Chapter 1

Getting the Message Across

-Elements of the changing workplace

· The knowledge economy (we have moved from a resource economy to a knowledge economy)
· Flatter organizations (less hierarchic)
· Business on a global scale (the world’s economy is becoming increasingly global Ex: outsourcing, offshoring, freeflow of information, amplifiers (cellphones/Wi-Fi/Chips))
· More diverse employee base (cultural diversity)
· Team work environments (Skype/video conference)
· Advancing communication technologies (email/wireless devices/sms/voicemail/video conference/powerpoint)
· Connectivity through Web 2.0 technologies and 3D virtual worlds (social networking platforms)

-Non-verbal communication is a communication that does not use words but takes place through gestures, eye contact, and facial expressions

-A channel is a communication pathway or a medium over which the message travels

-Noise is an example of a communication barrier

-Some barriers to effective communication are:

· Channel overload: inability to carry all the transmitted messages 
· Information overload: receiver cannot process all messages due to the increasing number/ too many messages or information at the same time
· Emotional interference: strong feelings, joy/anger/hostility/resentment can interfere with the ability to communicate objectively; prevent a person to encode or decode properly
· Semantic interference: caused by ambiguity, jargon language or dialect differences (this type of misunderstanding is known as Bypassing)
· Physical and technical interference (computer crashes, phone lines jam, cellphone connection fade)
· Mixed messages and channel barriers (1-conflicting perceptions of a signal or message that may result in miscommunication 2-innapropriate choices of channel that impede communication)
· Environmental interference

-Bypassing: misunderstanding that results from the receiver inferring a different meaning from a message based on the words that are used

-Non-verbal communication: communication that does not use words but take place through gestures, eye contact, and facial expression
 
1. Repetition (pointing at the computer)
2. Contradiction (what you say non verbal)
3. Regulation (tapping on a shoulder to start conversation)
4. Substitution (actions speak louder than words)
5. Accenting and complementing (amplify and tone message)

Encoding (emotional expressivity)
Decoding (emotional sensitivity)

-Proxemics: the study of the use and perception of space (space between people during a conversation)

-Chronemics: the study of time in non-verbal communication

-Paralanguage (vocalics): non-verbal vocal qualities of communication 

-Body language (kinesics): non-verbal communication conveyed by gestures, eye contact, posture, and facial expressions

-Internal communication: communication through the channels of an organization

-External communication: communication with audiences who are part of an external environment

Both internal and external communication must follow standards and ethics

-What you say reflects on the company and affects those around you. It is important to remember that written documents can also be used in court and are considered legal contracts

-Cross-cultural communication: not everyone shares our views of what is culturally appropriate

-Key rules for international communication:

1. Respect others
2. Awareness of what the other cultures values
3. Patience for possible misunderstanding
4. Avoid slang and clichés that may not make sense to others

-Low-context cultures: cultures that favour direct communication and depend on explicit verbal and written messages exclusive of context
Ex: North America, Germany

-High-context cultures: cultures in which communication depends not only on the explicit wording of a message but on its surrounding context

-Privacy and changing workplace

In Canada, the major piece of legislation covering privacy issues is called PIPEDA or the personal information protection and electronic documents act of Canada

-Active listening: listening that demands close attention to the literal and emotional meaning of a message and a level of responsiveness that shows the speaker the message was both heard and understood 

-Cognitive dissonance: the tendency to reject messages based on personal value system
-Formal communication network: a system of communication sanctioned by organizational management

-Formal communication channels: facilitate the flow of information through an organization’s hierarchy
-Informal communication network: unofficial internal communication pathways that carry gossip and rumours that may be accurate or not (also known as a grape vine)

-Internal communication goes through the channels of an organization 

-External communication involves audience members who are not part of the writer’s organization

-In active listening, the listener pays close attention to the literal and emotional meaning of the message and responds in a way that tells the speaker that the message was heard and understood

-3 types of information flow in an organization are:
1. Upward
2. Downward
3. Horizontal

-Horizontal communication flow: enables individuals at the same organization level to share ideas and exchange information

-Downward communication flow: channels information from superiors to subordinates

-Upward communication flow: channels information from a subordinate to superiors

-Business ethics are socially accepted moral principles and rules of business conduct

-A libel is a false published statement that is damaging or injurious to a person’s reputation

-In a high-context culture, communication relies heavily on non-verbal, contextual, and shared cultural meaning; they do not say No, and meaning depends on how something is said; social standing is important. 

-In a low-context culture, meaning depends on what is said, not the context; No is said directly, and individualism and self-assertion are valued

-The ability to communicate effectively is a soft skill
 
-Soft skill: social, interpersonal or language skill that complements a person’s technical skills

-Hard skill: technical skill a person requires for a specific job

-Benefits for those who can apply them:

· Enhance problem-solving and decision making
· Increase efficiency, workflow, and productivity
· Improve professional image, business relationships, and dynamics

-Communication: a transactional and relational process involving the meaningful exchange of information

Latin root “common” = common thoughts

-Communication theory: a system of ideas for explaining communication

-Rhetoric: the use of language to persuade an audience (art of discourse)

-Semantics: the study of words and symbols we choose (qui concerne le sens des mots) 

-Semiotics: the study of how meaning is assigned and understood (Science des systèmes de signes de communication qu’ils soient linguistiques ou pas)

-Cybernetics: the study of how information is processed and how communication systems function
-Communication can be understood in terms of being:

· Situated: it is embedded in a particular environment or socio-cultural context
· Relational: it involves the ability to interact effectively and ethically according to what is needed at a given moment
· Transactional: it is a co-operative activity in which people adapt to one another 

See TRANSACTIONAL COMMUNICATION MODEL























Chapter 2 
 
Communication for employment

-Planning contributes to business communication that is:

· Purpose-driven
· Audience-focused
· Concise/Precise

Prewriting

· Identify the primary purpose of the document 
· Estimate the scope of the subject you must cover
· Determine you receiver’s needs
· Select the channel that is more appropriate for your message
· Collect the information you plan to exchange 

-Most businesses communication has only of two purposes: 

· To inform, which is the most common purpose
· To persuade

-Messages may have multiple purposes

-Scope: the breadth or limitations of a document’s coverage

-Audience profile: most messages aren’t just communicated they are sent with a specific audience in mind even if that audience is large or a dispersed one

-Audience analysis: the process of assessing the needs and knowledge of readers and listeners and adapting messages accordingly

-Primary audience: the intended receiver of a message- the person or persons who will act on a message’s information

-Secondary audience: anyone, other than the primary audience who will read a document and be affected by the actions or decisions it calls for

-Reader benefits: the advantages the reader gains by complying with what the writer proposes in buying products, following policies or endorsing ideas

-Medium or channel: the physical means by which an oral or written message is transmitted

For a message is its vehicle of transmission. Choosing the best channel depends on its appropriateness to the messaging situation and your purpose in communicating 

-Richness: quality of the types of cues (verbal/visual) which meaning can be derived from a message 

See page 42

-If your message is complex or highly detailed, you should avoid channels such as telephone or voicemail that cannot accommodate a high level of detail or precise wording written communication is better for this purpose

-Email is an unsuitable mean to transmit confidential information or private messages

-Channels such as email are effective for communicating with a large, dispersed audience. When travel is impractical, video conferencing can bring together people who are spread out geographically

