


Hm]ﬂ SPECIAL FEATURE: Access to Justice Commissions and Initiatives

By Elizabeth Arledge’

Though [ d1d not realize it at the time, a revolu-
: tion was underway when I joined
the Legal Aid community in 2000.
Of course, the infamous “state plan-
ning” process was still in full swing
back then. But the revolution [ am
referring to involves strategic com-
munications and resource develop-
ment: '

©  Groundbreaking public opinion research was being
done by The Project for the Future of Bqual Justice.
This research formed the foundation of the “Cam-
paign for Equal Access: Bringing Justice Home”
commnmcatlons tool klt stl]l in use by many pro-

.. grams;?

. #  Interestin program ~driven fundratsmgwas grow-
ing by leaps and bounds; and

‘B The Access to Justice movement was buddmg pow-

" érful momentum and beginning to bring about

crltxcally needed changes. -

Durmg the past eight years, the paths of these en-. .

‘ 'terpnses have converged, transforming the Legal Aid
community. As the articles in this issuc of the MIE
Journal demeonstrate, Access to Justice {AT]) Commiis- -
sions have made impressive strides in both funding and
communications. Many millions of new dollats have
come into the system and, while the gap between need
and funding is still immense, the presence of resource
development professionals in Legal Aid offices has be-
come widespread over the past decade, creating more

Strategic communication is the use of
ohe or more communications plans to

simuftaneously advance multiple objectives.

Arledge Communications

Communication Revolution

opportum’ues for the gap to be reduced.

Due in part to the ever-increasing skill and i ingenu~
ity of Legal Aid’s fundraising coterie, I believe the “era -
of strategic cornmunication” in Legal Aid has finally.
arrived. Fortunately, by virtue of their mission and
membership, AT] Commissions are ideally positioned
to play 2 major role in helping Equal Tustice communi- -~
ties and Legal Aid programs mine the full potential of
strategic communication. : : -

‘Whatis Strategtc Communication?

Strategic communication 1s the use of one or more
communications plans® to s;multaneously advance
multiple objectives. To me, the beauty of stratéegic com-
munications is most evident at a confluence; when .
thoughtfully planned and wall~1mp1emented activities
integrate, synergism occurs and the resulting whole s
greater than the sim of its parts: :

Role of AT)J Commlsslons in Strateglc
Communication ‘

- Simply because of what and who they dre, ATI .
Cornrmsslons and Commissioners have some.of the ™
most necessary ingredients for successful strategm
communication. Three examples are: ‘

@ Knowledge— “where the treasure is buried” how
' to navigate specific processes, and the best ways to .
overcome obstacles. :
B Access— i.e.,“The ears of their peers” As- Ieadcrs
within important target constituencies, AT] mem:
bers bring special attention to the issues and can be

very effective messengers. o
# ° Power — to bring resources and mﬂuence to bear

on Access to Justice issues, attract medla covcrage

and get the * nght people” engaged.

In todéy’s increasingly sophisticated nonprofit
world, the Equal Justice communities that thrive —.

~ and are therefore able to most effectively serve clients
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— will be those that use communication strategically.
The many accomplishments of AT} Commissions
provide good examples: public hearings give voice to
clients; elected officials and other policy makers come
face-to-tace with their extremely low-income constitu-
ents, hear their stories and perhaps for the first time
see them as “real people;” hearings lead to funding for
in-depth studies and reports; media interest increases,
fueling demand for solutions; one-te-one, passionate
conversations occur between Commission merbers
and their peers; policy makers better understand the
consequences of inadequate acgess to justice; and Le-
gal Aid leaders are empowered, develop important
personal connections, and gain skills. Ultimately, the
coordinated use of these various approaches to com-
munication (differing in tactics, but sharing the same
underlying messages and objectives) has yielded ex-
traordinary resources in support of equal justice.

~ ‘What Next? :

As the ATT movement continues, new Commis-
sions should look to the strategies and successes of

" established ones for guidance, and established Com-

missions must continue to use strategic communi-
cation to build on their achievernents. A few quick
suggestions for all to keepr in mind:
® Let'your Goals and Objectives Drive your Commu-
- nication Decisions. Strategic communication is a
tool, 2 means to an end, not an end in itself.

"B Bethe Audience. Put yourself in your target audi-

ence’s place, Successful messages will make it clear
-how your objectives harmonize with their values.

