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Chapter 2

Getting Started: Planning and Writing Business messages

Writing in Context: Four Key Concepts

1- Contextual factors: 
Elements of a writing task, such as the situation, organization’s procedures, and readers, that influence the writer’s choices at every step.

Lisa Ede and Andrea Lunsford describe writing as “socially constructed”. In other words, it is the product or by-product of human choices.

2- Genres:
The agreed-upon forms of writing that develop in response to recurrent situations and that allow users to act purposefully in a particular activity.

For instance, the resume, with its distinctive formatting, categories of information, and conciseness, was an answer to applicants’ and employers’ needs in the job-search process.

3- Discourse Community:
A group of communicators who share a goal or interest in adopting a way of participating in a public discussion, including the use of particular genres and terminology.

According to genre theorist John Swales, discourse communities have six defining characteristics:
· Communal interest and common public goal
· A forum or means for participation and intercommunication between members (e.g., meetings, e-mails,  texts, blog postings)
· Exchange of information and feedback
· Genre development (based on group expectations about the appropriateness of topics and how elements of the genre are placed and what function they serve)
· Specialized terminology (community-specific abbreviations, acronyms, and in-jokes)
· Expertise (a good ratio of experts to novices ensures members can become members on content and discourse)




4-Rhetoric Situations:

Rhetoric:
A term that, at it’s most basic, describes the effective use of language to achieve certain, often persuasive, goals ending in a change of perspectives held by others. Also, it may refer to an awareness of the choices made in writing that in intended to change opinions, attitudes or behaviour.

3 Components to the Rhetorical Situation:
· Exigence (the reason for speaking out urgently on a topic or issue)
· Audience (those with an interest in reacting to the exigence)
· Constraints (the limitations on what can be said and the factors shaping the content and nature of the message).

Steps in the Writing Process

· Prewriting involves assessing the purpose, audience, and most appropriate channel for the communication.

· Organizing and outlining entails mapping out the most strategic and logical arrangement of ideas and details.

· Drafting is the writing of the actual message by choosing the precise wording and the style of organization that delivers information most strategically.

· Revising and editing represent a last chance for improving your document, but these steps include more than just getting rid of mistakes. In this stage, you evaluate your draft from your readers’ point of view and check for completeness, coherence, accuracy, consistency, conciseness and appropriateness of language, and organization.

Effective documents come about though a gradual refinement that doesn’t necessarily involve a great deal of time.

While all writing involves the making of decisions, effective writing involves the making of informed decisions. 

Message Planning

Planning and preparation are forms of risk prevention.

Planning contributes to business communication that is:

· Purpose Driven: Effective business communication is carried out to fulfill a specific purpose, whether it be to convey information or to solve a problem.
· Audience-Focused: Skilled communicators profile their audiences and shape each message according to the needs, interests, and knowledge of a particular individual or group. They know that relevance can depend on looking at information or a problem from the audience’s perspective rather than their own.
· Concise: A message should consist of only the number of words needed to present ideas clearly and courteously.

Prewriting

The longer and more complex a message, the more that can be gained from proper preparation and planning and the less you can afford to simply say or write whatever comes to mind.

Analyze the context of what you want to say by doing the following:

· Identify the primary purpose of the 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 information you plan to exchange.

Purpose: Most business communication has only one or two broad purposes: to inform, which is the most common purpose, or to persuade. In business, people communicate with each other for one or more of the following reasons:
· To request or provide information
· To create a record
· To announce changes or achievements
· To explain a policy or procedure
· To give instructions
· To persuade or encourage action
· To convey good wishes and promote good will.

Scope: refers to the breadth and depth of detail in a document relative to the subject that must be covered

Audience Profile: Acts of communication are performed with an individual or group in mind, and we design our messages in order to connect with those specific audiences.

Audience analysis: The process of assessing the needs and knowledge of readers and listeners and adapting messages accordingly.
1- What are the receiver’s responsibilities and position? Understanding the receiver’s responsibilities will help you determine how the information you pass on will be used.
2- What are the receiver’s attitudes, interests and questions? Think about the level of importance the reveiver will assign to the message.
3- What is your experience with the receiver? Based on personal or professional experience you or your colleagues may have had with the receiver, you can predict possible areas of conflict that you should take into account when shaping your message.
4- How much does the receiver know about the subject? The reader’s level of knowledge will determine the amount and type of detail, background, and explanation included in the message. Build on the knowledge the receiver may already have.
5- What is the receiver’s likely response? Anticipate what the receiver’s reaction to your message will be- neutral, receptive, or resistant.
6- What words define your relationship with the receiver?  I, YOU, WE, these words will define or change your relationship with the receiver.
7- 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 receive a message and be affected by the action or decision it calls for, such as employees, gatekeepers.
8- Do you need to adapt your message for an international receiver? Consider what you need to take into account about the receiver’s background, environment, and beliefs.
9- Does the receiver have particular expectations? The receiver may intend to use the document in a particular way, which will influence his or her expectations about the document’s length and form.

Reader benefits: are the advantages the receiver stands to gain by complying with your policy, supporting your idea, buying your product, or using your service.

Medium or Channel

Medium or Channel: The physical means by which an oral or written message is transmitted.

· Accuracy of transmission required: Is the channel susceptible to technical difficulties or can you count on its reliability?
· Speed of transmission required: How quickly does the message need to reach the other party?
· Cost of the Channel: Justifying the cost of transmitting a message according to its importance and urgency.
· Need for a permanent record: Do we need a permanent record of the document? Instructions, legal document?
· Detail of message. If highly detailed message, avoid using channels like telephone or voicemail, written is much better.
· Importance of message. Different channels project more authority and command more respect than others.
· Privacy required: E-mails are unsuitable for this
· Size and location audience: Channels, such as e-mails are suitable to reach a larger audience. Video conferencing as well.
· Level of formality required: Depends highly on the relationship with the receiver and the purpose for the communication
· Immediacy of the feedback required: Some channels, such as the telephone give immediate feedback, whereas emails will take longer.
· Level of control over how the message is composed: Any form of written communication will allow you to think carefully how wording of the message is done. Face-to-Face or telephone leaves you little time.
· Richness of the channel. Richness refers to the different types of cues – verbal and visual – from which the meaning can be inferred. 
· Preferences of your organization: What does your organization prefer?

TOTAL LIST OF CHANNELS AND THEIR BENEFITS ON P.55

Content Generation

Good content contributes to effective communication.

1-Brainstorming: A method of generating content by listing ideas as they come to mind. Write down everything that comes to mind within a 10 minutes lapse. Then sort them into sub-categories (P.56).

2- Mapping or Clustering: are methods of generating content by visualizing the main topic and its sub-categories (P.57).

3- Asking Questions - Journalistic questions: the essential questions (who, what, when, why, where and how) the frame journalists’ inquiries as they focus and prepare their stories.

Organizing and Outlining

Organizing and Outlining: The process of arranging information for clarity and impact.

Sequential development: a method of organization that describes the arrangement of steps in a process

Chronological developments: A method of organization that describes events in the order in which they occurred.

General-to-specific development: A method of organization that begins with general information on a topic followed by specific details.
Cause and effect development: A method of organization that links events with the reasons for them.

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

	I: Primary Research (Direct observations, Interviews, Surveys)
	II: Secondary Research (Books, articles, Web documents, E-mail discussions)
	III: Research Strategies (Conducting searches, Evaluating resources, Notes)

Drafting

Drafting: The preliminary writing of a document.

Writer’s Block: A psychological state of being unable to begin or continue the process of composition out of fear or anxiety over the communication task.

Tricks to overcome writers block:

1- Start Early: Good writing is easier to produce when you are relaxed
2- Work on a Computer: It is easier to move, delete, copy and paste passages of text
3- Talk it out: Ask yourself “What am I trying to do here?
4- Skip around: Don’t feel like you need to work in order, (not necessarily from the beginning)
5- Take a break: Switch to another activity – filling, tidying up, answering the phone…
6- Practice Freewriting: Freewriting is an exercise in dedicated, non-stop writing. It is a method if generating content based on unstructured writing and the recording of ideas as they come to mind.
7- Adopt a positive attitude to writing: Ask colleagues and bosses for feedback, you will discover what style matches that of your employer.

Writing under Pressure

Producing error-free, results-oriented documents in time-sensitive situations requires a cool head and a little preparation.

1- Allocate your time: Develop a mental timetable for accomplishing your writing tasks.
2- Keep distractions to a minimum: Tune out everything that can distract you.
3- Get the most from word processing software: Use the outline feature to brainstorm, then cut and past the ideas into order.
4- Take a few seconds to plan the structure: Select a method of development and stick to it (beginning, middle, end).
5- Remember your readers: Explain difficult concepts, by relating them to what is familiar and already known to them.
6- Go with the flow: Keep going with the momentum of writing, do not stop, resist the temptation to take a break. Reward yourself afterwards.
7- Leave refinements for revision: Your copy doesn’t have to be perfect until it is ready to send.

Revising and Editing

Revising or Revision: is the process of reviewing and making changes in a draft document – adding, deleting, reorganizing or substituting – to transform it into a finished document.

Editing: is the process of checking a writing draft to ensure it conforms to standards of good English, style, and accepted business-writing practice.

For all important external or upwardly directed communications:

1- Work from a paper copy of your draft: Print out your document, rather than working onscreen.
2- Reduce your reading speed: It is unlikely you find any errors if you speed-read. Take your time.
3- Look at your document from the reader’s perspective: A shift in perspective is essential to good revision. It is always easier to find errors in other peoples work.
4- Make several passes over the draft: Look for one type of error at a time. Use the Content-Organization-Style (COS) to polish your document.
a. Substantive content editing: This step involves editing content. Is the document complete and express clearly its main points? Are you using enough of the right arguments and evidence? Based on logic, emotion or credibility?
b. Organization-structure editing: Organization and your documents main message are now the focus. Make sure that the message is clear and consistent through out the document.
c. Line editing and proof reading: Sentence style and format are the focus. Is the tone formal/informal to suit the situation?
5- Read your draft aloud: Errors and instances of awkwardness are detected more easily when you hear them rather than read them silently.
6- Use spell and grammar checkers, but respect their limitations: Diagnostic software had great capabilities, but it may not flag every error, or may flag an error that does not exist.

A critical read-through requires you to pay close attention to the following three-steps:


1- Completeness: Ensure that your document achieves its purpose and meets readers’ needs.
2- Structure and coherence: The elements that make up your document should be organised logically according to the rhetorical purpose you wish to achieve.
3- Accuracy: You must be able to verify the accuracy of the information you present.
a. Conciseness: Prune deadwood phrases and redundancies and tighten your style to create a lean, reader-friendly document.
b. Sentence and paragraph construction: Look for awkwardness in sentence construction
c. Consistency and format: The use of language, style of visuals, and overall design should be consistent.
d. Readability, word choice, and ethics. Decide if the document’s level of difficulty is appropriate for the readers.
e. Grammar, spelling, and punctuation: Check for possible grammar errors—for example—unbalanced sentences and verbs that might not be with their subjects.
f. Typographical errors: Check for any inadvertent errors (e.g, transposed letters and misplaced punctuation).

Revision becomes easier with practice!!!

Collaborative Writing

Collaborative Writing: The process of writers working together to create finished reports, proposals, and other important documents.

· Collaboratively written documents generally take longer to write and edit/revise, and involve a more complex process than individual documents do.
· Participants may have different writing styles.
· Lack of sensitivity and/or diplomacy, poor personal communication, and personal conflicts arising from differences in power and status can interfere with receptivity.
Chapter 3: Business Style: Word Choice, Conciseness, and Tone

Word Choice: Plain style
· Use common, everyday words, except for necessairy technical terms.
· Use reasonal technical terms
· Use reasonable sentence lengths.
· Use active-voice verbs and phrasal verbs.
· Use personal pronouns; I, You and We
· Use unambiguous language.
· Place the subject as close as possible to the verb.

