Chapter 9

Writing PERSUASIVE Messages

Multiple Choice

1.  When compared to routine positive messages, persuasive messages are usually


a.  shorter.


b.  more formal.


c.  more detailed.


d.  more impersonal.

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  268; TYPE:  concept

2.  If a supervisor approaches a worker who consistently arrives late by saying, “I 

     know your job is important to you,” the supervisor is addressing the worker’s 

     need for 


a.  safety and security.


b.  acceptance.


c.  status and esteem.


d.  self-actualization.

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  268-69; TYPE:  application

3.  Which of the following is not an example of demographic information? 


a.  Age


b.  Occupation


c.  Lifestyle


d.  Income

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

4.  Personality, lifestyle, and attitudes are assessed through 


a.  demographic surveys.


b.  psychographic studies.


c.  inkblot tests.


d.  examining census data.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

5.  To build credibility with your audience, you should


a.  come right out and state that you are trustworthy.


b.  let them know that you're not rigid about what you have to say.


c.  be enthusiastic about the subject of your message.


d.  point out ways in which your knowledge is superior to that of your 

     audience members.

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  270; TYPE:  concept

6.  An ethical persuasive argument 


a.  is a contradiction in terms.


b.  focuses on how the audience’s actions will benefit the sender.


c.  includes any evidence the sender can come up with, whether or not it's 

     relevant.


d.  influences audience members by providing information that allows 

     them freedom to choose.

ANSWER:  d; DIFFICULTY:  moderate; PAGE:  270; TYPE:  concept

7.  When it comes to persuasive messages, the direct approach 


a.  is rarely used.


b.  is often preferable for long, complex messages.


c.  is used only by top management.


d.  does not require inclusion of justifications or explanations.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  271; TYPE:  concept

8.  AIDA stands for 


a.  appeal, indirect, direct, action.


b.  anticipate inquiry in doing adjustments.


c.  assume, insist, describe, act.


d.  attention, interest, desire, action.

ANSWER:  d; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

9.  When using the AIDA approach to persuasion, the opening should


a.  build common ground with your audience


b.  make your audience want to hear about your idea.


c.  capture the audience’s attention.


d.  do all of the above

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

10.  The purpose of the interest section of a persuasive message is to 


a.  capture attention.


b.  explain the relevance of your message to your audience.


c.  increase the audience's desire to take the action recommended in 

     the message.


d.  get the reader to act immediately.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

11.  The purpose of the desire section of a persuasive message is to 


a.  introduce the main idea.


b.  create interest in the main idea.


c.  increase your audience's willingness to take action.


d.  suggest the action your audience should take.

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

12.  When using the AIDA approach to persuasion, the closing should


a.  urge the audience to take the action you are requesting.


b.  provide additional evidence and detail not covered in the Desire 

     section.


c.  explain the steps needed to implement your ideas.


d.  do all of the above

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

13.  An effective ending for a persuasive message would be 


a.  "Return the enclosed coupon by June 15 and you'll receive your bonus 

     'early bird' key chain."


b.  "Please respond as soon as possible."

 
c.  "Wouldn't you like to save some money?"


d.  "Be sure to tell all your friends about this exciting offer."

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  272; TYPE:  application

14.  Your goal in writing persuasive messages is to 


a.  get readers to change their minds.


b.  increase the audience’s awareness of your product or service.


c.  get the audience to take a specific action.


d.  create a win-lose situation, with you as the winner.

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

15.  The AIDA approach for persuasive messages should be used with


a.  a direct approach only.


b.  an indirect approach only.


c.  either a direct or an indirect approach.


d.  neither a direct nor an indirect approach.

ANSWER:  c; DIFFICULTY:  difficult; PAGE:  274; TYPE:  concept

16.  An advertisement stating that Bubbly bubblebath “will free you of all your 

       worries and cares” is using  


a.  an emotional appeal.


b.  an analogy.


c.  an inductive appeal.


d.  a deductive appeal.

