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What do you picture?




©  An Alternate Definition
.

* M etrics
e Optics

* R esearch
e Otic

e N arrative




©  Qur World Revolves Around

&7 « Publicv. Private Sector translation
e Timev. Money
e Communication v. Information

How do | communicate effectively with audio or
visual learners?

How is my message “received” ?

How does releasing my Inner MORON e help get
my message across?
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i METRICS
'Y

“A standard for measuring or evaluating” — W ebster

 The Private Sector evaluates Time + Return + Risk
“1t costs a lot towin and even moreto lose€’” — R obert Hunter
 ThePublic Sector is typically not as sensitive to
Time + Return as they are to Risk.

“Dol keepmy jobif | approvethis?” — Anonymous
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|f we don’'t measure our
audience we have the potential
for an unbalanced equation in
our communications.




OPTICS

A re we all seeing the same thing?

SHOPPING CENTER

KELSO CORNERS
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Plan View Aerial View



Actual Site

TERRA

realty advisors, inc.
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E veryone See’s T hings D ifferently!

What you see What | see




The Private Sector “Sees”:

OPPORTUNITY
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© ThePublic Sector “Sees”:

)
NEIGHBORHOOD LONG HOURS AT
OPPOSITION T PUBLIC HEARINGS

POLITICAL

“FALL OUT"”
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o RESEARCH

- Success is understanding more about the subject or
property than all others involved.

My favorite phrases:

- “S0 what does that mean?”

* ““You’re entitled to your own opinion, but not your own facts”
o ““Trust but verify”

U nderstand the mindset of who you are
communicating with, and prioritize what is relevant
(facts) v. what is perceived as important.



S Example of Research Before

" Communication
. =

A dvertisement for a Cooking Class:

« “Come learn to cook healthy”

- “L earning how to cook could lead to sex”

How do these 2 messages “reach” different
audiences?

How is this perceived by you?



OTIC

“Auditory, hearing” — W ebster

T he English language is complicated. W ords that
sound the same can have different meanings.

Dam Damn
R ight Wrrite
-air -are
_le _ye
Pair Pear
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& What do you hear
=2

A)lt's 10:42
B) It's 18 til” 11

Both use very different words, yet are saying the
same thing. Both have different connotations.

A) Connotes an earlier time
B) Connotes a later time

Plan your dialogue to achieve your goals



How doyou “SAY IT”

T he same words can be perceived very
differently.

Fastv. Slow
Soft v. L oud

| nflection

W hat is the best way from the metrics and
research to deliver your verbal message?



& NARRATIVE . _
- “Tdlingthe’story’” | |

e “TextTalk”. We all have our professional
dialects and acronyms, which we will
understand. D oes our audience?

« Arewe “framing” our story in a context that
can be received and understood by our
audience, exactly as we understand it?
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.~ Verbalv.Words on Paper
L=

e “Paint” a picture for either speech or
text, it's worth 1,000 words

e Say what you're going to say
e Say it

e Tell them again what you said
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The Narrative and
Painting by Numbers

T he City of M ontebello needs money to
upgrade their signs.

ﬁ

ontebello 4>

- [Mcrry park &9

SOFTAACL WSRDBALL 823-121-3072
Dl S




Painting by Numbers

City Gets Money

R evenue
$70,000/ year v.
10% of revenue

R evenue
$75,000/ yr.



D) Bringing out your
& Inner M.O.R.O.N
L=

E xercise awareness and follow your | nner
MORON-

M etrics: managing the information and context
O ptics: organizing and visually painting a picture
R esearch: your roadmap to success

O tic: optimizing your words and delivery

N arrative: N egotiating the nuances of your message



% Without paying attention to
©  ourlnner MORON:-we risk:
=)

 Misunderstandings

e Deal fatigue

e L oss of interest by all parties
 Wasted time and money

T herace to the finish lineis not always
won by the fastest.

It's won by those that take the time to
bring out their INNER MORON®!



450 Chadbourne Road, Suite G
Fairfield, CA 94534
707.639.1000
www.terraadvisors.net

ssheldon@ terraadvisors. net
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