-The medium or channel you choose has the power to influence how your message is interpreted. Each channel has its own specific advantages and drawbacks

-Journalistic questions: the essential questions (the 5 Ws /who, why, when, where, how) that frame journalist’s inquiries as they focus and prepare their stories 




-4 major steps in the writing process

1. Prewriting: the process of gathering ideas and establishing the purpose, audience, and channel for a message
2. Organizing and outlining: the process of arranging information for clarity and impact
3. Drafting: the preliminary writing of a document
4. Revising and editing: 1- the process of reviewing and making changes in a draft document-adding, deleting, reorganizing or substituting-to transform it into a finished document 2- the process of checking a writing draft to ensure it conforms to standards of good English, style, and accepted business-writing practices

-Freewriting: a method of generating content based on unstructured writing and the recording of ideas as they come to mind

-Outline: a framework for a document, showing its divisions and elements

-Collaborative writing: the process of writers working together to create finished reports, proposals, and other important documents

Practice:

· Active listening
· Designing a team coordinator 
· Doing up-front planning

-Some things you need to consider before choosing a medium or channel for message transmission are:

· Accuracy
· Speed
· Cost
· Detail
· Importance
· Privacy

See pages 41-42

-4 methods for organizing and outlining material are:

· The sequential method of development
· The chronological method of development
· The general to specific method of development 
· Cause-an-effect method of development 

-Sequential development: a method or organization describing the arrangement of steps in a process

-Chronological development: a method of organization that describes events in the order in which they occurred

-Cause-an-effect development: a method or organization that links events with the reasons for them

-It is important to consider your audience when writing a message so that you include appropriate details and adapt the message accordingly

-Writer’s block is a temporary inability to express one’s thoughts because lack of inspiration. Ways to overcoming writer’s block:
· Start early
· Work on a computer
· Talk it out
· Skip around 
· Take a break
· Practice freewriting

-Some effective ways of revising a message include:
· Using a paper copy
· Reducing your reading speed
· Looking at the document as the reader, not the writer
· Reading you draft aloud and reading it repeatedly
· Using grammar checkers

-If you are writing in a group, you can write effectively by:

· Listening
· By having a team leader
· By planning on what needs to be written and who will write it 
· By agreeing on a writing style

























Chapter 3 

Business Style: Word Choice, Conciseness, and Tone

-Plain style language: a style of writing that places value on simplicity, directness, and clarity 

-Plain style principles:

· Use common, everyday words except for necessary technical terms
· Use reasonable sentence length 
· Use active-voice verbs and phrasal verbs 
· Use personal pronouns (I, you, we)
· Use unambiguous language
· Place the subject as close as possible to the verb 

-Ways of improving your writing style include replacing clihés and retiring outdated expressions, eliminate slang, and avoiding instant messaging abbreviations and emoticons.

-The sentence “Our salesman will be in touch shortly with a deal you can’t resist” is exclusionary, vague, and boastful

-Ways to achieve conciseness:

· Eliminate long lead-ins
· Revise noun conversions
· Eliminate redundancies
· Eliminate or revise empty words and phrases
· Use strong, precise, accurate verbs
· Revise propositional phrases
· Eliminate filters
· Shorten multiple that/which/who clauses
· Combine shorter sentences
· Reduce clauses and phrases

-Tone is important in business writing because it conveys your attitude toward the reader and the subject matter

-It it important to stress reader benefits so that readers can see how the information concerns them and how they stand to benefit from it

-3 aspects of inclusive language:

1. Don’t make discriminatory comments
2. Use only gender-neutral job titles and salutations
3. Use masculine pronouns reasonably

-Voice: a term that describes a verb’s ability to show whether the subject of a sentence acts or is acted upon

-Phrasal verb: a verb that combines with one or more prepositions to deliver its meaning

-Pronouns: words that replace or refer to nouns

-Jargon: a term that describes (1) the specialized terminology of a technical field or (2) outdated, unnecessary words used in a business context

-Buzzwords: fashionable, technical, or computer jargon

· Bypass Buzzwords, they tend to go out of style quite quicly
· Use fewer words that end by “ize” and “ization” (heavy handed style)
· Use words derived from French but not too much 
· Avoid foreign words and phrases Ex: pro bono= for free
· Use only job related jargon

-Clichés: overused, tired expressions that have lost their ability to communicate effectively

-Slang: coined words or existing words that are informal and have meanings specific to particular groups or localities
-Acronym: a pronounceable word formed from the initial letters of other words (NATO)

· Replace clichés
· Retire outdated business expressions
· Eliminate slang
· Avoid instant messaging abbreviations and emoticons

-Concrete nouns: things knowable through the senses
Ex: resumé, annual report  

-Abstract nouns: things not knowable through the senses 
Ex: loyalty, justice

-Idiom: a word or phrase that has a meaning different from its literal meaning

-Analogy: an explanation of the unfamiliar in terms of the familiar (can be found in an appendix)
Ex: brain drain

-Noun conversion or normalization: verbs that have been converted into nouns with the addition of “ment” or “tion” endings 

1. Provide specific details that help readers act on information and requests 
2. Quantify facts and avoid vague qualitative statements
3. Avoid ambiguous and non-idiomatic expressions
4. Use comparisons and analogies to clarify
5. Avoid libellous language
6. Avoid noun conversions or normalizations (makes your writing weak and wordy)

-Active voice (use as much as possible): a writing style in which the grammatical subject of a sentence performs the action
Ex: the script of the speech should be edited and double spaced

-Passive voice: a writing style in which the grammatical subject of a sentence is acted upon
Ex: edit and double space the script of the speech

-Prepositional phrase: a phrase beginning with a preposition and functioning as a modifier
 
Wordy: An error in computation was discovered in the report from last spring
Concise: A computational error was discovered in last spring’s report

-Expletive construction: a phrase such as there is/are or it/was at the beginning of a clause, delaying the introduction of the subject

-Tone: the implied attitude of the author to the reader, as reflected by word choice

-The use of tone in business communication is crucial to the message. This means that you need to pay attention to the words you choose.
 
-Denotation: a word’s literal or dictionary definition

-Connotation: a word’s implied or associative meaning, often coloured by emoticon (synonyms)

-Formality: the level of writing, whether the writer is using the appropriate register based on an observance of the rules and conventions of writing

-Personal style: a style of writing that seems warm and friendly based on its use of first-and-second-person pronouns

-Impersonal style: a style of writing that seems objective and detached based on its use of the third-person pronouns

-You-attitude: a writing style that focuses on the reader rather than the writer

-We-attitude: a writing style that focuses on the shared goals and values of the writer and reader(s)

· Tune in to word connotations
· Keep your style conversational 
· Select the right level of formality: personal and impersonal style
· Be positive (the glass half empty or half full/Avoid negative wording for positive or neutral ideas or double negatives) 
· Stress reader benefits and relevance
· Be polite
· Use inclusive language
-Don’t make discriminatory comments
-Use only gender-neutral job titles and salutations
-Use Masculine pronouns reasonably
· Write with confidence
-Use definite, forward-looking language
-Don’t make unnecessary apologies
-Use strong, assertive phrasing rather than “weasel words” Ex: perhaps, hope, trust, some ways, tend, seems, possibly
-Be knowledgeable and informative
-Guard against overconfidence

-Salutation: a greeting at the beginning of a letter: “Dear Ms. Gill”















Chapter 4

Business Style: Sentences and Paragraphs 

-3 ways to improve sentences variety 

1. Vary the rhythm by alternating short and long sentences 
2. Turn clause into a prepositional phrase
3. Convert a sentence defining or describing something into a phrase or clause

-Sentence written in a parallel form: We ordered nails, packing tape, and paper

-Ways to emphasize point in a written message
1. Use eye-catching, mechanical devices
2. Use punctuation 
3. Use formatting 
4. Use style, such as short, emphatic sentences

-The company is currently undergoing a substantial transformation. We are unsure at the present time whether people will all retain their positions some people may be offered an early retirement package. At this point, the decision will be made at some time in the future. 