Achieving Conciouness
· Eliminate long lead-ins.
· Revise noun conversions
· Eliminate redundancies
· Eliminate or revise empty words and phrases.
· Use strong, precise, acuurate verbs.
· Revise prepositional phrases
· Eliminate fillers
· Shorten multiple that/which/who clauses
· Combine shorter sentences, reduce clauses and phrases.

Tone
· Tune in to word connotations
· Keep your style conversational
· Select the right level of formality: Personal and impersonal styles
· Be Positive
· Stress reader benefits and relevance
· Be Polite
· Use Inclusive Language
· Write with confidence


Key Concepts and Theories
· Abstract nouns: things not knowable through the senses.
· Acronym: a pronounceable word formed from the initial letters of other words.
· Active voice: a writing style in which the grammatical subject of a sentence performs the action.
· Ambiguity: a term that describes an obscure or inexact meaning.
· Analogy: an explanation of the unfamiliar in terms of the familiar.
· Connotation: a word’s implied or associative meaning, often coloured by emotion.
· Denotation: a word’s literal or dictionary definition. 
· Emoticon: symbol consisting of a sequence of keystrokes that produce a sideways image of a face
· Expletive construction: a phrase such as there is/are or it is/was at the beginning of a clause, delaying the introduction of the subject.
· Formality the level of writing; whether the writer is using the appropriate register based on an observance of the rules and conventions of writing.
· Idiom: a word or phrase that has a meaning different from its literal meaning. 
· impersonal style: a style of writing that seems objective and detached based on its use of third person pronouns.
· Jargon: a term that describes (1) the specialized terminology of a technical field or (2) outdated, unnecessary words used in a business context.
· Nouns: words that name people, places, things and abstract concepts.
· Phrasal verb: a verb that combines with one or more prepositions to deliver its meaning.
· Plain style or plain language: a style of writing that places value on simplicity, directness, and clarity. 
· Prepositional phrase: a phrase beginning with a preposition and functioning as a modifier.
· Pronouns: words that replace or refer to nouns.
· Redundancies: unplanned repetitions.
· Salutation: a greeting at the beginning of a letter.
· Slang: coined words or existing words that are informal and have meanings specific to particular groups or localities. 
· Tone: the implied attitude of the author to the reader, as reflected by word choice. 
· Verbs: words that describe actions, occurrences, or states of being. 
· Voice: a term that describes a verb’s ability to show whether the subject of a sentence acts or is acted upon.
· We-attitude: a writing style that focuses on the shared goals and values of the writer and the reader(s).
· You-attitude: a writing style that focuses on the reader rather than the writer.


Chapter 5

Memorandums, E-mails, and Routine Messages

An effective internal communications strategy is one of the touchstones of a highly engaged workforce. Organizations align their internal communication strategy with their external brand and mission and transmit the same message in a variety of ways to accommodate employee needs. Employers can monitor their staff’s e-mail messages; employees have no expectation of privacy when using company networks.

Memorandums

Memos: A specially formatted document that is sent to readers within an organization. Memos can be many things – reminders, instructions, records of actions and decisions, data gathering tools, and aids to problem solving. They are fast, efficient ways of putting information in the hands of people who need it.

E-mail (electronic mail): Messages distributed by a computerized mail service. The channel for both internal and external messaging. 

Memos and E-mail are the workhorses of business communication.

The advantage of a typical memo is its simplicity. It is designed to be read quickly, even when it is organized like a report or conveys vital information.
1- Single-topic focus
2- Brevity
3- Two-part structure, consisting of a header (Date, To, From, Subject guide words) and message (divided into an opening, body, and closing)

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.

Boldface: a thick, black typeface used for emphasis.

Bullets: visual cues, usually large dots or squares, that set off items in a vertical list or emphasize lines.
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.
Memo Format

Each heading in a memo serves a particular purpose:

Date: Provides the complete and current date

To: Identifies the destination or the person(s) to whom the message is addressed

From: Identifies the author or origin of the message

Subject: Identifies the topic and/or of of the message for reading and filing.

CC: This abbreviation stands for “Carbon Copy,” an absolete 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 os a memo or e-mail that indicates the document’s title, topic, purpose, and importance. 

To write an effective memo, use the opening for your most important information, purpose for writing, or required action. Don’t waste time mechanically restating the subject line. Instead, amplify it by filling in the WHO, WHAT, WHERE, WHEN, WHY and HOW.

Body: the middle paragraph(s) of a memo; provides necessary background and more detailed information about the subject matter.

In the body of the memo, move on to particulars and more detailed information. Points may be presented in the following ways:
1- Chronologically, sequenced from beginning to end or start to finish
2- In order of specificity, from most to least specific or vice versa
3- In order of importance, from most to least important or vice versa

Closing: the final paragraph of a memo; summarizes the content and indicates next steps, invites feedback, offers further resources, and/or provides contact information.

In closing, summarize your request or call for action, clearly indicating who should do what, by when, and for how long.

Italics: sloping letters used for emphasis or to distinguish foreign words.
Formatting Lists For Memos and E-mail

List: a group of three or more logically related items presented consecutively to form a record or aid memory.

A list is a group of at least three logically related items. Its purpose is to give order and emphasis to important information – breaking up solid blocks of text, sequencing events and actions, and making concepts easier to understand.

To be effective, any list must have these features:
· A lead-in introducing, explaining, and putting in context the items that follow
· At least three and, ideally, not more than eight items
· Parallel phrasing for every item
· Semantic and grammatical continuity between the lead-in and items (in other words, every item must read grammatically with the lead-in)
· Adequate transition to the sentences that follow after the list
Lists are formatted in two ways: horizontally (or in-sentence) and vertically (tabulated). Horizontal lists give minimal emphasis but are also less intrusive.

Use numbers or letters to indicate chronological sequence or importance, especially if you plan on referring to an item later. Numbers are useful for indicating priority. Bullets, on the other hand, are much more democratic because they suggest that all items are of equal importance. 

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

Apply the principles of chunking – a yardstick for list design – to determine the number of items that a vertical list can accommodate. Ideally, a list should be brief and kept to a maximum of seven or eight items.

Paper Memo VS. E-mail

Faced with a choice of communication channels, you do not need to opt for electronic transmission instead of paper-based messaging.

Paper-Based Memo:
· Opens directly with polite command and uses active-voice sentence
· Explains the opening request, offers details, supplies end date for action
· Explains enclosed material, cites reader benefits, and offers additional information
· Expresses appreciation for action

E-mail: A cheap and convenient way to access, exchange, and process information. Collaborative work can be carried out more easily than before, due in no small part to the interaction and more equal participation that e-mail fosters.

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

Knowing your netiquette and being proactive in managing your messaging makes e-mail a channel that is fast, functional, and efficient.

General E-mail Guidelines

1. Keep it brief. A short message (one screen or less) stands the best chance of being read fully.
2. Remember that e-mails is not your only options. Strive for a balance between the convenience of technology and the rapport of human contact.
3. Compose crucial messages offline. This process allows you to review messages and reduce the chance that they will be lost as a result of a technological glitch.
4. Follow organizational rules for e-mail. Some companies have standardized procedures for e-mail.
5. Don’t use company e-mail systems for personal communication. Your organization’s resources shouldn’t be used recreationally.
6. Aim for a balance of speed and accuracy. Speedy e-mail writing and the errors it can cause make for slower e-mail reading.
7.  Keep your messages professional. Think of your credibility and professionalism before using emoticons – such as ,  and ;-) – that are intended to communicate the tone of a message.
8. Understand that email is not guaranteed to be private. It can be saved, archived, forwarded, and eve used as legal evidence.
9. Don’t “write angry”. Avoid “flaming” – the act of firing back and venting emotion via e-mail.
a. 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. The more you bombard readers with unnecessary e-mails, the less they’ll pay to the ones that really count. Review the distribution list before sending and e-mail.
a. 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. Be aware of ownership and copyright issues and safeguard your organization’s intellectual property.

Reading and Processing Incoming Messages

1. Schedule time for reading and writing e-mail. Urgent messages excepted, set aside a few moments a day to read and respond.
2. Do regular inbox clean-ups. Learn what your company expects you to file and archive, then get rid of the clutter bu deleting unwanted, irrelevant or outdated messages.
3. Scan the entire list of new messages in your inbox. Read all current messages before writing follow-up responses.
4. Use filtering options and anti-spam software. Ensure that the mail you get is the mail you want. 
5. Capture your e-mail in a recognizable records system. Follow your organization’s guidelines for the secure management and storage of your messages.

Formatting and Writing E-mail

1. Type the e-mail address correctly. Ensure your message won’t be lost in cyberspace.
2. Compose an action-specific subject line. Subject lines help readers decide how relevant, important, and urgent a message is.
3. Wrap text after 70 characters. Short lines can look ragged and disjointed. Line length settings are found in the preferences option of your e-mail program’s toolbar.
4. Use a regular mix of upper and lowercase letters. Capitalize the first letter in each sentence and use correct punctuation.
5. Keep paragraphs and sentences short. You should aim to keep text shorter than in regular word-processing documents.

Shaping its content

1. Use appropriate greetings to soften messages. Common informal salutations to use when you know the recipient well include Hello, Hi and Greetings. (Memos omit greetings).
a. Salutation: the greeting in a letter, used to address the person being written to.
2. Get to the point immediately. Begin by asking for action, information, or a reply or by providing an overview if your message runs longer than one screen.
3. Use lists without overloading them.
4. Sign off with a complimentary close and your name. If nothing to formal is required, a simple “Regards” or “Thanks” will do. Reserve “Sincerely” for messages where you need to show deference.
a. Complimentary Close: a formulaic closing, usually a word found after the body of a letter and before the signature.
5. Tell people who you are. Set up an automatic signature through your e-mail program, Recipients will then know your professional title, telephone number, office mailing address, and full name.
6. Edit your text and run a spell-check. The more correct your e-mail is, the more professional and credible you will seem.
7. Follow common-sense rules for attachments. Before you create an attachment, consider if its contents can be put in the text of the message.
a. Attachments: an independent computer file sent with a regular e-mail message.
8. Don’t be impatient for a reply. After you’ve sent your message, wait for a response instead of jumping to conclusions (hasn’t been received).

Replying to E-mail

1. Reply as promptly as possible. Develop a response game plan.
2. Modify your distribution list. Prune the distribution list so that only individuals who have a legitimate need for your message receive it.
3. Don’t automatically include the sender’s original message with your reply.
4. Avoid indiscriminately forwarding e-mails. Consider whom the message is relevant to and who really needs the information.
5. Make provision for your absences from the office. Arrange for automatic receipt of incoming messages and out-of-office outgoing messages.
6. Protect and respect authorship. Always credit the original author of forwarded documents. 

E-mail Style and Tone

If you keep in mind what your e-mail replaces -- face-to-face conversation, a telephone call, a hard-copy letter, a traditional proposal – you will begin to understand how informal or formal your style should be.

Tone is hard to control in e-mail because of the rapid and informal way most messages are written.

Routine Messages: Positive and Informative Memos and E-mail

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

Informative memos and e-mail convey announcements, company policies, guidelines, instructions, and procedures. Informative messages must be clear and direct.

Ineffective Informative E-mail Draft
· Subject line is vague and uninformative
· Slow opening paragraph makes it unclear what message is about
· Uneven tone affects readability
· Random order and lack of details contribute to fuzzy or unclear focus

A sloppy, weak, and negative opening puts a complaint first, well before important information. It isn’t immediately clear what the message is about.

