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Meet the Author and Introduction


Why do we sometimes give in to things we want or agree to actions that we really don’t want to do? Could it be that someone else is pulling the strings?


It is an uncomfortable feeling that maybe we are not as free thinking and in control of our own decisions as we think we are. No one likes to think that they are being manipulated, but in many parts of life that is exactly what happens. Magazines are full of advertisements and good advice and we can feel ourselves changing our mind as somewhere a writer has sketched out what they think we should do.


In my career I have been on both sides of the fence. I have been persuaded by others and had to persuade clients, but this is far from being a dark art. In many cases you are simply retelling the story or setting out the benefits of the goods or services you offer.


Most of the techniques I have covered in this book are based on over 25 years of working with people in both buying and selling situations. I want to share them with you so that you can be more successful in whatever capacity you choose to deliver them.


By working through this book, you will be able to look critically at the range of techniques used to persuade others so that you can select the most appropriate technique for your own situation. There are numerous tips and tricks that will bring you improved results and also you will learn through following our two characters, Leonie and Paul, as they incorporate these techniques into their work.


Karen Mannering lives in Kent and is a specialist in people development with over 25 years’ experience. She has worked in both the private and public sectors, has lectured at many seminars and has been quoted in national newspapers.


Karen has a degree in Psychology and a master’s degree in Management Studies in addition to many skills-specific qualifications. She is a Fellow of the Institute of Personnel Development and a member of the British Psychological Society, the Chartered Management Institute and the Society of Women Writers and Journalists. Karen is also registered to use a wide range of psychometric tools to enhance her coaching.


Karen’s enthusiasm for lifelong learning and people development, together with her background in management, results in a practical but humanistic approach to introducing training into the workplace. Karen also contributes regularly to several magazines and has written many books on aspects of self-development. Her website can be found at www.karenmannering.co.uk




Introduction


Nobody wants to feel sold to. However, the truth is that most of us are, every day. Forget about the scam that leaves us feeling foolish and taken in; I mean the casual advertising that we absorb, sometimes subliminally without realizing it. It is everywhere and why is it everywhere? Because it works.


I am not talking about some ‘in your face’ advertising campaign here, but advertising that is so subtle that you are left desperate for a product you never even knew you needed in the first place. Advertisers are paid millions to persuade you to take the very action that they want you to. The great thing is that, through this book, you can easily learn and use their techniques so that you can apply them to your writing, whether that is in a letter to a customer or asking the bank manager for an extension on your loan. The principles are the same: you want to persuade someone to take a certain action or react in a particular way.


We generally think that sales people are the only ones who can do this and furthermore that sales people are born. However, this is not really true. Anyone can learn these skills and develop their talents. There will be times when you don’t get the reaction you expect and the important point here is to learn from these moments. You simply cannot get it right every time but you can hone your skills so that you hugely improve your chances of hitting the target more often than not.


Consider this…


As a little pre-exercise to this book, identify something that you bought recently based purely on the printed word. A book would be a good example. Perhaps you stood in the shop and read the back cover to gauge the contents. Now think, what made you take the decision to buy? Why did you choose this book and not one of the others with similar titles? Why did you decide to buy rather than borrow a copy from a friend or from a lending library?


Perhaps the book had one word on the back that captured your imagination, such as ‘exciting’ or ‘compelling’ and this made it stand out for you from the others that said ‘enjoyable’ or ‘interesting’. Perhaps the book spoke to you in some way and you thought, ‘this is just like my situation’, or maybe there was a recommendation on the cover from someone you like or trust. These are all techniques that copywriters use to hook you into a sale. It is not that anyone is trying to trick you into buying – after all you are in the shop looking at books, so you were probably going to buy anyway – it is just that there are so many books on the market that each one needs to reach out in its own definable way.


Now think about how much effort you put into your written words. Do you dash them off because you simply don’t have the time, or do you ponder each sentence long and hard? Email and electronic messaging has meant that we feel the need to rush our communication, but, if you have ever been in the situation where you have hurriedly sent a badly worded email and then lived to regret it (perhaps someone misinterpreted your meaning and took offence), you will know that it takes so long to redeem the situation that it would have been more prudent to have taken the time to consider the first message more carefully. Ah, the blessing of hindsight! When this happens, an interesting phenomenon occurs: for the next few days you read everything through twice and consider every detail, but it does not last long and soon you are dashing off those messages once again because habits like that are very hard to maintain in today’s fast and hectic world – until the next time, of course (and the mistakes do tend to become larger!)


There is another way…


Instead of this unworkable fast and slow cycle, in which you inevitably fall down every so often and then spend ages in damage limitation and apologies, divide your written communication into tasks that are high risk and important and others that are low risk and less important. No sitting on the fence here!