B Keep Singing your Song. The need for strategic
comm{nication never ends. Loyalty and commit-
ment are built over time, so messages must be rein-
forced. :

B Build Capacity. Document what you learn, and
share your expertise. Building communications
capacity for the future will help ensure that your
successes are sustained, and help others achieve
even mmore,

1 Elizabeth’s Arledge’s twenty-two years of professional
experience include eight years, and counting, of preach-

* ing the gospel of strategic communication to anyone in
the Legal Aid community who will listen. She served as
NLADA% communications ditector (2000-2004), aind as
director of development and communications for Virgin-
ia’s Legal Aid Tustice Center {2004-2006). Now a resident

Continued on page 51




MAJORITY OF AMERICANS HARD- HIT BY RECESSION, STAND FIRM BEHIND FEDERAL
FUNDING FOR LEGAL ASSISTANCE

New Survey Offers New Insight on Legal Ripples from Financial Crisis

WASHINGTON, D.C., April 20, 2009 — Many Americans report their financial fortunes are falling,
but a new survey comrmissioned by thie American Bar Association and conducted by Hamis
Interactive records high support levels for provision of the basic legal help for those in crisis.

More than half of afl Americans (83 percent) said their family's financial situation had worsened in
the past six months. In the wake of the recession, grantees of Legal Services Corporation in alt
regions of the country are reporting a wave of new clients seeking help. Agencies say that
comimon issues include: foreclosure prevention, late payments on 1aedical bills, car and credit
cards, and delmquent child support.

The survey, commissioned by the American Bar Associafion, was conducted by phone by Harris
interactive between April 1-5 among 1,016 U.S. residentis aged 18 and older. Results were
weighted as needed for age, sex, racef/ethnicity, education, region and household income.

“For many Americans, their financial problems are becommg legal problems,” noted ABA
President H. Thomas Wells, Jr. “In many circumstances, legal assistance can prevent families
and individuals from going info a fi nanmal free-fall that could lead to homslessness, bankruptcy or

dropping out of school.”

U.S. adults overwhelmingly back provision of legal services for those facing serious iegal and
financial problems who could not hire a lawyer: Over two-thirds (68 percent) say it's extremely or
very important that Americans have access to tegal resources and advice when they are in crisis.

. “Good advice leads to the best, fastest resolution for alt parties before things reach a crisis point,”
said Wells. “The laws involved are complicated for anyone to navigate. Legal aid providers are
the crlhcal source of help to many in frouble.”

Americans also strongly support the existence of, and federal funding for, the work of Legal
Services Corporation and its grantegs. Eighty-eight percent agreed that it is essentiaf that a non-
profit provider of legal services is available to assist those who could not otherwise afford legal
help. Two thirds support federal funding to help Americans who need that assistance

Survey results also show a high awareness of the work LSC grantees do: 71 percent of -
Americans are aware that, in most communities, free legal help is available fo some people faced
with serious legal and financial problerns.

- "Communities are very aware of the positive impact legal ald providers have and they are crying
out for strong federal support of this program, especially during a time of crisis when a variety of
other funding sources are shamly down,” stated Wells. “That’s why, this year, the presidents of ali

state and territorial bar associations and the leaders of four major U.S. minority bar associations
joined with the ABA to send a letter io Congress clearly stating the need for a strong Legal
Services Corporation. America’s lawyers are trying to help those caught in the financial downiurn -
it numerous ways. Ensuring we have a strong LSC is an important piece of the puzzle.”

A one-page summary of the results can be found here. The full study can be found here.

With more than 400,000 members, the American Bar Association is the largest voluntary
professional membership organization in the world. As the national voice of the fegal profession,
the ABA works to improve the administration of justice, promotes programs that assist lawyers
and judges in their work, accredits law schools, provides continuing legal education, and works to
build public understanding around the world of the importance of the rule of Iaw



American Bar Assoclation Survey Summary
Economic Downturn and Access to Legal Resources
{1016 Respondents)

QB1. How would you say your household’s financial
situation has changed in the past six months? Would
you say...7

It has gotten much beiter 123 2%
It has gotten somewhat better 71 7%
It has not changed 366 | 36%
It has gotten somewhat worse 341 34%
it has gotten much worse 199 [ 20%
Don’t know/Refused 15 1%

QB2. How concerned are you that you will need Iegai
assistance for financial issues you may experience?
Lega! assistance may include help-with things like
medical bills, child support foreclosures, and dectaring
bankruptcy. Are youl...

