

不“跳”谁看得到你？


Pop！



Stand Out in Any Crowd



提示：为使读者更好地理解本书内容，中文部分特增添了作者简介、译者简介、精彩内容、重要概念、在地方法部分，并在正文中增加了部分编注内容作为原书内容扩展补充。
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作者简介



珊姆·荷莲（Sam Horn）


珊姆·荷莲是企管顾问、演说家兼作家，自1981年以来，全球已有超过50万名听众聆听过她的演说或简报，服务的企业客户包括美国太空总署、惠普、青年总裁组织（Young President's Organization）、美国海军，以及《财星》500大企业论坛（Fortune 500 Forum）等，并着有《谈话高手》（Tongue Fu
 ）、《是什么牵绊了你？》（What's Holding You Back？
 ）、《入定》（ConZentrate
 ）与《直取霸凌要害》（Take the Bully by the Horns
 ）等书。



译者简介



邱约文


东吴大学经济学士、英国Exeter大学欧盟经济硕士，曾任中华经济研究院研究顾问、《光华杂志》英文编辑，现为自由译者。


精彩内容

商品命名、标语设计、活动金句，都是引起消费者心理活动的刺激信号，帮助消费者联想、辨识及记忆。美孚石油公司，当年便曾动用上亿美元，设计品牌名称。今后，或许你可以把这笔庞大支出节省下来，自己动手尝试。除了字形、字意，字音，也是可以千变万化的设计元素；除了外型、功能，情境，也是可以多方着墨的关键安排；加法、减法，乘除，一样的四则大大不同的运算。只要你的设计出可以让顾客会心一笑，不论品牌、标语或金句，就算成功大半。


重要概念


产品或公司名称（Product or Company Name）


不论是在东方或西方，命名都有类似的特点，必须考虑语言、文化、法令限制以及产品特性等因素：1．必须暗示产品或企业的效益，例如让头发飞扬柔顺的“飞柔”。2．必须隐喻产品的特点，如强调听觉效果的“声宝轰天雷”电视机。3．必须好念、容易辨认和记忆。4．必须够独特（如柯达、丽仕和全录）。5．行诸各国，都不能有不雅的音意。6．注意文化敏感度。其中后两项，对跨国企业来说，特别困难。“金利来”是个颇受大陆消费者喜爱的服装品牌，最初在香港注册的名称是“Golden Lion”，用金狮作为英国的象征，诉求中上阶层消费者。但是这个名称到了大陆消费者耳里却不中听，因为“狮”与“死”谐音，容易引起反感。于是该公司用了一种特殊的翻译法，巧妙地起了个吉祥的中文名称：把gold直译为“金”，lion则拆为两个音节，音译为“利来”，就这样出现了“金利来”这个中文品牌。对于大陆消费者来说，这个名字叫起来又顺口又吉利，自然大受欢迎。无独有偶，可口可乐公司的一种饮料在进入香港及大陆市场时，最初也是用直译的方式，把商品命名为“必士利”，结果销售量平平。调查后发现，滞销的原因是因为消费者不喜欢“必士利”这个名称，因为听起来像“必势利”。可口可乐因此把饮料名称改为“雪碧”，并且配上“晶晶亮，透心凉”的广告语，很快就在香港和大陆赢得市场。


适切的用字（Right Word）


文字诉求要成功，除了讲究用字遣词，还必须融合心理学、社会学、行销学、经济学、传播学等理论基础，才能创造“精确”又直入人心的文字，诉诸消费者内心，绝对不只是卖弄文字。MTV音乐台形象广告“MTV音乐台，好屌！”成功之后，该台原本合作的广告代理商提出另一个广告企划案，画面是一个光着屁股的女性，从后面拍她的下半身，手从胯下伸出来挡住要害，文案则是“MTV音乐台，能干！”广告名人孙大伟，同时也是“好屌！”广告的原创者，非常不以为然：“我跟倪重华（MTV台的台湾负责人）说，这张稿真的是over了！”孙大伟不觉得“好屌”是粗话，而是年轻人的惯用语，他说：“我走在钢索上金鸡独立翻筋斗，得到最大的瞩目，但是，我不能摔下来。这就是‘拿捏’嘛！就像爬山要走稜线，但过了一寸就摔下去了。”

适切的用字，必须做到“一言以蔽之”。李安导演执导的《断背山》（Brokeback Mountain），英文版文案是“Love is a Force of Nature”（爱是与生俱来的力量），贴切说明了，人对爱情的态度多半是与生俱来，同志也大多数在懂事后，就清楚了解自己的性向。这句话，扩大了《断背山》的层次，不全然局限在同志之情。电影《楚门的世界》的海报，是在大电视墙上播出演员金凯瑞抱着枕头睡觉的模样，电视墙上写着“On the air, unaware”，巧妙传达本片是以偷拍别人隐私为题材的电影，更运用了谐音的效果，念起来让人印象深刻。


战或逃（Fight or Flight）


“Fight or Flight”是指人类在面对危机时的两种反应，是由美国生理学家坎农（Walter Cannon）在1929首次提出。当人体面临重大危机时，交感神经系统会立刻启动“压力反应”，收缩周边往皮肤的血管，同时扩张肌肉的血管，把全身血液调度到大脑和肌肉，增加供应氧气和血糖，所以人会出现脸色发白、浑身发冷，以及呼吸与心跳加速等反应。交感神经系统把体能放大到极限，借此产生能量去抵抗或逃命，才能在险恶环境中生存下来。换句话说，在体内产生的这些反应，是为了自我保护，靠着搏斗或逃跑消耗掉的体能，解除身体与心理的压力。神经科学家莫山尼奇（Michael M. Merzenich）指出，产生“战或逃”反应的原因，一部分来自名为“肾上腺皮质醇”的压力荷尔蒙，这种荷尔蒙能够让神智专注最重要的事务上。精神病学和内科学家恩格尔（G. L. Engel）为补充坎农的理论，于1968年提出“放弃抉择情结”（Giving-Up-Given-Up Complex）。当逃跑和战斗都无法解决危机时，就出现了第3个F，也就是“昏倒假死状”（Fainting），就像童话里教我们在野外遇到熊时，应该采取的反应，希望靠放弃挣扎觅得另一线生机的方法。“Fight or Flight”后来被引申为，在碰到挑战时的两难抉择，到底要努力坚持下去、解决问题，还是要赶紧脚底抹油、避开问题。知名影集《星舰迷航记》（Star Trek）其中一集剧名就叫做Fight or Flight。美国许多社论在评论总统小布什进兵伊拉克，造成美国两难处境时，也常以此为题，例如“Iraq: Fight or Flight？”。



5分钟摘要





英文



想在现今的时空环境下成功，必须展现出让人眼睛为之一亮的独到之处。要达到这个境界，公司或产品名称、产品、电梯行销或是提案，都要很“跳”、很出众，这就是“跳！”公式的本质。

与众不同
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“光是当上你那行的佼佼者是不够的，必须让人认为你是不二人选才行。”

——（编注：迷幻摇滚乐团“死之华”团长兼吉他手） 杰利·贾西亚

“只有死鱼才会一直随波逐流。”

——（编注：美国商业专栏作家） 琳达·艾勒比

“适切的用字是有力的触媒，只要一看到这类极为贴切的字眼，就会立刻像触电一样，对身体和心理都会造成反应。”

——马克·吐温





MAIN IDEA





中文



To be successful today, you need to stand out from the crowd immediately and impressively. The best way to achieve that is to have a name, a product, an elevator pitch or a proposal that "pops" or stands out from the pack. This is the essence of the POP! formula.

Stand out differentiation
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"It's not enough to be the best at what you do; you must be perceived as the only one who does what you do."

—Jerry Garcia

"Only dead fish swim with the stream all the time."

—Linda Ellerbee

"A powerful agent is the right word. Whenever we come upon one of those intensely right words, the resulting effect is physical as well as spiritual, and electrically prompt."

—Mark Twain





P　目的性　
英文



主要观念

诉求一定要能精确说明公司的营运内容，并且把公司推上有利的位置，否则光是想出有趣、机智的诉求，是无济于事的。要让诉求发挥实质效用，首先必须100%清楚，自己希望达成什么目的。

支持概念

如果有机会向别人介绍自己的事业，或是介绍公司的产品或服务，能够陈述的时间往往不到1分钟。要好好利用这1分钟，事前就必须100%清楚，自己到底要说些什么。要做到这一点，唯一可行的方法就是，好好想想下列“制造魅力9大问”，找出“9大问”的答案。

[image: 1-10]


回答“9大问”的原则

在回答“9大问”的任何问题时，都要想到以下原则：

第1问

每进行一项专案，就用一张新的9大问表单。重要的是，一次只把心力放在一项商品上。


“要成功，就要把心力完全专注在一项最主要的兴趣上。”

——（编注：心理学家） 佛洛依德



第2问

说明自己的商品，可以怎么解决某项令人头痛的问题或挑战，阐明商品独一无二的用处。


“打造更厉害的捕鼠器之前，最好先搞清楚到底有没有老鼠要捕。”

——（编注：媒体大亨） 莫提默·祖克曼



第3问

如果顾客购买你的商品，能够获得哪些益处，试着列出3项。顾客在使用产品之后，有哪些问题可以获得改善或停止恶化？


“创意通常不过是把现存的事物发扬光大而已。”