-3 ways of improving the paragraph are to correct the spelling, fix the run-on sentences, and eliminate the vague passive voice.

-Situations where active voice is appropriate: to state good and neutral news clearly and directly, or to emphasize the doer of an action. 

-Situations where passive voice is appropriate: 

· To conceal the doer of an action when that information is unimportant, unknown, or harmful
· To de-emphasize negative news
· To show tact and sensitivity
· To reduce intrusive first-person pronouns
· To maintain consistency or avoid awkward shifts in focus

-If the information is placed in the middle, you de-emphasize it

-If you want to focus on the fact that you are giving bad news, place that at the beginning of a message. If you want to convince them of the validity of the reasons for your bad news, begin with the explanation for the bad news and then deliver the bad news itself

-He ran in the marathon. Despite the fact that he had an injured knee
Corrected sentence: He ran in the marathon despite the fact that he had an injured knee

-The cat sat beside me drinking coffee is incorrect, it has a modifier error, making it sound as though the cat were drinking the coffee

-3 potential problems to check for when proofreading

1. Accuracy of names, facts, and figures
2. Appropriateness of format
3. Correctness of grammar, spelling, and punctuation 

-Clause: a group of related words containing a subject and a complete verb; when it delivers full meaning it is called an independent clause; when it doesn’t deliver full meaning by itself, it is called a dependent clause

-Independent clause: a clause, containing a subject and complete verb that functions on its own as an independent grammatical unit
Ex: The program cost more than we expected 

-Dependent clause or subordinate clause: a clause that cannot function on its own as an independent grammatical unit
Ex: Although the program cost more than we expected, it has improved company morale
Ex: The program, which cost more than we expected, has improved company morale 

-Simple sentence: a sentence containing one main or independent clause

-Simple sentences are straightforward and emphatic. The shorter they are, the more emphasis they have. 2 drawbacks 

1. May not fully show relationships among ideas
2. Can be flat, boring and monotonous

-Compound sentence: a sentence containing two or more independent clauses joined by one or more coordinating conjunctions

-Complex sentence and compound complex sentences: a sentence containing one independent clause and one or more dependent clauses
 
They are best at showing the relative importance of ideas and encompassing details
Ex: Although the e-business seminar has been cancelled, you will have another opportunity to learn about e-business issues at a series of lectures scheduled for April

-Prepositional phrase: a phrase beginning with a preposition that sets out a relationship in time or space
1. Very the rhythm by alternating short and long sentences
2. Turn a clause into a prepositional phrase
Ex: With recent support from upper-level management, the plan will include extended health benefits
3. Convert a sentence defining or describing something into a phrase or a clause
-Use commas to set off the descriptive phrase or clause-called an appositive-from whatever it follows and renames

-Appositive: a word that renames a preceding noun

-Parallelism: the use of the same grammatical forms or matching sentence structures to express equivalent ideas 

-Shouting: the largely unacceptable practice of typing a message in block letters

Too many bolded letters, italics, and font sizes and style can make a serious document look crude and amateurish, much like a cut-and–paste ransom note
· For maximum impact, put important facts first or last
· Use short, simple sentences to spotlight key ideas
· Use tags and labels to flag important ideas
· Present important ideas in the list form
· Use precise and specific words to identify the main point
· Repeat key words in a series for rhetorical effect

-Emphatic: showing or giving emphasis

· Use complex sentences to de-emphasize bad news 
· De-emphasize unpleasant facts by embedding them 

-Sentence fragment: a portion of a sentence that is punctuated like a complete sentence but does not deliver full meaning

-Fused sentence: two or more independent clauses erroneously run together without the use of required punctuation or coordinating conjunctions
-Comma splice: the error that occurs when two independent clauses are connected with nothing more than a comma

-Modifier: a word or a group of words that describes or gives more information about another word in a sentence

-Modifiers need to be placed properly. While some misplaced modifiers are commonly seen and easily understood (such as ”I’ll have a hot cup of coffee” instead of a “cup of hot coffee”), others are confusing and can also be misleading. 
 
-Elliptical construction: a sentence structure that deliberately omits words that can be inferred from context 

-Faulty predication: an error involving the illogical combination of subject and verb 





Chapter 5

Memorandums, E-mail, and Routine Messages 

-Memo: a specially formatted document that is sent to readers within an organization

-E-mail (electronic mail): messages distributed by a computerized mail service

-Header: a block of text appearing at the top of a document

-Headings: visual markers consisting of words or short phrases that indicate the parts of a document and signpost its organization

-Chunking: the grouping of items of information together to be remembered as a unit

See page 122

-Netiquette: informal code of conduct governing polite, efficient, and effective use of the Internet

-Spam: an advertising message-electronic junk mail-sent widely and indiscriminately

-Flaming: the act of sending out an angry e-mail message in haste without considering the implications of airing such emotions
General e-mail guidelines

· Keep it brief 
· Remember that e-mail is not your only option
· Compose crucial messages offline
· Follow organizational rules for e-mail
· Don’t use company email systems for personal communication
· Aim for a balance of speed and accuracy
· Avoid emoticons
· Understand that email is not guaranteed to be private
· Don’t “write angry”-Avoid flaming
· Don’t send unnecessary messages
· Protect yourself and the company

-Shouting: the practice-often considered rude-of typing email messages in upper-case letters (SHOUTING)

-Informative memo: a message to which the reader will react neutrally

See pages 130-131

-Request memo: a message that asks the reader to perform a routine action

See pages 132-133

-Goodwill message: a message that enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust and mutual understanding between the writer and recipient

See page 134

-Follow-up message: provides a record of a meeting- its time, place, purpose, and any agreements that may have been made

See page 135

-Email and memos share common characteristics such as simplicity, efficiency, and speed.
 
1. They address only one topic
2. They are brief
3. They have a header section and message section
4. Generally one page length

-If the message is longer, use headings, sub-headings, boldfacing, bullets, and lists


Memorandum

To: John Smith, Professor
From: Peter Johns
Subject: Extension deadline request

I will be unable to complete the memo assignment, which is due on April 19, 2007
Can I make an appointment to discuss this matter with you?

When we met in your office last week, on April 8, we discussed my previous difficulties meeting assignment deadlines, and we worked on some approaches that might help me manage my time better.

I am happy to report that I have found this useful; however, I am now faced with a challenge I did not expect. I had my rough notes saved on my computer and I had even started writing a rough draft. Unfortunately, I did not save a backup copy and yesterday my computer broke down and is not working anymore.

I know this seems like yet another excuse, but I really like to make an appointment with you so that we can discuss a possible deadline extension. 

