   Avoid jargon.





Be natural	Do not project yourself differently just because it is in writing.





Be positive	In tone and emphasis (be helpful).





Be courteous	Always.





Be efficient	Project the right image.





Be personal	Use "I" - say what you will do.





Be appreciative	Thank you is a good phrase.





The checklist below examines specific aspects of the language used in letters.  I hope this is not labouring the point, but professionals, with a strong background in the technicalities of what they do, can have a tendency towards gobbledegook.   I recently saw a note tabled at a board meeting on recommendations proposed by a broker about pension schemes.   After a long silence someone said "I don't understand it", immediately joined by a chorus of "Neither do I".   This must not be the general reaction to the material contained in your direct mail.





PURSUASIVE LANGUAGE CHECKLIST





Avoid trite openings


	We respectfully suggest …


	We have pleasure in attaching …


	Referring to the attached …


	This letter is for the purpose of requesting …


Avoid pomposity


	We beg to advise …


	The position with regard to …


	It will be appreciated that …


	It is suggested that the reasons …


	The undersigned/writer …


	May we take this opportunity of …


	Allow me to say in this instance …


	Having regard to the fact that …


	We should point out that …


	Answering in the affirmative/negative …








SALES CHECKLIST 1			EXISTING CLIENT PRE-CALL PLANNER


                                                                                                          Yes               No�
�
�
�
1�
ARE MY OBJECTIVES:�
�
�
Stated as client needs?�
�
�
Commercially worth while?�
�
�
Consistent with our policy?�
�
�
Achievable within our resources?�
�
�
Measurable?�
�
�
Timed?�
�
�
�
�
2�
HAVE I DONE ENOUGH RESEARCH ON:�
�
�
The person to be seen?�
�
�
The client's situation?�
�
�
Recommenders?�
�
�
Influencers?�
�
�
Supporters?�
�
�
Their needs?�
�
�
Competition?�
�
�
�
�
3�
WILL MY OPENING:�
�
�
Put him at ease?�
�
�
Get him interested and talking?�
�
�
Explore his needs?�
�
�
Establish his priorities?�
�
�
�
�
4�
WILL MY PRESENTATION:�
�
�
Offer him desirable results from his point of view?�
�
�
Prove my case to his satisfaction?�
�
�
Explain complex points simply?�
�
�
Show his needs can be met?�
�
�
�
�
5�
IF HE RAISES OBJECTIONS:�
�
�
Have I considered what they might be?�
�
�
Have I got answers which will satisfy him?�
�
�
Are they related to his needs?�
�
�
�
�
6�
WILL MY CLOSE:�
�
�
Get a commitment?�
�
�
Match my objectives?�
�
�
Make it easy for him to agree?�
�
�
Leave him feeling better than before the call?�
�
�
�
�
7�
IN TERMS OF EQUIPMENT:�
�
�
Have I identified what I will need?�
�
�
Have I identified what he may need?�
�
�
Have I got it with me?�
�
�
Have I decided how to use it?�
�
�
�
�
SALES CHECKLIST 2			               CALL PLANNING - PROSPECTS


                                                                                                          Yes               No�
�
�
�
1�
OBJECTIVES  -  see Sales Checklist 1�
�
�
�
�
2�
HAVE I DONE ENOUGH RESEARCH ON:�
�
�
background information on this prospect?�
�
�
-   published sources?�
�
�
-   prospect sources?�
�
�
-   other sources?�
�
�
�
�
�
background information on his industry?�
�
�
-   published sources?�
�
�
-   prospect sources�
�
�
-   other sources?�
�
�
�
�
�
background information on his competition?�
�
�
-   published sources?�
�
�
-   prospect sources?�
�
�
-   other sources?�
�
�
�
�
�
possible needs?�
�
�
Major needs?�
�
�
Future plans?�
�
�
Whether there is an obvious need for my services?�
�
�
Whether it has sales potential?�
�
�
See Sales Checklist 1�
�
�
�
�
3�
WILL MY OPENING:�
�
�
fill gaps in essential knowledge?�
�
�
-   buying process?�
�
�
-   decision makers?�
�
�
-   industry situation?�
�
�
-   company situation?�
�
�
-   organisation?�
�
�
-   needs?�
�
�
-   competition?�
�
�
    -   his?�
�
�
    -   ours?�
�
�
Impress him about me?�
�
�
Impress him about the company?�
�
�
See Sales Checklist 1�
�
�
�
�
4�
PRESENTATION  -  See Sales Checklist 1�
�
�
�
�
5�
OBJECTIVES  -  See Sales Checklist 1�
�
�
�
�
6�
CLOSE  -  See Sales Checklist 1�
�
�
�
�
7�
EQUIPMENT  -  See Sales Checklist 1�
�
MARKETING PROFESSIONAL SERVICES    -     PROPOSAL CHECKLIST