——（编注：广告专家） 柏妮丝·费兹吉本



第4问

设定目标客群，不要把目标放在千百万的顾客群，要放在个别顾客或组织。你会怎么形容这位顾客或这个组织？


“想吸引任何人，只要询问对方意见，并且用心聆听就可以了。”

——（编注：《福布斯》杂志创办人） 史蒂夫·福布斯



第5问

列出自己特殊的经历，追溯过去的成绩或资历证明，证明自己足以从事目前的事业，展现自己的特出表现。


“说到卓越，光是了解怎么做还不够，还必须努力达成并加以善用。”

——（编注：哲学家） 亚里斯多德



第6问

说明自己竞争对手的状况，再列出2项自己跟对手完全不同之处，然后把这些不同点转换成自己的助力。


“只要能用不寻常的方式做寻常的事，就能够吸引全世界的目光。”

——（编注：植物学家兼发明家） 乔治·华盛顿·卡佛



第7问

顾客不接受自己的商品，可能是因为什么理由？自己又采取了哪些行动来消弭，或是淡化拒绝的理由？


“不要对抗力量，要运用力量。”

——（编注：建筑师暨发明家） 巴克明斯特·富勒



第8问

自己希望达成的主要目标是什么？是想说服、启发、教导、娱乐、接触，或是激励自己诉求的对象？


“世上所有美好的情感加起来，都比不上一次美好的行动。”

——（编注：美国作家） 詹姆斯·罗素·洛威尔



第9问

明确指出自己希望对方听了自己的想法后，采取什么行动？一定要非常、非常明确。


“如果不厘清自己的目标，就很难不偏离目标。”

——珊姆·荷莲



自问之后该做什么？

道理很简单，只要能够在诉求之中，预先设想并且回应上述“9大问”，顾客就能够理解你的想法，也会很清楚你希望他们在接收到诉求之后该怎么做。实务上，要更善用“9大问”，应该要做到下列几件事：


	一定要把自己的答案写下来——把“9大问”的答案记下来不仅能够厘清自己的想法，也能帮自己想出一连串标题、标语等可能用得上的资料点。

	试着建立词库——搜集各种能够浓缩自己想法的说法、关键词和有力的用语。同样地，记下这些资料，日后才能加以补充、润饰。

	彻底思考——第一次回答这“9大问”，会花你很多时间。逐渐修正想法之后，应该就能更言简意赅。不要想略过困难的问题，直接跳到“有意思的地方”，要仔细思考作答。现在花时间厘清自己的想法，长期下来会节省自己很多时间。

	找出自己独特的特点——一一审视自己对这“9大问”的答案，从中找出一个能让自己独树一格的特点。这个与众不同的特质，就是你应该强调的重点。

	随时捕捉乍现的灵感——随身携带这9大问，一有新的想法就马上记下来。把自己对“9大问”的答案，浓缩成一页的篇幅，随时抓住任何一个乍现的灵感。





P　Purposeful　
中文



Main Idea

Just coming up with something fun and witty is pointless unless it accurately describes what you do and positions your business advantageously. To achieve that, you first need to be 100-percent clear in your own mind about what you're trying to achieve.

Supporting Ideas

More than likely, when you have an opportunity to tell someone about what you do or what you have to offer, you'll have one minute or less to make your case. To use that minute effectively, you need to be 100-percent clear about what you want to say in advance. The only practical way you can do that is by thinking through the answers to the W-9 form in advance.
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Guidelines for Answering the W-9 Questions

When filling out your individual W-9 Form questions, keep these guidelines at the front of your mind:

W1

Use a different W-9 form for each project you're working on. It's vital to be tightly focused on one offering at a time.


"Success is to have one's ideas exclusively focused on one central interest."

—Sigmund Freud



W2

Describe how your offering addresses a problem or challenge that causes people pain. Explain your unique contribution.


"Before you build a better mousetrap, it helps to know if there are any mice out there."

—Mortimer Zuckerman



W3

Try to list three specific benefits people receive when they buy what you offer. What will they start doing better or stop doing?


"Creativity often consists of merely turning up what is already there."

—Bernice Fitzgibbon



W4

Don't think of millions, think of an individual or one organization. How would you describe that person or organization?


"To seduce almost anyone, ask for and listen to their opinion."

—Malcolm Forbes



W5

List the special experiences, track record or credentials that make you well qualified to do what you do. Polish your star.


"With regard to excellence, it is not enough to know, but we must try to have and use it."

—Aristotle



W6

Describe your competitors and then list two ways you are the opposite of them. Then turn those differences into strengths.


"When you can do the common things in an uncommon way, you will command the attention of the world."

—George Washington Carver



W7

Why might people say no, and what have you done to offset or neutralize those objections?


"Don't fight forces; use them."

—R. Buckminster Fuller



W8

What are you primarily hoping to achieve? Do you want to persuade, inspire, educate, entertain, connect or motivate?


"All the beautiful sentiments in the world weigh less than a lovely single action."

—James Russell Lowell



W9

What specifically do you want people to do as a result of hearing what you have to say? Be very, very specific.


"It's hard to stay on purpose if we don't know what our purpose is."

—Sam Horn



What to Do After Thinking Through Your Answers?

Quite simply, if you anticipate and address all of these nine questions in your communication, then people will get what you're trying to say and will know clearly what you want them to do with that information. To make this work better in practice:


	Always write down your answers to these nine questions—doing so will not only clarify your thinking but it will also generate a list of titles, tag　lines and other information points you may find useful.

	Try to develop a language bank—by collecting descriptive phrases, core words and powerful terminology that encapsulates what you want to say. Again, write this list down so it can be added to and refined with the passage of time.

	Think things through—the first time you answer the W-9 questions, it will take you hours. As you fine-tune your thinking, you should be able to become more concise and succinct. Don't try to skip the hard questions so you can get to the "fun stuff". Be careful and thorough. Spending time now to clarify your thinking will save you time in the long run.

	Find what make you unique—go through your W-9 answers and find one thing that will differentiate you and make you stand out. That key point of difference then becomes what you emphasize.

	Capture your inspirations—take your W-9 form with you every-where you go and write down new ideas as they come to you. Condense your W-9 answers so they fit on a single page. Capture any of those "Aha!" moments as they occur.





O　原创性　
英文



主要观念

要有原创性，就得提供别无分号的产品或服务，与其和人竞争，不如开创自己的利基。只要你的商品是绝无仅有的，自然就无须竞争。新奇的手法人人都爱，所以要做些有趣又吸引人的事，让顾客又惊又喜。

支持概念

不论你的诉求或产品是什么，都一定只是众多竞争者中的一分子而已，一定要想办法让自己与众不同。最有效的做法通常是，想出又新鲜又有原创性的产品名称或公司名称，让顾客一听到这个名字就不禁会心一笑。


令人会心一笑的命名


要想出原创性的名称，可以采用以下13种方法：

1．按字母顺序排列关键词


	透过“9大问”，列出各项答案的关键词。

	每次只取一个关键词，一个字母一个字母代换。用A到Z依序代换，改变第一个音节的发音，找出合适的字母。

	记下所有听起来有趣的代换方式。

	一再尝试，直到找到独一无二的新创字词为止。



有2位年轻的酪农就是以这个方法，为他们的牛粪肥想了个“Moo Poo”的名称（取牛叫声和粪便俗称的组合）。另外，通用磨坊食品公司与优沛蕾乳品也采取同样的方法，为软管包装的优格产品，想出了“Go-gurt”的新名称（由英文的“走”和“优格”两字组合而成，意思是可以带着走、边挤边吃的优格）。珊姆·荷莲也利用了这个方法，为著作《谈话高手》命名（原文书名的意思是“舌上功夫”，把英文“功夫”一词中的“功”，用字尾发音相同的“舌”字替换）。

尝试把关键词跟26个字母一一组合变化，或许就能让自己突发奇想，搞不好就因此想出引人注意的名称，让生意大大成长。

2．找出生活化的标语


	先问自己：“顾客在应付我可以解决的问题时，会说什么？”

	再问：“顾客在面临我可以解决的问题时，心里想却说不出口的那句话是什么？”

	然后问自己：“当我为顾客解决这个问题，顾客当下的反应是什么？”例如，有位顾客说：“这么简单，连我妈妈都会。”一位机敏的行销人员听到这句话，便以此订出行销活动的基调：“真简单，连妈妈都会用。”

	检视这些脱口而出的说法，看看有哪些说法正符合自己的事业。只要找到了最贴切的说法，顾客就会说：“对了！”或是说：“你知道吗，我第一次亲眼看到这个产品的时候，就有这种感觉。”必须让顾客自然而然认同自己的诉求。



有位作家撰写了一本有关求职技巧的书籍，就是用这种方法取了个响亮的书名，叫做《我不知道要什么，但我知道不要这个》。同样一篇文章，取名为《喔！背好痛！》会比《为什么该找手疗师》要吸引人，道理就在这里。

3．运用“就好像……”的技巧

住在南加州圣费南度谷的年轻女孩们，最有名的口头禅是：“你知道的，就好像……一样。”你也可以采取同样的方式，把自己的商品，跟那些众所皆知、广受喜爱的事物比较。这样，就能创造出好记又有力的金句。例如：


	借用知名活动名称——演说家说：“演说家之于您的盛会，就好像名主持人比利·克利斯托之于奥斯卡颁奖典礼一样。”

	借用名着书名——电影剧作家说：“我写的剧本就好像《白鲸记》一样……只不过不是鲸鱼，是鲨鱼。”