I would like to meet with you in your office on Tuesday at 10:00 a.m. during your office hours. Please send me an e-mail at (email) by Friday and let me know if this is okay.

Regards, 
Full name

-It is important to apply the principles of chunking when formatting lists for memos and e-mail because the average person’s short-term memory can store seven pieces of data plus or minus two, depending on the complexity of the data. Ideally, a list should be brief and kept to a maximum of seven or eight items. Any more than that is hard to remember. 

-Knowing your netiquette (the informal code of conduct governing polite, efficient, and effective use of the internet) will help you realize that flaming (sending an email when you are angry) can have serious consequences
-Strategies for reading and processing incoming messages include:

· Scheduling time for reading and writing e-mail (be systematic, check for messages regularly, open newest email first if you have been away)
· Doing regular inbox clean-ups (file or archive emails, delete messages, update your email address book) 
· Scanning the entire list of new messages in your inbox (read messages before writing follow-up messages)
· Using filtering options and anti-spam software
· Capturing your e-mail in a recognizable records system

-Things to keep in mind when replying to email:

· Try to reply as soon as possible
· Modify your distribution list
· Don’t automatically include the sender’s original message with your reply
· Avoid indiscriminately forwarding e-mails
· Don’t be impatient for a reply
· Make provision for your absences from the office
· Protect and respect authorship

-A goodwill message is “a message that that enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust and mutual understanding between the writer and recipient”

-4 guidelines that apply to both e-mail and IM:

1. Limit the use of abbreviations
2. Use a natural mix of upper-and lowercase
3. Keep conversations to a few people at a time 
4. Set status flags to “away” or “busy” if you don’t wish to be engaged

 




Chapter 6

Routine and Goodwill

-A direct approach message is a message that presents the main point in the first paragraph

-3 steps in writing plan for direct approach messages

1. Opening
2. Middle
3. Closing
 
-Each paragraph should address only one point

-Three key elements of an order request 
1. Authorize the purchase and specify the preferred method of shipment
2.  Itemize requested merchandise using a list format
3. Close with special instructions and thanks

-Effective goodwill messages should be 
1. Personal 
2. Prompt (immediate)
3. Spontaneous
4. Short
5. Sincere

-A letter of congratulation could be a type of goodwill message to right to a colleague that got promoted

-Signature block: the inside address identifies the person and/or company to whom the letter is being sent. It includes the full name of the person receiving the letter, the person’s professional title, the company name, the street address, and the city, provincial abbreviation, and postal code.

-In a business letter, you should use a colon after the salutation (:) 
-What is the inside address, and what is included in a business letter:

-A signature block is room for your signature (after the complimentary close), your name and your title

-Complementary close: the word of formal closing (often: Sincerely) after the body of the letter and before the signature

See page 151 for effective claim letter

-Request memo: a message that asks the reader to perform a routine action

· Put the main idea first 
· Give a reason for the request or state its benefits in the second paragraph
· Introduce multiple requests or questions with a summary statement
· Anticipate details
· Strike a tone that is right for your reader
· Keep minor points to a minimum
· Use layout that focuses attention on your request
· Close in a courteous and efficient way

See page 147

-Order request: a request for merchandise that includes a purchase authorization and shipping instructions

-Claim: a demand or request for something- often a replacement or a refund- that is considered one’s due

-Adjustment: a written response to a complaint that tells the customer what will be done about the complaint in terms of solving the problem, correcting an error, granting a refund, or adjusting the amount due.

-Claim letters

1. Make your request for an adjustment
2. Identify the faulty item or problem and explain logically and specifically why your claim is justified
3. End positively and pleasantly

Se page 151

-Inquiry: a message that asks for or seeks information. (An inquiry or information response is a message that supplies information)

See page 154

-Personalized form letter: a letter in which the identical message is 
· Sent to more than one person
· It is adapted to the individual reader with the inclusion of the reader’s name, address, and perhaps other information, all of which may be stored in a database and merged with the form letter 

-Ordered acknowledgement: an informative letter that confirms the details of a merchandise purchase and shipment

1. Acknowledge when and how a shipment will be sent
2. Give details of the shipment and convince readers they have made a wise purchase
3. Use discretion is pushing additional products
4. Close pleasantly

-Messages confirming contracts and arrangements

· The terms of an agreement
· An action of transaction that has taken place, including receipt of an invitation, resumé, or report
· A decision
· Arrangement for a future event

-Claim adjustment a response to a claim letter telling the customer what your company intends to do to correct the problem

See page 160

-Goodwill message: a message that enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust and mutual understanding between the writer and recipient

-Common types of goodwill messages are the thank you letter, letter of congratulations, and letter of sympathy 

-Thank-you letter (letter of appreciation): a message thanking someone for helping you, extending hospitality to you, or doing business with your company

1. Thank the reader for what she has done, given, or provided
2. Include a few details
3. Close with goodwill or a forward-looking remark

See pages 162-163

-Letter of congratulations: a message conveying pleasure at someone’s happiness or good wishes on someone’s accomplishment

See page 164

-Letter of sympathy (or condolence): a message expressing sadness at someone’s bereavement and offering words of comfort

See page 165

-Informative letters: message that provide important/relevant information and to which the reader will react neutrally

-Some types of informative letters are neither requests nor response; instead, their purpose is explanatory. Letters in this category include announcements, cover or transmittal letters, and the instructional letter/memo

-Announcement: a message that makes something known about a company policy, event, or personnel change
-Cover or transmittal letter: an informative letter that accompanies materials sent from one person to another explaining why those materials are being sent

1. Identify what you are sending
2. Briefly summarize the attached document
3. Point out important details
4. Offer further assistance or tell the reader what happens next

-Ragged right margins: unjustified margins that end unevenly on the right side of the page

-Letters with ranged or unjustified right margins are easier to read

-Full-block letter style: a letter format in which all elements are aligned at the left margins (sin sangrar la pagina) 

-Modified-block letter style: a letter format in which the return address, dateline, complimentary close, and signature block are aligned just to the right of center page and all other elements are aligned at the left margin

-Simplified letter style: a letter format in which the salutation is replaced by a subject line and the complimentary close-except for the writer’s name and signature- is omitted

See page 171

-Complimentary close: the word of formal closing (often “sincerely”) after the body of the letter and before the signature

-Signature block: includes the writer’s name, title, and organization in a neatly formatted arrangement

See page 175

-When communicating good news, a direct-approach message is appropriate, in which you make your point right away. This type of message saves time and has an impact, but when communicating across cultures, it is important to remember that
not all people view directness in the same way, so be sure to familiarize yourself with cultural expectations before delivering the message the way you are used to.

- The format of routine and goodwill letters reflects the standards of the writer and the organization to which they belong. Well-prepared letters follow standard practices and conventions that indicate how their elements are arranged and styled. Elements to consider are letter balance and placement, as well as letter styles and layouts. In addition, pay careful attention to letter elements such as letterhead/return address, the dateline, delivery/confidential notation, the inside address, the attention line, reference line, and salutation. Additional elements include the subject line, message body, complimentary close, signature block, identification initials, enclosure notation, copy notation, and continuation page heading. Last but not least, note the Canada Post guidelines for formatting envelopes. After all of your hard work putting together the elements of a professional goodwill message or routine message, it would be a shame for it to get lost in the mail!



