Extremely concerned -88 9%

’Etremely important 420 41%

| Very important 275 12T%

fmportant - 202 [ 20%
Somewhat important 94 9%
Not at all importaint 18 2%
- Don't know/Refused - |8 1%

Very concerned 1 74 7%
Concerned : 120 12%
Somewhat concerned : 216 | 21%
‘Not at-all concernad 509 | b0%
Don't know/Refused 8 1% |

QB3. Are you aware that in ‘most communities, free
legal help is available to some people faced with
serious legal and financial problems?

Yes ' ] 718 71%

No 293 . | 29%

Not sure/Don’t Know/Refused 5

7 QB4. If free legal help was avallabie how likety would
you be to seek it out? Would you be

Extremely likely : 137 1 13%
Very likely ) 129 13%
Likely 152 | 15%
Somewhat fikely 304 | 30%
Nat at all likely . ‘ 272 1 27%
Don’t know/Refused 22 2%

QBS5. How important do you think it is that Americans
have access to legal resources and advice when they

.are in crisis? Would you say...?

QB6. How strongly do you agree or disagree with the
following statement: |t is essential that a non-profit
provider of legal services is available to assist those

'who could not otherwise afford legal help. Would you

say you.. 2
Strongly agree . : 560 : 65%
{-Somewhat agree - : 338 | 33%
Somewhat disagree 66 6%
Strongly disagree B 40 1 4%
Don't know/Refused 12 1%

QB7. Would you favor or oppose federal funding to help

_ Americans who need legal assistance? 1s that strongly.

or just somewhat favor/oppose?

Strongly suppott L 1362 . | 36%
Somewhat support . 313 31%
Somewhat oppose 131 | 13%
Sirongly oppose 153 15%
Don’t know/Refused 156 6%



CAMP*E&*' N FOR E "UAL ACCESS

BRINGING JUSTICE HOME

CGMPONENTS OF A COMMUNICATIONS STRATEGY TO BUILD
COMMUNITY SUPPORT FOR LEGAL AID

Campaign for Equal Access: Bringing Justice Home

An initiative of the Project for the Future of Equal Justice

A Joint Project of the National Legal Aid & Defender Association
and the Center for Law: and Social Policy

Why Develop a Communications Strategy?

In recent years, civil legal aid organizations-in the United States have seen traditional sources of
financial support—largely from the federal government—grow smaller. At the same time, the
number and complexity of restrictions placed on the types of cases they can pursue has increased.
In response to the Federal Legal Services Corporation’s (LSC) reduction and restrictions on
funding for civil legal aid, organizations providing these services have sought to increase and
diversify other funding sources, including state legislative funding, city and county funds, private
bar campaigns and foundation grants.

In the past 10 years, while LSC funding has remained staﬁc other fanding sources for civil legal
aid have doubled. Advocates and supporters also are bulldmg political support for legal aid at the

. state and Iocal levels.

Legal aid professionals credit this expanded financial and political support as. the result of
building relationships with a broad group of supporters. Building these relationships has
required “getting the message out” about the value to society of providing lcgal services to low:

income peoplc

Despite the successes in fundraising and “friend-raising,” legal aid still suffers from low
visibility in the public eye, and the resougces to support these services are stall}woefu.lly
inadequate to meet client need. - For national, state and local advocates and supporters to
achieve “equal access under the law for all,” civil legal aid must become much mote visible to

. funders, the media, policy makers and the general public.

According to a recent rescarch study done by Belden, Russonelio & Stewart (BRS), nearly half of
Americans (49%) are unaware that community-based programs exist to provide civil legal help to
low-income people. Only 13% of Americans say they know that a program of government-funded
civil legal aid exists and also can offer a name that comes reasonably close to describing ¢ivil legal aid.

The central éoﬁlmmﬂcatidns challenge for legal aid organizations is:

Tb overcome the anonymity of civil legal aid among the American public in ovder to develop o base of
support that will, over time, provide adequate funding for civil legul aid and offer incveased inde-
 pendence to iegal aid group: that wish to puvsue a broader range of legal and policy zzdwmcy

Goals of a Communications Strategy
1. To raise the visibility of organizations that provide civil legal aid to poor people.
2. To generate positive feelings and support for civil legal aid among Americans.