	借用名店店名——汉堡专卖店：“D&B餐厅，就好像专为大人开设的Chuck E. Cheese主题娱乐餐厅。”

	借用电影片名——一位研究都市扩张的专家以此为题写了一本书，所谓都市扩张是指市郊城镇不断扩张的状况，这些城镇地处偏远，不论到哪里都得开车，而且邻里互动又少。这位专家用迪斯尼经典影片《世界真是小小小》的片名为灵感，把书名取为《世界真是扩扩扩》（英文的“小”与“都市扩张”的发音相似）。



只要运用一点点创意，就可以利用这种打比方的方法，把耳熟能详的电影片名、名人的名字、畅销书的书名，甚至是流行歌曲的歌名拿来当作比喻，这些项目都包含了相当丰富的可用题材。只要能把有名的句子，用自己独到的方式加以变化，或许就能想出不错的点子，让自己无往不利。只要能让顾客会心一笑，顾客会主动为你宣传。

4．加几句幽默的话


	运用自我解嘲的方式——西南航空有一架班机的机长，在飞机重重着陆后对乘客广播说：“各位旅客，事情不是像各位想的那样，这样降落不是机长的错，甚至不是副驾驶的错，我们都说那是沥青的错（英文“沥青”的字尾与“过错”的发音相同）。”如果能够靠自嘲博君一笑，大概就不会有人抱怨了。

	穿插现成的小笑话——如果上Google搜寻“笑话”这个词，就可以找到好几百个笑话网站，在这些网站上可以找到一些不错的小笑话。然后找出一些饶富兴味的笑话，融合到产品或服务的简介中。



例如：

一家税务服务公司为了拉高淡季的生意，想出这样的广告词：“我的父母总是说我成不了大器，因为我做事总是拖拖拉拉的。我对他们说：‘到时候就知道了。’您是否也曾经因为太过忙碌，报税一天拖过一天？请让我们协助您，现在就与我们联络，让您报税免烦恼。”

一家家具行为了吸引顾客刺激购买，挂了一面横幅广告，上面写着：“半价，只是一半的优惠！”

德州一家指甲沙龙取店名叫做：“德州电锯修甲狂”。

一家烘焙店老板推销食谱的广告词：“除非你不可不‘揉’，我们才会把本店闻名世界的面包秘方提供给你。”（不可不“揉”是仿效惯用语“不可不知”，英文的“揉面”与“必须”发音相同。）


【编注：放大镜

Tex’s Chainsaw Manicure

此店名的灵感来自惊悚影片《德州电锯杀人狂》，“杀人狂”与“修指甲”的发音相似。】



5．旧酒装新瓶

下次想要引用大家已经听到耳朵长茧的陈腔滥调时，把那句话彻底扭转一番，给对方一个惊喜。以下是一些业者的例子：

■把隐喻换装——有家宠物健身中心取名为“一股狗劲”，公司的座右铭是：“我们不只是街区绕一圈而已！”


【编注：放大镜

Walk around the Block

“街区绕一圈”表示简单容易的事情。】



■把名句换装——有位理财专家专门提供新婚夫妻咨询服务，这位专家出了一本书，名为《至“债”不渝》。（改自“Till death do us part”，英文的“死”与“债”发音相近。）

■把格言换装——一名作家写了一篇文章，说明用浅显的英文取代艰涩用语的好处，文章取名为《不浅显，就没有收获》

想要找灵感，可以上网站www.ClicheSite.com浏览，看看有哪些陈腔滥调，跟自己“9大问”答案中的关键词有关，然后发挥创意，想想要怎么让这些老生常谈，转换成新奇的说法，不要只是人云亦云地使用那些句子。

6．用文字描绘出生动的意象

如果你的公司名称只是几个字母堆砌起来的，或是个刻意创造的新词，就得勾勒出生动的意象，让人能够轻易记住。用文字描绘出意象，让顾客脑海中可以浮现那幅影像。

要做到这一点，可以采取下列方法：


	谐音效果——问问他人，自己的公司名称或产品名称，听起来会不会很像某个熟悉的词，可以用这个词当作宣传重点。

	缩写组合——看看能不能把名称中每个单字的第一个字母，组合成另外一个有意义的单字。

	联想法——想想看能不能用这个名称，让人联想到某个确实存在的物品。

	连结法——试着把产品跟产品可以解决的问题连结起来。



有家公司为了和“超级黏胶”竞争，就采用了上述这种方法命名。该公司想到，大多数人认为800磅重的大猩猩是非常强壮的，因此该公司推出了“大猩猩胶”，还画了一只又可爱又强壮的大猩猩来强化形象。


【编注：放大镜

Frank’n-Stein

原文中的Frank看起来像人名，又是香肠的简写，而Stein是指有柄的啤酒杯，两个词组合在一起，发音又近似“科学怪人”（Frankenstein）。】



7．运用“组合”的技巧

大家都很喜欢发现新的词，要善加利用这一点。试着把2个大家熟知的词，组合成一个新的词。如果是用2个意义完全相反的词组合而成，效果会非常好。例如：


	香肠　有柄啤酒杯=科学怪人——一家专卖热狗和啤酒的快餐餐厅，取名为“法兰克和斯坦”。

	电影　卡拉OK=电影OK——一家电影院不仅放映电影，还安排活动让观众参与，影迷上电影院时可以打扮成自己最喜爱的剧中角色，演出自己最喜欢的场景，而该戏院宣传时号称，这是结合电影和卡拉OK的娱乐，称之为“电影OK”。

	歌剧　机会=歌剧机会——一所社区大学开设的音乐欣赏课程，名为“歌剧机会”。（用“歌剧”取代“机会”的字首，成了opera-tunity，发音相近于“机会”。）



把半数关键词列在一张表上，再把另一半关键词列在另一张表上，试着创造出新词汇，看看能不能组合出好记又抢眼的复合词。

8．颠覆既定印象

有个引人注意的好办法是，跟目前普遍的认知或主流观念反其道而行。例如：


	和主流观念唱反调——新闻记者史蒂芬·强生所著的《坏东西对你有益》宣称，电玩对青少年有益，因为电玩能够增强认知技能。

	反驳现实——有句老话说：“你没办法教会猪唱歌，不仅浪费时间，还会惹猪讨厌。”于是有场帮助企业组织提升沟通技巧的研讨会，便把这场研讨会的名称取为：“确实有办法教会猪唱歌”。



要成功运用这种方法，设想的诉求就必须和一般人的直觉恰恰相反，还得在某种程度上挑战既定的观念。如果试着揭露现实世界的状况，而不是陈述权威人士的那套说词，这种做法的效果会最好。即使政治不正确也无所谓，最重要的是，诉求必须和自己的产品或服务直接相关，否则诉求不过是哗众取宠，不是在确切陈述事实。

9．引用有意义的比喻

譬喻的定义是“用一个词或一句话替代另一个词或句子的修辞，显现出两者之间的相似之处。”譬喻是构思诉求的绝佳办法，能够反映出自己对某项寻常主题的独到观点。例如，一位理财作家本身非常热衷高尔夫球，把一场研讨会取名为：“精湛高尔夫球技与高报酬投资之间的18项关联”。（links是双关语，有“关联”和“高尔夫球场”两个意思。）

要想出独一无二的譬喻，可以采取下列步骤：


	拿出一张空白的纸，由左至右等分为4个栏位。

	看看自己是为了哪项主题或专案构思譬喻，就在最左边的栏位写下这项主题。

	在第2栏的最上方写下“嗜好”，在下方列出自己闲暇时从事的各项活动。

	在第3栏上方写下“成就”，然后列出自己引以为傲的成就。

	在最右边的栏位写下“逆境”，并且写下自己过去克服的各项困难。

	检视自己列出的各项经验，并且想想：这些经历中，有哪些跟自己的主题具有共通性？又有哪些是完全相反的？

	找出各种相近的说法，运用这些说法让人联想到自己的主题，或者想到任何一项列在“嗜好”、“成就”、“逆境”项目中的经验。找出类比的说法，让人从不同的观点看待这项主题。找出各种可能的例子，借由这些例子可以让你用新奇的方式说明，某项主题跟另一项主题的相似之处。



10．向各种文化取经

想要创造出醒目出众的形象，就要把产品名称或企业名称，跟自己的文化中某个响亮的语词连结。例如：


	赛格城市——华府一家出租赛格威电动车给观光客的商店。（店名的灵感来自影集《欲望城市》（Sex in the City），赛格威的简称Segs与片名中的“Sex”字发音相近。）

	《蛋希望》、《烧烤最好的朋友》、《烧烤之王》、《男孩遇见烧烤》、《火焰开始》——这些都是食谱的书名。

	“瑜珈了没？”——瑜珈教室的名称。（灵感来自美国牛奶广告片的对白“喝牛奶了没？”（Got milk？），暗示瑜珈与牛奶一样对人有益，是生活的必需品。）



要设想出这类名称，就要随时想到自己9大问答案中的关键词，注意耳边听到的流行语句，试着把这些语句跟自己的关键字整合在一起。记下自己想到的各种组合，尤其是那些会让自己禁不住窃笑的组合。不断尝试各种组合，运气好的话，或许就能从中找到特别亮眼的组合。

11．抛出深具吸引力的问题

扣人心弦的问题，要比直接的陈述有吸引力得多。这就是为什么类似《百万大赢家》这类的益智问答节目中，主持人会问：“你确定？”而不是平平淡淡地说：“请马上作决定。”适切的问题，能够激起对方参与。有鉴于此，就应该想想能不能把自己的宣传口号、公司名称或是自我介绍，化成一个问句。

