2006 Annual Convention Recap
Communicating Your Value Proposition
Effectively-Directly or Through the Media
By Sylvie Sadarnac-Studney, Principal, Kedrika Communications
Communicating effectively
can make the difference between getting an assignment
and getting passed over.
Between being perceived
as a valuable resource and
being just another disposable commodity. But how
do you go about influencing
the perception others have
of you? How can you make
your value proposition resonate with those you are trying to reach? What should
you say to attract and retain
clients?
We live in an age of over-communication. Blogging,
podcasting, and its young cousin, “vodcasting” — not to
mention blast e-mails — attempt to beguile us on a daily
basis, right on our desktop. Add messages we are exposed
to from traditional sources (newspapers, magazines, and
24-hour cable channels, to name a few), and it is no surprise if we reach saturation point by mid-morning!
And if it weren’t bad enough, consider this: you have
nine seconds (the length of a sound bite), or five words in
the subject line of an e-mail, to get someone’s attention.
That’s right: Just nine seconds, or five words, to make
your case. It may be the only “9 to 5” rule you’ll ever
want to stick to, but it’s not an uplifting one...
What are you to do? Your first step is to articulate a
strong value proposition: You must shift your focus from
talking about how “great” you are to what you can do for
someone, and what that person will gain from using your
services. A value proposition that has traction should be
clear, specific, and detailed on tangible benefits to the client.
You can’t communicate your value proposition clearly, however, without having developed attention-grabbing messages. To connect with your target audiences,
you have to know what to say, how to say it, and when.
You have to frame the issue in terms they readily understand. In other words, you need to build a solid positioning foundation.
Positioning starts with fundamental questions:
_ Who and what am I, and what is my organization?
_ What do I do, and to what benefits?

_ What are my strengths?
_ What are my weaknesses?
_ What are my goals?
_ Can I sum up my business in a sentence or two?
_ Why should my prospects and clients care about
me?
That last question may be the most important to
answer. If you are unable to make your prospects care
about you and your services, then you have no chance
of closing the sale. A clear positioning statement should
make prospects want to do business with you. In addition
to strengthening your reputation, positioning differentiates you from the competition and allows you to create a
perception in line with your reality.
Only after you have done this preliminary strategic
work will you be able to define yourself and your organization in terms that “stick.” Keep in mind the following six
golden rules when developing your message:
1. Use strong, descriptive words to define your value
proposition
2. Be “you-centric”: It’s all about the client, not about
you
3. Be precise and consistent with the words you use
4. “Massage” your message — you need to sound
genuine when you deliver it
5. Practice variations of your message — and practice
some more
6. Reinforce your message with strong materials and
awareness-building tools
Earlier, I briefly referred to the plethora of vehicles
available beyond the traditional print solutions. Not all of
them are appropriate for your business, and some of them
can be downright tricky (blogging in particular is both a
fleeting and permanent medium that could be detrimental
if you don’t dedicate time and effort daily to managing the
information properly).
A more constructive way to go about communicating
your message is to develop a comprehensive visibilitybuilding strategy and work with third parties, including the
media. A good media strategy can do wonders for your
reputation, credibility, and business growth.
And before you protest that you will never have to
work with the media — it’s not the nature of the busi-
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ness, you may say — think about this: You could be part
of someone else’s media coverage — by happenstance,
or as a partner. You could experience a natural disaster
or man-made catastrophe that pushes you to the forefront of the news. Being exposed without a plan is never
a good idea. Better be proactive and on message than
spend valuable time and resources chasing and correcting
misconceptions.
Implementing a P.R. strategy is smart business. It is,
however, a lot of work. Unlike advertising, which uses tools
that are “pre-packaged” (ads typically tout your services
in your own words, and even if they include third-party
endorsements, like client testimonials, they are “fixed” in
time and on paper), public relations relies on interaction
with a third party — in most cases, a reporter. It requires
that you be personally involved. Preparation, therefore, is
crucial: You will need to sharpen your presentation skills,
attend media training seminars, practice your messages
ad nauseam, and make yourself available to reporters on
their time — not at your leisure.
When dealing with a reporter, you must understand
who you are talking to and remember who you are trying
to reach. The reporter, after all, is your conduit to your
“real” target audience. If you are not careful in your message delivery, you may leave yourself open to misinterpretation.
Working with the media does not guarantee exposure, but at a minimum, it will confirm your position as an
expert in your field.
And while you may be reluctant to spend money on a
full-service public relations firm to help with both strategic
thinking and execution of tactics, remember that investing
time and effort into public relations, like the stock market,
pays off in the long term.
Ultimately, it boils down to a simple truth: Communicating effectively is your foundation for success. Who can
turn down an opportunity to grow?
Sylvie Sadarnac-Studney is principal of Kedrika Communications, a strategic communications firm dedicated
to helping organizations position themselves for success
(www.kedrika.com). Turning messaging into a businessgenerating tool, Sylvie helps clients demonstrate their
value proposition, increase their visibility, and strengthen
their reputation.

“Time is money” isn’t that what people say? It is no
different in the world of court reporting. Whether you
save time by learning editing shortcuts or writing realtime for yourself so you can edit the job during breaks
— CATalyst4 features can save you money. Let’s look at
just a couple of features designed to do just that — save
you money!
Zip & e-mail “zips” the selected files (whether it be a
transcript to a scopist or an ASCII file to your office or a
client), allows you to name the zipped package, and then
opens your default e-mail package with the zipped package already attached. Just select who you are sending the
file to and write your message and click Send. No more
opening your e-mail package, going through the attachment process and trying to find the file. This powerful feature is available at Manage Jobs from the File menu.
Compress and e-mail is another time saver. Does your
client want a compressed print version of the transcript emailed? The Compress and e-mail feature is the answer.
Simply select the Compress and e-mail feature, select the
job, select the compressed print configuration (four pages
on a sheet, three pages and a note area, etc.), and name
the zip package. Can’t remember whether there is a concordance index or not in the job? Check the Build Concordance Index option, and CATalyst4 only creates the
concordance index if there isn’t one there already! And,
let’s not forget that it opens your default e-mail package
with the zipped file attached just waiting for you to select
who to send it to and type your message. Compress and
e-mail is available in Manage Jobs under the File menu.
Print to PDF is available in the Print dialog box. No
extra software to download, it is built into CATalyst4. PDF
is an acronym for Portable Document Format. Why PDF?
It is a very quick and accurate method of making an exact
copy of a document (transcript) that (in most cases) cannot be altered. But it gets better! You can digitally sign a
PDF and control whether the PDF can be printed and/or
allow copying/cutting and pasting from the PDF. A “digital
signature” is a certificate that states who the document
came from — it isn’t a likeness of your signature on the
certificate page. Although, you can do that too! You would
purchase a digital signature certificate for about $20 a
year, and then when you print to PDF, you can digitally
sign your transcripts.
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