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  275; TYPE:  application

17.  An analogy lets you


a.  reason from one specific piece of evidence to another specific piece of 

     evidence.


b.  reason from specific evidence to a general conclusion.


c.  reason from a generalization to a specific conclusion.


d.  do all of the above

ANSWER:  a; DIFFICULTY:  difficult; PAGE:  276; TYPE:  concept

18.  Which of the following uses a deductive approach to persuasion?


a.  Because the stock market is expected to fall next month, shares of our 

     company stock will probably also decline.


b.  It is important for our sales force to operate like a well-oiled machine.


c.  Our stock price is like a marathon runner, slowly making progress 

     towards our goal.


d.  none of the above

ANSWER:  a; DIFFICULTY:  difficult; PAGE:  276; TYPE:  application

19.  When writing persuasive messages, one way to avoid faulty logic is to 


a.  avoid induction.


b.  avoid deduction.


c.  avoid praising your opponent.


d.  avoid hasty generalizations.

ANSWER:  d; DIFFICULTY:  moderate; PAGE:  276; TYPE:  concept

20.  To overcome audience resistance to your message 


a.  use the hard-sell approach.


b.  present all sides of the issue before making the case for your position.


c.  emphasize your impeccable logic.


d.  do all of the above

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  278; TYPE:  concept

21.  The most important thing to remember when preparing a persuasive request is 

       to 


a.  keep your request from being too general or all-encompassing.


b.  emphasize how you will benefit if the request is fulfilled.


c.  emphasize the negative consequences of not complying with the 

     request.


d.  make yourself look good in the reader's eyes.

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  280; TYPE:  concept

22.  When writing a persuasive request for action, you should


a.  use the direct approach.


b.  demonstrate that helping you will indeed solve a significant problem.


c.  ask for more than you actually want so that you'll have a cushion for 
    
     negotiation.


d.  avoid flattery.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  280; TYPE:  concept

23.  When writing a persuasive claim letter 


a.  assume that the other person is trying to cheat you.


b.  use a confident and positive tone.


c.  mention as many additional complaints as possible about the company.


d.  do all of the above.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  282; TYPE:  concept

24.  Which of the following would be considered a selling point of a car phone? 


a.  Status


b.  Safety


c.  Portability


d.  None of the above

ANSWER:  c; DIFFICULTY:  difficult; PAGE:  283-84; TYPE:  application

25.  As you consider the benefits of your product, in your sales letter you will 

       ultimately want to 


a.  pick out three or four to call attention to.


b.  single out one benefit that will become the hallmark of your campaign.


c.  mention as many benefits as possible.


d.  choose one direct benefit and one indirect benefit.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  283-84; TYPE:  concept

26.  If the audience for your sales letter promoting a new security system is made 

       up of wealthy suburbanites, the consumer benefit you would most want to 

       emphasize in your letter is 


a.  the reliability of the system when protecting the consumer's property.


b.  the low cost.


c.  the attractive appearance of the device.


d.  easy, do-it-yourself installation.

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  283-84; TYPE:  application

27.  Which of the following is not one of the tried and true attention-getting 

       devices used in sales letters? 


a.  offering a free sample of the product


b.  insulting the reader


c.  posing a provocative question


d.  offering a solution to a problem

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  287; TYPE:  concept

28.  Asking "What does the competition offer?" "What is special about my 

       product?" and "What are potential buyers really looking for?" helps you 

      determine 


a.  which tried-and-true attention-getter to use.


b.  your product's central selling point.


c.  the price for your product.


d.  which type of mailing list to use.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  287; TYPE:  application

29.  Which of the following would be the best wording in a sales letter? 


a.  "The NuForm desk chair is so comfortable that you won't want to go 

     home from work."


b.  "The NuForm desk chair is designed to give your lower back the 

     ultimate in support and to relieve pressure on your legs as well."


c.  "The NuForm desk chair supports your lower back and relieves 

   
     pressure on your legs."


d.  "The incredibly handsome NuForm desk chair is functional as well as 
  
     impressive; it provides a great deal of lower back support."