不论遇见谁，对方都会问你下列问题：

“你是做什么的？”

“我为什么要买你的产品？”

“我为什么要跟你合作？”

不要光是告诉对方事实，反过来问对方问题，让对方融入对话。抛出能够激起对方好奇心的问题，或是提起某件有趣的事，把这些问题或趣事当作电梯内的介绍词，对方绝对无法抗拒。例如：


	“上过eBay买过东西吗？”——有人问一名软件研发人员是从事什么行业的，这位研发人员说：“你是否曾在亚马逊、分类广告网站Craigslist或是eBay买过东西？有嘛，我的工作就是写程序，让你能安全地在网路上使用信用卡消费。”

	“皮夹里放了什么？”——美国信用卡公司“第一资本”制播了不同的电视广告，片尾总是出现同一句旁白：“你皮夹里放了什么？”

	“该还是不该？”——有位作家写了一本书，主题是关于踌躇不决，作者把书名取为《我是该，还是不该？》。



试着将所有直述句转换为问句，看看能不能引起目标受众更高的兴趣。

12．名副其实

就搜寻引擎网站来说，“雅虎”这个名称取得非常贴切，因为大喊“Yahoo!”（耶﹗）正是大家找到想找的东西时，会出现的反应。检视自己的关键词，看看有没有哪一种说法，符合顾客在使用自己产品或服务时，会产生的感受。看看能不能把这些自然的反应，转换成自己产品的名称。

要注意的是，你有可能太投入自己手边的工作，错失了这类“灵光乍现”的时刻。试着找几位朋友一起讨论，顾客第一次使用自己产品时出现什么反应，又说了哪些话。从这些反应或话语中寻找素材，加以延伸、扩充。或许还可以把这个过程，变为比手画脚的猜字游戏，这样就可以借由这个过程，发现适合采用的肢体语言或手势。

以下提出几个值得参考的例子：


	点出产品特性——设计家用吸尘机器人的公司，把这项产品取名为Roomba，因为这个装置会在房间里四处舞动，就好像是在跳伦巴舞（room rhumba=roomba）。Roomba销售150万台之后，这家公司又推出了名为Scooba（与潜水用的水肺（scuba）发音相同）的新产品，这种电器装有清洁剂，可用来刷洗硬质地板。

	点出目标客群——托育中心的经理要求骨骼保健专家苏珊·布朗准备一个靠枕，好让布朗的幼儿能够靠坐，但是当时布朗找不到适合的靠枕。因此布朗在一夜之间想出一个C型的靠枕，能让婴儿轻松靠坐。布朗把这个靠枕取名为Boppy，听起来就像婴儿在牙牙学语，也清楚点出目标客群是谁。



13．加上字首或字尾让名称更活泼


	利用单字做变化——幸运的话，只要把一个字加上适当的字尾或字首，就能想出好记的名称。例如：
	环保心态——这个词用来形容支持环保议题和倡导环保行动的计划。

	二度新人——结婚多年的夫妻举行特别的仪式，在亲友的见证下，再次宣誓对婚姻的誓言。





	加个动词凸显产品效果——依序检视自己的关键词，试着加上字典中各种字首和字尾，看看这些衍生出来的词汇是不是与众不同，能不能让自己更受到瞩目。如果这个方法没有用，试着加上动词，表示自己商品能够达到的效果。例如：
	“止鼾”剂

	“隔天就好”遮光帘

	“退税超快”报税软件







想要激荡出各种点子，有个好的方法是找个伙伴一起想。列出自己的“9大问”关键词，试着加上字尾或字首，还要不断记下自己想到的各种新词汇，不论适不适合全都不要放过。然后再把关键词按字母顺序排列，在关键词之前或之后加个动词，看看能不能从种种可能的组合中，找出可以用来当作标语的说法。


关键思维

“思考是一种联想的技艺：用自己眼前的事物，唤起心中的想法，而且自己几乎不知道自己早就有这个想法。试着把某项事物与另一项事物结合起来，有时能一拍即合。”

——罗伯·佛罗斯特 （编注：美国诗人）





O　Original　
中文



Main Idea

To be original, you have to offer something nobody else does. Instead of competing, create your own niche. When you're providing something that's one of a kind, there is no competition. Everyone loves a fresh approach, so surprise and delight people by doing something fun and intriguing.

Supporting Ideas

No matter what you say or sell, you'll always be one of many. You've got to come up with something that will distinguish yourself from everybody else. Usually the best way to do this is to come up with a product or company name that is refreshingly original and will naturally bring a smile to the face when people hear it.


Names that Make People Smile


Here are thirteen ideas for coming up with something original:

1．Alphabetize Core Words


	From your W-9 form, develop a list of core words.

	Take each core word one at a time and run it through the alphabet. Starting at A and ending at Z, change the sound of the first syllable to match the corresponding letter.

	Write down any options that sound like fun.

	Keep experimenting until you come up with something that is definitely one of a kind.



This is how two young farm boys came up with their name for cow manure (Moo Poo) and how General Mills and Yoplait developed their new name for yogurt packaged in squeeze tubes: Go-gurt. It's also how Sam Horn came up with Tongue-Fu—How to Deal With Difficult People.

As you try going through the alphabet for your core words, an intuitive flash may be facilitated. You might just come up with something that gets attention and that can drive your business forward dramatically.

2．Capture Conversational Catch phrases


	Ask yourself: "What do my customers say when they are dealing with the problem I solve?"

	Then ask: "What are people too polite to say about the problems I solve?"

	Now ask yourself: "What are people's immediate reactions when I solve this problem for them?" One customer said: "That's so simple even my mother could do it." This comment was picked upon by an alert marketer who developed a marketing campaign with the theme: "So simple your mother can use it."

	Review all these catch phrases and see if there is something there that encapsulates what you do. When you come upon just the right catchphrase, people will say "Yes" or "You know, that's exactly how I felt when I first saw this in action." People should just connect naturally and automatically with what you're saying.



This is how the author of a book about job hunting came up with the winning title: I Don't Know What I Want, But I Know It's Not This. It's also why Oh, My Aching Back is more interesting than an article titled Why You Should See a Chiropractor.

3．Use the Valley Girl Technique

Southern California Valley Girls are famous for saying: "It's like…you know." You can do the same by comparing what you offer to something they already know well and love. In this way, you can create a memorable sound bite. For example:


	Borrow the name of a famous activity—A keynote speaker: "We do for your convention what Billy Crystal does for the Academy Awards."

	Borrow the name of a famous book—A screenwriter: "My screen-play is like Mo by Dick…but with a shark instead of the whale."

	Borrow the name of a famous business—A hamburger joint: "D&B's is like Chuck E. Cheese's for adults."

	Borrow the name of a film—An expert on sprawl—the spread of drive-everywhere-in-a-car suburbs that lack connecting communities—writing a book on the subject and choosing the title based on the Walt Disney Classic: It's a Small World After All. The author chose the title: It's a Sprawl World After All.



With a little bit of creativity on your part, you might try Valley Girling a well known movie, a famous person, a best-selling book or even a popular song. All of these categories will provide some rich material to work with. If you can come up with a unique twist on a very well known phrase, you might come up with something that will open doors all over the place. If you can make people smile, you can make them talk.

4．Inject Some Funny One Liners


	Use self-depreciating humor—After a Southwest Airlines flight made a particularly heavy landing, the pilot came on the intercom: "Folks, contrary to popular belief, that wasn't the captain's fault. It wasn't even the first officer's fault. That was what we call the asphalt." If you can poke fun at yourself and get people giggling, they will rarely if ever complain about anything at all.

	Insert some one-liners—If you Google "jokes", you'll find there are literally hundreds of websites where you can get some good one line jokes. You then find something purposeful that you can work into an introduction to your product or service.



For example:

A tax business trying to generate more business during its quietest months: "My parents always told me I wouldn't amount to anything because I procrastinated too much. I told them, 'Just you wait.' Have you been procrastinating your taxes because you've been so busy? Let us help. Call now and we can simplify the process."

A furniture store trying to attract attention to its sale put up a banner: "50ff—and that's just the half of it."

A nail salon in Texas that calls itself: Tex's Chainsaw Manicure.

A bakery owner offering a recipe book: "Our secret recipe for our world-famous bread will be provided on a 'knead to know' basis only."

5．Rearrange Some Well-known Clichés

The next time you're tempted to use some cliché everyone has heard over and over, surprise your audience by finding a way to turn that cliché on its head. Some examples of businesses that have done this:


	Alter a metaphor—A dog exercise business. The company is called Dog On Fitness and it motto is: "We're more than just a walk around the block!"

	Alter a famous saying—A financial expert who specializes in advising newlywed couples has a book titled Till Debt Do Us Part.

	Alter an aphorism—An author writing an article about the benefits of plain English instead of gobbledygook called it: "No Plain, No Gain."



To get ideas, you can go to www.ClichéSite.com and look up some clichés that relate to the key words from your W-9 form. Then you just have to think creatively about how to give these truisms a new and novel twist rather than tritely toeing the line like everyone else.

6．Paint Great Word Pictures

If you have a corporate name that is just a collection of letters or something artificially made up, you need to create a vivid mental image so people will remember it. Paint a word picture that will conjure up an image in your customer's mind.

To do this:


	Use similar sounding words—Ask whether your company or product name sounds like something familiar that can be stressed.

	Use an acronym—Look at whether the name can be turned into a meaningful acronym.

