








BUSINESS OPERATIONS

Developing Your Verbal Logo
By Gary Lockwood

The next 30 seconds may determine whether you get your funding, make the sale or establish your
point-of-view!

In this faced-paced, mile-a-minute world, you often have only a few seconds to get your message
across. Most modern television and radio commercials are no more than 30 seconds. Where could
you use an effective 30 second commercial message about your business? These mini-messages are @
ideal for investor meetings, networking meetings, trade shows, interviews, sales calls or any situation
where you need to quickly promote your business. u"l Es

How do you develop these messages effectively? Think in terms of “sound bites”. Prepare your T
brief message just like a speech, with an opener, the content and the closing. Let’s examine each of
these in more detail.
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The Opening
The purpose of your opening is to grab attention. You must assume that your audience is generally
as busy and preoccupied as you are. So you need to first get their attention with a question, “grabber’ N D U N
words, humor or an interesting visual. °
Using a question as an opener causes the listener to stop and think. “Do you want to change the
world?” “How many new prospects do you want today?” “When do you want to feel good again?”
Once you have their attention, your message can help them answer the question.
Grabber words are designed to startle, shock or at least cause your listener to want to listen to
what’s coming next. The first sentence of this article is an example.

A funny comment or an eye-catching visual are always effective ways to get the attention of your
listeners in a hurry. Obviously, any of these openings must be relevant to your message, or they will

confuse your listeners. Controlled-Release Nitrogen

The Content 25-0-0 & 18-2-4

Once you have their attention, relate your main message. Since you usually have only three or four
sentences, you need to craft this message carefully. The most effective message is the one that states

what your business can do for the listener. In other words, talk about the benefits to be received by Pno-m ATE
using your product or service. Don’t say “I'm a dentist”. Say “ I improve the health and well- being of o
my clients. Healthy teeth help you look good and feel good”. s EE D

The bottom line is that your listeners don’t care what you do. They care about what you can do for
them. Talk in terms of results, feelings, benefits, outcomes, ideas. Imagine your listener with a sign

on their forehead that reads “So What? What's in it for me?” Remember, you only have 30 seconds.
There will be time later to explain how you do these great things.
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Here is where you ask for action. As a result of your 30 second commercial, you want your listener
to do something or think something. Ask:

. — Mike Susshine
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- 484-624-2208
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Also appropriate is your catchy tag line. The closing may be the only part of your message that
your listener will remember. What do you want them to remember?

susshinem@helenachemical.com

So, there it is. Your miniature speech takes only 30 seconds. And it has a beginning, a middle and
an ending. What can you do to make all this come out sounding and looking smooth, confident
and compelling? Prepare and practice. Prepare by writing out your message, thinking through the
key elements and deciding exactly what you want your listener to be doing or thinking at the end of
your message.

Practice by saying your message aloud. Rehearse this brief speech. Saying it aloud causes you to
pay attention to the sound and cadence. Practice in front of a mirror and you will see the gestures

(continued on page 15)
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DEVELOPING YOUR VERBAL LOGO.... (continued from page 14)

and body language that make up such a large
part of the communication. Remember, it’s
not just what you say, it's how you say what
you say that makes the difference.

For your 30 second commercial to really
be effective, you must act like you mean it,
sound like you mean it and look like you
mean it. How do others realize that you
really mean what you say? They notice your
enthusiasm, your mannerisms, your tone of
voice, your posture.

Part of your preparation is to be consciously
aware of your non- verbal communication. If
possible, video yourself giving your message.
Replay the tape several times. Once to listen
and observe the overall effect of your message.
Watch it again without sound. What are you
telling the audience by your posture, body
language, facial expressions and your gestures?
Do you look and act like you really mean it?

Replay the tape again with your eyes
closed. Listen for distracting sounds such

as “uh”, “ah”, “ya know” or sighs. All these
things subtract from the effectiveness of your
main message.

In our MTV-world of excessive sights and
sounds and experiences, make your point and
get your message across in a well prepared,
well rehearsed 30 second commercial. Think
of it as a brief speech.

Mix preparation with inspiration and
you'll get a standing ovation.
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Twelve reasons to renew your LCAP membership in ‘10

A Dozen Reasons Why You Need Your Professional Association

Interaction with real people in the industry. Associations serve as your primary link to other colleagues. Remember that email and
phones are great technological tools, but they can’t take the place of one-on-one interaction with fellow industry peers and networking.

Sharpen your skills. Taking advantage of your association’s educational opportunities allows you to hone your skills and stay competitive.

Keep up with new laws and regulations. Your association will monitor critical legislation and keep you apprised of pertinent industry
Get frequent updates on industry changes. Through websites and publications, your association can inform you about the latest industry
Certification and standards. As workplace standards and government regulations change, your association can keep you informed and
Use of a recognized logo. As a member of LCAP, you are able to use our logo on your stationery, ads and other promotional materials
Increase your clout. Getting and remaining involved in your association will allow you to make a name for yourself and achieve that next
Save time and money. Your association has the tools and information to point you in the right direction when undertaking a new project,

Receive quality services. Whenever you need help, your association will provide one-stop guidance to get the job done.

Find business partners. Now that mergers and strategic alliances have become the norm, you'll find potential business partners through

1.
2.
Collaborations. Exchanging ideas is much easier with the assistance of your association.
regulations that demand your compliance.
5.
innovations, keeping you abreast of the times, not behind them.
6.
assist you in meeting requirements.
7.
which will identify you and your business as a recognized professional in the industry.
8.
level.
9.
saving you time and money.
10.
11.
the workings of your association.
12.

Anticipate and prepare for your future. Associations envision how the industry or profession will look in the coming years.

RENEW YOUR LCAP MEMBERSHIP TODAY! YOUR MEMBERSHIP DUES RENEWAL FORM IS
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ENCLOSED, OR VISIT WWW.LAWNCAREOFPA.ORG FOR A MEMBERSHIP APPLICATION!
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Lawn Care Association of Pennsylvania
166 Horvath Dr.

Elysburg, PA 17824

888.577.6801

888.577.6801 (fax)
info@lawncareofpa.org
www.lawncareofpa.org