Effective Informative E-mail

· Accurate and descriptive subject line creates focus for message
· Opening paragraph focuses on action to be taken
· Explanation highlights benefits
· Hyperlink makes additional information available
· Procedure outlined in list form
· Reader benefits emphasized

The direct opening tells readers exactly what the message is about, and the explanation in the paragraph that follows indicates why the new procedure must be implemented and what its advantages are. The purpose of an informative message 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.

If you seek routine information or action, always use the direct approach. Request memos stand a greater chance of gaining compliance when readers know by the end of the first paragraph what you are asking for and what action they must take.

E-mail that Requests

· Subject clearly indicates that a response is required
· Opening combines statement of benefits with polite command
· Multiple requests presented in a numbered list
· Explanation establishes the necessity of the request
· You-attitude, active-voice verbs, and reason for end date help to encourage action.

A consistent tone that’s not too apologetic or demanding reduces the chance readers will overlook or be resistant to your request. Requests that make sizable demands on the reader’s time and resources should follow the indirect plan that includes a reason for the request.

Routine Messages: Reply Memos and E-mail

Response: a message that answers a request or query.

Responses are crucial to the day-to-day operation of organizations. Response messages deliver specific information itemized in the order that the requests were made. A prompt reply indicates both efficiency and a willingness to help.

Goodwill E-mail 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 recipient.

Thank-you or congratulatory messages are a matter of courtesy and make good business sense. Goodwill messages help reinforces the professional and personal bonds between writer and reader.

E-mail that Responds

· Opening refers to the previous message and provides a summary statement to introduce responses to individual questions.
· Responses arranged as bulleted points in order of original requests; boldfaced catchphrases summarize original questions
· Final paragraph summarizes overall response and offers assistance

Follow-Up Memos and E-mail

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

A follow-up is a more specialized type of informative message, one that reflects good business practices. As the memory of a conversation or meeting fades, a follow-up message serves as a record for future reference confirming the time, place, and purpose of a meeting.

Thank-You E-mail Message

· Opening paragraph conveys thanks to the recipient for services provided and describes those services in detail
· Second paragraph describes the benefit derived from that service
· Closes pleasantly with further recognition of the positive effort recipient has made

Follow-Up E-mail Message

· Opening identifies the date and subject of the meeting
· Major details and points agreed upon are listed as bulleted items
· Uses positive tone and forward-looking approach; message ends with allowance for correction of details.




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: imo = In my opinion, btw = by the way
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.


CHAPTER 7

Delivering Unfavourable News

Goals of Delivering Messages

Negative Message: a message that communicates negative information that may upset or disappoint the reader.

Delivering bad or unfavourable news is an unavoidable fact of doing business. Strategic negative messages are unique in their special attention to content, structure, context, and tone. The following are some important goals to keep in mind when communicating bad news:

Primary Goals
· To give bad news in a clear, brief, and respectful way, and state it only once.
· To help readers accept the bad news by showing the fairness and logic of the decision, offering and explanation when it is possible to do so, and eliminating unnecessarily negative language.
· To maintain and build goodwill toward the reader and the reader’s organization despite the unpleasant fact the message must communicate.
· To get your purpose across the first time, without ambiguities that may create a need for clarification, follow-up correspondence, or ongoing dispute resolution.
Secondary Goals
· To balance business decisions with sensitivity to readers by putting yourself in their position
· To reflect promptness, accountability, and due consideration—factors that reduce impatience and potential hostility—by delivering the bad news at the right time.
· To protect yourself and your organization from legal liability.

Bad news falls into several categories:
· Refusals turn down invitations, suggestions, proposals, and requests for information, action, employment, and credit.
· Announcements disclose price increases, policy changes, delivery delays, cancellation of services, and product defect or recalls.
· Assessments or appraisals offer negative assessments of employee job performance or personnel issues.




Tone in Bad News Messages

A tactful, neutral tone tailored to the situation puts readers in a receptive frame of mind and lowers their psychological resistance to a refusal or denial. Avoid phrasing that is harsh, defensive, and accusatory.

Tips for maintaining an even, reader-friendly tone:
· Don’t plead with the reader (please understand) or resort to name-calling.
· Beware of mixed messages, for example, by expressing an unwillingness to comply when it is within your power to do so (I am sorry that we have chosen not to).
· Avoid statements based on assumptions that the reader will accept the bad news (you will certainly agree/understand/appreciate).
· Stick to facts and keep your language jargon-free
· Avoid statements of opinion that can expose you and your company to legal liability.
· Edit timid or overly apologetic statements that may weaken the reader’s confidence in your decision (we cannot afford to/we must refuse/disappoint/reject your).
· Use expressions of sympathy (sorry/I regret/unfortunately) carefully to avoid hinting at the bad news.

Sincerity and politeness are the best ways to let readers down gently and help them adjust to negative information.

· Positive subject lines highlight solutions in problem-oriented messages and persuade readers of the benefits of potentially unpopular policies or changes.
· Neutral subject lines signal the topic but without referring to the bad news.
· Negative subject lines are uncommon but can be used to command attention for serious internal problems and issues that might otherwise be ignored.

Organizing Bad News Messages
There are two writing plans—direct and indirect—for structuring negative messages. There are several important factors to consider before you write:
· How well you know the reader
· What position the reader holds relative to you in the company hierarchy
· How much information you can safely disclose to the reader without compromising privacy or commercial (intellectual property) concerns
· How prepared the reader is for the bad news
· How much resistance you anticipate
· How adversely the refusal or denial will affect the reader
· What readers, especially of internal messages, are accustomed to.



Direct Writing Plan for Bad News Messages

Using the Direct Writing Plan
Use the direct approach to deliver bad news in the following situations:
· When you know the reader well enough to understand his or her preference for directness (readers who expect conciseness and immediacy in their messages may not have the time or patience to read a lengthy lead-in)
· When the bad news is expected or related to a known problem or minor delay
· When critical information might otherwise escape notice (organizations commonly use the direct approach to announce price increases, disruptions in service, or changes in policy; if you embed this information somewhere in the middle of the message, you may not succeed in bringing it to the reader’s attention)
· When the bad news is not serious, significant, or detrimental to the reader
· When it is company practice to write all internal messages straightforwardly 
· When you intend to terminate a business relationship

Use the following four-part approach when writing a direct bad news message:
1- Begin with a simple, well-phrased statement of the bad news.
2- Provide an explanation that the reader can reasonably accept.
3- Offer an alternative if it is possible to do so.
4- Close with a goodwill statement that doesn’t refer to the bad news.

Limitations of the Direct Approach
The direct, up-front approach is all business. To make your message polite without adding to its length, focus on using a tone that conveys respect and courtesy.

Indirect Writing Plan for Bad News Messages

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

Using the Indirect Approach
The indirect strategy is a more traditional way of delivering unfavourable news.
Use the indirect approach for the following situations:
· When you don’t know the reader well
· When the bad news isn’t anticipated by the reader
· When you anticipate a strong negative reaction from the reader

The following simple formula can be modified depending on the specific type of message and how sensitive you need to be:
1- Begin with a buffer.
2- Provide a solid, reasonable explanation.
3- State the bad news.
4- Close with a goodwill statement.
Bad News Buffers

Buffer: a meaningful, neutral statement that cushions the shock of bad news.

The buffer (one to three sentences) is a first defence against toxic messaging. It is a meaningful, neutral statement that establishes rapport with the reader without forecasting the bad news.

Explaining the Bad News
An explanation of the bad news is the most important part of a negative message because it prepares the reader for the refusal or denial.
1- Stick to the facts and avoid editorializing.
2- Refer to company policy as needed but don’t hide behind it.
3- Use positive or neutral words

Types of Bad News Buffers
Full list on page: 209

Revealing the Bad News
Withholding the bad news until after the explanation is fundamental to the indirect strategy. It is still essential to state the bad news clearly and unequivocally, so readers will understand it the first time and won’t need to ask for clarification.
1- Put the bad news in a dependent clause.
2- Suggest a compromise or alternative.
3- Use the passive voice.
4- Use long sentences rather than short ones.
5- Use positive language.
6- Avoid spotlighting the bad news.
7- Imply the refusal.

Goodwill Closing
Goodwill closing: the part of a message that draws attention away from the bad news and toward a positive and continuing relationship with the reader.

The closing is the last chance to repair goodwill and normalize relationships so that business can continue. A goodwill closing must be consistent with the overall tone and content of your message. Positive, you-centred remarks work well in closing as long as their cheerfulness doesn’t encourage the reader to think you are happy about delivering bad news.
1- Don’t repeat the bad news, remind the reader of past problems, or hint at a future difficulty.
2- Do offer your good wishes to the reader.
3- Don’t invite further correspondence unless you sincerely want contact.
4- Don’t apologize for having to say no, especially at the end of your message.
5- Don’t take credit for helping the reader unless you have actually provided assistance.

Indirect-Approach Message

Limitations of the Indirect Strategy
The indirect strategy does have its drawbacks. When readers fail to find good or neutral news in the first few sentences, they may see through the delaying or “hedging” tactics of the buffered opening and explanation and suspect the true purpose of the message.

Use the Direct Strategy
· To deliver bad news to someone you know well
· For internal communication on matters already familiar to the reader
· To announce routine rate increases to customers
· To deliver bad news policy statements to employees
· To refuse to write letters of recommendation
Use the Indirect Strategy
· For tactful, explanatory in-house communication with superiors and co-workers and external communication with customers, job applicants, and vendors
· To refuse requests, claim adjustments, and credit
· To decline invitations
· To deliver bad news about products orders
· For negative performance reviews

Apologies in Bad News Messages
Apologies can have several functions:
· Restoring dignity and a sense of justice
· Expressing fairness
· Reducing the effects of anger
· Providing a convincing explanation for the offence
· Giving assurances that the same unpleasantness won’t occur in the future.

Here are two main points to remember about apologies:
· Don’t apologize for minor errors that have been promptly corrected or when there is nothing to apologize for.
· Do apologize for any serious trouble or inconvenience for which you or your company is responsible.

Types of Bad News Messages

Refusing Requests for Information, Actions, and Favours
When refusing requests from people outside your organization, you can say no tactfully by using the indirect writing plan that buffers, explains, and softens the bad news.
1- Buffer the opening.
2- Give reason(s) for the refusal.
3- Soften or subordinate the bad news.
4- Offer an alternative or compromise if a good one is available.
5- Renew goodwill in closing.

Refusing Claims
Not all claims are valid or reasonable. Some are the result of an honest mistake or misinformation on the part of the claimant. The dual purpose of a claim response, even a negative one, is to put the matter to rest while retaining the goodwill and patronage of current customers.

1. Begin with a statement of appreciation, common ground, or understanding.
2. Provide a concise, factual explanation.
3. Don’t apologize for saying no.
4. End in a friendly, confident, conciliatory way.

Refusing Credit
Refusing credit can cause hard feelings, with consequences for future business. Given the sensitive nature of this type of message, most companies prepare carefully worded, lawyer-reviewed credit refusals. Follow these steps when writing credit refusals:
1. Buffer the opening.
2. Use direction in explaining the reason for the refusal
3. Soften the refusal with a passive-voice construction.
4. Offer incentives to sustain business.

Turning Down Job Applicants

1. Open by cushioning the refusal
2. Give reasons for the company’s selection, if it is possible to do so.
3. Quickly move on to the bad news.
4. Gently encourage the applicant.

Announcing Bad News to Employees
Bad news is often handled differently when the audience in question is within an organization rather than outside it. Before you write, you should have firm answers to the following questions:
· Why has the decision forcing the announcement of bad news been made?
· What is the purpose of the change?
· How does the bad news affect employees?




