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House on Fire
STUDENTS LEARN ON A "NEED TO KNoW”~ BASIS. D
TAKE TIME TO EXPLAIN THE RELEVANCE OF IT.
THEIR HOUSE 18 ON FIRE—THEY WILL LI

morns who made growing up v
his mom using over and over
him to do something, or when

times. It's true, by the way. There
rough our filters and cause our ears

to tmgle and our min chologists tell us that humans perceive
s fear, hope or pleasure. When those three
items are ATH b eople tend to tune in. Obviously, we all want

all want to receive pleasure or be improved. A
fire!” naturally qualifies as a topic we need to listen
i world today, however, because the average person receives over
essages a day, most messages don't get through.” In addition,
on via texts, phone calls, Twitter, email, LinkedIn, Facebook
edia outlets. Add to this radio, YouTube and other Internet
s actual face-to-face conversations, and you have over one thousand
ing at you every day. (It makes me weary just thinking about it.) The
ost of us couldn't possibly process all the messages thrown at us. We'd be
overwhelmed and would shut down. So what do we do? We create mental “filters”
to screen out any information that seerns irrelevant. It’s a coping mechanism nearly

all of us have developed like a muscle. That muscle is pretty strong, too.
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This reality makes it challenging to “get through” as a communicator. Even good
speakers get turned off or tuned out. That's why great ones take the first few
minutes of their speaking time and lighta “house on fire.” Not literally, of course,
but they take time to cover the “why” before they get to the “what.” Why is this
message so important for the audience? Good speakers know they must create
incentive for their listeners to stay with them as they talk. They know that people
{and especially students) learn on a “need-to-know” basis. When they fe
need to know, they will listen.

I know two math teachers who performed a little experiment that

incentive proved valuable. Both student eng
measurably higher than with the first teg

¥ topic is important. It must be
joritize it. When it isurgent,

In our world, it isn't enough to si
urgent as well. When something isi
they rush toact. For most people, mo

hange when they:

re under them. Speakers must create the same motivation in people
that occurs when...

» They're starving.

» They're scared.

» They have to go to the bathroom.
*» They're thirsty.

* They're exhausted.
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These are motivating realities that cause a sense of urgency inside a person. They're
llustrations of how communicators must light a fire underneath their listeners.
Audiences must feel that it's urgent to listen and act on what the speaker is saying.
Otherwise the information will get lost in the filter. T'his means speakers must warn
them of danger if they don't act; cast vision of what could be if they do act; share
the benefits of action; and equip them to know how to act.

CREATING A DILEMMA

Letme put this another way. Effective cornmunicators create
listeners that they will resofve within their talk. The dilemma
audiences have no incentive to listen. Their minds may be in a mi

solved—suddenly, people are all ears. Putting th
The ancient Chinese used a little analogy

person to action. They believed our wi
The names of those two horses are t
these horses moving together—yo i i i e must create is
both logical and emotional; it igd;

The story is told about an Al 2 me, when Coach Bear Bryant was
coaching the Crimson Tide. It i
quarterback was insgaucted to ke

Since the defense

ground and run out the clock.
uarterback decided to throw a pass
worst nightmare was realized. He not only
hands of the fastest man on the opposing

Just befordgiie cd ] ack actually caught up to him and tackled him.

i il a went on to win after all. Afterwards, however,
questioned by the opposing coach: “How could your quarterback
e back? He’s faster than anyone on the field!”

r listeners. When we can communicate incentives and create a sense of
urgency, action is sure to follow. It’s amazing how fast people will act when a house
is on fire.
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Tark It OvER

1.In our day of unprecedented opportunity, why do you believe so many
people need us to light a fire underneath them or “set their house on fire”
to get them motivated?

2. Why does feeling overwhelmed paralyze some people from doing anything?

3. Can vou name some tfimes in your past that someone provided motivag
i your p P
you to act by setting your house on fire? What did they say?

4. In what context could you put this Habitude to use right awayy

AsseEss YOURSELF

How well do you provide incentive before you provide rnation to peopler
you create a sense of urgency? Using the scale from

score and 10 being the highest, evaluate yourg

1.1 think about who's listening and
< 1 2 3 4 5 &6

2.1 always provide the “why” FQtlle “what” when [ speak
< 1 2 3 4

=

raportant response when I speak

7 8 9 10 >

m'of people and determine the most important message you'd
te to an audience. Together, craft the best approach:

the objections they might have to acting on your message?

» What are the biggest incentives they might have to acting on your message?
» What are the toughest hurdles they must jump to act on your message?

» Whatare the initial steps you want them to take in response to your message?

Next, lay out the best approach to “lighting the house on fire” and outline the
“why” behind your message before you outline the “what.” Practice on your team
and discuss your effectiveness.
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