	Use association—Consider whether you can link to something tangible that exists in the real world.

	Use linkage—Try to link using your product to the solution of a problem.



This is what a company did when it wanted to compete against Super Glue. It realized most people think of an eight-hundred-pound gorilla as being very strong. Therefore, the company launched Gorilla Glue, complete with a drawing of a lovable yet powerful gorilla.

7．Use the "Half-and-half" Technique

People enjoy discovering new words. Use this to your advantage by forming a new word that combines two well known words. This works very well if you combine two opposites. For example:


	Frank Stein=Frank'nStein—A fast food restaurant that specializes in hot dogs and beer calls itself Frank'nStein.

	Movie karaoke=Movie-oke—a movie theater showing audience-participation movies where fans dress up as their favorite characters and act out their favorite scenes promotes its sessions as being half-movie and half-karaoke: Movie-oke.

	Opera opportunity=Opera-tunity—A music appreciation course at a community college: Opera-tunity.



Put half your key words in one list and the other half in another list and try to make some new creations. See if any of these artificial or blended words are especially memorable and noticeable.

8．Turn Old Assumptions Upside Down

One good way to get noticed is by swimming against the tide of popular opinion or current wisdom. For example:


	Go against the mainstream—Journalist Steven Johnson's book Everything Bad Is Good For You, which claims video games are good for teens because they improve cognitive skills.

	Go against reality—A professional workshop for organizations that want to improve their communication skills. The old saying is: "You can't teach a pig to sing. It just wastes your time and annoys the pig." The seminar title: You CAN Teach Pigs to Sing.



To make this work, what you're saying must be both counter intuitive and somewhat challenging to the accepted wisdom. These kinds of devices work best when you're trying to expose how the world really works rather than how some authority claims it should work. It's fine to be politically incorrect as well. But most important of all, what you are saying must relate directly to what you have to offer as a product or service. Otherwise, what you're saying comes across as a gimmick rather than a valid statement of fact.

9．Introduce Some Meaningful Metaphors

A metaphor is defined "as a figure of speech in which a word or phrase is used in place of another to suggest a likeness between them." They are a great way to create a message that reflects the unique perspective you may bring to a common subject. For example, a financial writer who is also an avid golfer came up with a seminar entitled: 18 Links Between High-Performance Golf and High-Yield Investing.

To come up with workable metaphors of your own:


	Take a blank piece of paper and divide it into four columns of equal size.

	In the leftmost column, write the topic or project you're trying to develop metaphors for.

	In the next column over, write "Avocation" and list all the activities you do in your spare time.

	In the third column, write "Achievement" at the top and then list all of the personal accomplishments that give you pride.

	In the right-hand column, write "Adversity" and list all the obstacles you've overcome.

	Look at what you've written and consider: "Which of these experiences have something in common with my topic? Which are the complete opposite?"

	Look for any parallel phrases that can be used to refer to your topic or one of the entries in your Avocation/Achievement/Adversity columns. Look for analogies so people can see the subject from a different perspective. Look for any examples where you can say how one subject is like the other in a novel way.



10．Capitalize on Some Form of Culture

To create stand-out notice ability, tie your product or business name into something that is a buzz phrase integrated into your culture. For example:


	Segs in the City—the name of a Washington DC business that rents Segways for people to see tourist attractions.

	Great Eggs pectations, A Grill's Best Friend, King of the Grill, Boy Meets Grill, Let the Flames Begin—names of cookbooks.

	Got Yoga?—business name for a yoga studio.



To develop these kinds of items, consider your key words from your W-9 list all the time. Take note of any popular sayings that you hear and try integrating your key words. Write down any and all combinations that occur, particularly those that make you chuckle a little. Keep on working at it and with a little bit of luck, something particularly notable may emerge from the mix.

11．Pop a Highly Engaging Question

Provocative questions are much more engaging that definitive statements. This is why TV shows like Who Wants to Be a Millionaire? Use "Is that your final answer?" rather than the more bland "You need to make a decision right now." A good question encourages participation. With this in mind, you should think about whether you can phrase your slogan, your business title or your personal introduction as a question.

Whenever you meet someone, they're going to be asking:

"What do you do?"

"Why should I buy what you have to offer?"

"Why should I work with you?"

Don't just tell people something. Ask them a question that invites their participation. Come up with an absolutely irresistible elevator introduction by asking an intriguing question or by referring to something interesting. For example:


	"Ever bought something on eBay?"—A software developer, when asked what he does for a living, says: "Have you ever bought something from Amazon, Craigslist or eBay? Well, I write the software that makes it safe for you to use your credit card online."

	"What's in your wallet?"—Capital One runs different TV ads that always end with a voice over: "What's in your wallet?"

	Should I, Shouldn't I?—An author writing a book on indecision came up with a title: Should I, Shouldn't I?



Try to convert all your definitive statements into questions and see if they do a better job of engaging the interest of your intended audience.

12．Make It Sound Like What It Is

Yahoo! is an excellent name for a search engine on the Internet because that's the reaction people have when they find what they're looking for. Examine your own key words and see if there is any expression that sums up the feeling people have when they use your product or service. See if any of these natural reactions can be turned into the name of what you have to offer.

Keep in mind that you might be too immersed in what you're doing to notice these Eureka! moments. Try getting a few of your friends together to talk about the audio or visual reactions people have when they use your product for the first time. Look for any visual or audio clues you can build on and enlarge. You might even try turning this exercise into a game of charades so you can capture appropriate body language or gestures as part of the exercise.

Some noteworthy examples:


	Highlight product features—The inventors of a robotic device for home vacuuming called it Roomba because the device swivels and dances around the room, almost like it is doing the rhumba. After selling more than 1.5 million Roombas, they are now introducing the Scooba—a new appliance that uses liquid solutions to scrub hard floors clean.

	Highlight the target market—When the manager of a day-care center asked Susan Brown to bring in a pillow that could be used to prop up her baby, she couldn't find one that worked well. So overnight she thought of a C-shaped pillow that made it easier for babies to sit up. She called her creation Boppy—something that sounds like baby talk and that signals who her target audience is.



13．Jazz It Up by Adding a Prefix or a Suffix


	Utilize word variations—If you add just the right suffix or prefix to a word, you can come up with something memorable if you're lucky. For example:
	Environmentality—programs that support environmental issues and initiatives.

	Renewlyweds—longtime couples who renew their wedding vows in special events attended by friends.





	Use verbs to emphasize product functions—Go through your core words and try adding all the prefixes and suffixes you can find in a dictionary. See whether any of these enhanced words stand up and shout for you. If that doesn't work, try adding a verb that will indicate what you want your product to achieve. For example:
	Snore Stop

	Next Day Blinds

	Super Fast Tax Returns







A good way to brainstorm some of these possibilities is to buddy up with someone. Take your W-9 key words and try adding a suffix or a prefix. Keep written notes of everything you come up with, good or bad. Then try alphabetizing key words and adding verbs at the front or rear of those words. See if something that can become a catchphrase emerges from the numerous possibilities that are there.


Key Thoughts

"All thought is a feat of association: having what's in front of you bring up something in your mind that you almost didn't know you knew. Putting this and that together. That click."

Robert Frost





P　简洁性　
英文



主要观念

诉求一定要精确又简要，把复杂的概念精简成几个好记的点子，顾客会因此热情拥戴。人脑在短时间内可以记住的资讯，永远不会超过7项，所以用来说明自己产品和服务的字句，不要超过7个词。如果潜在顾客无法记住你诉求的内容，那么就算引起他们的注意也没有意义。简洁是成功的灵魂，善用这个原则创造精彩的金句。

支持概念


1．押头韵念起来更有感觉


押头韵的意思是，采用字首子音相同的词。用这种方法很容易引起注意，因为又好记又顺耳。以下举几个不错的例子：

家用品零售商“床铺、浴缸及其他”

唐先生甜甜圈

劳斯莱斯

妇女健身社团“妈妈动起来”，该社团也举办慈善活动

热饮纸杯隔热纸套供应商“爪哇夹克”

金刚

家电连锁店“百思买”

家电连锁店“电路城”

要按照类似上述例子的逻辑，设想出其他说法，可以采取下列方法：


	检视自己根据“9大问”列出的关键词。

	看看能不能用押头韵的方法，想出有意义的词句。可以用关键词来发想，或是用自己之前想出来的标题、口号或电梯简介中的文字。

	找出关键词的同义字，看看这些同义字是不是既保留了原本关键词的意思，又更容易跟其他关键词连结起来。

	不断发想各式各样的组合，运气好的话，可能会突然发现合适的说法。




2．口号有节奏感才容易复诵


如果能够把口号包装成一个节奏分明的金句，顾客自然会认同并且记住这个口号。能够自然脱口而出的字句，会永远留在人的脑海中。以下举出几个例子：

“证据不符，就该释放”——出自杀妻案主嫌辛普森的辩护律师强·尼·科克兰。（fit与acquit押韵。）

“想不到我全吃了”——“我可舒适”胃片

“钻石恒久远”——戴比尔斯钻石公司

“Just do it”——耐克

“摩拳擦掌，准备开打”——拳击播报员麦可·布菲

“牛肉在哪里？”——温蒂汉堡

“因为第二名，所以更努力”——艾维士租车公司

要想出独特节奏的说法，可以试试以下的方式：


	找位朋友一起把关键词念一遍，想出一些口号看看合不合用。

	一边念出口号，一边用脚打拍子，看看能不能想出有节奏感或容易复诵的口号。

	试着把重音放在口号中不同的字词上，看看能不能演变成独特的念法。

	试着缩短或拉长口号，看看能不能让诉求更流畅、更有韵律感。




3．尾韵押得好，听来更响亮


要让人记住自己的诉求，就要想出押韵的字句。人类天生就会注意并且记住押韵的字句，“血拼到没力”和“战或逃”的说法会广为人知，就是这个道理。想出押韵的诉求，可以大大增加宣传效果。