Declining Invitations
Invitations are an integral part of business life. They offer valuable opportunities to network, learn, and promote your organization. Though your refusal can still be brief, make a special effort to maintain goodwill by adopting a warm tone and focusing on something positive about the situation.
1- Express appreciation for the invitation or pay the reader a compliment.
2- Express your regret at not being able to attend and, if appropriate, explain why you are unavailable. 
3- Purpose a constructive alternative if one is available.
4- End by renewing goodwill.

Chapter 8

Persuasive Messages

Writing Persuasively

Persuasion (the attempt to influence opinion) works at changing attitudes, beliefs, and behaviours. It involves a skilful use of words that help put ideas into action and make things happen. Persuasive communication motivates readers to accept recommendations and act on requests. It gradually breaks down resistance and establishes rapport with readers by appealing to their needs, interests, values, and powers of reason. Achieves its purpose without threats or manipulation. It doesn’t coerce or make readers do something; it makes them want to do it, in part by respecting their views and intelligence. Well-framed arguments, and vivid supporting evidence.

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

Preparing to write persuasively
The following are some points to remember when writing persuasive messages:

· Know your purpose and what you want your reader to do. Your goal is not only to make your request but also make it seem reasonable. 
· Understand what motivates your reader. Analyze your audience in terms of its perceived goals and needs. Hierarchy of needs, from the most basic at the bottom to the abstract at the top.
· Consider design and layout. A proper layout—on that conveys non-verbal messages through proportioning, typography, and use of white space—puts a document in a positive light and makes it look both attractive and professional.
· Be positive and accurate.
· Anticipate objections and plan how to deal with them. To counter resistance and encourage readers to say yes, present your request in light of one of the following arguments:
· Short-term pain for long-term gain: small sacrifices or inconveniences now will result in the achievement of greater long-term objectives.
· The advantages outweigh the disadvantages.
· Money spent is money and/or time saved in the long run.
· Investment of time or money will bring other benefits.



Persuasive Appeals
Messages that must convince can rely on single or combined appeals. 

Appeal: an attempt to persuade.

Logical Fallacy: an error in logic that weakens a persuasive argument (e.g., a personal attack, a mistaken assumption that one event causes another, or reliance on non-expert testimony).

· Appeal to Reason: People in business usually respond best to logical presentations of evidence—non-numerical facts, expert opinions, statistics, examples, and analogies. Eliminate errors in logic, flaws that can rob your appeal of its persuasive power. Among the most common logical fallacies are post hoc ergo propter hoc (mistaking coincidence for cause), circular arguments (restating an opinion instead of backing it up), begging the question (sidetracking the reader from an important issue), and false analogy (making a comparison that doesn’t apply). 
· Appeal to Emotion: Emotions are powerful persuasive tools. When facts alone fail to convince, an emotional appeal can motivate people to act and respond. It is worth remembering, however, that tapping into emotions such as pride, hope, honour, pleasure, respect, and fear can be risky and seem manipulative to a reader who is not entirely on your side. Emotional power comes from language.
· Appeal to Ethics: Credibility has to do with the image you cultivate. It refers to how believable, responsible, and ethical you or your company is. Credibility has several sources:
· Specialized knowledge.
· Reputation.
· Authority.
· Familiarity.

Indirect Writing Plan for Persuasive Messages
An indirect persuasive strategy is to break down resistance and prepare readers for a request or proposal that could easily fail if made directly. This three-step plan

1- Obtain interest: Make a good first impression and provide incentive for the reader to pay attention to the rest of your message.
2- Prove your proposal or product can benefit the reader: Capitalize by explaining how what you propose or sell meets a particular need.
3- Ask for action and link it to reader benefits: End with a specific and confident request linked to incentives that motivate readers to act immediately and decisively.




Types of Persuasive Messages
Favour and action requests

An indirect strategy allows you to gain acceptance for invitations, requests for volunteer services, and appeals for any kind of unpaid help.

1- Gain favourable attention: Catch the readers’ attention with a genuine compliment or a fact that awakens their social conscience.
2- Persuade the reader to accept: Help readers view the request positively by associating it with one of the following:
a. the chance to assume a leadership role or showcase talents
b. the chance to network, develop professional contacts, or gain exposure for their views
c. the chance to help others or bring about positive change in their workplace or community
Specify exactly what the favour involves by referring to dates, times, and locations.
3- Ask for action: Express your request with confidence and courtesy to encourage acceptance. End with a reminder that you are looking forward to a response.

Persuasive Memos

Describes a problem to management or colleagues, then presents a solution that ends in a related proposal or request. Communicates facts and benefits before it pushes for action, there is less chance the initiative it endorses will be misunderstood or rejected prematurely. Here are the steps to follow when writing a problem-solving memo that gives limited chance for readers to say no:

1- Summarize the problem.
2- Explain how the problem can be solved.
3- Minimize resistance.
4- Ask for a specific action. Be firm but polite. Set a deadline.

Claim Requests

Straightforward, well-justified claims can be made directly. Prove the legitimacy of your claim with a clear line of reasoning before you can ask for an adjustment. If you present yourself as fair and easy to deal with and show your disappointment without expressing anger, you will be taken seriously and your claim will stand a better chance of being granted promptly. Here are some steps to follow:

1- Gain positive attention
2- Prove your claim is valid: Describe the problem in a calm and credible way. Give a chronology to explain what happened and what you have done to resolve the problem.
3- Ask for a specific action.

Collection Letters

The purpose of a collection letter is to collect and overdue bill (a month or more past due) while preserving the customer relationship.

Collection Letters: A series of increasingly persuasive appeals to a customer asking for payment for goods and services already received.

Collection letters generally follow three stages:

1- Reminder: Assumption that the customer intends to pay but has simply forgotten and fallen behind
2- Inquiry: (Inquiry Letter). Work on the assumption that the customer has a legitimate reason for not paying—a cash-flow problem, out-of-town absence, or similar circumstance. This request is reinforced by positive appeals to one or more of the following:
a. Fairness
b. Reputation
c. Sympathy
d. Self-interest

Inquiry Letter: a collection letter that attempts to determine the circumstances that are preventing payment and asks for payment.

3- Demand: The last letters in a collection series are unequivocal demands for immediate payment (demand letter). Warning of penalties for non-payment (including legal action, garnishment of wages, or referral of the account to a collection agency).

Demand Letter: a collection letter that 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 Messages
Successful sales people are usually effective communicators:
· Sales messages help build a business
· They rely on market research and use it to adapt their sales messages to the needs, preferences, and demographics of targeted groups.
· Most sales messages are unsolicited and frequently ignored, so they avoid hard-sell pitches, empty hype, and deceptive product claims.
· Use appropriate persuasive appeals and incentives to create desire
Among these types of persuasive messages, sales letters are unique.

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

Aiming to Make a Sale: Analyzing the Product and Audience

An effective sales message delivers specific facts to a specific audience. Careful planning is essential, so start with the following preliminary steps:

1- Study the product or service
2- Learn as much as possible about the target audience.
3- Aim for an ethical sales pitch.
4- Consider other factors.

Writing Plan for Sales Letters

A typical sales letter involves a four-step writing process:

1- Gain attention
a. A thought-provoking fact or statement
b. Good news that makes the reader feel important or unique
c. A special offer or bargain
d. A product feature that makes a difference to the reader
e. A question
f. A story
2- Introduce the product
3- Make the product desirable
4- Ask for action and make responding simple.

Postscripts
Postscripts are high-impact sentences, attracting attention as soon as the letter is opened.

Sales Follow-Up

Fundraising Messages
To write fundraising messages, follow these steps:
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.


Chapter 9

Communicating for Employment

The use of social media in recruiting is just the beginning. Being successful in a job search is a process that requires a cluster of complementary and interrelated skills: research, analysis, organization, oral and written communication, persuasion, and, increasingly, social networking.

Analyzing Your Career Goals and Qualifications

Finding a job you can grow and succeed in starts with knowing your values, goals, preferences, qualification, and competencies.

Assessing Your Skills and Values

· Who are you? What are your values, interests, and marketable skills?
· What drew you to your career path or program of study?
· What are you good at?
· Are you willing to acquire new skills or retrain for the sake of advancement?
· Do you live to work or work to live?

Assessing Your Work Preferences and Personality

· Are you an introvert or an extrovert?
· In what work setting are you most comfortable?
· Do you enjoy working with people, materials, ideas, or data?
· Are you decisive?
· Do you prefer to take a leading role or a supporting one?
· Do you appreciate and apply feedback?
· Do you like work that is fast-paced or slow-paced?
· Would you rather be a specialist or a generalist?
· How important are colleagues, working conditions, and jib stimulation?

Assessing your Work History

· What accomplishments are you most proud of?
· What is the best praise or recognition you received for your work?
· What work tasks, experiences, and relationships have you found most satisfying?
· What work experiences have you most disliked?
· How well do you communicate and learn on the job?

Enter into the job search and application process with clear thought.

· Approach to work (including flexibility and resourcefulness)
· Knowledge and quality of work
· Organization and time/task management
· Client service orientation and social sensitivity
· Communication and interpersonal skills
· Leadership, team work, and team skills
· Analytical thinking/ problem-solving/ decision-making
· Result achievements and ability to cope with responsibility
· Professional development and interest in lifelong learning

Job-Hunting

Job-hunting requires time, effort, and perseverance. A successful search campaign begins with the following steps:
· Studying the job market
· Building professional networks that can be a source of information and insight
· Identifying sources of employment
· Learning about the organizations you would most like to work for
· Establishing an online presence to build your professional brand and attract employers and opportunities
· Matching your skills and training to the most suitable positions.

1. Tap into the full potential of social media.
2. Master electronic job-search techniques.
3. Read the career pages, classified ads, and financial sections of newspapers, trade and professional journals, and business magazines.
4. Learn to network
5. Use the hidden job market 
a. Cold Call: an unsolicited telephone call in which a job-seeker introduces himself or herself and asks about job openings.
6. Visit career centres or employment agencies
a. Employment agencies: an organization that matches job candidates with jobs, sometimes for a fee.
7. Think ahead. Look into the possibility of getting a summer internship or co-op job while you are still a student.
8. Polish your interpersonal and communication skills.







Using LinkedIn and Twitter to Establish an Online Presence

LinkedIn
LinkedIn was the first social media site to allow users to “create, manage and share their professional identities online. Create your LinkedIn profile by following these steps and examples:

1. Include a photo and preliminary information.
2. Complete the overview section of your public profile.
3. Provide details of your experience and education.
4. Provide a thorough, compelling background summary.
5. Follow steps that will enable your profile to rank higher in search results.
6. Enrich your profile with visual content.
7. Solicit endorsements and recommendations.
8. Update your profile to reflect fresh achievements and professional development.

Twitter
Think of your Twitter account as an online business card. A resumé represents you and your best work on paper.

Resumé: a persuasive written document in which job applicants summarize their qualifications and relate their education, work experience, and personal accomplishments to the needs of a prospective employer.

How Employers Use Resumés
HR specialists spend a minute or less perusing each one.

Resumé Writing Style
Resumé writing requires a tight, clipped, action-oriented style that focuses on results.
· Use capitals and/or boldface for headings.
· Use consistent indenting.
· Leave space between sections.
· Proofread to catch errors.

Parts of a Standard Resumé
· Name and contact information
· Objective/Career Profile
· Summary of Qualifications
· Education
· Experience
· Skills and Capabilities
· Awards and Activities
· References
Any weakness can be de-emphasized by their placement.