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  288-89; TYPE:  application

30.  If price is one of your strong selling points, you should


a.  mention special offers, such as volume discounts, before actually 

     stating the price.


b.  compare the price to the cost of some other product or activity ("This 

     exercise equipment costs less than a health club membership").


c.  break the total price into smaller units ("Just six easy payments of 

     $19.95 each will bring you this lovely collector's item").


d.  emphasize it in the opening of the sales letter.

ANSWER:  d; DIFFICULTY:  moderate; PAGE:  289; TYPE:  concept

31.  In a sales letter, product claims are 


a.  supported primarily by testimonials from satisfied customers.


b.  supported primarily by statistics from scientific studies of the product.


c.  supported primarily by background information on the company selling 
     the product.


d.  supported by as much information as possible, of many different types.

ANSWER:  d; DIFFICULTY:  moderate; PAGE:  290; TYPE:  concept

32.  Before you start writing a fundraising message, it is important for you to 

       know 


a.  what donors want.


b.  the dollar amount of your goal.


c.  how wealthy the potential donors are.


d.  all of the above.

ANSWER:  a; DIFFICULTY:  moderate; PAGE:  290; TYPE:  concept

33.  In a fundraising letter, you should 


a.  use the hard-sell approach.


b.  keep your message as personal as possible.


c.  make the message as long as possible.


d.  emphasize the goals of your organization.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  290-91; TYPE:  concept

34.  One common mistake in writing fundraising messages is to 


a.  use slice-of-life stories.


b.  make the message personal.


c.  waste space on long warm-ups.


d.  waste space writing about the reader instead of about the organization.

ANSWER:  c; DIFFICULTY:  moderate; PAGE:  291; TYPE:  concept

35.  Which of the following is not a guideline for writing effective fundraising 

       messages? 


a.  Use simple, warm, and personal language.


b.  Make the need clear but not so urgent that it is hard to say no.


c.  Explain why the money is needed.


d.  Make the need easy to respond to.

ANSWER:  b; DIFFICULTY:  moderate; PAGE:  291-92; TYPE:  concept

True or False

36.  Because persuasive messages are aimed at audiences that might be resistant, 

       they are generally longer and more detailed than routine positive messages. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  268; TYPE:  concept

37.  According to psychologist Abraham Maslow, people’s lower-level needs 

       must be met before they will seek to fill higher-level needs. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  268; TYPE:  concept

38.  To devise an effective persuasive message, you need to analyze audience

       members and then appeal to their needs. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  268-69; TYPE:  concept

39.  Demographics refers to people’s psychological characteristics, such as

       personality, attitudes, and lifestyle. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

40.  When aiming persuasive messages at a French audience, you will be most 

        successful if you use an aggressive, hard-sell approach.

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

41.  One of the best ways to gain credibility for your message is to support it with

       objective evidence. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  270; TYPE:  concept

42.  All persuasive messages are by nature unethical. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  270; TYPE:  concept

43.  The most ethical persuasive messages influence audience members by aiding

       their understanding and considering their needs. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  270; TYPE:  concept

44.  An important factor to take into account when deciding on the approach for 

       persuasive messages is your corporate culture. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  271; TYPE:  concept

45.  Most persuasive messages take the direct organizational approach. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  271; TYPE:  concept

46.  The term AIDA refers to computer software used to compose persuasive 

       messages. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

47.  In the attention phase of a persuasive letter, you make the audience want to

       hear about your problem or idea. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

48.  The interest section of a persuasive letter provides details on how the 

       message is relevant to the audience. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

49.  The primary purpose of the desire section of a persuasive letter is to get the 

       audience to keep reading. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

50.  All persuasive messages end with a section that urges specific action. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