3. To translate this wsxbﬂzty and support into increased public and private ﬁmdlng, as Wcll as
pohucal support.

Components of a communications strategy 1o build community suppart for legal aid -1-



COMPONENTS OF A COMMURNICATIONS STRATEGY TO BU!LD_
COMMUNITY SUPPORT FOR LEGAL AID

7 Target Andiences
Primary Target Groups
1. Opinion-leaders _ .
» To mﬂugnce both policy-makers and private individuals to support civil legal aid
2. Donors and potential donors | ‘

» To make financial contributions -
3. Pohcy makers

» To support increased finding from srate a.nd local governments -
Note that attorneys ate likely to be heavily represented in all of the above target groups.
Key Messages _
The research shows that, for all andiences; the most persuasive reasons to support civil legal aid
focus on how civil legal aid makes a difference in the lives of individuals, helps people gain access
to justice, and helps everyone obtain their rights, regardless of income. Fairness and the responsi-
bility to help others are the bedrock values upon which the messages of this campaign are based.
The primary messages are:
1. Legal aid makes a difference in the lives of real people:

» the single mother, who -needs to receive child support inorder to feed her children

* the veteran, who will lose his home if he doesn’t receive his disability check -

» the abused child, who deserves a safe and loving home.
2. Every person in America deserves equal access to justice.

3. Every person in America should be trcatcd fairly, and should be able to obtam Ins or her nghts
regardless of income. :

'Message Elements -

~ The BRS public opinion data provxdc a great deal of guxdancc on the elements that underhe the
messages outlined above and the most effective languagc to use in mtroducmg and promotmg civil
legal aid to the American public.

Assets to Promote

* The most persuasive way to hlghhght thc need for funding for legal aid is to illustrate your
messages with stories about low-income individuals who clearly have no place else to turn.
Focus on the results of legal aid’s efforts for chcnts rather than the process of how these results
are achieved.

* Explain that legal aid rnakes a chffercnce in the hvcs of individuals; that it heips people gain
access to justice, and helps everyone obtain his or her rights. -

Components of 5 communications strategy vo build community suppavt for logal aid 2-



CAMPA GN FORE&UAL ACCESS

1y A

BREINGING JUSTICE HOME

COMPONENTS OF A COMMUNICATIONS STRATEGY TO BUILD
COMMURNITY SUPPORT FOR LEGAL AID

« Support for legal aid is highest when it is described as providing legal advice to help children,
victims of domestic wolencc veterans, or the elderly. Support is slightly less when legal aud’
work is described as “going to court” or negotiating with government agencics.

e Speak about fairness and justice, rather than talking about access to the courts or to an attorney.
Fairness and justice are values that direct audiences’ attcntlon to the outcomes of civil icgal aid.

» Speaking of access to the courts or access to an attorncy directs audiences’ attention to
mechanisms and processes, which are much less effective in gcncratlng support for civil lcgai

aid,

.* Use the term “civil legal aid” rather than “legal sen'rices. ¥ The former is more descriptive and -
understandable. Whenever possible, use the specific name of the local legal aid office.
Emphasizing the local program is most effective in building support.

= Since the program is unknown to most of the public, communications should always include 2
brief description of the work of civil legal aid, either through an individual story or a simple
statement. For example, you might say, “le legal aid offices provide advice and help with
legal matters for people with no place else to tun.’

Challenges to Deflect

* Challenges to legal aid are driven pnmanly by negative attitudes toward government assistance
programs, rather than by views of lawyers, the courts, or access to courtrooms for low-income
people. '

¢ Therefore, it is more important to deflect the labc:l of “wasteful government program” than itis
to spend time cou.ntcnng attacks about “frivolous” lawsuits or explmnmg why poot pcopie need
reprcscntauon in court for civil marters,

* The best way to deflect challenges is to keep your focus on the proactive messages discussed
above, highlighting the personal stories of individuals and positive outcomes for clients and
communities to illustrate the importance of civil legal aid. '

Tactics ‘ , :

- Pollowing are somie proven tactics for conveying key messages to target audiences. Many of these
are specific to the media, but the media is not your only venue for communicating to your target
audiences. In some localities, certain tactics will be more effective than others, depending upon
community norms and customs. You are the expert on what is likely to work best in your area, so
let common sense and experience be your guide.