Education
· The degree, diploma, or certificate
· Academic honours
· The name of the institution that granted the degree
· The location of the school
· Your major field of study, concentration, or specialization
· Dates of attendance and/or date of graduation

Work Experience
· Job title(s) (indicating promotions)
· The company and its location (city and province)
· Dates of employment

Resumé Styles and Layouts
The most widely used resumé styles are the chronological, the functional, and the combination.

Chronological Resumé: 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 listed first.

Functional Resumé: a document in which job applicants’ qualifications are presented in terms of notable achievements and abilities rather than work experience.

Combination Resumé: a document that combines characteristics of chronological and functional resumés.

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.

Preparing a Scannable Resumé

Scannable Resumé: a paper or electronic resumé that is prepared for scanning through uncluttered formatting and inclusion of a keywords section.

Do
· List your name and address at the top of every page of your resumé.
· Use white space as your main formatting tool, leaving blank lines around headings.
· Use as many pages as necessary to list your skills and experience—in the absence of other formatting tools, use plenty of white space.
· Inspect your resumé for letters that overlap to reduce the chances 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 bullets
· Use italics, underlines, boxes, colums, graphics, borders, or shading.
· Use unusual fonts and typefaces (instead use sans serif fonts such as Arial in ten-to-twelve-point size).
· Fold, staple, or fax your resumé.

Preparing an E-mail Resumé
1. Read application instructions carefully.
2. Attach a resumé or cover letter to your e-mail only when specifically requested.
3. Use keywords.
4. Include a cover letter.
5. Make your subject line specific.
6. Use formatting methods that make your resumé more computer-friendly.

Don’t
· Use special characters (characters not on your keyboard).
· Use a word-wrap feature.
· Use bullets, italics, underlined text, graphics, slashes.
· Use non-proportional typefaces such as times new romans that have different widths for different characters.

Preparing a Persuasive Application Letter

An application letter—also called a cover letter—is essentially a sales letter.

Cover/application letter: a letter that accompanies a resumé to summarize a job applicant’s qualifications and value to a prospective employer.

· Opening—gets aatentionand clearly identifies the position for which you are applying
· Body—builds interest with a summary of your qualifications, as much as possible matching your strengths to the requirements for the job
· Closing—asks for an interview and provides a contact number.

General Tips for Cover Letters

1. Camouflage I, me, and mine.
2. Get the company name right.
3. Use the keywords from the job ad or posting.
4. Use the same font that you used for your resumé
5. Avoid dense, overloaded paragraphs.
6. Don’t plead, apologize, or exaggerate.
7. Avoid a cookie-cutter approach.
8. Strive for a tight, clear writing style.
9. Keep a copy of your letter and a record of jobs you have applied for.

Solicited Application Letters

When you know a company is hiring, you can respond to an advertisement by writing a solicited application letter.

Solicited application letter: a letter in which a job-seeker applies to an advertised position and asks for an interview.

1. Introductory paragraph: Gain attention.
2. Middle paragraphs: Show that you are qualified by relating your skills to what the company requires.
3. Closing paragraph: Ask for Action

Unsolicited Application letter

Unsolicited application letter: a letter in which a job-seeker introduces himself or herself and asks about job openings.

Unsolicited letters of application, also called job-prospecting letters, are written on the chance that employers may have an opening for someone with your skills and qualifications in the foreseeable future even though no such position has been advertised.

· Show enthusiasm.
· Use the indirect approach (for persuasive messages).
· Do research that enables you to demonstrate your interest in and knowledge of the company (products it manufactures, the personnel it seeks, and the challenges it faces).

E-mail Cover Letters

· Include a specific and meaningful subject line.
· Keep it short and succinct.
· Limit yourself to the characters on a standard keyboard.
Job Application Round-Up: Some additional Tips

1. Keep track of the companies to which you have applied.
2. Ensure future contacts remain professional.
3. Consider privacy and confidentiality.
4. Ensure your application is delivered on time, in the appropriate way.

Career Portfolios and ePortfolios

· Statement of career goals
· Summary of research projects (proposed, in-progress, or completed)
· Details of professional development activities
· Volunteering and community service
· Letter of recommendation
· References

Job interviews

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

Before the Interview

1. Prepare in order to minimize job interview anxiety.
2. Become familiar with your non-verbal communication habits.
3. Dress for the job.
4. Anticipate what questions you might be asked.
5. Be prepared to talk about your experiences and how you handled problems.
6. Prepare several good questions to ask the interviewer.
7. Practise.

Behavioural Interview Questions and How to Prepare for Them.

Use the STARS technique to develop your response. Focus on outlining the situation, noting the tasks you had to perform, explaining the actions you took, stating the results, and classifying and reflecting on the skills you used. 

At the Interview

1. Arrive on time or a little early.
2. Go alone.
3. Bring an extra copy of your resumé and a reference list.
4. Mind your manners.
5. Make a poised and confident first impression.
6. Listen carefully to the interviewer’s questions, and don’t interrupt.
7. Use correct English
8. Concentrate
9. Avoid being negative
10. Make intelligent use of your research
11. Don’t obsess over salary or benefits
12. Don’t expect an immediate response.

After the Interview

1. Follow up with a letter.
2. Consider your options carefully.

Follow-Up Letter
A follow-up letter can be sent if, within a reasonable time, you have not received a response to your resumé or have not heard from an employer following an interview.

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

Thank-You Letter
A thank-you letter shows good manners and is typically sent within 24 hours of an interview. It expresses appreciation to the interviewer for his or her time and the courtesy that was extended to you.

Job-Offer Acknowledgement
An acknowledgement should be sent immediately on receipt of an offer, especially if you require time to make you decision.

Job-Acceptance Letter
It is a good idea to put your acceptance in writing. Restate the title of the position, salary, and starting date, and clarify details or special conditions.

Job-Refusal Letter
Politely decline the position, thanking the employer for the offer and the organization’s interest in you.

Reference-Request Letter
· Mention the job for which you are applying, its requirements, and the deadline for applications
· Update the reader on significant recent accomplishments
· Review good experiences the referee might remember you by
· Include a copy of your resumé

Chapter 10: Informal Reports 

Business Report: 
A document in which factual information in complied and organized for a specific purpose and audience.

The quality of a report and its effectiveness depends on 3 things:

FACTORS OF SUCCESSFUL REPORTS:
Content

· Writing with your aims, objectives, and main message in mind.
· Weigh information according to what is going to be done with the report and what its future use will be.
· Include information the reader needs for action-taking and decision-making by extracting pertinent facts from pieces of raw data and analyzing/interpreting those facts so that they make sense to readers and relate clearly to the problem you are solving, the question you are answering, and the conclusion that you draw.
· Take readers needs into account when selecting info and consider background information.
· Help readers understand report info by organizing it in a logical way.

Clarity 

· Apply principles of good English- write in simple, straightforward, tightly constructed sentences with correct grammar, punctuation, and spelling.
· Guide the reader through your discussion- use overviews to forecast what you will discuss, use transitions to show how your discussion is continuing or changing, add headings of various levels to help readers find information, and use topic sentences to announce what each paragraph is about.
· Use text citations selectively; give formal credit to the sources you use or quote.
· Include visual elements that are explanatory, show the significance of your facts, match your objectives, and help the reader make an informed decision; introduce and label each visual you use.
· Ensure facts are introduced in the right place by editing your draft and deleting extraneous material.
· Use consistent evaluation criteria when you weigh options and draw conclusions.



Skimmability

· Select a readable font to reduce eyestrain and lessen reading time.
· Use informative headings and lists to group similar data together, signpost significant facts, emphasize the main ideas, and show where you analysis is leading.
· Use white or neutral space effectively.


INFORMAL VS. FORMAL REPORTS:
Informal Report:
A report using a letter or memo format, usually ranging from a few paragraphs to ten pages in length.

Formal Report:
A business document of ten or more pages based on extensive research and following a prescribed format or pattern that includes elements such as title page, transmittal or over letter, table of contents and abstract.


DISTINGUISHING FEATURES OF SHORT REPORTS:
Purpose
· Information
· Information and analysis
· Information, analysis and recommendations

Information 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 / Recommendation Report
A report that interprets and analyzed information and offers recommendations based on findings.

FREQUENCY OF SUBMISSION:
Periodic Reports: An informational report that is filed at regular intervals according to a schedule (weekly, biweekly, monthly…)

One-Time Reports: A report that presents the results of a special or long-term project.
	- Deal with specific issues


FORMATS AND DISTRIBUTIONS
Reported info can be prepared and distributed in several ways:

Memorandum Report: A short, internal report presented in memo form
· 1 – to ¼- inch side margins
· The standard guidewords TO, FROM, DATE, and SUBJECT, and
· Single-spaced paragraphs separated by two black lines.

Prepared-form Report: Time saving pre printed forms with standardized headings useful for recording repetitive data or for describing routine activities within an organization

Letter Report: A short external report presented in letter format
· Date, inside address, return address, salutation, complimentary close

PowerPoint Report: Companies use PowerPoint for deliverability and short written reports, especially periodic reports such as progress reports.

Formal Report: Prepared in Manuscript format and printed on plain paper.


DIRECT AND INDIRECT APPROACHES
Direct Approach: Informational and Analytical Report
Routine, non-sensitive information related to recurring activities and one-time situations is best when it is delivered/presented directly.
· Purpose/Introduction/Background
· Facts and Findings
· Summary

Use the direct approach in analytical reports when you expect that the reader will agree with your recommendations without any persuasion.
Present info in the following order:
· Introduction/Problem/Background
· Conclusions or Recommendations
· Facts and Findings
· Discussions and Analysis

Indirect Approach: Analytical Report
When you expect some resistance or displeasures on the part of the reader, an indirect approach works best. Present info in the following order:
· Purpose/Introduction/Problem
· Facts and Findings
· Discussions and Analysis 
· Conclusions or Recommendations

HEADINGS
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.

1. Use either Functional or Descriptive headings
a. Functional: Basic generic headings (intro, Findings, Summary) that can be used in almost any report
b. Descriptive/Talking Heads: High information headings that reflect the content of the report.
2. Keep headings short and clear
3. Use parallel construction 
4. Ensure headings are clearly ranked
a. FIRST LEVEL
b. Second Level
Above Text
c. Third Level. In line with text
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.

STEPS IN THE WRITING PROCESS:
1. Plan
2. Research/Analyze Data Info
a. When completing a list of resources you need to note
Title of work/document/webpage/article
Authors Name
The publisher/web address
The publication date
3. Composing and Revising
· Alphanumeric Outline: An outlining system that combines numbers and letters to differentiate levels of headings
· Decimal Outline: An outlining system that uses a combination of numbers and decimal points to differentiate levels of headings.




ELEMENTS OF INFORMAL REPORTS
1. Introductory Statement
The first section in the body of a report, which provides readers with the information they need in a order to understand and evaluate the report itself; it must include either the report’s purpose or a statement of the problem the report addresses.

2. Findings
The most substantial parts of a report, in which qualitative and numeric data is presented and organized by time, convention, order of importance, or component.

3. Summary
The closing or second-last section of a report that briefly restates its main points.

Conclusions and Recommendations
The closing section of an analytical or recommendation report in which specific actions are proposed to solve a problem or aid decision-making

USING GRAPHICS AND VISUALS
Visual Aids
Material that present information in visually appealing ways to show trends and relationships, represent numbers and quantities, and concepts concrete. 

Any graphic or visual is only as good as the data it represents and the through that goes into its planning and matching of design with objectives. Most effective visuals are:
· Clearly titled and clearly labelled
· Uncluttered, easy to understand
· Accurate, functional, and ethical
· Included for a purpose
· Integrated or placed where they make the most sense

TABLES
A chart that presents data, usually numerical, in a compact and systematic arrangement of rows and columns. 
· Design Table so it fits in one page
· Apply a heading that includes the table number and an appropriate title/caption

MATRIXES (EX PG. 323)
A word table containing qualitative information rather than numerical data.