Chapter 7 

Delivering Unfavourable News

-3 types of subject lines used in bad news messages, and when to use them

1. Positive, to highlight solutions in problem-oriented messages and persuade readers of benefits of potentially unpopular policies or changes
2. Neutral, to signal the topic but without referring to the bad news 
3. Negative, to command attention for serious internal problems and issues that might otherwise be ignored

-Positive subject lines can be used to announce an increase in monthly deductions for employee benefits 

-Neutral subject lines can be used in routine memos to peers and subordinates 

-Negative subject lines sometimes are used in brief e-mails alerting readers to situations for which the readers are not at fault

-Direct writing plans should be used for bad news messages in the following situations 
1. When you know the reader well enough to understand her preference for directness 
2. When the bad news is expected 
3. When critical information might otherwise escape notice
4. When bad news is not serious to the reader 
5. When it is company practice 
6. When you want to end a business relationship

-Indirect writing plan: a method of organizing a document so that the main message is delayed and presented towards the end.

-Indirect writing plans should be used in the following situations
1. When you don’t know the reader well
2. When the bad news isn’t anticipated by the reader
3. When you anticipate a strong negative reaction from the reader
 
-Buffer: a meaningful neutral statement that cushions the shock of bad news 

-An upbeat or irrelevant buffer sends the wrong message: the reader may believe that good news is coming. An effective buffer never misleads the reader. 

-The use of passive voice allows you to describe an action without identifying who performed it (and possibly assigning blame). Facts, not people who performed actions, stand out with this construction.

-Bad news messages should include contact information only if you want to invite further contact. However, if further correspondence is unnecessary, do not invite it.

-As long as your apology does not admit fault or liability, a well-worded apology can show you care, so apologies can be used, but carefully. However, do not apologize for minor errors or any serious trouble or inconvenience, which you or the company is responsible for.

-When refusing a claim, you should begin with a statement of appreciation, common ground, or understanding.

-How should you open a letter turning down a job applicant?

Open the letter by cushioning the refusal. Thank the applicant for the applying or include a general comment on the overall standard of the applications. The opening should never mislead the applicant into thinking she got the job.

-How should you end a letter declining an invitation?

-End by renewing goodwill. Close on a friendly note with good wishes for success or a forward-looking remark.

-Refusals: turn down invitations, suggestions, proposals, and requests for information, action, employment, and credit

-Announcement: disclose price increase, policy, changes, delivery delays, cancellation of services, and product defects or recalls

-Assessments or appraisals: offer negative assessments of employee job performance or personnel issues

See page 188 & 191

1. Begin with a simple, well-phrased statement of the bad news 
2. Provide an explanation for it- one that the reader can reasonably accept
3. Offer an alternative if it is possible
4. Close with a goodwill statement that doesn’t refer to the bad news

-Indirect writing plan: a method of organizing a document so that the main message is delayed and presented toward the end

-Buffer (1-3 sentences): a meaningful, neutral statement that cushions the shock of bad news

1. Stick to the facts and avoid editorializing
2. Refer to the company policy but don’t hide behind it
3. Use positive and neutral words

Revealing the bad news

· Put the bad news in a dependent clause
· Suggest a compromise or alternative
· Use the passive voice
· Use long sentences rather than short ones
· Use positive language
· Avoid spotlighting the bad news (in the middle of a sentence is better)
· Imply the refusal

-Goodwill closing: draws attention away from the message to a positive and continuing relationship with the reader

· Don’t repeat the bad news, remind the reader of past problems, or hint at future difficulties
· Do offer your good wishes to the reader
· Don’t invite further correspondence unless you sincerely want contact
· Don’t apologize fir having to say no, especially at the end of your message
· Don’t take credit for helping the reader unless you have actually provided assistance

-Limitations of indirect approach: when readers fail to find good or neutral news in the first few sentences, they may see the lack of directness as manipulative rather than polite

· Don’t apologize for minor errors
· Do apologize for any serious trouble

See pages 200-210

-When delivering bad news, it is important to remember that you have both primary and secondary goals. The primary goal involves maintaining goodwill and communicating clearly, while the secondary goal often involves ensuring the reader receives the message in a timely manner

-When writing bad news, it is important that you be tactful. Avoid being negative and saying things that will anger the reader. Also, explain clearly and factually why a decision has been made.

-Bad news messages can be written in either a direct or an indirect pattern. If the news is expected, or is not serious, you can begin with the bad news and then continue the letter with the explanation, offer a solution or alternative, if possible, and then end with a statement of goodwill that doesn’t refer to bad news.

-An indirect pattern is needed if you expect the reader to react negatively to the news, or if the news is unexpected. An example of bad news that would require an indirect pattern would be news of an increase in user rates.

-A buffer is a meaningful, neutral statement that establishes rapport with the reader without forecasting the bad news. An effective buffer connects the letter to subject at
hand, so it is relevant. Page 193 of the text has a thorough table that illustrates the types of buffers you can use.




























Chapter 8

Persuasive Messages 

-By anticipating what motivates your reader and appealing to this, the chances of achieving success are higher

-An appeal to reason (logical appeal) is often effective because people in business are able to justify a decision based on facts, expert opinions, statistics, examples, etc.

-End a favour or action request with a reminder that you are looking forward to a response. Make sure you include contact information.

-How can you effectively minimize resistance to your requests?

-By anticipating the reader’s reaction to your request, and acknowledge his or her opinion, you are showing that you understand the reader’s position. This often helps minimize resistance.

-When sending a claim letter, how can you convince the reader that you have a valid claim?

-When sending a claim letter, you need to describe the problem in a calm manner and provide documentation showing what you have done to solve the problem up until now. Also, explain what has happened and when.  Supply as many relevant details as possible (such as part numbers or product codes) so that the reader clearly understands your problem. 

-3 types of collection letters

· Stage 1: reminder letter 
· Stage 2: inquiry letter
· Stage 3: demand letter

See pages 230-233

-An effective opening for a sales message should gain the reader’s attention or interest with a strong lead in to the rest of the message 

-Four elements of a fundraising letter

1. Identify an important problem 
2. Show that the problem is solvable
3. Explain what your organization is doing to solve the problem
4. Ask for a donation

-Persuasion: the process gradually influencing attitudes and behaviours and motivating the audience to act

-Maslow’s hierarchy of needs: a specific order of needs identified by Abraham Maslow- physical needs, the need for safety, social needs, the need for self-esteem, and the need for self-actualization-all of which motivate humans

See page 219

1. Know your purpose and what you want the reader to do
2. Understand what motivates your reader
3. Consider design and layout
4. Be positive and accurate
5. Anticipate objections and plan how to deal with them
 
-Appeal: an attempt to persuade

-Logical fallacy: an error in logic that weakens a persuasive argument- for example, a person attack, a mistaken assumption that one event causes another, or reliance on testimony of someone who isn’t an expert

· Appeal to reason
· Appeal to emotion
· Appeal to ethic
-Specialized knowledge 
-Reputation
-Authority
-Familiarity

-Indirect writing plan for persuasive messages

1. Obtain interest
2. Prove your proposal or product can benefit the reader
3. Ask for action and link it to the reader benefits

-Favour or action request

1. Gain favourable attention
2. Persuade the reader to accept
3. Ask for action

-Persuasive memo

1. Summarize the problem
2. Explain how the problem can be solved
3. Minimize resistance
4. Ask for a specific action

See page 124

-Demand letter: makes a firm and unequivocal request for immediate payment and attempts to convince the debtor to pay the bill within a stated time by raising the possibility of legal action 

-Sales letter: a letter that promotes a product, service, or business and seeks prospective customers or additional sales

-Writing plan for sales letters:  

1. Gain attention (A thought-provoking fact or statement, good news that makes the reader feel important or unique, a special offer or bargain, a product feature, a question)
2. Introduce the product
3. Make the product desirable
4. Ask for action and make responding simple

See pages 238-239




























Chapter 9 

Communicating for Employment 

-On your resumé you should include contact information (name, address, phone number, e-mail), education, and experience, and possibly any of the following:

· Your objective or career profile
· Summary of qualifications, skills and capabilities, awards and activities, and references

-What type of resumé is considered standard?