51.  The AIDA plan can be used with both the direct and indirect approaches for

       persuasive messages. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  274; TYPE:  concept

52.  When writing persuasive messages, one should be careful not to mix 

       emotional and logical appeals. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  274; TYPE:  concept

53.  Abstract concepts such as freedom, prestige, or success can be used to 

       enhance the emotional content of persuasive messages. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  275; TYPE:  concept

54.  Induction refers to reasoning from a generalization to a specific conclusion. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  276; TYPE:  concept

55.  Any argument or statement can appear to be true when it is really false. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  276; TYPE:  concept

56.  An example of faulty logic is to assume that one event caused another just

       because it happened first. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  276; TYPE:  concept

57.  If you want to sell flags, you would do better appealing to the audience’s 

       patriotism than describing the high quality of the flag’s fabric. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  277; TYPE:  application

58.  In developing persuasive messages, you should avoid the use of metaphors, 

       as they will only confuse the reader. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  277; TYPE:  concept

59.  If you expect a hostile audience, you should be careful to present all sides of 

       an issue before making the case for your own argument. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  278; TYPE:  concept

60.  When it comes to persuasive messages, an up-front hard-sell approach 

        usually the most successful. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  278; TYPE:  concept

61.  When writing a persuasive claim or request for adjustment, you should focus 

       on the benefits of solving the problem rather than the horrors of neglecting 

       your complaint. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  282; TYPE:  concept

62.  The main idea in a sales letter revolves around a selling point and related 

       consumer benefits.

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  283; TYPE:  concept

63.  Since sales letters are not legally binding contracts in most states, it is usually 

       acceptable to imply offers or promises you cannot deliver. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  284; TYPE:  concept

64.  You usually do not need permission to use a person’s name or photograph in 

       a sales letter. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  284; TYPE:  concept

65.  A good way to open a sales letter would be “We here at Colbert Corporation 

       are proud to announce our new, improved all-weather tent.” 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  287; TYPE:  application

66.  In the action section of a sales letter, you try to persuade the reader to act 

       immediately.

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  288; TYPE:  concept

67.  The best sales letters are several pages long and provide extensive details and 

       explanations of product benefits.

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  288; TYPE:  concept

68.  If low price is a major benefit of your product, you can display it prominently 

       in your sales letter. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  289; TYPE:  concept

69.  Most of the techniques used in writing sales letters are inappropriate for 

       fundraising messages. 

ANSWER:  F; DIFFICULTY:  moderate; PAGE:  290; TYPE:  concept

70.  When you write a fundraising letter, be sure that the benefits you emphasize 

       relate to what your donors want, not what your organization does. 

ANSWER:  T; DIFFICULTY:  moderate; PAGE:  290; TYPE:  concept

Fill-in-the-Blank

71.  ____________________ is the process of changing people's attitudes or 

       influencing their actions.

ANSWER:  persuasion; DIFFICULTY:  moderate; PAGE:  268; TYPE:  concept 

72.  ____________________ refers to information about people’s age, gender, 

       occupation, income, and education. 

ANSWER:  demographics; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

73.  ____________________ refers to information about an individual’s 

       personality, attitudes, lifestyle, and other psychological characteristics. 

ANSWER:  psychographics; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

74.  It is particularly important to establish ____________________ with a 

       skeptical or hostile audience. 

ANSWER:  credibility; DIFFICULTY:  moderate; PAGE:  269; TYPE:  concept

75.  Persuasive messages often follow a specialized form of the indirect approach

       called the ____________________ plan. 

ANSWER:  AIDA; DIFFICULTY:  moderate; PAGE:  272; TYPE:  concept

76.  An ____________________ appeal bases an argument on the audience’s 

       needs or sympathies. 

ANSWER:  emotional; DIFFICULTY:  moderate; PAGE:  275; TYPE:  concept

77.  ____________________ is reasoning from specific evidence to a general 

       conclusion. 