PIE CHART
A circular diagram presenting data as wedge-shaped segments showing proportions or percentages of the whole.



BAR CHART
A visual consisting or parallel horizontal or vertical bars of varying lengths, each representing a specific item for comparison.

SEGMENTED BAR CHART
A visual consisting of a single bar divided according to the different portions that make up an item as a hole. 

DEVIATION BAR CHART
A specific type of bar chart that shows positive and negative values.

PICTURE GRAPH
A visual that uses pictorial symbols to represent particular items.

LINE GRAPH
A visual that uses lines on a grind to show trends according to the relationship between two variables or sets of numbers.

GROUPED LINE GRAPH
A line graph that makes comparisons between two or more items.

GRANTT CHART
A bar chart that is used to show a schedule 

FLOW CHART
A diagram that maps out procedures, processes, or sequences of movement.

ORGANIZATIONS CHART
A diagram that shows how various levels or sectors of an organization are related to one another.

COMMONLY USED SHORT REPORTS: INFORMATIONAL AND ANALYTICAL:
Informational Reports
Information reports have specific purposes – to collect data and present it clearly and directly. They deliver routine info about different kinds of activities:
· Ongoing activities – activities that need to be monitored at a regular weekly, biweekly, monthly intervals.
· Non-routine, case by case situations – business trips or major projects that must be accounted for an reported to management.

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 response to a request for information about a specific problem or situation.
· Introduction
· Body
· Summary

COMPLIENCE REPORT
Disclose info to governing bodies and government agencies in compliance with laws and regulations

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, investments policy change or hiring.
· Direct Pattern
Introduce problem briefly
Present the recommendation / action / solution
Justify the recommendations by highlighting advantages and benefits and explaining it in more detail
End with a summary that refers to the action to be taken
· Indirect Pattern
Introduce the problem and provide details that convince readers of its seriousness but do not reveal the recommendations
Discuss other measures or alternatives under descriptive headlines
Show the advantage of your solution overweigh the disadvantages
Summarize the action to be taken and ask for authorization

FEASIBILITY REPORT
An analytical report that evaluates whether a project or alternative is advisable and practical.
· Summaries compress longer info and condense it to what management needs to know: primary ideas, conclusions and recommendations
· To-file reports provide a permanent written record of decisions, discussions, and directives. 

PROPOSAL
A document presenting plans and ideas for consideration and acceptance by the reader.



TRIP REPORT
A short reports that summarizes the event of a business trip or conference.
A writing plan for tip and conference reports includes the following elements:
· Subject line
· Introduction
· Body
· Conclusion

PROGRESS AND ACTIVITY REPORT
A short report that provides information on the status of a project, including current work, work done during the time since the previous report, and work to be completed in the next period. 
Progress and activity reports help managers adjust schedules, allocate personnel and equipment, and revise budgets. They are typically arranged in this pattern: 
1. Opening Summary – comments on status of project in terms of the original schedule and goals and the process that has been made to date.
2. “Work Completed” section – Describes what has been done since the last report and notes any problems and solutions
3. “Work in Progress” section – Lists work currently being done (optional)
4. “Work to be Completed” section – describes the work that remains and notes any foreseeable problems and likely solutions. 
5. Closing/Forecast – looks ahead to the progress that will be made between this and the next report
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Proposals and Formal Requests

Proposals

More than simply providing facts, proposals fill a need by suggesting the means for solving problems.

Proposal: A business document that suggests a method for solving a problem or that seeks approval for a plan.

Depending on its type, a proposal may ask for action, business, or funding. It may stay within an organization (internal proposal). Addressing questions such as following:

· How can this idea save money? When will the savings occur and much does the company stand to save?
· How can this new procedure boost productivity or sales?
· How will this plan make the company more competitive?

organization (external proposal) as a means of generating income.

External proposal: a proposal issued to governmental or private industry clients outside an organization as a means of generating income.

Internal proposal: a persuasive document that attempts to convince management to spend money or to implement plans to improve the organization.

Requests for proposals (RFP): a detailed document requesting proposals and bids on specific projects.

Essentially a sales presentation, a proposal formalizes the submission of a bid for a contract. They may be informal – often just several pages prepared in memo form – or formal – dozens or even hundreds of ages divided into multiple parts and prepared by a team of writers.

Elements of Informal Proposal

Introduction
The introduction should offer an overview of the proposal and its scope and highlight your qualifications to do the job.
Background
The background section defines in some detail the problem you aim to solve or the opportunity you wish to address.

Proposal, Method, and Schedule
The proposal section details your solution to the problem. Explain (1) the products or services you are offering, (2) how the proposed method for solving the problem is feasible, (3) how your company intends to proceed with it and perform the work in the available time, (4) what special materials and resources you will use, and (5) when each phase of the project will be completed (create a timeline for this purpose).

Cost and Budget
The outline of costs and the budget are key. Give a carefully prepared breakdown of costs for the entire project and, if applicable, for each stage of the project process.

Staffing and qualifications
The staffing section shows that you, your team, and your company are credible and have what it takes to do the job well. Instill confidence in the readers.

Benefits
The benefits section summarizes the reasons for accepting the proposal so that the client will be motivated to action.

Requests for Authorization
Depending on the situation, the closing request—asking for authorization to proceed—can sometimes be made or negotiated after the client has received the proposal.

Elements of Formal Proposals

Elements marked with an asterisk (*) in the following list are optional in an informal proposal.

Font Matter: the parts of a proposal or report that are included before the main body and contain introductory information.

Front Matter
· Copy of the RFP (if applicable)*
· Cover letter*
· Abstract summary*
· Title page*
· Table of contents*
· List of tables/figures/illustrations*


Body of the Proposal
· Introduction
· Background or problem statement
· Detailed proposal and method
· Schedule
· Budget or cost analysis
· Staffing
· Authorization
· Benefits and conclusion

Back Matter
· Appendix
· References

Back matter:  the parts of a proposal or report that follow the main body and contain supplemental information.

Cover Letter or Letter of Transmittal
The cover or transmittal letter, bound inside the proposal as its first page, explains the proposal’s purpose, major features, and tangible benefits and expresses confidence that those benefits will satisfy the client’s needs.

Executive Summary or Abstract
An executive (one-page maximum) is intended for decision-makers and gives the proposal’s highlights in persuasive, non-technical language. An abstract (also one-page maximum) summarizes those highlights in specialized, technical language.

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

Title Page
The title page should include (1) the proposal title and subtitle in boldfaced type or upper-case letters, (2) the name of the client organization and/or the decision maker to whom the proposal is directed, (3) the RFP reference number, (4) the name and title of the proposal writer and company, and (5) the date of submission.

Title page: a front-matter page of a proposal or formal report that includes the title of the document, the names of the intended recipient(s) and the author(s), and the date of submission.

Table of Contents (TOC)
The table of contents (TOC) should list all main section headings used. It is a front-matter list of the first-and second level headings that appear in a proposal or formal reports, all of which constitute an overview of the material to follow.


List of Tables/Figures/Illustrations
It is a front-matter list of the titles and page numbers for tables, figures, and other graphics included in a document.

Appendix
An appendix, typically found after the body of a proposal, is used to archive specialized materials of interest to readers (e.g., graphics, statistical analyses, tables, generic resumes of project leaders, product photographs, and examples of previous projects).

Appendix: a section of the back matter of a proposal or formal report in which specialized supplemental materials are archived.

References
The references or works cited list identifies the source material for ideas and information you have mentioned in your proposal or consulted in its preparation.

References or Works cited: a section of the back matter of a proposal or formal report that lists, in alphabetical order, the source material cited in the text.

APA, American Psychological Association style: documentation system used by writers in the social and physical sciences.

Modern Language Association (MLA): a documentation system used by writers in the humanities.

Writing Style for Proposals
Good proposals are persuasive and use words that communicate strength, confidence, know-how, and credibility.

Common Mistakes in Writing Proposals
A proposal may fail to secure reader interest for several reasons:
· 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.

Researching and Collecting Data
Reports are based on evidence. How much data you need to gather and analyze and how much research you need to do will depend on the situation. Access can depend on the category of information:
· In-house: e.g., internal files, memos, reports, or company intranet or records
· Publicly available: e.g., consultants, experts, Internet, CD-ROMS, newspapers, books, or magazines.
· Restricted: e.g., members-only Internet sites, research by other companies and organizations

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 experience. You do this type of research when you conduct interviews, carry out surveys, make your own observations, or rely on your own ideas.

Secondary research: involves the retrieval of existing information based on what others have observed and experienced, You do this type of research when you conduct a library or online search.

Your evidence can come in many forms: statistics, in-house organizational data, group opinions, expert opinions, or even historical background.

1- Look for information online. Big search engines such as Google and Bing—convenient pathways to the World Wide Web—can find current articles on virtually any subject related to the search term you use, especially if you do an advanced search that combines keywords and alternatives
2- Do a computer-based search. Reference libraries and many businesses subscribe to comprehensive databases such as SilverPlatter, Dialog, LexisNexis, and ABI/INFORM.
3- Find information in print: Print is a bit of a misnomer because so much print material in now available electronically. Enlist the help of a librarian in using library search tools.
4- Investigate primary, in-house sources: It is possible that the information you are looking for is right under your own nose or at least the internal files and records of your company.
5- Conduct interviews: Chatting by phone or in person with an expert, authority, or seasoned corporate veteran can yield valuable information. Good interviews come about through good preparation.
i. Locate experts by consulting articles, company directories, membership lists of professional organizations, and faculty expert lists.
ii. Familiarize yourself with the interviewee’s background.
iii. Schedule interviews in advance, estimating how much time your conversation will take.
iv. At the very least, have several topics in mind that you wish to discuss.
v. If your aim is to probe the interviewee’s opinions and obtain detailed answers, ask open questions (beginning with Who? What? Where? When? And How?) and hypothetical questions.
vi. Establish at the beginning what is on and off the record and what you are permitted to quote.
vii. Capture your conversationby recording it or making decipherable notes.
viii. Be patient through temporary lapses and silences—the interviewee may just be formulating a response.
ix. End by expressing appreciation and asking permission to contact the informant for clarification or anything that was said.
6- Quantify observations: Information that comes from observation can be quite subjective and very open to interpretation.

Formal Reports

Formal reports are accounts of major projects—the development of new products or services; reorganization at departmental, divisional, or company-wide levels; or analysis of competing products or alternative methods. The basic structure includes front matter, the body of the report, and back matter—segmented sections that together identify the significance and enhance the professionalism of the document.

Formal reports: an account of a major project written according to a prescribed structure defined by formal elements such as a title page, letter of transmittal, table of contents, and executive summary or abstract.

Preparing to Write Formal Reports
Reports oftenrequire detailed and technical type of writing. As you begin to define the project, you should have a clear idea about following things:
· Purpose: What is the report for?
· Content: What is it about?
· Audience: Who is it for?
· Status: Will other reports on the same subject follow?
· Length: How long should it be?
· Formality: How should it look and sound?
One way to start planning is to review the questions in the following list  see list on page 390.

Writing Style for Formal Reports
Serious matters deserve to be taken seriously. Formal reports reflect this principle in their tone and sentence style. There are a few basic dos and don’ts to keep in mind:
· Use a more impersonal tone than you would for an informal report.
· Write using third-person pronouns, avoiding I and WE as much as possible.
· Avoid the word YOU. Instead, supply the company name or department.
· Do not use ontractions
· Aim for a mix of sentence lengths and keep paragraphs to less than seven lines.
· Use verb tenses consistently—use the past tense for completed actions (respondents were asked) and for citing references, and use the present tense for current actions (the purposes of this report are recommendations include). 
· Put URLs in angle brackets ( < > ) to make them easier to read.
· Check organizational style guidelines before you begin to write to find out what style elements are permissible.

