Part 2 Communication Strategy
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Commum’cator strategy
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*  Self-cognition HEIAH
Who am I? — Promoting Credibility

* Self-position HIR eI

Where am [?7— Make your position clear
— Make your capability clear

— Make your quality clear
— Make your value clear
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1. Communicator’s credibility
WHEE RIS E
» Initial credibility (#] %5 °] /5 E ): Your

audience’s perception of you before you even begin
to communicate

» Acquired credibility (5 K 7] 15 E):  Your
audience’s perception of you after the communication
has taken place

? How to promote your credibility ?

rank (& fp#fi)  goodwill (R 4F & J&)
expertise (L AL&IN)  image (AMERES)
shared values (3t R/ )




FACTORS AND TECHNIQUES FOR CREDIBILITY

Factor |Based on |Initial Credibility | Acquired Credibility
Stress by Increase by
Rank Hierarchical Emphasizing your title | Associating yourself with someone
power or rank of hlgh rank (countersignature, introduction)
Goodwill | Personal Referring to relationship | Building goodwill by citing
relationship, | or “track record” audience benefits
[ I‘GC.OI'd Acknowledging conflict of interest;
Trustworthiness : :
offering balanced evaluation
Expertise | Knowledge, | Includinga Associating yourself with or quoting
competence biography or resume | someone your audience considers expert
Image | Attractiveness, | Emphasizing Building your image by identifying
audience attributes audience | yourself with your audience’s benefits;
desire to be finds attractive using nonverbal and language your
like you audience considers dynamic
Shared | Morality, Establishing a common ground and/or your similarities, at the
values | standards beginning of the communication; tying the message to your

shared values
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» General objectives A& H 5

» Action objectives 173l H #r

» Communication objectives 74/ H 5
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EXAMPLES OF OBJECTIVES

General Action Communication
Communicate | Report X times per X time | As a result of this presentation, my boss
departmental period will learsn what my department
results accomplished this month
Increase Contract with X number of | As a result of this letter, the client will
customer base | clients per X time period sign the contract
Develop a | Maintain annual | As a result of this e-mail, the accountant
sound financial | debt-to-equity ratio of no | will give me the pertinent information for
position greater than X my report

As a result of this report, the board will
approve my recommendations
Increase  the | Hire X number by X date | As a result of this meeting, we will come
number of up with a strategy to accomplish our goal
women hired As a result of this presentation, at least X
number of women will sign up to
interview with my firm
Maintain See X amount by X date As a result of this memo, my boss will

market share

approve my marketing plan

As a result of this presentation, the sales
representatives  will understand our
product enhancements
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2. Strategy Selection

1 | | By
i | fEiA
& -
' R
l n”
E .
% = S, .

K]2.2 V5 A SRS H I £




comminiGabion style

* TELL: you are informing or explaining; as a result of the
communication, you want your audience to understand
something you already know.

#* SELL: you are persuading; as a result of the
communication, you want your audience to do something
different.

* CONSULT: you are conferring. You need some give-
and-take with your audience. You want to learn from
them, yet control the interaction somewhat.

#* JOIN: you are collaborating. You and your audience are
working together to come up with the content.



In tell/sell situations:

* You have sufficient information

* You do not need to hear others’opinions, 1deas, or inputs
* You need or want to control the message content yourself

In consult/join situations:
* You do not have sufficient information
* You need to hear others’opinions, 1deas, or inputs

* You need or want to involve your audience in coming up
with the message content



EXAMPLES OF OBJECTIVES AND STYLES

Communication Objective

Communication Style

As a result of reading this memo, the employees will
understand the benefits program available in this
company.

As a result of this presentation, my boss will learn what
my department has accomplished this month.

TELL: In these situations, you are
instructing or explaining. You want your
audience to learn, to understand. You do
not need your audience's opinions.

As a result of reading this letter, my client will sign the
enclosed contract.

As a result of this presentation, the committee will
approve my proposed budget.

SELL: In these situations, you are
persuading. You want your audience to
do something different. You need some
audience involvement to get them do so.

As a result of reading this survey, the employees will
respond by answering the questionnaire.

As a result of this question and answer session, my staff
will voice and obtain replies to their concerns over the
new policy.

CONSULT: In these situations, you are
conferring. You need some give-and-take
with your audience. You want to learn
from them, yet control the interaction
somewhat.

As a result of reading this e-mail agenda, the group will
come to the meeting prepared to offer their thoughts on
this issue.

As a result of this brainstorming session, the group will
come up with a solution to this problem.

JOIN: In these situations, you are
collaborating. You and your audience are
working together to come up with the
content.




EXAMPLES OF OBJECTIVES AND STz
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Audience strategy includes answering
four sets of questions:

»* Who are they?

» What do they know?

» What do they feel?

» How can you motivate them?
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*» What do the audiences need?
»* What can | ‘supply’?

* How can you integrate the need with
the supply?

»* How can you realize the integration
from information and channel
strategies?
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* Who are they? AT 2 HE?
* What do they know? 4] 1 it 42
» What do they feel? {4 ]E 5w anfr] ?
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1. Who are they?

(1) Who should be included in your
audience? ML N J& T 52 A V6

* Primary FEW A, XIREZENT AR
* Secondary BT AR, XOPRIRIHZE W AR
* Gatekeeper TN

* Opinion leader R LA

* Key decision-maker J<fEksEE

B2 Rnire— G aa I Saihi, RE
EWAL R F— 1 0 T2 P B W — = T
Yyg WA, A T IR E X IR S, IR
% FEAZ R T IR ?



1. Who are they?

(2) How can you find out about
your audience”?

A5 N 2NN 9N

» As individuals M&o#r
» As a group Zike oA




2. what do they know?

* How much background information do they
need?

Low background needs, High background needs,; Mixed
background needs

»* How much new information do they need?

High information needs; Low information needs,; Mixed
information needs

»* What are their expectations and preferences?

Style preferences; Channel preferences; Standard length and
format preferences



3. What do they feel?
fib AT 1/ o G ge] 2

»* How interested are they 1n your message?
2 ARATVR S BB ERAE 1A

What is their probable bias: positive or negative?

* Is your desired action easy or hard for
them?

VR ZE SR BIAT B 52 AR Ui A 15 2 2 i 2]
Easy or hard for them,; Hard for them
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How can you motivate them?

1. Motivate through audience benefits

LB 52 AR 2 B0 % 80
* Tangible benefits
HAR G Ab

*» Career or task benetfits

MV e R 58 AT 55 LR R O A 7
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How can you motivate them?

2. Motivate through credibility
I S BEHUR 32 AR

* Shared-value credibility and the “common ground”
technique

A LA S S [F AR P 5 B S SR H
JSRE AN VB G

* Goodwill credibility and the “reciprocity’ technique
DM iE R 2 RS« BB T I UK AR

= Rank credibility and punishment technique

iz P MBS AT A -5 18T 5T PR AR



— . How can you motivate them?

3. Motive through message structure
GIBURENSEEY AN U BN
» Opening HIHE

) o

* Body of the message F /A&

VN

the “inoculation” technique; the “foot in the door”

technique, the “door in the face” technique, the
two-sided technique

* Ending 245
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