ANSWER:  Induction; DIFFICULTY:  difficult; PAGE:  276; TYPE:  concept

78.  ____________________ is reasoning from a generalization to a specific 

       conclusion. 

ANSWER:  Deduction; DIFFICULTY:  difficult; PAGE:  276; TYPE:  concept

79.  ____________________ refers to the meaning of words and other symbols. 

ANSWER:  Semantics; DIFFICULTY:  moderate; PAGE:  277; TYPE:  concept

80.  The purpose of ____________________ letters is to motivate people to spend 

       money on products. 

ANSWER:  sales; DIFFICULTY:  moderate; PAGE:  282; TYPE:  concept

81.  ____________________ ____________________ are the most attractive 

       features of an idea or product. 

ANSWER:  Selling points; DIFFICULTY:  moderate; PAGE:  283; TYPE:  concept

82.  _________________________ are the particular advantages that readers will 

       realize from the features of a product or idea. 

ANSWER:  Benefits; DIFFICULTY:  moderate; PAGE:  283; TYPE:  concept

83.  A sales letter begins with some sort of ____________________-

       ____________________ device.

ANSWER:  attention-getting; DIFFICULTY:  moderate; PAGE:  286; TYPE:  concept

84.  The ____________________  ____________________  

        ____________________ is the single point around which you build your 

        sales message. 

ANSWER:  central selling point; DIFFICULTY:  moderate; PAGE:  287; TYPE:  concept

85.  Most of the techniques used for writing sales letters can also be applied to 

       ____________________ letters, to obtain money from donors. 

ANSWER:  fundraising; DIFFICULTY:  moderate; PAGE:  290; TYPE:  concept

Short Answer

86.  In preparing to write persuasive messages, what two types of information are

      vital to assess the needs of your audience?

ANSWER: Demographics (the age, gender, occupation, income, education, and other quantifiable characteristics of your audience) are very important. Psychographics (the personality, attitudes, lifestyle, and other psychological characteristics of your audience) are also helpful.

DIFFICULTY: moderate; PAGE: 269; TYPE: concept

87.  When is it a good idea to use the direct approach for persuasive messages?

ANSWER: Using the direct approach for persuasive messages can be effective when audience members are objective, when you know your audience prefers the “bottom line” first, when your corporate culture encourages directness, or when a message is long and complex.

DIFFICULTY: difficult; PAGE: 271; TYPE: concept

88.  What does AIDA stand for? 

ANSWER: Attention, Interest, Desire, and Action.

DIFFICULTY: moderate; PAGE: 272; TYPE: concept

89.  When your AIDA message uses an indirect approach and is delivered by 

        memo or e-mail, what are two goals to keep in mind as you write the subject 

        line?

ANSWER: One challenge in this situation is to make the subject line interesting and relevant enough to capture reader attention. At the same time, however, you have to do that without revealing your main idea.

DIFFICULTY: difficult; PAGE: 274; TYPE: concept

90.  Rewrite the following e-mail subject line in order to make it more interesting 

       without revealing the main idea: “Proposal to switch to new medical 

       insurance provider”

ANSWER: “Instant savings on medical insurance premiums”  

DIFFICULTY: moderate; PAGE: 274; TYPE: application

91.  What are three methods of reasoning you can use when making a logical 

        appeal?

ANSWER: Logical appeals can take place through analogy, induction, or deduction.

DIFFICULTY: difficult; PAGE: 276; TYPE: concept

92.  List at least three common mistakes communicators make when putting 

       together persuasive arguments.

ANSWER: Some common mistakes are using an up-front hard sell, resisting compromise, relying solely on great arguments (but ignoring audience needs), and assuming that persuasion is a one-shot effort instead of a process.

DIFFICULTY: moderate; PAGE: 278-79; TYPE: concept

93.  What three elements should you always include at the close of any persuasive 

        claim letter?