当然，要雕琢出押韵的诉求得花费时间和心力，必须通盘考量、一再尝试，琢磨出适切的字词。只要能想出吸引人的字词，一切的努力也就值得了。同样一场研讨会，以“团队发展与团体进程”为题，和以“组成、激荡、规范、绩效”为名，感觉就不一样，一个题目听起来又生硬又学术，另一个则又好记又特别。

要尝试使用这种方式，可以按照下列步骤：


	还是一样，从“9大问”中列出的关键词着手。

	找出至少2个押头韵的字，然后写下宣传主轴、概念或诉求。

	试着于诉求中找出2个押尾韵的词，如果找不到任何押同一个韵的词，换用同义字试试看，直到找到2个发音相似的词为止。

	只要想出押韵的口号，试着加上节奏感，改变各个词的顺序，调整到听起来自然顺耳为止。

	练习大声念出自己想出来的独特新句子，看看改变重音，会分别强调诉求中的哪些部分。不断实验，直到想出来的句子听起来像是小笑话。





P　Pithy　
中文



Main Idea

You must be both precise and concise. Reduce the complex down to a few memorable ideas and people will love you for it. The human brain is capable of holding only seven bits of information in short-term memory at any one time, so try to describe your offering in seven words or less. If people don't remember what you're about, getting their attention is pointless. Brevity is the soul of success. Create great sound bites.

Supporting Ideas


1．Use Alliteration to Sound Much More Lyrical


Alliteration means using words that start with the same sound. This is very catchy because it sounds good to the mind and ear. Some good examples:

Bed, Bath and Beyond

Dunkin' Donuts

Rolls Royce

Moms in Motion

Java Jacket

King Kong

Best Buy

Circuit City

To try and develop something along similar lines:


	Go back through your key words list developed for your W-9.

	See if you can make any alliterative connections, either with your key words or with other words you have developed for potential titles, taglines or elevator introductions.

	Look for synonyms for your key words, and see whether any of those synonyms will retain your meaning but link up better with other key words.

	Keep playing around with all the various combinations in your mind. With a little luck, something just might click all of a sudden.




2．Have a Slogan in a Beat That's Easy to Repeat


If you can package your slogan in a sound bite with a great beat, people will just automatically relate to it and remember it. Words that just naturally roll off the tongue always stay in the brain. Some examples:

"If it doesn't fit, you must acquit."—O. J. Simpson's defense lawyer Johnnie Cochran

"I can't believe I ate the whole thing"—Alka Seltzer

"Diamonds are forever"—De Beers

"Just do it"—Nike

"Let's get ready to rumble"—Boxing announcer Michael Buffer

"Where's the beef?"—Wendy's

"We try harder"—Avis

To come up with something that has a distinctive beat, try this:


	Get together with a friend and read your core words and develop some slogans to consider.

	Speak each slogan out loud while you tap your foot. See if you can come up with something that has a good cadence or easy-to-repeat beat.

	Try emphasizing different words within the slogan. See if that evolves into a signature way of saying something.

	Try shortening or expanding your slogan. See if that increases the flow and rhythm of your message.




3．Make It Sublime by Using Great Rhyme


If you want your message to be memorable, come up with something that rhymes. It's human nature to take note of and remember messages that rhyme. This is why "Shop until you drop" or "Fight or flight" are so universally well known. Having a message that rhymes adds to its impact immeasurably.

Of course, crafting a message that rhymes will take time and effort. You'll have to go through and rework things and massage the words to fit. If you can come up with something catchy, it will be worth the effort however. It can mean the difference between giving a seminar on the topic of Team Development and Group Processes or using the title Forming, Storming, Norming and Performing. One title sounds dry and academic, the other is memorable and distinctive.

To try and make this work:


	Once again, start with your group of core words from your W-9 form.

	Choose at least two alliterative words, and write down your pitch, concept or message.

	Try to find two words that rhyme in your message. If you can't find any matches, try matching synonyms until at least two words sound similar.

	Once you have a slogan that rhymes, try putting it to a beat. Switch the sequence of words until the sounds just sort of fall naturally into place.

	Practice saying your new signature line aloud. See how different inflection emphasizes different aspects of the message. Keep at it until you come up with something that comes across like a one-liner.





延续性！　
英文



主要观念

一旦捉住了顾客的注意，重点就是要让注意延续下去。应该时时运用以下7项秘诀，维持顾客的兴趣和注意。

支持概念


1　加入真实的故事和趣闻


点子再好，也不过是抽象的概念。要让自己希望触及的对象，鲜活地想象自己的点子，就得加进真人故事。用第一人称述说的精彩故事，可以让诉求内容更生动。

从实务上来说，要注意到以下几项重点：


	人听到真实案例的反应，通常会比听到说明的反应要好。想要有效传授某个主题，就举出真人把内容学会的例子。

	真实的故事可以把天花乱坠的内容，变为有用的资讯，也可以让有趣的概念，摇身一变成为“非听不可”的指点或内幕消息。真实的故事也能让自己的诉求更容易记忆。

	亲身的故事——是指你的亲身经验或是你亲友的经验，这种故事的效果最好，能够让听故事的人有个具体的对象可以想象。人总是渴望听到高明的见解、亲身经验和建议。

	成功人士的经历也很有效果，这类故事就是说，有些人跨出了自己的舒适区，克服挑战，最后凯旋而归的故事。“星际大战”系列电影的成功，就是一个绝佳的例子，证明了这种故事有多么受人欢迎。



尽可能在自己的诉求中加入第一人称的故事，这么做能让自己的诉求更生动，并且注入强烈的情感。加进愈多故事，效果就愈好。


2．把潜在顾客拉进自己的世界


■加入对话——在自己的宣传素材之中，加进人与人互动的真实故事之后，接下来的挑战就是要让听众觉得，这些素材听来既真实又生动。也就是说，要让听众在自己的脑海中描绘出一幅画面，想象他们自己正进行你述说的事，或是想象自己经历了某种体验。为了达到这个效果，可以加入2个人的对话，让听众仿佛从高处俯视，看着寓意深远的真实故事慢慢发展。

■注重情节铺陈——为了进一步说明，请考虑以下2种陈述方式的优劣：

“竞争对你有好处，能够激发你的动力，鼓励你尽最大的努力。”

一个5岁的小女孩接受母亲的挑战，两人比赛从游泳池的这一头游到另一头。小女孩在水池边屈膝蜷身，当“预备……起”的口令响起，便使尽全身的力气纵身跃入水中。她全心全意、大气喘喘地尽速往前游，决心要拿第一。就在她即将达到终点时，却因母亲早她半秒摸到墙面而淘汰出局。当她浮出水面深呼吸一口气，看见母亲正开怀大笑、双手兴奋地拍打水面，得意洋洋地对她说；“我赢你！”小女孩不但没有因为输了就泄气，反而一心更努力接受训练，期待在下一次比赛中赢回来。这名5岁的小女孩长大后，成为美国最成功的奥运游泳选手之一，她不厌其烦地对别人说，在她几位教练之中，母亲是最能激励她的一位。

能把潜在顾客拉到另一个时空的故事，最具有鼓舞、启发的作用。尽可能明白地告诉潜在顾客该如何回应，可能的话，最好亲身示范。把这些种种元素整合到诉求之中，让你说的话烙在潜在顾客的心中，挥之不去。


3．精心设计好记的口号


在《甜心先生》一片中，小古巴·古丁与汤姆·克鲁斯互相叫嚣着“变出钱来！”这句对白打进了听众的心坎，上片后没几天，美国各地上百万人就开始都这样说。如果能想出类似这样的句子，那就再好不过了。

专业的研讨会讲师就这么做，他们希望学员离开时，至少一定会记得一句话。当这些学员回到工作岗位，其他同事通常会问起研讨会的内容，这时这些学员便可以用这句话来回答。这是值得仿效的做法。不论要撰写什么样的文宣，先停下来问自己：“我希望潜在顾客在看到或听到内容以后，会立刻采取什么行动。”想出简单明了又具有说服力的句子。

想出精彩的口号，对行销工作非常有帮助，如果这句口号能够引起潜在顾客够大的兴趣，就能形成惊人的口碑推荐效果。只要能想出特殊的金句，就可以坐下来想想，要怎么把这句金句转换成盈收。有许许多多商品都能根据这句金句，形塑包装一番，进而创造盈收。

要想出好记的口号，可以采取下列步骤：


	从“9大问”之中，找出一件自己最希望听众记住的事。

	决定自己希望潜在顾客听到口号之后，会采取什么具体行动。

	回顾自己过去的经验，看看有没有什么故事，正好可以涵括自己希望用口号表达的意念。想想看能不能把这个故事，浓缩成简洁有力的句子。

	试着对听众提出各种不同的口号，仔细观察哪一种说法或哪些说法可以一语中的，哪些又没有效果。看看听众会不会想出令人印象更深刻的说法，把自己听到的各种建议都记录下来。

	持续这么做，只要能想出一句绝佳的金句，就能把金句当作自己独特的口号。要做好心理准备，该花多少时间，就花多少时间。




4．运用桥段，问潜在顾客会怎么做


说故事时用问题作为结尾，问潜在听众如果面临同样的情况会怎么做。如此一来，不仅能引起更浓厚的兴趣，也奠定了稳固的基础，能够跟听众进行双向沟通。

那么，该怎么才能做到？以下有几点建议：

■把诉求划分为几项重点，在为每一项重点做结论时，问听众：“你会怎么因应这种情形？”或者问：“你曾遇过类似的状况吗？当时是怎么处理的？”