�
Yes�
No�
�
�
�
�
�
Does our proposal satisfy the key client requirements?


Does the covering letter:�
�
�
�
�
Announce the submission of the proposal?�
(�
(�
�
�
Emphasise that the proposal represents mutual conclusions?�
(�
(�
�
�
Thank members of client's organisation for their time and effort?�
(�
(�
�
�
Suggest a timetable and action plan for closing the sale?�
(�
(�
�
�
�
�
�
�
Does the title page indicate:�
�
�
�
�
The title of the proposal?�
(�
(�
�
�
For whom it is prepared?�
(�
(�
�
�
Name of company submitting the proposal?�
(�
(�
�
�
The date?�
(�
(�
�
�
�
�
�
�
Does the table of contents:�
�
�
�
�
Indicate the beginning page for each of the elements in the proposal?�
(�
(�
�
�
�
�
�
�
Does the introduction:�
�
�
�
�
State the causes for the proposal to be written?�
(�
(�
�
�
Review the client's goals and benefits sought?�
(�
(�
�
�
State the origin and scope of any survey work?�
(�
(�
�
�
�
�
�
�
Does the situation analysis state:�
�
�
�
�
What is the current level of performance with the client?�
(�
(�
�
�
What changes the client wants to bring about and why?�
(�
(�
�
�
Why these changes cannot be brought about under existing conditions?�
(�
(�
�
�
What is sought from the outside, i.e. us?�
(�
(�
�
�
What is the priority order of requirements?�
(�
(�
�
�
Our understanding of the client's decision-making criteria?�
(�
(�
�
�
�
�
�
�
Do the terms of reference:�
�
�
�
�
Summarise our understanding of the scope of the work, the objectives,


relationships, expectations and constraints?�
(�
(�
�
�
�
�
�
�
Does our proposed solution:�
�
�
�
�
Show how we can help them within their priority order of needs?�
(�
(�
�
�
Show our competence in those areas, with examples and proof?�
(�
(�
�
�
Explain the service we will offer?�
(�
(�
�
�
Explain how it will confer benefits on the client against their priorities of need?�
(�
(�
�
�
Identify the functions that may be involved and how they will be co-ordinated?�
(�
(�
�
�
Stress how the proposed solution will help achieve the client's goals?�
(�
(�
�
�
�
�
�
�
Is there a plan for implementing the solution to:�
�
�
�
�
Identify the implementation procedure?�
(�
(�
�
�
State any constraints on implementation?�
(�
(�
�
�
Specify the sequence of activities?�
(�
(�
�
�
Identify review points requiring decisions or support from the client?�
(�
(�
�
�
�
�
�
�
Does the statement of fees:�
�
�
�
�
Identify the key benefits?�
(�
(�
�
�
Phase the cost of stages if appropriate?�
(�
(�
�
�
Specify exactly what is and is not included in the cost?�
(�
(�
�
�
Leave room for re-negotiation of currently unforeseen costs?�
(�
(�
�
�
Specify timing of payments and repayments?�
(�
(�
�
�
�
�
�
�
Does the conclusion:�
�
�
�
�
Highlight the key requirements?�
(�
(�
�
�
Restate the main benefits to be gained?�
(�
(�
�
�
Stress the main differentiation of ourselves from competition?�
(�
(�
�
�
�
�
�
�
What Appendices are essential:�
�
�
�
�
Financial?�
(�
(�
�
�
Technical?�
(�
(�
�
�
Case histories?�
(�
(�
�
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A Template for Building a Business & Marketing Plan

