Make two lists under the headings:


 






	High-risk/important communication

	Lower-risk/less important communication







Lower-risk and less important, regular communication can be done fast, whereas more high-risk, important written communication should be considered and allowed more time. Important communications are the tasks that will take you forward and are therefore worth investing your time in. Complete this task now with your current work load and see where you should be focussing your energy towards producing sharper and better-constructed copy. Throughout the book you can then work on these areas.


You might also like to consider at what time of day you are at your most creative. For example, if you are a morning person, then most of your high-risk communication should be designed and written at the time of day when you are most ‘on the ball’ if it is to reap the greatest rewards. It is well worth putting extra effort into the areas of your life where there will be the greatest payback, while allowing the other areas to come second on your list.


To help you achieve these goals, this book will take you on a journey that will enable you to consider and improve your written communication, so that your ideas have a greater chance of success and your career will flourish.




1


Breaking Through the Myth Barrier


Goal – To break through our misconceptions regarding writing persuasive copy.


[image: image] Diagnostic test


Answer each question by choosing a number from 1 to 5. Nearer to 1 indicates that you feel this statement to be false or incorrect and nearer to 5 indicates that you feel it is more likely to be true.




People try to avoid sales people


Sales people are bad people


By being able to write persuasively I am tricking people


People won’t like me if I seem to get what I want


I don’t need writing techniques because I can get by on my own


Everybody already has what they need so I am wasting time introducing anything else


If I use ‘sales talk’ people will see through me


If I am good at my job I shouldn’t need to persuade anyone to do anything – they will just trust my judgement


Genuine and honest people don’t use persuasive writing techniques


If my attempt at using persuasive writing techniques is successful, I have cheated





Now add up your score and see what it says about you.


Result


 






	35–50

	You are afraid of using these techniques because you feel they will reflect badly on you. Every product or service you buy has, in some way, been sold to you by advertising copy – even the magazine or newspaper you buy has been designed to appeal to you. Does the editor feel bad about this? No! They are in a competitive market, where only the best survive – as are you! This chapter will help you to overcome your concerns or fears and help you to reframe how you see the role of persuasion marketing in your life. All work has some form of sales element. If you are not working with that correctly, there is a real possibility of you holding yourself back and not achieving as much as you could.






	20–34

	You have some mixed feelings about using persuasive writing. Perhaps you feel it is necessary but still fear that you don’t want to be caught doing it? It pays to remember that people do not always know what is available to them and therefore it is your job to guide their attention to a service or product that can make their life easier. You are helping others to achieve their goals by making the outcomes and benefits more obvious. This chapter will help you to explore your personal fears and realize that persuasive writing is not an indictment of you as a person, but a skill that you can learn and practise, to gain better results in life.






	Below 20

	You understand fully that sales people are not ‘bad’ and that everyone has problems that need solutions. However, you can have the most amazing solution in the world but nobody will take notice until they are persuaded to listen. As persuasive writers, we need to use our skills to enable readers to access those solutions. This chapter will help you to understand how others may see the role of persuasive writing and will therefore help you to clarify your own thoughts on the subject.
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Successful persuasive writing can spark extreme interest and excitement in some people and extreme concern in others. For some, it is the key to unlock the door to winning sales letters and increased returns – but to others it may spell manipulation and coercion.


[image: image] Try it now


Ask approximately ten people you know how they feel about persuasive writing and whether their thoughts would change if they were able to write more persuasively themselves.


[image: image]


If you undertook the above action you are likely to find that most people like the idea of being able to persuade other people but don’t like the idea of being persuaded themselves! Why is this? Probably because, if you felt you had been persuaded to undertake some action, then it automatically cannot be the action you would have chosen to take, can it? Surely there must have been some mind control, mesmerism or hypnosis involved? They fear that their own free will has been removed from them and some trickery has been introduced. This results in instant suspicion and causes the person to attempt to distance themselves from the source as far as possible, when in fact nothing can be further from the truth.


But what about if you are only persuading them to do the very thing they were going to do anyway? In this situation you are surely only speeding up the decision that they were going to take. Consider this: if someone is reading a magazine on cookery, I think we can assume that they are interested in cookery and probably had every intention of cooking something from the magazine at some point in their life. Therefore a writer using persuasive writing within the magazine to highlight an offer is not really taking advantage of you in a weak situation. Let’s take this example further: if someone walks into a showroom displaying new cars I think it fair to assume that they probably are at least a little interested in buying a new car (after all, it is not a thing we do just because we have time on our hands). Therefore, if the sales professional hands them some advertising copy about the car and attempts to speak to them about it, I think we can take the view that they are trying to help them by bringing the inevitable purchase forward, and in the long run, waste less of their time.