Keep in mind that the messenger is an important part of the message. In other words, who is
‘carrying your message (€.g. who makes a presentation to a particular group or signs an op-ed or
letter to the editor) has an impact on the audience and how the message is perceived. Therefore,
you will want to carefully choose your messengers for maximum credibility and influence. In some
cases, the messenger may need to differ depending on the segmcnt of your target audiences that
you are trying to reach.

Components of & ieations srategy to dld community support for legal aid ‘ 3-
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'THE RESEARCH BEHIND THE MESSAGE

THERE Is BROAD PUBLIC
SUPFORT FOR THE
CONCEPT OF LEGAL AID

'WE CAN EMPLOY A BROAD
MESSAGE TO REACH ALL
AMERICANS

‘THERE IS A PERCEPTION
THAT THERE IS A LACK
OF NEED FOR CIVIL LEGAL
AlD FOR LOW-INCOME
PEOPLE

ADDITIONAL BARRIERS!
GOVERNMENT ASPECT OF
LEGAL AID AND WORRY
OVER TOO MANY
LAWSUITS

* There is broad public support for the concept of legal aid. Close to
nine in 10 Americans (89%) agree that legat help for civil matters
should be provided for low-income people. Over half (55%) of the
public sirongly agrees with this sentiment. Eight in 10 (82%; 42%
strongly) even support the idea when it is described as a government -
fiunded program. '

Such potential widespread support means that we can employ a broad
message to reach all' Americans, rather than narrow-casting different
messages to different groups. The public opinion data indicate that
fiberals, divorced adults, residents of the south, as well as minorities,
low-income adults, women, and young people are the most supportive,
while conservatives and upper-income people are the least. However,
the central point is that a clear majority of every group supports civil -
legal aid. Thcreforc everyone is a target for a general public education
effort.

Perceived lack of need is a major barrier to support. Only 13% of
Americans say they know that a program of government-funded civil
legal aid exists and also can offer a name that comes reasonably close to
describing civil legal aid. Only a third (33%) of Americans believe that
low-income people have a very difficult time getdng lcgal help with
civil matters. .

This lack of perceived need is a bigger problem than two other barriers
which surfaced in the rescarch. Cne is the government-program aspect
of legal aid, which is highly decisive to a small segment of the
population. Only 15% oppose spending tax dollars on government help
to the poor, and this 15% is not likely to support funds for civil legal

aid. The other barrier is the worry over too many lawsuits and
lawyers—a feeling that is widespread but one which Americans can hold
and sull support civil Iegal aid. .

- The small percentage that opposes government help to the poor probably
cannot be won over, but the many Americans who worry about lawsuit
abuse can put those worries aside and support legal aid.

+»The implication of these findings is simple: the most important
challenge to address in communications is the sheer invisibility of civil -
legal aid. The public would support civil legal aid if it knew the
program existed. Therefore, our central communications goal must be
to inform the public about the program.

THE PUBLIC WoulD
SUPPORT CIViL LEGAL AID
IF IT KNEW THE PROGRAM
EXISTED

The research bebind the message a-



" THE RESEARCH BEHIND THE MESSAGE

What is the best way to intoduce civil legat aid? The public opinion data
provide much guidance on what is most relevant. '

* Americans broadly support all types of civil legal aid. Broad majorities
support helping poor people with legal problems, from helping an
elderly woman solve a fandlord-tenant dispute to assisting local
residents in their legal fight to keep an incinerator from locating in their

LEGAL ADVIGE TO HELP
CHILDREN, VICTIMS OF

DOMESTIC VIOLENCE, “neighborhood. However, support is highest when it is described as
VETERANS AND THE providing legal advice to help children, victims of domestic violence,
ELDERLY ARE HIGHLY veterans, or the elderly who are in desperate need. Support is slightly
SUPPORTED less when legal aid’s work is.described as going to court or negotiating

with government agencies.

* Fairness, equality, and responsibility to help others in need are the key
values that underlie public support for civil legal aid. The most
persuasive reasons to support civil legal aid focus on how civil legal aid
makes a difference in the lives of individoals, helps people gain access to
justice, and helps everyone obtain their rights.