ANSWER: Persuasive claims should always end with (1) a specific and confident statement of your request, (2) a specific deadline for action, and (3) a statement reminding the audience of the main benefit of granting your claim.

DIFFICULTY: moderate; PAGE: 282; TYPE: concept

94.  Briefly explain the difference between selling points and benefits, then give 

       an example of each.

ANSWER: Selling points are the most attractive features of an idea or product. Benefits are the particular advantages that readers will realize from those features. The fact that a television comes with a remote control is a selling point, but the convenience the buyer will enjoy because of the remote control is a benefit.

DIFFICULTY: moderate; PAGE: 283; TYPE: concept/application

95.  Why is it important in sales letters to avoid implying offers or promises you 

       cannot deliver on?

ANSWER: In most states, sales letters are binding contracts. Therefore, dishonesty in a sales letter can lead to unfavorable legal action.

DIFFICULTY: moderate; PAGE: 284; TYPE: concept

Essay

96.  Describe at least five strategies for establishing credibility when preparing 

       persuasive messages.

ANSWER: (1) Support your message with facts. The more specific and relevant your evidence, the better. (2) Name your sources. Tell your audience where your information comes from and who agrees with you. (3) Be an expert. Know your subject area thoroughly. (4) Establish common ground. The things that you have in common with your audience will help them to identify with you. (5) Be enthusiastic. Your excitement can encourage your audience. (6) Be objective. Your ability to acknowledge all sides of an issue will help you present fair and logical arguments. (7) Be sincere. Your concern and truthfulness will help you focus on your audience’s needs. (8) Be trustworthy and honest. (9) Have good intentions. Your willingness to keep your audience’s best interests at heart will help you create ethical persuasive messages.

DIFFICULTY: difficult; PAGE: 270; TYPE: concept

97.  Describe each of the four phases of the AIDA plan for persuasive messages.

ANSWER: (1) Attention: Make your audience want to hear about your idea. Find some common ground on which to build your case. (2) Interest: Explain the relevance of your message to your audience. (3) Desire: Make readers want to change by explaining how the change will benefit them. Answer in advance questions that your audience might have, and back up your claims with relevant evidence. (4) Action: Ask your audience to take the specific action you suggest.

DIFFICULTY: difficult; PAGE: 272; TYPE: concept

98.  Explain how to balance emotional appeals and logical appeals to persuade an 

       audience.

ANSWER: Most persuasion uses a combination of both emotional and persuasive appeals. Often people need to find rational support for an attitude they have already accepted emotionally. Emotional appeals are better when persuading someone to buy a product or to get emotionally involved by joining a cause or making a donation. Emotional appeals are usually better for less significant decisions and for audiences who already are on your side. Logical appeals are best when you are persuading someone to accept a complex idea, take a serious step, or make an important decision.

DIFFICULTY: difficult; PAGE: 274-75; TYPE: application

99.  List at least five common techniques for attracting an audience’s attention at 

       the beginning of a sales letter.

ANSWER: (1) A provocative question, (2) a piece of genuine news, (3) a personal appeal to the reader’s emotions and values, (4) your product’s most attractive feature along with the associated benefit, (5) a sample of the product. (6) a concrete illustration with story appeal, (7) a specific trait shared by the audience (such as “busy executives” or “hardworking parents”), (8) a challenge, (9) a solution to a problem.

DIFFICULTY: difficult; PAGE: 287; TYPE: concept

100.  Describe several ways you can de-emphasize price in sales letters.

ANSWER: You can leave out any mention of price or include it an accompanying brochure. You can place it in a less important location in the letter, near the end or middle paragraph after you have described the benefits and selling points. You can compare the price to some other product or activity in an attempt to make the price of your product seem small and affordable in comparison. You can break a large price down into units—instead of noting the price of the whole unit, report the price of each individual element.

DIFFICULTY: difficult; PAGE: 289; TYPE: application
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