[image: image] Try it now


Reflect on how many times you have wasted time simply procrastinating and pondering on a decision that, in the back of your mind, you know you are going to take anyway. (For example, have you ever seen an item of clothing you liked, did not make the decision and then had to go back the next day to buy it – even though it meant rushing off after work or back into town?) How many hours of your life could have been saved had someone just encouraged you to take action in the first place?


[image: image]


Your fear of being ‘sold to’ may seem completely logical to you but it actually says less about the power of the writer than about how you feel about yourself. Do you really feel that you have no self-will to refuse offers and ideas that you do not want? Of course not! It is just a myth that persuasive writing has some kind of power over us. The truth is that sometimes we need that little nudge to take an action that we were going to take anyway, but felt we needed more evidence.


[image: image] Remember this


Persuasive writing is not simply about selling. It is helping the reader to have confidence to buy the object or service that they were probably going to buy anyway.


[image: image]


Authors use persuasive writing all the time to engage us with their characters. Haven’t you felt so sucked into a story that you simply must put other tasks aside so that you can finish it?


While we are myth-busting, let’s look at some other myths that get in the way of us producing great persuasive writing:


‘Everyone will think badly of me…’


At the very centre of our being we all love to be liked.


[image: image] Try it now


What does ‘being liked’ mean to you? Make a list of the signs that show you how much you are liked.


[image: image]


You may have had difficulty undertaking that activity because even admitting that we look for the signs that we are liked can feel uncomfortable. How many of the items you wrote down are about how you feel about yourself and how many are attributed to the feelings and approbation of others? We cannot have any control over the feelings of others but even so we cannot deny that being liked by other people makes us feel warm and wanted – lovely qualities that we want to encourage. Conversely the opposite is also true: very few people would want to feel out in the cold and alienated – but would they feel suspicious of you just because you are using tools and techniques that can help them and bring you more business? No. I believe not.


Let me be straight here: we are not using mind-bending techniques in this book. We are not trying to persuade someone against their will or force them to do anything they do not want to do. We are just presenting the benefits and describing the product in a way that shows it off to its advantage, in the same way that you would accessorize an outfit to emphasize certain aspects of it, or select a style of clothing that shows your physique to its best advantage.


Rather than thinking badly of you, I believe that your colleagues are more likely to be in awe of you, in the same way that we are in awe of a make-up artist or an interior designer who manages to create something wonderful from an ordinary person or room. You need to start thinking of yourself as an artist – an artist with words!


‘People will just say no…’


And they are entitled to do that. A high proportion of advertising material hits the waste bin before anyone has even read it. However, you can increase your chances of your message being read by considering certain techniques that draw the eye or catch the attention of the reader.


[image: image] Try it now


Consider what catches your eye in your local supermarket. Tick the deals below that you find most interesting. Which ones catch your attention?


[image: image]  Buy one get one free


[image: image]  FREE GIFT


[image: image]  50% extra


[image: image]  Half price


[image: image]  Money back


[image: image]  Token included


[image: image]  3 for 2


[image: image]  Lucky number included
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We are so familiar with these offers that we accept and expect them. Therefore we are very in tune with being offered a deal of this type and have come to expect it. This form of persuasive writing is now being used in many lines of business (such as jewellery stores) whereas once it was the preserve of supermarkets. This means that people are becoming familiar with this language and are therefore less likely to say no outright and more likely to be intrigued.


[image: image] Remember this


Ideas such as this need not be confined to selling goods in shops. If you want to write a memo to your boss asking them to consider you moving towards job sharing in the future, how about heading the memo ‘Buy one get one free’ or ‘Get two for the price of one’? That just might raise a smile at the same time as introducing an important point.
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However, let’s just tackle this issue of someone saying no, head on. Some people will say no. Even if you stood in the street offering people passing by free money, some people would say no. This says more about them than you. Perhaps they have been cheated before, perhaps they are nervous of their own ability to refuse politely, perhaps they have been cornered in the past – you can’t know any of this and so don’t try to guess. You can only put your idea forward, or set your wares on the table, and hope that someone is intrigued enough to find out a little more. Then, if your idea or offer is a good one, they will feel compelled to act favourably towards it, perhaps moving you to the next stage of speaking with them.


‘Really nice people don’t push themselves forward…’


Is this true? I don’t think so. Holding back on a great idea just to appear nice does not sound very clever to me, but, again, I can see that we are told these myths when we are young and they stick with us for the rest of our lives. Perhaps the overconfident child was told this to encourage them to hold back, but there is a huge difference between pushing in front of someone in a queue (not nice behaviour) and pushing forward in your career (very acceptable behaviour).