-A chronological resumé is considered standard and has been popular with employers and recruiters for a long time

-Some key words to include on a scannable resumé are: 

· Accurate
· Efficient
· Planning ability
· Active
· Experienced 
· Positive
· Adaptable
· Flexible
· Problem-solving 
· Communication skills 
· Innovative
· Productive
· Creative
· Leadership
· Results-oriented
· Customer-oriented
· Motivated
· Takes initiative
· Detail-oriented
· Organizational skills 
· Willing to travel

-They are important to include because applicants with the highest percentage of matches have a better chance of being interviewed as they are seen as good candidates.

-What is the difference between a solicited and unsolicited application letter?

-Bring an extra copy of your resumé and reference list

-A solicited letter is written when you know a company is hiring and you are responding to an advertisement. An unsolicited letter is written when you don’t know if the company is hiring, but you are trying to find a job

-By knowing about the company, you can prepare relevant questions to ask the interviewer. This helps show that you are informed

-A follow-up letter shows that you are interested in the position and the company, it can recap your selling points, and it an demonstrate your manners and knowledge of business etiquette

-Be sure to ask for permission before you list anyone as a reference

· Assessing your skills and values
· Assessing your work preferences and personality
· Assessing your work history

1. Read career pages, classified ads, and financial sections 
2. Master electronic job-search techniques
3. Learn to network
4. Tap into the hidden job market
5. Visit employment agencies
6. Think ahead
7. Polish your interpersonal and communication skills

 -Job prospecting letter: an unsolicited letter in which a job seeker introduces herself and asks about job openings 

-Cold call: an unsolicited telephone call in which a job seeker introduces himself and asks about job openings

-Employment agencies: an organization that matches job candidates with jobs, sometimes for free

-Resumé: a persuasive written document in which a job applicant summarizes her qualifications and relates her education, work experience, and personal accomplishments to the needs of a prospective employer

-Resumé writing style

· Use capitals and/or boldface for headings
· Use consistent identification 
· Leave space between sections
· Proofread to catch errors

· Name and contact information (do not use a heading)
· Objective/ career profile
· Summary of qualifications
· Education
· Experience
· Skills and capabilities
· Awards and activities
· References

-Chronological resumé (standard style): a document in which a job applicant’s work experience, education, and personal achievements are presented in reverse time sequence, with the most recent experience in each category

-Emphasizes the jobs rather than the skills you posses 

-Functional resumé: a document in which a job applicant’s qualifications are presented in terms of notable achievements and abilities rather than work experience

-Emphasizes on skills rather than jobs

-Combination resumé: a document that combines characteristics of chronological and functional resumé 

-General tips

1. Tell the truth
2. Keep your resumé up to date
3. Create different versions of your resumé
4. Fine-tune your resumé for each new application
5. Avoid gimmicks (joli/organisé)

See pages 259-261

-Scannable resumé (highly visible): a paper or electronic resumé that is prepared for scanning through uncluttered formatting and inclusion of a keywords section

-Spotlights an applicant’s pertinent experience with keywords that correspond to ones used to describe the ideal candidate in the job posting or advertisement 

-Do

· List your name and address at the top of every page of your resumé
· Use white space as our main formatting tool, living blank lines around headings
· Use as many pages as necessary to list your skills and experiences-in the absence of other formatting tools use plenty of white space
· Inspect your resumé for letters that overlap to reduce the chance your information will be misread; use a font in which letters do not touch
· Send a crisp copy of your resumé-preferably one printed on a laser printer


-Don’t

· Use horizontal or vertical lines
· Use hollow (invisible) bullets
· Use italics, underlines, box, column, graphic, borders, or shading
· Use unusually fonts and typefaces-instead use sans serif font such as: Arial in 10 to 12 point size
· Print your resumé on coloured or textured paper
· Fold, staple, or fax your resumé

-Preparing an email resumé

· Put the job title and/or reference number in the subject line of your message
· Do not use Times New Roman use courier 

-Cover letter (application letter): a letter that accompanies a resumé to summarize a job applicant’s qualifications and value to a prospective employer

-General tips for cover letters

1. Camouflage (I, me, mine) Vary your style & do not always place I a the beginning of the sentence
2. Get the company name right
3. Use keywords from the job ad or posting
4. Use the same font that you used in your resumé
5. Avoid dense, overloaded paragraphs
6. Don’t plead, apologize, or exaggerate
7. Avoid cookie-cutter approach (work with bullet point instead)
8. Strive a tight, clear writing style
9. Keep a copy of your letter

-When you know a company is hiring you can respond to an advertisement by writing a solicited application letter. Its purpose is to ask for an interview, not for the actual job

See pages 268-269

-Unsolicited application letter (or job prospecting letter): an employment letter written when the applicant does not know that a company is hiring

· Show enthusiasm 
· Use indirect approach (for persuasive messages)
· Do research that enables you to demonstrate you interest in and aknowledge of the company 

See pages 271-272

-Job interview: a structured, face-to-face conversation between one or more recruiters and a job candidate, in which the job candidate’s qualifications for a position and potential performance are assessed

· Prepare in order to minimize job interview anxiety
· Become familiar with your non-verbal communication habits
· Dress for the job
· Anticipate what questions you might be asked
· Be prepared to talk about your experiences and how you handled problems
· Prepare several good questions to ask the interviewer
· Practice

-At an interview

· Arrive on time or a little early
· Go alone
· Bring extra copy of your resumé and a reference list
· Mind your manners
· Make a poised and confident first impression
· Listen carefully to the interviewer’s questions-don’t interrupt 
· Use correct English
· Concentrate
· Avoid being negative
· Make intelligent use of your research on the company
· Don’t obsess over salary or benefits
· Don’t expect an immediate response

-After the interview 

· Follow up with a letter
· Consider your options carefully

-Follow up letter: an informative letter that summarizes the key points of a job interview

-Thank you letter shows good manners and is typically sent within 24 hours of an interview. It expresses appreciation to the interviewer for his time and the courtesy that was extended to you. Restate your interest

See page 277

-Resumé are written using action verbs and sort, telegraphic sentences

See figure 9.1









   








Chapter 10 

Informal Reports

-Some differences between informal and formal reports

Informal reports

· Memo or letter format
· Informal wording, use of contractions
· Usually from a few paragraphs in length up to 10 pages
· Usually internal
· Has fewer headings and is less structured
· Visual aids are used infrequently

Formal reports 

· Include front and back matter
· Written in formal standard English
· From 5-6 pages in length to a few hundred 
· Usually external
· Have more headings and are more structured
· Visual aids are used frequently

-The indirect approach should be used when the audience needs to be persuaded to accept the findings of the report

-Headings help the reader navigate the report and help organize information into easily understood chuncks 

-The 3 major steps in the in the writing process are:

1. Planning
2. Researching/analyzing data and information
3. Composing and revising

-Reports can be enhanced by using the following visual aids/graphics:

· Table
· Matrix
· Pie chart
· Bar chart
· Line graph
· Flow chart
· Organizational chart

-Commonly used short reports:

· Periodic reports 
· Situational reports
· Incident reports
· Investigative reports
· Compliance reports
· Recommendation reports
· Justification reports
· Feasibility reports
· Summaries
· To-file reports

-The key difference between an informational report and analytical report is that the purpose of informational reports is to collect data and present it clearly and directly, without analysis, conclusion, or persuasion. In contrast, the purpose of an analytical report is to pass on information with the intent of persuading readers to follow a specific course of action or recommendation that is supported by the reasoning of the report’s finding and conclusions.