Creating a Work Plan

Even though reports can require detailed and technical writing, writers of reports often have very little time to collect and analyze data, let alone compile findings and interpret them for readers in the form of meaningful conclusions and recommendations. The longer or more detailed a report is, the more you need to evaluate and define the project by creating a work plan, especially if success depends on working collaboratively. A work plan includes:
· statements of problem and purpose
· a strategy for conducting research—how you expect to find and generate data and who is responsible for information gathering
· a reliminary outline
· work schedules for writing and submission
Work plan: a document that defines the approach, personnel responsibilities, resource needs, and schedule for a major project

Time Management
In report writing, time is of the essence
· 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.

Peer-Reviewing and Team Writing
More than any other type of business document, a report often has multiple authors, which means that writing a report can require collaboration and document cycling.
· Agree on style points
· Tidy up the draft to minimize sharp contrasts in writing styles from section to section.
· Make sure all members are satisfied with the final draft.
· Use a program (such as Word) for annotations

Elements of Formal Reports
Below are the elements you can expect to find in a formal report. Parts marked with and asterisk (*) do not require headings.

Front Matter
· Cover*
· Title page*
· Letter of Transmittal*
· Table of Contents
· List of Tables/Figures/Illustrations
· Executive Summary

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

Back Matter
· Appendices
· References or Works Cited
· Glossary

Front Matter
The front matter gives report readers a general idea of the document’s purpose and offers an overview of the types of information they can expect to find and the specific items that will be covered.

Cover
For protection and professionalism, formal reports should be presented in a durable cover of vinyl or heavy-stock paper that can be marked with the company name and logo.

Title Page
The title page includes the following items, centred on the page and formatted to cover most of it from top to bottom: (1) the full title of the report, typed in boldface or uppercase letters but not enclosed in quotation marks; (2) name of person or group who made the reports; (3) names of writers/compilers; (4) date of submission and date to be distributed.

Letter of transmittal
A letter or memo of transmittal officially introduces the report and provides a permanent records of document delivery. It is usually formatted to allow for a 1 ¼ - or 1 ½ -inch top margin.

Table of Contents
A table of contents shows the report’s overall structure, listing all the sections or headings of the reports in order of appearance and giving an initial page number for each.

List of Tables/Figures/Illustrations
If your report contains more than five tables, figures, and/or illustrations, then can be listed in a separate section at the bottom of your TOC.

Executive Summary
Usually written after you have completed the report, an executive summary is roughly 10% the length of the report it summarizes. It can be read independently of the report but accurately reflects the report’s most important information without using any technical jargon.

Body of the Report

Introductions
The introduction is both a general guide and a road map that prepares readers for the rest of the report.
· Purpose or problem: The purpose statement, usually not more than one or two sentences, identifies the rhetorical purpose of the report.
· Scope: Sometimes combined with the purpose statement when both are relatively brief, the scope statement sets out the boundaries of your material and defines the limitations of the subject.
· Background: Background information puts the reports in perspective and may help to fill in the blanks when a report is consulted years later.
· Organization: This subsection maps out the structure of the report.
· Sources and methods: If you collected primary data by conducting interviews, surveys, or focus groups, outline the procedures you followed and any related details.

Discussion of Findings
The discussion of findings is the most substantial section of the report. With careful interpretation, and analysis of significant data and research findings, it presents a discussion of the results on which your conclusions and recommendations are based.

Conclusions
Carefully avoiding bias, use the conclusions section to tell readers what they have been waiting to learn—what the findings really mean and what the solution to the problem is.

Conclusions: the section of a report that restates the main points.

Recommendations
The recommendations section makes specific suggestions about what action to take as a result of the information you have presented. Your recommendations should be financially feasible and appropriate for the problem.

Recommendations: a section of a report that outlines specific actions to be taken.

Back Matter
The back matter of a report contains supplementary material that accomplishes the following objectives:
· Identifies sources that were consulted in researching the report.
· Provides any additional information that was too detailed or lengthy to include in the body of the report.
· Defines unfamiliar technical terms used in the report.
· Defines unfamiliar technical terms in the report
· Makes individual topics discussed in the reports easier to find by indexing them

Each part of the back matter starts on a new page and should be given an appropriate label.

Appendix
An optional element located at the end of a formal report, an appendix contains specialized, sometimes lengthy, information that clarifies and supplements the essential information in the body of the report.

Works Cited/References
To avoid charges of plagiarism, support assertions, and help readers’ access source material easily, cite and document as unobtrusively as possible the sources for any facts or figures you have quoted or referred to in the report.

Parenthetical in-text citations: notations set within parentheses that identify sources of quotations or ideas that are cited in the body of a report.

See pages 400-402 for APA and MLA
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Oral Communications

The trick to a successful pitch is: to zoom out, pretend that you’ve never been in your business, and you have to explain it to someone who has no interest.

“The importance of a pitch is to be clear, concise, to the point.”

The elevator pitch or speech: The speaker has 60 seconds to catch tan investors attention with a concise, strategically planned description that emphasizes how the company works. It identifies the product or service being sold, its market, the revenue model (how money will be made), and the company’s leaders, competitive advantage, and competitors.

Oral Presentations

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

A successful oral presentation can enhance your reputation within an organization. In public speaking, there are no pause or playback features. Listeners, after all, don’t have the luxury of being able to review a message as they would when rereading a text.

Oral presentations should:
1- Be simply structured
2- Be arranged around a specific purpose, and
3- Clearly identify the dominant idea listeners are meant to retain.

Listeners’ non-verbal cues – their moment-by moment reactions – can help you gauge and modify your performance; their comments and questions will, in the end, tell you if you succeeded in getting your message across.

Types of Oral Presentations

· Conducting workshops, seminars, and training sessions
· Addressing staff meetings
· Giving talks to clubs, societies, and organizations
· Making sales presentations
· Making a speech to a conference or gathering
· Giving an oral report or briefing
Analyzing the Situation and Audience

An effective presentation starts with knowing what to expect of your surroundings and what the audience expects of you. How much assessment you need to do depends on whether you are speaking to colleagues, visitors, or outsiders.

Who is your audience?
· Why will they be there and what will they expect from you?
· What is their attitude toward you and your subject? Will there be resistance? How can you counter any resistance?
· What is your organizational role and relationship to your audience? Is your rank in the organization above or below that of your listeners?
· Will there be any decision-makers in the audience? What are their concerns?
· Are there any tensions or conflicts within the audience?
· How knowledgeable will audience members be in the subject area? How much should you explain?
· How will this topic appeal to the audience?
· How can you relate this information to audience members’ needs? What questions will they want you to answer?

What is the speaking situation?
· What is the purpose of your presentation? What underlying concern has necessitated it?
· What level of formality does your organization usually expect from people giving oral presentations?
· In what surroundings will you make your presentation? Formal or informal?
· How large is the room? Equipped with a PA system? Visual aid facilities?
· How much time has been allotted for your presentation?
· Is your presentation the prime attraction (the only one to be given)?
An effective presentation is designed around a specific purpose. That means you should have something clear and definite to say and a reason for saying it.

Structuring Presentations




Without the integration and coherence that good organizations provides, listeners can easily lose the thread of your argument and miss important points. Three to five key ideas is best.

· Logical structure: Listeners should be able to easily understand how each point you make relates to your purpose (my first point, my next point).
· Narrative structure: The ability to tell an accurate, credible, and compelling story can influence the acceptance of policies, procedures and ideas.
· Formal structure. Skilful handling of repetition can aid meaning and retention.
· Introduction: tell them what you are going to tell them
· Main sections: tell them
· Conclusion: tell them what you have told them

Developing a Three-Part Presentation

1- Introduction: An effective introduction prepares your audience to understand your ideas and makes them want to listen to what follows. Use your opening remarks to (1) arouse interest, (2) identify yourself and establish your credibility, (3) make your purpose clear, and (4) preview your main points. Aim to hook your listeners in the first 60 seconds. In a world of sound bites and instant messagin, audiences expect quick deliveries
a. Sound Bite: a short, quotable extract from a recorded interview that is edited into a news broadcast
You may want to introduce your topic with an attention-getting device, depending on the situation:
· State an unexpected statistic or fact or point out an intriguing aspect of your topic.
· Ask a question that raises issues you will address.
· Display a key visual aid or perform a demonstration, perhaps one that involves the audience.
· Cite a relevant quotation.
· Tell a joke or anecdote, but only if it’s fresh and pertains to the situation.

2- Body: The body of your presentation should develop your main theme and focus your audience’s thinking. Paraphrase if necessary in a language that the audience will understand. Anticipate questions and incorporate answers into your presentation. Depending on your material, you can present your ideas and bring together facts in a variety of ways:
· chronological order (develop a timeline)
· topical/logical order
· spatial order
· journalistic questions
· problem-solution
· exclusion of alternatives
· casual order
· comparison/contrast
· pro-con
· process

3- Conclusion: Don’t simply stop talking and walk away. You should end by helping your audience understand the significance of your presentation and remember its main points.
· Restate the main issues you want the audience to remember.
· Restate the point you started with in order to frame your presentation.
· Issue a challenge or call to action (this method is suitable for persuasive presentations).
· Ask a question for the audience to think about.
Your conclusion should bring the presentation full circle and leave the audience with a positive impression of you and your ideas.

Oral Presentation Outline

· Title
· Purpose
1- Introduction
a. Device to gain attention
b. Establish credibility
c. Involve audience
d. State purpose
e. Preview main points
Transition
2- Body
a. First main point
i. Supporting details
b. Second main point
i. Supporting details
c. Third main point
i. Supporting details
3- Conclusion
a. Summary of main points
b. Closing device
c. Question period

Using Visual Aids

Visual aids help you to show what you mean. They clarify and emphasize your material, but they also increase its impact. They serve as an aid to your own memory.

Oral presentations enhanced by visual aids are more persuasive, credible, and professional.

Types of Presentation Aids

Chalkboard, Whiteboard, and Blank Flip Charts
Flipchart: a large stand-mounted writing pad with bound pages that can be turned over at the top.

Chalkboards, whiteboards and flip charts are flexible and useful aids, suitable for small audiences (under thirty) and informal presentations. Avoid speaking into the board or flip chart because the audience likely won’t be able to hear you.

Prepared Flip Charts and Posters
They must be large enough to be seen by the entire audience and clear enough to communicate your points. Visuals must always look professional. Suitable for audiences up to 40-50 and can be used to display fairly complicated material.

Overhead Projector Transparencies
Overhead projector: a device that projects the enlarged image of a transparency onto a screen.

The overhead projector used to display them are widely available and allow an image to be projected in varying sizes so that it is visible to even the largest audience.

Videos, Films, Models, and Samples
Films and videos are most effective in the form of short clips, introduced strategically to reinforce key points or concepts.

Handouts
Distributing handouts that summarize your presentation plan or provide a permanent record of graphs and other data can greatly enhance the audience’s understanding and retention. Outlines, brochures, articles, summaries, speaker notes, and even printed copies of power points.

Multimedia and Computer Visuals
Computer based presentations are the medium of choice for business people today.

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

Prezi: a cloud-based presentation software in which users plot text, objects, links, etc. in a series of paths

Keynote: Apple’s presentation software, which features visual aid options, 3D transformations, and animation.

