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(short introduction about this 2WB course: 2WB is Writing Workshop for Business Students.  In this online course, we have a schedule tell us what we need to do week by week. We have a homework due every week. In this course, we learned a lot about how to write the business message, application letter, persuasive message and the last project is a group project, write the analytical report. Some homework we need to review the classmate’s work, then give them feedback. Here is the example shows how to write the Persuasive Message, you can take a look, maybe write a short example of what you learned.)

(NO PLAGIARISM, PROFESSOR WILL USE TURNITIN!!)
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Persuasion is the attempt to change your audience’s attitudes, beliefs, or actions. Because persuasive messages ask audiences to give
something of value (money in exchange for a product, for example) or take substantial action (such as changing a corporate policy), they are
more challenging to write than routine messages.

Many good ideas go unnoticed and products go unsold simply because the messages meant to promote them aren’t compelling enough to
be heard above the competitive noise. Creating successful persuasive messages demands careful attention to all four tasks in the planning
step:

1. Analyzing the Situation

The best persuasive messages are closely connected to your audience’s desires and interests. Consider these important questions when
planning your message:

*  Who is my audience?

* What are my audience members’ needs?

*  What do | want them to do? How might they resist?

* Are there alternative positions | need to examine?

* What does the decision maker consider to be the most important issue?
* How might the organization’s culture influence my strategy?

To understand and categorize audience needs, you can refer to specific information, such as demographics (i.e., the age, gender, occupation,
income, education, and other quantifiable characteristics of the people you're trying to persuade), psychographics (i.e., personality, attitudes,
lifestyle, and other psychological characteristics), and your audience’s cultural expectations and practices.

2. Gathering Information

‘When you've finished analyzing your situation, the next step is to gather the necessary information that will close the gap between what
your audience knows, believes, or feels right now and what you want them to know, believe, or feel as a result of receiving your message
(Chapter 10 instructs you how to find this information).

3. Selecting the Right Combination of Medium and Channel

Media choices are always important, of course, but these decisions are particularly sensitive with persuasive messages because such
messages are often unexpected or even unwelcome.

Choose your medium carefully to maximize the chance of getting through to your audience.

4. Organizing Your Information

Most persuasive messages use an indirect approach. Explain your reasons and build interest before asking for a decision or action. The

choice of approach is influenced by your position (or authority within the organization) relative to your audience’s.
‘When writing your message you should:

* Use positive and polite language.

* Understand and respect cultural differences.
* Be sensitive to organizational cultures.

* Take steps to establish your credibility.

Persuasive messages are often unexpected or even unwelcome, so the “you” attitude is crucial.
‘When completing persuasive messages, you must make sure that you:

* Judge your argument objectively and try not to overestimate your credibility.

* Carefully match the purpose and organization to audience needs.

* Design your message to complement your argument.

* Proofread for any mechanical or spelling errors that would weaken your argument.
* Choose a delivery method that fits your audience’s expectations.

Effective Persuasion
Four Strategies:

* Framing your arguments

* Balancing emotional and logical appeals
* Reinforcing your position

* Anticipating objections
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‘When using the AIDA model, you can:

* Use either the indirect or the direct approach (though it is tailor-made for the indirect approach).

* Make subject lines interesting without revealing your proposal.

There are two limitations to the AIDA

* First, AIDA is a unidirectional method that essentially talks at audiences, not with them.
* Second, AIDA is built around a single event, such as asking an audience for a decision, rather than on building a mutually beneficial, long-

term relationship.

Logical and Emotional Appeals

Depending on the purpose for persuasion, apply logical and/or emotional appeals appropriately to your message. There could be a balance

of both, or a focus on either appeal:

model:

Specific purpose:
To persuade management to fund
‘an on-site daycare center

Emotion Logic

Proposal to improve employee
satisfaction and workllife balance

Being separated during the day is stressful
for both parents and chidren.

Many parents are now working more hours and
second jobs 1o make ends meel, 50 the situation
is getting worse.

The extra travel time every morning and evening
o put children in daycare adds (o the stress and
cost of coming to work.

When parents need to leave work to pick up sick
children from daycare or stay home with them,
this often creates an unfair burden on other
employees (o pick up the slack.

Knowing that the company cares about them and
their children would boost employee morale.

Therefore, the company should provide an
on-site daycare facilty with a separate infirmary
where sick children could stay during the day.

“Logic

Emotion

Proposal to boost productivity
and reduce absenteeism

Analysis of employee time records shows that
‘employees with children under the age of 10

take unscheduled days offthree times more often
than employees without young children.

Daycare issues are ciled as the number one
reason for these unscheduled days off.

In the 98 ext interviews conducted last year,
24 departing employees mentioned the need

o balance family and work commitments as the
primary reason for leaving

In the last six months, HR has logged 14 complaints.
from employees who say they have 1o take on extra
work when colleagues leave the office to pick up
sick children from daycare.

Research shows that on-site daycare can improve.
productivity by as much as 20 percent—among
parents and nonparents alike.

Therefore, the company should provide an
on-site daycare facilty with a separate infirmary
where sick children could stay during the day.