■事先准备好各种不同的问题，临场再选择最适当的来问听众。提出的问题，要符合听众的经验和兴趣。

■讲述时不时停顿一下，提出问题让听众能参与讨论，例如：

“你有过相同的经验吗？”

“这在你听来是不是似曾相识？”

“你对这个人的遭遇是不是感同身受？”

记着，要让听众积极主动，不能被动听讲。设法让故事更生动，再给听众机会融入故事情节。


5．用并列对照的方式进一步阐明


并列对照的方法是指，把字词、句子或概念并列在一起，作为对照或比较。只要运用得当，就能让潜在顾客了解诉求要阐释的“优点和缺点”，甚至是“该做与不该做”，这样能够让诉求有力又令人难忘。

■“使用前与使用后”——在商场上最常见的并列对照法就是，“使用前与使用后”的对照。你可以描绘出一幅画面，呈现产品开发出来之前的情况，以及目前产品上市之后大为改进的状况。或者也可以描述，用了错误的方法会造成什么后果，用明智或正确的方法，又会是什么结果。使用并列对照的手法，能帮你有条理地把想法输入听众的脑海里。

■也适用理论性概念——并列对照的方法也可以用来列举理论性的概念，以及列举实际的益处或特色。举例来说，假设要比较OOS-OOM与ISIM的概念：

OOS-OOM代表“眼不见、心不想”

ISIM表“眼一见、心就想”

对照“眼不见、心不想”与“眼见、心想”之间的不同，就能证明一个结论，那就是在看得到的地方放一件物品当作提醒，一看到这件物品，就会想起该做什么事，这个方法非常重要。学会了新事物之后，却又因为当时经验的影响日渐褪去，几个星期之后又依然故我，是没有意义的。比起直截了当的陈述，如果能运用并列对照的方法对照比较，就能更生动地向听众说明持续努力的重要性。


6．引用启发性的名言打动人心


在诉求中引用名言，是很有效的做法，可以为自己铺路，同时又能引发思考和反省。要引用名言，可以参考以下建议：


	不要引述人人都耳熟能详的名言，这会削弱自己原本希望造成的震撼力，最好找出一些新鲜的想法和点子。

	试着广泛运用经典和现代的名言，就算一方面引用哲人亚里士多德的名言，一方面又引用当代摇滚乐团ZZ Top的话，也不要觉得不自在，只要引用的话和主题相关就可以了。考虑引用的名人，要是听众尊重的对象。

	要记住，引用名言一般来说不是想逗听众笑，就是想激起听众思考。找出合适的名言，带动听众的情绪起伏。

	一定要说明自己引述的对象，功劳该归谁就归谁，否则自己的信誉会一败涂地。

	引述名言的时候，尽量不要看稿，如果能够全部记住这些名言，名言对听众的影响就更显着，也能让简报更精彩。

	尽量引述自己的话——前提是你已经设计出又好记、又独特的口号。

	仔细阅览报纸，找出与目前话题相关、跟得上最新时事的名言，这样就能让人觉得，自己确实下过工夫，准备周详。




7．阐明后续步骤，激发行动


要运用“跳！”原则宣传诉求，目的不是要让潜在顾客听完简报之后说：“哇！你的演说真精彩。”而是要让他们想：“明天回到办公室后，我要……。”有鉴于此，在诉求的尾声，要加入一段叙述，明确指出你希望潜在顾客接收了你提供的资讯之后，该采取什么行动。

在构思诉求的时候，问自己以下几个问题：


	“我希望目标听众，采取什么不同的行动？”

	“我希望潜在顾客确切地从何时何日起，开始采取不同的行动？”

	“我后续该怎么追踪，才可以让潜在顾客继续采取不同的行动？”

	“我该怎么为潜在顾客制造机会，让他们能够承诺要采取必要的行动？”



在整合诉求素材的过程中，加进能够解答以上问题的要素，就能设计出真正与众不同的诉求。幸运的话，甚至可能造成些许改变，让世界变得更美好，这是个值得追寻的目标。



Long-lasting!　
中文



Main Idea

Once you've got people's attention, the trick then is to keep it. There are seven secrets you can and should use all the time to keep people interested and engaged.

Supporting Ideas


1．Embed First-person Stories and Anecdotes


Ideas are great but at best they are simply intellectual concepts. To make an idea live and breathe in the imagination of anyone you're trying to reach, inject some stories about people. Some good first-person stories will make your material come alive.

In practical terms:


	People generally respond better to examples than they do to explanations. If you're trying to teach a topic effectively, give examples of people learning for themselves.

	Real life stories can turn rhetoric into usable information. They can transform interesting concepts into must-have hints and insider secrets. They also enhance your memorability factor by a large margin.

	Original stories—arising from your own experiences or those of someone you know well—are best. They give the listener someone to relate to. People are always hungry for insights, lessons learned and advice.

	Hero's journeys also work well. This is where someone leaves their comfort zone, encounters a challenge, prevails and then returns home. The success of the Star Wars movies is an excellent example of the appeal of this kind of story.



Do everything you can to embed first-person stories into your messages. Doing this will bring what you're saying to life and inject some very powerful human emotions into the mix. The more you do this, the better.


2．Pull People into Your World


■Add dialogue—Once you integrate first-person stories that feature real human interaction into your material, your next challenge is to make this material become real and vivid for the listener. In effect, you want the listener to picture themselves doing just what you're describing or to imagine experiencing something for themselves. You can do this by adding two-person dialogue so the listener feels like they are a fly on the wall watching a profound human interest story unfold.

■Tell a story—To illustrate, consider these two approaches to saying the same thing:

"Competition is good for you. It motivates and inspires you to do your best."

A five-year-old girl was challenged by her mother to a swimming race the length of the pool. The little girl crouched at the edge of the pool and then launched herself with everything could muster when she heard "Ready, Set, Go!" She swam as fast as she could with complete and utter out-of-breath determination to finish first. Then, just as she was reaching for the end, she was "touched out" by her mother who got there just a fraction of a second earlier. As she surfaced gasping for breath, her mother was there grinning from ear to ear and slapping the water with a triumphant "Beat ya!" Instead of feeling deflated by losing, that little girl resolved to train hard so the next time they race, she will win. That little five-year-old girl would later grow to become one of our nation's most successful Olympic swimmers, but she never tired of telling everyone her mother was the best motivational coach she ever had.

Stories that pull people into a different world can be highly motivating and inspiring. Do everything you can to show people how to react. If at all possible, act things out. Integrate all these kinds of elements into your messages and people won't be able to put what you're saying out of their


3．Craft a Highly Memorable Money Phrase


In the movie Jerry Maguire, Cuba Gooding Jr. and Tom Cruise shouted at each other: "Show me the money!" That phrase hit a note with audiences, and within days, millions of people across the country were doing the same. Wouldn't it be great if you could come up with something similar?

Professional seminar presenters do this. They arm their audiences with at least one take-away that can be used to answer the questions their colleagues typically ask: "What was the seminar about?" This is something that is worth emulating. Every time you compose some form of communication, pause and ask yourself: "What do I want people to do once they have read this or heard this?" Come up with something that is clear, concise and compelling.

Having a good money phrase can drive your marketing. If it's catchy enough, the phrase itself will create incredible word-of-mouth recommendations. If you can develop a sound bite that zings, you can then sit down and develop different ways to turn that sound bite into revenue. There are loads of commercial products that can be crafted around your sound bite to achieve this.

To try and craft a highly memorable money phrase:


	From your W-9 form, pick out the one thing you want your audience to remember.

	Decide what specific action you want people to take when they hear that money phrase.

	Go through your past experiences. Is there one story you use that epitomizes or encapsulates your money phrase? Can you condense that story into one pithy statement?

	Try testing different money phrases on your audiences. Take careful note which phrase or different phrases hit home and which do not. See whether your audience comes up with something even more memorable. Take note of any suggestions you receive.

	Keep working at it. If you can come up with a truly great sound bite, it will become your signature line. Be prepared to work at it for as long as it takes.




4．Use segues—Ask People What They Would Do


If you tell a story and then wrap it up by turning it back to the listener and asking what they would do in that situation, you not only create greater interest but you also create a solid foundation for good two-way communication.

So how do you achieve that? Some ideas:

■Divide your message into a few major points and then as you wrap up each point, ask the listener: "How would you respond in that situation?" or "Have you ever faced something similar? How did you handle it?"

■Craft a storehouse of different questions to ask the listener. Then use whichever questions seem the most applicable. Make the questions match the experiences and interests of your listeners.

■Pause often and ask involvement questions like:

"Have you ever experienced this?"

"Does this sound familiar to you?"

"Can you relate to what this person was going through?"

Remember you want people to be active rather than passive listeners. Make your stories intensely vivid and then give people permission to inject themselves into the storyline.


