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Richard O. Young: How Audiences Decide: A Cognitive Approach to Business Communication before
purchasing it in order to gage whether or not it would be worth my time, and al praised How Audiences Decide: A
Cognitive Approach to Business Communication:

0 of 0 people found the following review helpful. Move over Minto this book will help you cut to the chase and
deliver words that work.By AkbotFrom business plan pitches to direct marketing appeals this book covers how people
make decisions and how to present relevant information in aform that supports their decision process. L oaded with
research and practical examples this book will help you understand how to be "easy to do business with." Worth the
price.

How Audiences Decide: A Cognitive Approach to Business Communication is a comprehensive introduction to


http://f3db.com/pub/links.php?id=B004VEJSAY

persuasive communication in the context of business. ??It summarizes relevant theories and findings from the fields of
cognitive science, social cognition, leadership, team cognition, psycholinguistics, and behavioral economics. 7By
illuminating the thought processes of many different audiences, from consumersto Wall Street analyststo CEOs, it

hel ps communicators better understand why audiences make the decisions they make and how to influence them.? The
book covers a broad range of communication techniquesmdash;including those concerning persuasive speaking and
writing, interviews and group meetings, content and style, typography and nonverbal behaviors, charts and images,
rational arguments and emotional appeal smdash;and examines the empirical evidence supporting each of them.

About the AuthorDr. Richard Y oung is Associate Teaching Professor of Management Communication at the Tepper
School of Business at Carnegie Mellon University. A regular presenter at the Management Communication
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