Have something to say, and say it well

In this information-overloaded era, we constantly battle to distil from the din around us what is important and what we can let pass.  

Adertisers, politicians and other persuaders all know that their messages are rarely getting through, and each year the job seems harder.  The bumper stickers, billboards, broadcast and cable television and radio, email, newsletters, electronic bulletin boards and endless other media types seem overwhelming each year.  And even more numerous the next.  Their response is typically to shout louder and even more repeatedly, adding more noise to the chaos that is our communication environment.

What can we do? We succeed or fail on how well we communicate with customers, attract the attention of prospects, and share meaning with the many others who affect our businesses. If our competitors are shouting louder, mustn’t we?

This column will help you cut through the clutter and address this challenge.  Each month we will discuss how you can become one of the small percentage of businesses whose communication earns respect and attention.  It will help you earn a strong competitive edge over the pack.

The first advice is to say and write less, but make it more meaningful and easier to listen to or read.

We are each our favourite subjects, and most of us love to talk to others about our business capabilities and ourselves.  Too often however, our customers, prospects and others only need a small portion of this to satisfy their need to trust our integrity and competence.  What they really want to know is how we can help them with their problems and opportunities.  When we go the extra mile to listen to and understand their challenges, then communicate matters of value to them and on their terms, we are rising above the pack and earning respect and trust.

Further, when we do this clearly and briefly, we give our meaning the best chance of being understood in a style that earns further respect from our audience.   

Ask yourself these questions about what you say, write and do this month:

· Right now, what is really important to my customer, prospect and other stakeholders?

· How can I show them I am listening for and interested in their challenges?

· When I communicate something important, how do I know it is understood and achieves my purpose?

· How can I be as clear and brief as possible?
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