Chapter 5
MEMORANDUMS (memos)
Memo: a specially formatted document that is sent to readers within an organization. They could be many things – reminders, instructions, records of action and decisions, data-gathering tools, and aids to problem-solving. The paper memo was once the primary means of inter-office communication. It has left its mark on e-mail
E-mail (electronic mail): messages distributed by a computerized mail service. It is the best memo style to internal and external communication, adhering to the time-saving format and straightforward approach of a hard-copy memo but eliminating its wasteful paper trail.
The advantage of a typical memo is its simplicity. 
It is usually less formal than a standard letter
Every memo should be clear, concise, and informative, sharing the following common traits:
1. Single-topic focus
2. Brevity
3. Two-part structure, considering a header (date, to, from, subject guide words) and a message (divided into an opening, body, and closing)
Header: a block of text appearing at the top of a document.
The longer or more complicated a message happens to be, the more it requires additional formatting techniques such as headings, subheadings, boldfaced elements, bulleted items, and lists
Headings: visual markers consisting of words or short phrases that indicate the parts of a document and signpost its organization.
Boldface: a thick, black typeface used for emphasis.
Bullets: visual cues, usually large round dots or squares, that set off items in a list or emphasize lines.
MEMO FORMAT
It is common practice to type guide words in capitals, leaving a double space between headings and three lines before the body of the memoThe fill-in information following each guide word should be aligned, usually two to three spaces following the longest guide word.
Each heading in a memo serves a particular purpose:
DATE: 	current date
TO: 	who it is addressed to. If more than one person, list alphabetically. Job-title is optional.
FROM:  	identifies the author 
SUBJECT:   identifies 
CC: 	stands for “carbon copy” an obsolete term for the generic “copy”
MEMO ORGANIZATION
Opening: the first paragraph of a memo; contains the most important information regarding the subject matter, the purpose for writing, and/or the action required by the reader.
Subject Line: the part of the memo or e-mail that indicates the title, topic, purpose, and importance of a document.
Body: the middle paragraph(s) of a memo; provides necessary background and more detailed information about the subject matter.
· If you are relaying a sequence of actions or several requests, put them in a grammatically parallel list prefaced by a summary statement that gives readers an overview or glimpse of the “big picture”  Points may be presented in the following ways:
1. Chronologically 
2. Order of specificity
3. Order of importance
Closing: the final paragraph of a memo; summarizes the content and indicates next steps, invites feedback, offers further resources, and/or provides contact information.
Double-spacing between paragraphs marks off one topic from another and reinforces good organization
Graphing highlighting techniques can help emphasize key information
Italics: sloping letters used for emphasis or to distinguish foreign words.
When you must deliver bad news or write persuasively, use an indirect start-with-the-evidence strategy. Readers are more likely to accept a decision when they are prepared for it and know it is logical and well justified.
FORMATING LISTS FOR MEMOS AND E-MAIL
List: a group of three or more logically related items presented consecutively to form a record or aid to memory. It puts into practice the principles of balanced, parallel construction and thus helps improve readability.
To be effective, lists must have these features:
· A lead-in introducing, explaining, and putting in context the items that follow
· At least three and not more than eight items
· Parallel phrasing for every item
· Semantic and grammatical continuity between the lead-in and items
· Adequate transition to the sentences that follow after the list
The can be horizontal or vertical:
· Horizontal: 
i. A colon (:) is required before
ii. For additional impact, a bracketed letter or number can be placed before the items