-A feasibility report is an analytical report that evaluates whether a project or alternative is advisable and practical

-Business report: a document in which factual information is complied and organized for a specific purpose and audience

-Informal report: a report using a letter or a memo format, usually ranging from a few paragraphs to ten pages in length

-Formal report: a business document of ten and more pages based on extensive research and following a prescribed format or pattern that includes elements such as a title page, table of contents, and abstract

-Informational report: a short report that collects data related to a routine activity without offering analysis or recommending action- it is organized in three parts: introduction, findings, and summary/conclusion 

-Analytical report (or recommendation report): a report that interprets and analyzes information and offers recommendations based on findings

-Periodic report: an information report that is filed at regular intervals 

-One-time report: a report that presents the results of a special or long-term project

-Memorandum report: a short, internal report presented in memo format

-Letter report: a short, external report presented in letter format

-Direct approach: informational and analytical reports

Informational
· Purpose/ introduction/background
· Facts and findings
· Summary

Analytical
· Introduction/problem/background
· Conclusions or recommendations
· Facts and findings
· Discussion and analysis



-Indirect approach

· Purpose/introduction/problems
· Facts and findings
· Discussion and analysis
· Conclusions and recommendation

-Heading: title or subtitle. Usually a word or short phrase, within the body of a document that identifies its parts and gives clues to its organization

-Functional heading: each of a series of generic headings that, when taken together, show a report in outline

-Descriptive head (talking head): a heading that describes that actual content of a report and provides more information about it

1. Use either functional or descriptive headings 
2. Keep headings short and clear
3. Use parallel construction
4. Ensure headings are clearly ranked 
5. Put headings where they belong
6. Don’t enclose headings in quotation marks
7. Don’t use a heading as the antecedent for a pronoun

-Alphabetic outline: an outlining system that combines numbers and letters to differentiate levels of headings

-Decimal outline or numeric outline: an outlining system that uses a combination of numbers and decimal points to differentiate levels of headings

-Findings: the most sustainable part of a report, in which qualitative and numeric data is presented and organized by time, convention, order of importance, or component 

-Matrix: a word table containing qualitative information rather than numerical data

See page 311    Graphics
-Incident report: a short report that documents problems and unexpected occurrences that affect a company’s day-to-day operations

-Investigative report: a report written in a response to a request for information about a specific problem or situation

-Recommendation report: an analytical report that recommends action, often in response to a specific problem

-Justification report: an analytical report that justifies the need for a purchase, investment, policy change, or hiring

-Feasibility report: an analytical report that evaluates whether a project or alternative is advisable and practical
-Proposal: a document presenting plans and ideas for consideration and acceptance by the reader

-Trip report (conference report): a short report that summarizes the events of a business trip or conference

See pages 315-350

-There are three key features of quality reports. They are:

1. Content: informationisorganizedaroundthereader’sneeds.
 
2. Clarity:informationiseasytounderstandfromthereader’spointofview,anditis
well written, using standard English.

 3. Skimmability: the report is organized around effective headings, the font used is
easy to read (both in terms of size and the typeface), and white space is used effectively for organization.

-Informal reports are usually under ten pages. They are written using relatively informal language. For example, contractions such as can’t may be used. Theses reports are usually written in letter or memo format, but still include headings and subheadings.
-Formal reports, on the other hand, are more complex than informal reports and can be from 5 or 6 pages long to a few hundred pages. The writing style is more formal, and the report has a more standard format, including information typically organized into 6 basic parts. These reports also have a separate title page and additional front matter, such as a table of contents.

-Report writers use headings to help them organize the report while it is being written, and also use headings to help the reader navigate the report. Headings break the text into meaningful chunks for the reader and this makes the information easier to process. Headings can be divided into different levels that break the information into smaller chunks, but this has to be done so that the reader understands the connections. When creating headings, you need to ensure they are short and clearly written using a parallel structure. The headings also have to relate to the information that follows.

-Introduction
• States the purpose of the report or may link the purpose of the report with report recommendations
• Specifies the problem or technical question the author will deal with • Provides key points or establishes the limit of the report • Often includes a description of the methods used to collect data

-Findings
• Is the most substantial section of the report • Reinforces the logical connection between relevant facts and conclusions or
recommendations • Often organized under different subheadings

-Summary/Conclusions
• Is often the section readers are most interested in • Presents the objective analysis directly related to the report’s findings • May include specific suggestions or recommendations for actions that will solve
the problem




Chapter 11

Proposals and Formal Reports

-A proposal is written in response to a request for a proposal, or it is written to convince the reader that there is a problem that needs to be fixed or a change that needs to be implemented 

-Elements of informal proposals 

· Introduction
· Background
· Proposal
· Method, schedule
· Cost, budget
· Staffing, qualifications
· Benefits
· Request for authorization

-Elements of formal proposals

· Cover letter
· Letter of transmittal 
· Executive summary or abstract 
· Title page
· Table of contents
· List of tables/figures/illustrations
· Introduction
· Appendix
· References

-Primary research depends on first-hand sources where you conduct research yourself and generate the data you need (conduct interviews, carry out surveys, make observations). Secondary research involves the retrieval of existing information based on what others have observed and experienced (library or online research)
-6 things to keep in mind when preparing to write formal reports 

1. Purpose
2. Content
3. Audience
4. Status
5. Length
6. Formality

-Elements of a formal report:

· Front matter (cover, title page, letter of transmittal, table of contents, list of figures, executive summary)
· Body of the report (introduction, discussion of findings, conclusions, recommendations)
· Back matter (appendices, references or works cited, glossary)

-A Works Cited page is used for MLA format, and References is used for APA format. Both contain biographical information about secondary sources used in a document, but the formatting is slightly different

-An appendix is optional material at the end of the report, containing specialized information that clarifies and supplements the information in the body of the report

-Front matter: the parts of a proposal or report that are included before the main body

-Back matter: the parts containing supplemental information that may follow the main body of a proposal or report

-Executive summary (or abstract): a synopsis of the body of a proposal or a report specifying its highlights and recommendations

-Common mistakes in writing proposals

· It does not follow RFP instructions
· It does not match project solution with purpose
· It is writer-focused instead of client-focused
· It is inaccurate or unrealistic with the budget
· It does not establish credibility
· It does not differentiate from competition
· It does not contain a clear plan or solution

See pages 364-366

-Secondary research: Involves the retrieval of exiting information based on what others have observed and experienced. This is the type of research you do when you conduct a library or online search 

-Primary research: is a strategy that depends on first hand sources where you do it yourself and generate the data you need, based on your own observations and experiences. This is the type of research you do when you conduct interviews, carry out surveys, make your own observations, or rely on your own ideas. 