Mark the following as either pushing (P) or helpful (H):




‘Would you like to buy any batteries to go with this toy?’


A label that says ‘Buy this nightdress and have a matching wrap for half price’.


A sign that reads ‘If quality is what you value – buy this product now’.


‘Would you like to increase your meal to a “Bonus” for an additional 50 pence?’





I think you would agree that none of these would send you into a tirade at either the assistant or the store manager and none of these comments would classify the person who wrote them as ‘nice’ or ‘horrible’. And yet there is still this pervading myth that you are pushing something that another person does not want. If this is a real concern for you, then thankfully there is a midway point. Simply ask yourself regularly, are you doing this to be helpful to the customer? If the answer is yes, then in no way are you being pushy or unpleasant.


(For the record, there are really nice people in every strata of society – just as there are rotters! This is not dependent on their jobs or their ability to present material in a winning way. I’m afraid that those traits are a mixture of life experience, personality and values, together with how we wish to present ourselves – nothing at all to do with writing successful and persuasive copy.)


[image: image] Key idea


Really nice people are those who help their friends and recommend goods and ideas that help friends to live easier lives.


[image: image]


‘Everyone has everything they need’


It is true that many of us are indeed well catered for in life and many people today do have all that they need – but is it all that they want? New products come out every day to satisfy the latest desire and some of them are merely updates on the traditional model. Let’s take a kitchen mop as an example. In the absence of one that actually climbs out of the cupboard and mops up by itself, there are many (very similar) mops on the market – all promising to be the best. New models are launched every day to meet the constant need for mops and also our need for invention. Every home may indeed have a mop, but do they have the latest technology in mops? Do they have the lightest mop that does the work in half the time? Even if you have invented the ‘King of Mops’, persuading others to buy it and take a risk on your product needs careful copy – after all, you are competing in a very saturated market – but it can be done, even in the area of kitchen essentials.


Speaking of kitchens, every year I go on holiday and stay in a holiday home. I am always struck by the sparseness of kitchen utensils and bowls and so forth. However, strangely enough, we manage very well with what is supplied and I have never felt the need to go out and buy any additional items. When I get home, I am surprised by the vast amount I have accumulated in my kitchen – and I am sure that I would tell you that I absolutely need every item. The truth is somewhat different. I don’t actually need them but each item makes one job or another a little easier (and some were recommended by a TV chef – persuasive language!). In other words I bought them because I wanted them, I desired them and they make me feel professional in my kitchen.


If you are ever concerned by the thought that everyone has the product or service you are going to write for, consider the humble paper clip. Who buys them? Where do they go? They don’t wear out like pens, or snap like elastic bands – and so surely we don’t need any more? Yet thousands of boxes are sold and bought every day. There is an insatiable desire for new items and novelty in addition to functional items that we use every day. Ladies, very few of us actually need that new pair of shoes or handbag but we surely want them!


[image: image] Key idea


We desire items for many different reasons (some of them quite complex such as because the item makes us feel better) and, if we are not buying them from you, we will buy them elsewhere. Therefore, it may as well be from you.
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‘They probably know all this already…’


As part of my work providing presentations and training programmes, I speak to thousands of people. The biggest mistake I can make is to assume that everyone knows the topic already or has the same level of knowledge as myself. Put simply, they don’t. Some people will know nothing, others very little, and from then onwards there is a graduating scale of knowledge, but I cannot assume that people ‘probably know the background to this’. I am sure you can see where I am coming from on this one. When you write persuasive copy you need to strike a balance between educating the reader and building their confidence to take action. If you assume that everyone knows just what you are going to say, then you will never write anything.


Example: Take a good look at people choosing a cleaning product in a supermarket. Watch their behaviour. If they know what they are going to buy, they go straight to the product (because they know where it tends to be in the shop, as they buy it regularly) and they put it straight in their basket. Job done – they are not looking to change product, unless something happens such as their current product fails to perform, or some new item catches their eye in an advertising campaign. So let’s ignore them for now. Now look at the behaviour of the person who does not know exactly what they want to buy. They start to pick up different products and read the labels. One label reads:




Gets rid of stubborn stains on


Carpets


All flooring


All soft furnishings





Another label reads:




This is really good – and it works!





Given that someone had dropped some red wine on their carpet last night, which one do you think most people would buy?


Most people would go for the first example, because the label tells you that it will answer your specific need. The other is asking you to extend a leap of faith that the product will actually be good in the area you need it to be. The second example also assumes that you probably know what the product does already – but you don’t. The person picking up these products will read about approximately four products before selecting their choice and each time they will read the label – even if they are in the carpet-cleaning section of the supermarket. From those labels they are looking to select the right product for their problem and so assuming that they know what to buy is a lost opportunity.
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