Insight Into the Target Group’s Point of View
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Is your issue meaningful to these people?

What is their past experience with this issue?

Is it part of their current day to day life?

How did/does it affect them?

Do they have any enthusiasm for it, or reasons to be turned off?

Is it a non-issue in their life? Do they give it any attention or priority?

How do they see the pros/cons of making the kind of change you seek?

Can your issue be connected to something they already care about?

Their sense of identity, status, security, insecurity, fears, etc.

Closely held values or goals (e.g., re: family, personal achievement, friendship)

Something they find to be a recurring problems in life (for which you offer a solution)

The issues and feelings that occupy their minds each day

Use the A VICTORY MODEL to uncover reasons they may accept or resist your message

A = Ability:  Does your audience think they have the ability to do what you are asking them to do? Will it be hard or easy?

V = Values:  Does your message conflict with their values? Can you see a way to boost the benefit of your message by linking it to an existing value held by the audience?

I = Information:  Do they have the information they will need to understand what you are talking about?

C = Commitment:  Do they already have any commitment to your idea? Are they committed to any conflicting ideas?

T = Timing:  Is there anything about the time of day, week, month, year, activity cycle, or timing of other events that is important to consider?

O = Obligation:  Will the group feel obliged to accept or resist your idea because of personal or professional relationships, or past actions?

R = Resistance:  People are inclined to resist all new ideas. Why will this group resist yours?

Y = Yield: What real benefits will come to the group if they accept your ideas (the more immediate the better)?

Listen!