-Work plan: a document that defines the approach, personnel responsibilities, resource need, and scheduling for a major project

-Team writing: the practice of multiple writers working together to produce a single document

-Time management quick tips

· Learn how you work best
· Set priorities
· Start early
· Break tasks into component parts with time for each
· Ask for additional information and resources if you need them
· Let people know as soon as possible if you are running seriously behind. Work together to find solutions

-American Psychological Association (APA) style: a documentation system used by writers in the social and physical sciences
-Modern Language Association (MLA) style: a documentation system used by writers in the humanities
-Parenthetical in-text citations: notations set within parentheses that identify sources of quotations or ideas that are cited in the body of a report

-References (works cited): an alphabetically arranged list that identifies sources referred to in a report

- The front matter includes a copy of the request for proposals (if there is one), a cover letter, an abstract or summary, a title page, a table of contents, and a list of figures. The back matter often includes an appendix, as well as a reference page for listing secondary sources of information.

-The reference page has all the sources listed in alphabetical order, according to the author’s last name, or the title of the publication.

-Formal reports need to be written in third person (do not use I, we, us, or you)

Front Matter
• Cover • Title Page • Letter of Transmittal • Table of Contents • List of Figures • Executive Summary

Body of the Report
• Introduction • Discussion of Findings • Conclusions • Recommendations

Back Matter
• Appendices • References or Works Cited • Glossary










Chapter 12 

Oral communication

-Some factors that affect what you will include in a presentation are who the audience is and what the speaking situation is.

-3 different ways to structure a presentation

1. Logical
2. Narrative
3. Formal

-You can introduce the topic in a presentation with an unexpected statistic or fact, by asking a question that raises an issue you will address, by display a key visual or performing a demonstration, or by telling a joke that is fresh, appropriate, and relevant

-Use visuals as an aid, not the main focus of a presentation. Make visuals consistent in size, font, contrast, and spacing. Proofread for accuracy and consistency. Give each aid a title. Test equipment before using it. Put visuals up only when you are ready to discuss them, and then comment on them and take them down when you don’t need them anymore

-4 most common ways of delivering a speech to a group

· The manuscript method
· Memorization
· Impromptu speaking
· Extemporaneous method

See pages 418-419

-Arrive ahead of time so that you can familiarize yourself with the room and can decide where to stand so that you will be visible to all

-If you are presenting as a team, why is prior preparation important?

It is important to prepare so that the presentation is smooth and coordinated, topics are not repeated or missed, and the information given is consistent

-An agenda is a tool for focusing the group. It sets the order of business for the meeting and allocates times for each item

-Groupware is software designed to facilitate group work by a number of different users

-When dealing wit media, why is it important to decide what to say ahead of time?

-You may have to stand behind what you say, and you also represent the company, so you want to make sure what you say is true and accurate, but does not divulge information that is private

-Oral presentation: an informative or persuasive speech delivered using only notes and visual aids to guide the speaker’s performance

-Non-verbal communication: a form of communication that does not use words, only media such as gestures, eye contact, and tone and voice

-Logical structure: any presentation worth listening to must be logical in its approach. Listeners should be able to easily understand how each point you make relates to your purpose. You can use signpost words (my first point, my next point) to guide listeners through your presentation to show how what you have said relates to what comes next

-Narrative structure: the ability to tell an accurate, credible, and compelling story can influence the acceptance of policies, procedures, and ideas. Turning your information into a good story can grab attention and make what you have to say memorable.

-Formal structure: skilful handling of repetition can aid meaning and retention. This is the idea behind the most common structure for presentations, with its three familiar divisions
· Introduction 
· Main sections
· Conclusion

See pages 414-415

-PowerPoint: presentation software offering standard templates and other features that aid in the design of integrated text and effective visuals

-Design a PowerPoint presentation: 

· Use templates
· Choose a colour scheme
· Keep slides simple
· Put titles on slides
· Don’t use too many slides
· Create an agenda slide
· Use transitions and animations
· Proofread the slides
· Produce speaker notes
· Back up your work
· Rehearse the slide show
· Never read from a slide

-Impromptu speaking: a delivery method in which the speaker makes remarks without the aid of prepared notes

-Extemporaneous speaking: a method of delivery in which the speaker relies on notes rather than manuscript memorization
 
-Methods of delivery:

1. Manuscript method
2. Memorization
3. Impromptu speaking
4. Extemporaneous speaking

-Rehearsing a presentation:

· Practise aloud on-site or set up conditions that closely resemble those in which you will be speaking
· Time yourself
· Master your topic
· Record yourself or ask a friend to listen to your presentation
· Get a feel for the room
· Learn stress-reduction techniques

-Delivering a presentation

1. Dress appropriately
2. Arrive ahead of time
3. Maintain good posture and move in a relaxed, controlled, natural way
4. Pause to collect yourself before beginning
5. Maintain eye contact
6. Avoid long sentences and polysyllabic words
7. Speak in a clear, audible voice, but don’t shout
8. Pace yourself accordingly
9. Shape your phrasing and use inflection to give meaning and add interest (natural tone of voice)
10. Never use slang or bad grammar
11. Pause briefly to collect your thoughts
12. Remember that you are a living breathing human being
13. Bring your presentation to a close

-Special occasion presentation: a speech made in appreciation, in acceptance to an award, in commemoration of an event, or by way of introduction

-Formal meeting: a scheduled meeting that operates according to a pre-set agenda under guided leadership for the purposes of achieving specific goals

-Informal meeting: a small, sometimes unscheduled meeting that may operate without strict rules


-Small meetings: Barrier-free seating (chairs arranged across from each other or in a circle) creates a peer relationship and promotes discussion

-Medium meetings: Boardroom table has hierarchy. The person at the head of the table has greatest perceived power. People at either side have lessening degrees of power further away they are from the ends table. Siting around a circular table makes everyone more or less equal and promotes open discussion. 
-Groupthink: the practice of thinking or making decisions as a group, whereby conformity is rewarded and dissent punished; the result of group thinking is often poor decision-making 

-Meeting minutes: a written record of what occurred at a meeting, who attended it, and when and where it was conveyed

-Groupeware: software designed to facilitate group work by a number of different users

-Web-conferencing: synchronous web-supported communication allowing for the real-time transmission of sound and images to other locations
 
-Soundbite: a short, quotable extract from a recorded interview that is edited into a news broadcast

- Combine preparation with a natural style of speaking. This last method is often the most successful with audiences, and requires some preparation of prompts (possibly on cue cards) and memorization before the speech. However, it also involves some ad libbing, which means you are watching the audience and reading the non-verbal cues they are giving you. It is important that you practise before the speech though, no matter what method you are using.

[bookmark: _GoBack]-You may have to deal with the media as part of your job. Remember that when you speak with reporters or journalists, your image and your company’s image is on the line. Refer to the useful list on p. 435, which outlines ten rules for getting the best out of an interview. By anticipating the questions you might be asked, speaking in sound bites, and being alert and on guard, it will be more difficult for a reporter to get the better of you.
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