Chapter 2: Planning and Writing Business Messages
A) Steps in the writing process
· Prewriting: assessing the purpose, audience, and most appropriate channel for the communication
· Organizing and outlining: mapping out the most strategic and logical arrangement of ideas and details
· Drafting: composing the actual message by choosing the precise wording and the style of organization 
· Revising and editing: evaluating your draft from the pov of your readers to check for completeness, coherence, accuracy, consistency, conciseness and appropriateness of language, and organization. Revising and editing represent last chance for improvement.
· Leaving out any step could lead to miscommunication
· Effective writing involves the making of informed decisions

· Message Planning

· When writing a document, only have 1 chance to get your message across accurately and with impact. 
· Planning contributes to business communication that is:
· Purpose-driven: business communication has a specific purpose, whether it be to convey info or solve a problem
· Audience-focused: profile their audience and shape each message accordingly 
· Concise: present ideas clearly and courteously 

· Prewriting
· Analyze context in which your message will be receive:
· Identify the primary purpose of your document
· Estimate the scope of the subject you must cover
· Determine your receiver’s needs
· Select the channel that is most appropriate for your message
· Collect the info you plan to exchange

a) Purpose: 
· Often one or 2 purses: to inform (most common) or to persuade
· E.g : request/provide info, create a record, explain a policy, give instructions, persuade or encourage an action, convey good wishes
b) Scope:
· Scope: the breadth or limitations of a document’s coverage
· Scope can help remove irrelevancies
· Too many details VS too little
c) Audience Profile
· Most messages are sent with a specific audience in mind
· Not uncommon to message people you may never see face to face
· Evaluate organizational culture of audience and cultural environment
· Can make few educated guesses
· Audience analysis: the process of assessing the needs and knowledge of readers and listeners and adapting messages accordingly (sometimes done unconsciously)
· Asking these questions can help:

· What are the receiver’s responsibilities and position?
· What are the receiver’s attitudes, interests, and questions? (level of importance of message to the receiver)
· What is your experience with the receiver?
· How much does the receiver know about the subject?
· What is the receiver’s likely response?
· What words define your relationship with the receiver? (I,you,we)
· Is there more than one receiver?
· Primary audience: the intended receiver of a message, the person or persons who will use or act on a message’s information
· Secondary audience: anyone other than the primary audience, who will read a document and be affected by the action or decision it calls for
· Do you need to adapt your message for an international receiver? (receiver’s background, beliefs)
· Does the receiver have particular expectations? (receiver may intend to use message in a particular way)
· Reader benefits: the advantages the reader gains by complying with what the writer proposes in buying products, following policies, or endorsing ideas.

d) Medium or Channel: the physical means by which an oral or written message is transmitted
· Medium we choose has the power to influence how your message is interpreted
· Factors to assess which channel is best:
· Accuracy of transmission required (technical difficulties)
· Speed of transmission required (time-sensitive: telephone, text, email, voice mail)
· Cost of the channel (depending on its importance and urgency)
· Need for a permanent record (policies, legally binding)
· Detail of the message (complex message= avoid telephone/ written communication better)
· Importance of the message (certain channels project more authority)
· Privacy required (e-mail UNSUITABLE means to transmit confidential info)
· Size and location of the audience
· Level of formality required (telephone, face2face immediate response)
· Immediacy of the feedback required  
· Level of control over how the message is composed (e-mail, letter better)
· Richness of the channel(face2face convey empathy and sensitivity )
-Richness: a quality of the types of cues by which meaning can be derived from a message
· Preferences of your organization 
(p43, channels and their benefits)
e) Content Generation
1) Brainstorming: a method of generating content by listing ideas as tey come to mind/Stimulates creative thinking
2) Mapping or clustering: a method of generating content by visualizing the main topic and its subcategories (conceptual map)
3) Asking questions: The 5 W (who, what. where. when  and why)+ How  These are journalistic questions

· Organizing and outlining: the process of arranging info for clarity and impact
a) The sequential method of development: a method of organization describing the arrangement of steps in process
b) The chronological method of development: a method of organization that describes events in the order in which key occurred
c) The cause and effect method of development: a method of organization that links events with reasons for them.
d) Outlines: a framework for a document, showing its divisions and elements. Outlines help detect errors in logic and coherence
· Usually the topics are separated in 3 to 5 major categories 
· Drafting: the preliminary writing of a document
· Long documents, may write intro last
· Shorter messages, opening may reveal the primary purpose
a) Overcoming Writer’s Block: a psychological state of being unable to being the process of composition out of fear or anxiety over the communication task
1) Start early
2) Work on a computer
3) Talk it out (what am I trying to say here)
4) Skip around
5) Take a break
6) Practice freewriting: a method of generating content based on unstructured writing and the recording of ideas as they come to mind.
7) Adopt a positive attitude to writing : a means towards achieving professional goal

b) Writing under pressure
1) Allocate your time
2) Keep distractions to a minimum
3) Get the most from word-processing software
4) Take a few seconds to plan the structure
5) Remember your reader
6) Go with flow
7) Leave refinements for revision

· Revising and editing 
· Revising: the process of reviewing and making changes in a draft document—adding, deleting, reorganizing, or substituting—to transform it into a finished document
· Editing: the process of checking a writing draft to ensure it conforms to standards of good English, style and accepted business-writing practice. 
· R & E represent the now or never phase.
· Always keep your prewriting goals in mind
· Revision:
1)  Work from a paper copy of your draft
2) Reduce your reading speed
3) Look at your document from the reader’s perspective
4) Make several passes over the draft
5) Read your drat aloud
6) Use spell-and grammar-checker, but respect their limitations

· Editing:
· Accuracy
· Conciseness
· Completeness
· Structure and coherence
· Sentence and paragraph construction
· Consistency and format
· Readability, word choice, and punctuation (level of difficulty)
· Grammar, spelling and punctuation
· Typographical errors

B) Collaborative writing : the process of writes working together to create finished reports, proposals, and other important documents.
a) Practice active listening
b) Designate a team coordinator
c) Do up-front planning
d) Agree on writing-style standards
e) Use technology to overcome constraints of physical location
f) Determine who is responsible for each segment of the document
g) Foster a spirit of co-operation
h) Harmonize writing styles