'KEY VALUES THAT
UNDERLIE PUBLIC
SUPPORT FOR CIVIL.
LEGAL AID.

The research bebind the message -2-



CAMP \{GN FOR EQUAL ACCESS

BRINGING | 'USTICE HOME

ELEMENTS OF A MESSAGE AND ADVICE ON COMMUNICATING ABOUT CIVIL LEGAL AID

, 7 _ The research has informed us that the central challenge is to overcome
WE MUST INTRODUCE THE  the anonymity of civil legal aid. We must introduce the program to
PROGRAM TO AMERICA IN  America'in a way that is consistent with Americans’ values. In doing so,

A WAY THAT IS - we have developed universal message elements. They should guide com-
CONSISTENT WITH : munications on the importance of civil legal aid or both the national and
- AMERICANS' VALUES local levels and across all regions.

We believe that the message advice outlined below can be just as effective
in Boston as in Birmingham or Bakersfield. We encourage those commu-
nicating on civil legal aid across the country to use this message advice as
the basis for telling the story of legal aid through specific local examples.
At the same time, we recognize that every location has its own character-
istics, customs, symbols, images, and ways of speaking. Therefore, those
* working on the local level should, where appropriate, take the general

message we have developf:d and make it I:helr oW,

The universal message elements are outlined below:

¢ For all audiences, a positive message on civil légal aid should place two
values front and center: responsibility to care for others who are in
desperate need and the value of fairness.

» We can best communicate these values through stories of hope. Focus -
on people who were struggling against injustice and whe bad no place
else o turn, but who overcame their problems with the help of civil
legal aid,

* Simple stories of a valnerable individual are best when they make it
clear that: a) the person truly needed legal advice, as opposed to some |
other social service, b) the person tded other sources and could not get
help except from the Legal Aid office, and c¢) a serious injustice was
avoided because Legal Aid stepped in and helped an individual.

* Similarly, focusing on éndividuals in need is more easily understood and
acceptable than claims that civil legal ald wxll solve community
problems. :

The reszarch bebind the mesage ’ -3-



ELEMENTS OF A MESSAGE. AND ADVICE ON COMMUNICATING ABOUT CIVIL LEGAL AID

» Focus on the results of legal aid’s efforts for clients rather than the
process of how these results are achieved. The public wants to know
the outcome: who was helped, what injustice was corrected, what need
was filled? Describing the work involved in achieving these outcomes
distracts from their power and can weaken support for civil legal aid.

* Since the program is unknown to most of the public, communications
should always include a brief description of the work of civil legal aid,
either through an individeal story-or a simple statement. For example,
it can be as simple as: “civil legal aid offices provide adv1cc and help
with legal matters for people with no place else to turn.’

¢ Nationally, the term civil legal aid is more descriptive and understand-
able to people than “legal services,” which sounds generic. However,
the best name to use is the name of the jocal legal aid office.
Emphasizing the local program is most effective in building support.

- & “Access to justice” is a more effective phrasé than “access to lawyers,”
and to a lesser extent, “access to the courts,” when describing civil legal
aid. Access to justice descrlbcs the desired rcsult the other phrascs
describe the process. e

Overall Message

. vaxl legal aid offices in your commumty offer advice and help with
legal matters for people with no place else to turn. From helping a
single mom collect the child support she deserves, ot helping an elderly
© person overmurn an unlawful eviction notice, civil 1cga.l aid is worklng in
your community, to help pcople when their rights are denied.

Civil leg_al aid ﬁghts for fairness.

- - The research behind the mesge 4-



Comminicatlons Resatrces
The Seven Secrets of lnspiring Leaders

The Seven Secrets of Inspiring Leaders |

Carmine Galle's research reveals techniques common to the
Jeaders who best know how to inspire their employees,
investors, and customers

by Carmine Gallo
' 'OCtobcr 10, 2007, Business Week Online

American business professxonals are uninspired. Only 10% of employees look forward to going
to work and most point to a lack of leadership as the reason why, according to a recent Maritz
Research polt. But it doesn't have to be that way. All business leaders have the power to 1nsp1re
motwate and positively influence the people in their professional lives.