5．Juxtapose Points for Better Clarity


To juxtapose means to place words, phrases or concepts side by side for contrast or comparison. By juxtaposing effectively, you can present the "Pros and Cons" or even the "Do's and Don'ts" of your message powerfully and memorably.

■Before and after comparisons—The most common example of business juxtaposition are "Before and After" comparisons. You can draw a picture of what things were like before your product was developed and how much better things are now you're in the marketplace. Or you might describe the wrong way to get something done and the right or smarter way. Juxtaposition allows you to organize your ideas visually in the mind of the listener.

■This also works for theoretical concepts—Juxtapositioning can also be used for theoretical concepts and hard benefits or features. For example, suppose you were to contrast OOS-OOM and ISIM:

OOS-OOM stands for "Out of Sight, Out of Mind."

ISIM is "In Sight, In Mind."

By contrasting the differences between OOS-OOM and ISIM, you can then make the point that having something around that is a visual reminder to do what is important is vital. There's no point in learning something new only to fall back into your old habits a few weeks later because the impact of an event has worn off. The juxtaposition brings to life the importance of follow-up much more vividly than simply stating it.


6．Open Hearts and Minds With Aha! Quotes


Quotes are great to incorporate into your messages. They can establish precedence while at the same time provoking thought and reflection. Some good ideas when using quotes:


	Steer clear of familiar, well-known quotes. They dilute your impact. Instead, dig up some fresh thoughts and ideas.

	Try to use a variety of classical and contemporary quotes. Feel free to quote everyone from Aristotle to ZZ Top if the quotes are relevant. Try to quote sources your audience respects.

	Keep in mind that when you use a quote, you're generally trying to make people laugh or think. Find quotes that will take people on an emotional roller-coaster ride.

	Always attribute your quote's original author. Give credit where it's due or your own credibility will be shot.

	Try to deliver your quotes without referring to your notes. The fact that you've memorized them adds to their impact and to the polish of your presentation.

	Feel free to quote yourself—if you have crafted a memorable money phrase as your signature.

	Comb newspapers for current quotes that are topical and up to date. This makes you appear like you've really done your homework thoroughly.




7．Inspire Action With Specific Next Steps


Your goal as a POP! communicator is not to have people say at the end of your presentation: "Wow! What a great speaker." Instead, you want people to think: "When I get back to the office tomorrow, I'm going to…" With this in mind, when you end your message, incorporate a description of exactly what you want people to do with the information you have provided them.

As you craft any message, ask yourself:


	"What do I want my target audience to do differently?"

	"What specific time and date do I want people to start acting differently?"

	"How will I follow up and keep them engaged in doing things differently?"

	"How can I create an opportunity for people to verbally commit to what needs to be done differently?"



Work into your message elements that answer all of those questions and you'll craft a message that is genuinely and truly different. With a little luck, you might even manage to change the world for the better in some small way. That's surely not a bad goal to have.


在地方法


打开陌生客的方法——肯低头、愿弯腰，没有搭建不起的桥梁



台湾人寿台源通讯处区经理



杨镇宇


业务人员除了“什么都要会卖”，更是“什么人都要能卖”。多数业务专才，以服务熟客为拓展业绩的主要方法，我则从进入业务圈的第一天，就主打陌生客群的开发，我有自己的方法，至今8年来曾经失败、也有过辉煌，套句广告用词：经实验证明，它值得您信任。也请读者慢慢听我道来。


毕生职志在业务


以业务作为职涯的主轴，是我很早就打定主意的事。民国80年代中，还是中学生的我，心里想的就是快快结束学业、早早服完兵役，能够尽早开始工作。

殷切期盼早日投入职场，不单纯只是为了薪水、收入，而是能够因此进入我最有兴趣的业务工作。只要能达到这个目标，再多的磨炼、要求，我都愿意当成吃补。做业务，可以接触人群，可以建立网络通路，可以因为销售而带给他人幸福感，也能看到社会的多面貌。因为个人的兴趣，所以我愿意多尝试。

我比别人幸运，役毕的我，已经有一份工作在等着我，不必盲目地到处求职。实际上，等着我的职务并不是什么高阶主管缺，而是小助理。

我进入父亲杨叁木任职的台湾人寿台源通讯处，第一份工作是区经理的助理，说白话些，就是办公室小弟，每天早上要比任何员工早到办公室开门，主管开会之前的文件、资料要准备好，客人来访奉上茶水，送保单到客户家或分公司，下班后的办公室打扫等，琐碎的事情都由我负责。

这样的工作怎么算是业务？请先不要急着怀疑，不只是我当时的主管（父亲）认为，要做大事有必要从学好做小事开始；我自己，也了解这些是打基础、蹲马步的练功过程。“认识低头、弯腰的必要”，往后才不会害怕被客户拒绝。台源通讯处是台湾人寿公司的强棒单位，父亲带人有独特的方法，同仁之间的相处就像是一个大家庭，人员定着率很高，很多员工都是跟着父亲一起工作十几年的好伙伴，其中包括我的母亲、舅舅、舅妈等。父亲常说，通讯处中的“辈分”、伦理是很重要的，“业绩重要，职场伦理更重要”。


置之死地而后生


一大家族都在同一家公司从事业务工作，尤其是我们所在的还是非常讲求人脉的保险业，大家可以想象一下：再怎么轮、再怎么排，新进客户都不会轮到我这样的小助理身上，唯一能让我从小助理往上爬的机会，除了专业知识及证照，就是全新开拓陌生客户群。

大环境迫使我要另觅机会，否则无法超脱父辈的大伞。于是，我就着磨炼过的弯腰、笑脸，前进“不属于”台寿业务人员的全新领域，但又不能离开主要客户来源太远，针对传统的银行、学校等，开始我的“陌生客首要突破”。

银行和学校的员工，绝大多数是公务人员，台寿保原来是省属营利事业，彼此的接受障碍比较少，然而我仍汇整了几个独有的方法：


	不能在对方工作最忙的时间去拜访：例如，银行平常有临柜工作，下午3点半前后也要赶着结账；学校员工最忙的时间，则是早上学生到校、中午吃饭、午休，下午学生下课之前。这些时间都很忌讳进行客户拜访。

	屈恭弯腰、主动报上名字：为了配合目标客户的坐息，我刻意早上银行开门之前，就站在银行员工进出门口，向每一位到班的行员鞠躬、道早，主要是要笑脸中，把自己的名字讲得很大声：“早安，我是台寿保代表杨镇宇”。每一个人、讲一次，10个人，就讲10遍，天天都到银行门口站，很快地，银行员留下印象，也会期待次日我的出现。

	主动了解陌生新客户的坐息：随着大家对我的认识，开始有人会主动约我“聊一下”，或是答应我提出的邀约。这是进入陌生客“个人疆域”的第一步。我不急躁，是刻意挑选下午4点半以后，在内部行员允许下，进入银行拜访，这时大家手边的事都忙完了，自然也能好好聆听我的产品说明。

	销售产品内容要非常熟悉：保险是一项非常专业的行业，保险商品能够为客户带来幸福、分散风险，一点点的资金储蓄，就能创造大大的保障。诸如此类的说辞，或许大家觉得，业务人员就是有三寸不烂之舌，其实，真正能够打动陌生客的，是业务人员对产品的熟悉。我对于保单内容，正背、倒背，哪一条规定、哪一种保障，客户提出来的任何问题，我都可以详细地解答。

	针对一位客户不是只卖一次产品：一位客户，只要他不是孤家寡人，我会朝着“一张以上的保单”目标前进。一位有家庭的客户，会有父母、兄弟姐妹，如果客户对象已经结婚，那就原有家人乘以2，再加上子女数，都要能成为我的客户。无论如何，最普通的计算方式，一位客户，至少要卖5张保单。



能够长久的业务，要靠自己打开陌生客。犹记得完成第一张保单时，内心充满骄傲，“虽然保费不多，却是我独自接洽并完成的客户”，那种成就感印象很深刻。这也证实，除了血缘关系，更重要的是自我努力，认清兴趣与能力。


珍惜前辈的智慧与经验


父母亲在保险事业，属于从零开始的第一代，他们的成就几乎就是我们第二代挑战或对照的标杆；同时，第二代因为承接了父母的资源，家人或单位成员更会因此对他抱持更高的期待和寄望，这将是非常大的压力与挑战。刚起步的时候，独力展业的过程中经常遭遇挫折，父亲虽不主动协助，却仍是最佳的指导教授；就像刚出社会的职场新鲜人，我每天都跟父亲报告工作进度，如果有瑕疵，父亲就会给予修正的建议，因此少走了不少冤枉路。

此外，母亲会提供我仪表、行为上的指导，建议我该如何与人沟通，使我在面对陌生客群时不会恐惧，甚至目前的管理、带人，妈妈都教育我应该从诚意为出发点。历年来的销售经验中，也有遇过“烂客人”，身为业务代表的我却不能直接回击，妈妈的教导，就非常实用，好几次都是客户被我反教育了。

杨镇宇简介

1998年役毕随即进入台湾人寿，8年时间从地方通讯处小助理升任到区经理，不断在各个竞赛中崭露头角，去年董事长杯竞赛中，获得展业总处长组冠军，今年在东京新宿举行的“台湾人寿第7届董事长杯业绩表扬大会”上再次获奖。
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What am I offering?

What problem does my idea solve?
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Who exactly is my target audience?

Who am I, and what are my credentials?

Who are my competitors, and how do I differ?
What objections will people have to this?

What is the purpose of my pitch?

When, where and how do I want people to act?
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