· Vertical
i. Bulleted or numbered
ii. Most used
iii. If you are giving instructions, begin each item with a verb
Apply chunking principles to determine the number of items that a vertical list can accommodate
· Chunking: the grouping of items of information together to be remembered as a unit.
PAPER MEMO VS. E-MAIL
EMAIL:
· Advantage (and ironically its disadvantage): the most common means of transmitting workplace documents and files
· Problems: 
i. Clogged inboxes
ii. Indiscriminate distribution list
iii. Serious privacy violations
iv. Uncooperative servers
v. Unsolicited, sloppy, inflammatory, and undeliverable messages
vi. Difficult-to-follow thread emails
· 68% check emails before 8
· 69% check emails before going to bed
· 92% of adult internet users use email
· Of 31% of Canadians who own a smartphone, 70% use their device for sending or reading email
· Knowing your netiquette and being proactive in managing your messaging makes e-mail a channel that is fast, functional, and efficient.
i. Netiquette: the informal code of conduct governing polite, efficient, and effective use of the Internet.
GENERAL EMAIL GUIDELINES (11)
1. Keep it brief
i. Short messages have more chances of being read
ii. If your message is long, consider using attachments
2. Remember that e-mail is not your only option
3. Compose crucial messages offline
4. Follow organizational rules for email
5. Don’t use company email systems for personal communication
i. Spam: an advertising message—electronic junk mail—sent widely and indiscriminately.
6. Aim for a balance of speed and accuracy
i. Careless messages can result in loss of credibility and clients
7. Keep your messages professional
i. No emoticons
ii. Use please and thank you
8. Understand that email is not guaranteed to be private
9. Don’t write angry
i. Flaming: the act of sending out an angry e-mail message in haste without considering the implications of airing such emotions.
10. Don’t send unnecessary messages
i. Distribution List: a group of e-mail recipients addressed as a single recipient, allowing the sender to e-mail many users without entering their individual addresses.
11. Protect yourself and your company
i. Beware of copyright 
READING AND PROCESSING INCOMING MESSAGES
1. Schedule time for reading and writing email
2. Do regular inbox clean-up
3. Scan the entire list of new messages in your inbox
4. Use filtering options and anti-spam software
5. Capture your email in a recognizable records system
FORMATTING AND WRITING EMAIL
1. Type the email address correctly
2. Compose an action-specific subject line
3. Wrap text after 70 characters
4. Use a regular mix of upper- and lowercase letters
5. Keep paragraphs and sentences short
6. Use appropriate greetings to soften messages
i. Salutation: the greeting in a letter, used to address the person being written to.
7. Get to the point immediately
8. Use lists without overloading them 
9. Sign off with a complimentary close and your name
i. Complimentary Close: a formulaic closing, usually a word found after the body of a letter and before the signature.
10. Tell people who you are
11. Edit your text and run a spell-check
12. Follow common-sense rules for attachments
i. Attachment: an independent computer file sent with a regular e-mail message.
13. Don’t be impatient for a reply
REPLYING TO EMAIL
1. Reply as promptly as possible
2. Modify your distribution list
3. Don’t automatically include the sender’s original message with your reply
4. Avoid indiscriminately forwarding emails
5. Make provision for your absences from the office
6. Protect and respect authorship

EMAIL STYLE AND TONE
STYLE:
· Semi-formal and conversational
i. Personal pronouns, contractions, and active-voice constructions are what makes this style accessible
· Formal
i. Reserved for reports, policy statements, and proposals
TONE:
· Hard to control
· Visualize the recipients and consider how they might respond in a conversation
ROUTINE MESSAGES: POSITIVE AND INFORMATIVE MEMOS AND EMAIL
Informative Memo: a message to which the reader will react neutrally. Convey announcements, company policies, guidelines, instructions, and procedures. (p. 142 – 143) the purpose can also be to confirm a change in plans or schedule or to acknowledge receipt of materials
 ROUTINE MESSAGES: REQUEST MEMOS
Request Memo: a message that asks the reader to perform a routine action.
Readers should know by the end of the first paragraph what you are asking for and what action they must take.
· This directive is usually expressed as a polite command or a direct question
ROUTINE MESSAGES: REPLY MEMOS AND EMAIL
Response: a message that answers a request or query.
Deliver specific information itemized in the order that the requests were made
GOODWILL EMAIL MESSAGES
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 the recipient.
FOLLOW-UP MEMOS AND EMAIL
Follow-up Message: provides a record of a meeting, including its time, place, purpose, and any agreements that may have been made.




INSTANT MESSAGING
Instant Messaging (IM): the exchange of messages over the Internet between two or more users who are online simultaneously. 
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. Inform people about your availability



Review Questions

For sample answers, see below.
 
1. What are three traits shared by e-mails and hard-copy memos?

2. Why is it important to apply the principles of chunking when formatting lists for memos and e-mails?

3. How can netiquette be used to avoid flaming? 

4. What are two strategies for reading and processing incoming messages?

5. What is wrong with the following message?

ADAM,

WHY DID YOU CHANGE THE FORMATTING OF OUR GROUP REPORT BEFORE YOU HANDED IT IN? WE DON’T LIKE THE WAY IT LOOKS.

6. What are three things to keep in mind when replying to e-mail?

7. What is a goodwill message?

8. What are the four guidelines that apply to both e-mail and instant messaging (IM)? 


Review Questions: Answers

1. E-mails and hard-copy memos share three traits: single-topic focus, brevity, and two-part structure (header and message). (p. 129)

2. 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. (p. 133)

3. 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 e-mail when you are angry) can have serious consequences. (p. 137)

4. Strategies for reading and processing incoming messages include scheduling time for reading and writing e-mail (be systematic, check for messages regularly, open newest e-mail 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; and capturing your e-mail in a recognizable records system. (pp. 138–139)

5. The e-mail message is an example of shouting, which is considered rude. Capital letters are also difficult to read. (p. 139)

6. Keep these guidelines in mind when replying to e-mail: 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, and protect and respect authorship. (pp. 140–141)

7. A goodwill message is “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.” (p. 145)

8. Four guidelines apply to both e-mail and IM: limit the use of abbreviations, use a natural mix of upper- and lowercase, keep conversations to a few people at a time, and set status flags to “away” or “busy” if you don’t wish to be engaged. (pp. 148–149)
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