For the past year, I have been interviewing renowned leaders, entrepreneurs, and educators who
have an extraordinary ability to sell their vision, values, and themselves. I was researching their
communications secrets for my new book, Fire Them Up. What I found were seven techniques
that you can easily adopt in your own professional commumcatmns with your employees,
clients, and mvestors

1. Demonstrate enthusiasm—constantly. Inspiring leaders bave an abundance of passion for
what they do. You cannot inspire unless you're inspire‘d yourself. Period. Passion is something I
can't teach. You either have passion for. your message or you don't. Once you discover your
passion, make sure it's apparent to everyone within your professional circle. Richard Tait
sketched an idea on a napkin during a cross-country flight, an idea to bring joyful moments to
families and friends. His enthusiasm was.so infectious that he convinced partners, employees,
and investors to join him. He created a toy and game company called Cranium. Walk into its
Seattle headquarters and you are hit with a wave of fun, excitement, and engagement the likes of
which:is rarely seen in corporate life. It all started with one man's passion.

- 2. Articulate a compelling course of action. Inspiring leaders craft and deliver a specific,
consistent, and memorable vision. A goal such as "we intend to double our sales by this time
next year," is not inspiring. Neither is a long, convoluted mission statement destined to be tucked
away and forgotten in a desk somewhere. A vision is a short (usually 10 words or less), vivid -
description of what the world will look like if your product or service succeeds. Microsoft's

Steve Ballmer once said that shortly after he joined the company, he was having second

. thoughts. Bill Gates and Gates' father took Ballmer out to dinner and said he had it all wrong.
They said Ballmer saw his role as that of a bean counter for a startup. They had a vision of
putting a computer on every desk, in every home. That vision—a computer on every desk, in
every home—remains consistent to this day. The power of a vision set everything in motion.



Communications Resources
The Seven Segrets of inspiring Leaders

3. Sell the benefit. Always remember, it's not about you, it's about them. In my first class at
Northwestern's Medill School of Journalism, I was taught to answer the question, "Why should
my readers care?” That's the same thing you need to ask yourself constantly throughout a
presentation, meeting, pitch, or any situation where persuasion takes place. Your listeners are
asking themselves, what's in this for me? Answer it. Don't make them guess.

4, Tell more stories. Inspiring leaders tell memorable stories. Few business leaders appreciate

the power of stories to connect with their audiences. A few weeks ago I was working with one of

the largest producers of organic food in the country. I can't recall most, if any, of the data they
uged to prove organic is better. But I remember a story a farmer told. He said when he worked
for a conventional grower, his kids could not hug him at the end of the day when he got home.
His clothes had to be removed and disinfected. Now, his kids can hug him as soon as he walks
off the field. ' ‘

No amount of data can replace that story. And now guess what I think about when I see the
organic section in my local grocery store? You got it. The farmer’s story. Stories connect with
people on an emotional kevel, Tell more of them.

3. Invite participation. Inspiring leaders bring employees, customers, and colleagues into the
process of building the company or service. This is especially important when trying to motivate
young people. The command and control way of managing is over. Instead, today's managers
solicit input, listen for feedback, and actively incorporate what they hear. Employees want more
. than a paycheck. They want to kmow that their work is adding up to something meaningful.

_ 6. Reinforce an optimistic outlook. Inspiring leaders speak of a better future. Robert Noyce, the
co-founder of Intel, said, "Optimism is an essential ingredient of innovation. How else can the
individual favor change over security?" Extraordinary leaders throughout history have been more
optimistic than the average person. Winston Churchill exuded hope and confidence in the darkest
days of World War IL. Colin Powell said that optimism was the secret behind Ronald Reagari's
charisma. Powell also said that optimism is a force multiplier, meaning it has a ripple effect
throughout an organization. Speak in positive, optimistic language. Be a beacon of hope.

7. Encourage potential. Inspiring leaders praise people and invest in them emotionalty. Richard
Branson has said that when you praise people they flourish; criticize them and they shrivel up.
Praise is the casiest way to connect with people. When people receive genuine praise, their doubt
diminishes and their spirits soar. Encourage people and they'll walk through walls for you.

By inspiring your listeners, you become the kind of person people want to be-around. Customers
will want to do business with you, employees will want to work with you, and investors will
want to back you. Tt all starts with mastering the language of motivation.

Carmine Galloisa Pleasanton; Calif. communications coach and author of the book, Fire Them
Up! (Johm Wiley & Sotis; October, 2007).