· As an onscreen slide show (complete with transition effects)
· Viewed on your laptop monitor by just a few people
· Viewed on a big screen by a large audience (multimedia projector required)
· On paper (audience handouts with one or several images per page)
· On overhead transparencies
· Output to 35-mm slides
Designing a PowerPoint Presentation

Use templates: PowerPoint comes stocked with templates for constructing slides quickly and easily.

Template: a stored pattern for a document from which new documents can be made
· Choose a colour scheme. The colours of your slides should relate similar elements, highlight important points (warm colours are good for this purpose), and permit good visibility with available room lighting.
· Keep slides simple: Each slide should have a maximum of six lines of text and six words per line.
· Follow the eight second rule: Your viewers should be able to comprehend the information on the slide in no more than 8 seconds.
· Make strategic use of images. An image, especially a well-chosen photograph (one of at least 150 dpi), can convey and idea or concept better than text alone.
· Make data graphics clear, concise, and easy to understand.
· Integrate media, such as videos, podcasts, with care.
· Put titles on slides for easy reference.
· Don’t use to many slides. A slide marathon can induce boredom and put your audience to sleep.
· Create an agenda slide.
· Include a conclusion and a reference slide.
· Use transitions and animation. Effects such as dissolve, fade, vortex, or wipeout keep the eyes of your audience focused on the screen between slides.
· Proofread the slides before your presentation.
· Used the “Slide Sorter” and “Outline View” to review your presentation. These elements allow you to see the structure and big picture of your presentation and reorganize slides easily.
· Produce speaker notes as reminders. Notes will help you remember what to say about each slide.
· Back up your work. Don’t let your time and effort in developing a presentation go to waste because of a system failure.
· Rehearse the slide show.
· Never read from a slide. Maintain eye contact with the audience.
· Keep the cognitive style of PowerPoint in mind.

Prezi

Developed in 2008, Prezi is a cloud-based presentation software that has begun to rival PowerPoint in popularity.
· Reduce clutter with invisible frames.
· Layer text and objects.
· Use rotation and size to convey meaning.
· Draw frames in a 4:3 aspect ratio.
· Make your transitions smoother.

Pecha Kucha Presentations

Pecha Kucha, was developed a decade ago for gatherings where designers would showcase their creative work. Brief, energetic, and strongly visual presentations limits speakers to twenty automatically progressing image-based slides apiece, each shown for no more than twenty seconds, for a total running-time of six minutes and forty seconds.

Methods of Delivery

1- Manuscript method: When you have to present extensive or complex data, with no margin for misinterpretation, you may need to prepare a script that can be read from in full.
2- Memorization: While memorizing a speech can enliven the connection with the audience, this method can also backfire if you find yourself struggling to recall what you planned to say
3- Impromptu Speaking: Other situations – an informal gathering or celebration – might call for an impromptu speech, made on the spur of the moment without the aid of prepared noted or the benefit of advance notice
a. Impromptu speaking: a delivery method in which the speaker makes remarks without the aid of prepared notes
4- Extemporaneous Method: A form of delivery that sounds fresh and comfortable yet maintains a sense of order from the planning you have done.

Rehearsing a Presentation

Practice sessions can help your delivery go more smoothly by reducing nervousness, improving performance, and giving you the opportunity to judge your time and refine your content.

· Practise aloud on-site.
· Time yourself.
· Master your topic.
· Record yourself or ask a friend to listen to your presentation and give you feedback. Rehearse in front of a mirror.
· Get a feel for the room.
· Learn stress-reduction techniques (breathing).


Delivering a Presentation

When the time comes to deliver your presentation, make every effort to be at your best and project a poised, professional image.
1- Dress appropriately: It is important to look the part if you want to have credibility and be taken seriously.
2- Arrive early. Allow time before the presentation to familiarize yourself.
3- Maintain good posture and move in a relaxed, controlled, natural way.
4- Pause to collect yourself before beginning. Adjust your notes, take a breath, maintain your poise, and take control of the situation.
5- Maintain eye contact and use it to build rapport and gauge audience interest.
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.
10- Never use slang or bad grammar.
11- Pause briefly to collect your thoughts and create emphasis. Don’t result to fillers or verbal tics such as: um, ah, like, so
12- Remember that you are a living, breathing human being, not a statue.
13- Bring your presentation to a close.

Handling Questions

Questions from the audience can help you gauge the effect and outcome of your presentation and give you a second chance to get your message across.

1- Listen carefully to the entire question. If a question is confused or hard to hear, ask the questioner to repeat it or repeat or paraphrase it yourself for the audience.
2- Separate strands of complex or two part questions.
3- Ensure your answers are long enough, but not too long.
4- Don’t feel you have to answer every question.
5- Never put down a questioner. 
6- Be firm with overzealous questioners.
7- Stay on topic.
8- Don’t start by assuming a question is hostile.
9- End by thanking the audience for their questions and feedback.

Team-Based Presentations

Working together in a group of two or more can enhance the scope and complexity of a presentation, but it can also make the presentation more difficult to plan and execute.

*** Quick tips on page 444***


Special-Occasion Presentations

Business people are involved in award-ceremony presentations, acceptances, and commemorations:
· Introduce or thank the speakers/award recipients.
· Propose toasts
· Give impromptu or after-dinner speeches
· Deliver keynote addresses
An affective special-occasion presentation is tailored to the specific needs of an event.

Special-Occasion Presentation: a speech made in appreciation, in acceptance of an award, in commemoration of an event, or by way of introduction.

Organizing and Managing Meetings

Every year, a greater percentage of the average workday is spent in meetings. A meeting should be time well spent. They can have one purpose or several of the following in combination:
· To give, share, or pool information
· To brainstorm, develop, or evaluate ideas and policies
· To find the root causes behind problems, solve problems, and solicit feedback
· To make decisions or help others make them
· To delegate work or authority
· To develop projects or create documents collaboratively
· To motivate members and encourage teamwork

Types of Meetings

Internal meeting: a formal meeting that involves only personnel from within an organization.

External meeting: a formal meeting that involves outsiders in addition to company personnel.

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.

Preparing for a Meeting

Poor planning and mismanagement can turn meetings into colossal time-wasters. It pays to make sure every meeting matters and has a clear reason for being convened. Consider the following before you call a meeting:

1- Purpose: There should be a good reason for calling a meeting. Define the task and make it clear to all participants.
2- Alternatives: Consider if the meeting is truly necessary or if the same work can be accomplished without one.
3- Participants: Every person at a meeting should have a reason to be there. Limit participation to people who are most essential. Problem solving is done best in groups of 5 to 15.
4- Location: Deciding where to hold a meeting – in your office, in a board room, or off-site – depends on several factors:
a. The kind of environment you prefer
b. How well participants get along and interact
c. How much space you need for the group
d. How much you need to be seen as being in control
5- Scheduling: Establish when the meeting will begin and end. Longer meetings require breaks.
6- Agenda: a document that establishes the purpose and goals of a meeting and outlines what the meeting will address, thereby helping to focus the group.

Conducting a Meeting

Under the right conditions, a meeting can spark great ideas and lasting business relationships.

Leading a Meeting

· Distribute a detailed agenda in advance.
· Assign responsibilities: appoint a minute-taker to document the proceedings in a concise yet thorough way and ask someone else to write on.
· Establish ground rules and stick to them.
· Build momentum and focus the group by keeping to the agenda.
· Speak up, make eye contact with others around the table, and stay relaxed.
· Handle difficult people.
· Encourage full participation
· Discourage anyone who interrupts.
· Deal with conflict, but realize you are a group, there will be conflict. It can stimulate groupthink: the practice of thinking or making decisions as a group, whereby conformity is regarded and dissent punished; the result of groupthink is often poor decision-making.
· End with a summary in which you paraphrase all decisions and assignments.
· Follow-up on action items at the next meeting.


Participating in a meeting

· Increase your profile by making eye contact with influential people and sitting toward the head of the table.
· Be an active listener and demonstrate that you have heard and paid attention.
· Be actively interested (body language and facial expression).
· Pay attention to the speaker’s gestures, facial expressions, and tone of voice.
· Jot down the occasional note, avoid jotting down to much.
· Make a mental list of questions you have.
· Interact and contribute when you have something to say, and be sure to speak up
· Try not to dominate the discussion or get involved in arguments.
· Make it easy for others to take you seriously.

Meeting Minutes

Formal meetings adhere to a system known as Robert’s Rules of Parliamentary Procedure. For meetings conducted in this way, a proper process for transcribing meeting minutes has to be followed. Formal minutes record the following information.

Meeting minutes: a written record of what occurred at a meeting, who attended it, and where and when it was convened.
· Name of the group or committee holding the meeting.
· Date, time, and place
· Page 451 for full list.

Groupware-Supported Meetings

Groupware: software designed to facilitate group work by a number of different users.

There are numerous technologies and computer tools, known as groupware, that can facilitate meetings when group members cannot get together in the same place or even at the same time.

· Web-Conferencing: synchronous web-supported communication allowing for real-time transmission of sound and images to other locations.
· E-mail meetings: allow participants to respond at different times and make the meeting process more democratic by doing away with facilitators and interruptions.
· Virtual Meeting: a meeting that uses particular software or a website to allow participants in various locations to share ideas and hold discussions in real time.
Communicating by Telephone

Making Calls

The telephone can both help to increase productivity or reduce it.

· Keep a list of frequently called numbers. Be accurate in dialing them or programming speed-dial
· Identify yourself.
· Give each call your full attention
· Plan what you will say
· Be positive, courteous, and accurate.
· Leave clear messages.
· Mind your telephone manners.
· Place calls when others are likely to receive them.
· Learn to end a conversation.

Receiving Calls

· Make an effort to answer your phone within two or three rings.
· When answering a call, identify yourself with your full name and department affiliation.
· Avoid taking calls during meetings. Each activity deserves your full attention.
· Use proper telephone language.
· Be professional in explaining why you have answered a call intended for a colleague.
· Excuse yourself when you have to step away from the phone for a moment to obtain information the caller has requested.
· Don’t leave callers on hold indefinitely.
· Apply active listening skills to evaluate the tone of the caller’s voice and assess what is said.
· Learn to use the phone system. Lost or misdirected calls can result in frustration and lost business.
· Take accurate, confidential phone messages and deliver them promptly.

Using Voice Mail Productively

· Identify your voice-mail number clearly on your business cards.
· Prepare an appropriate greeting as your outgoing message. Be friendly, informative, and professional.
· Re-record your greeting to reflect changing circumstances.
· Test your message.




Dealing with the Media

Dealing with the media can be tricky at the best of times. When you speak with reporters or journalists, your image and that of your company is on the line.

1- Prepare by anticipating the questions you might be asked, especially the tough ones.
2- Know your story, practise telling it, and stick to it.
3- Remember that tone defines the impression you make.
4- Assess what information will be valuable to the reporter.
5- Don’t get too technical.
6- Speak in sound bites.
7- Tell the truth
8- Be alert and on guard.
9- Make transitions to your key points as you respond.
10- Look your best but be yourself.


Chapter 13

Social Media and Networking

Social media: the interactive internet-and mobile-based tools and applications that allow users to post and exchange information in real time, facilitating connection, collaboration, and creation of user-generated content.

Social media comes from well-known networking sites such as MySpace (in 2003) and Facebook (in 2004). The roots of social media go back as far as 1979, when Tom Truscott and Jim Ellis from duke University created the worldwide discussion system Usenet.

Unlike Web 1.0—with its static websites—Web 2.0—with its blogs, wikis, and collaborative projects—is about connection, engagement, and participation. Rich site summary or really simple syndication (RSS) feeds for easy content updating and Adobe Acrobat for adding animation and audio/visual streams to web pages, allowed social media to evolve.

Rich site summary/really simple syndication (RSS): a web-based feed that publishes frequently updated information such as news headlines, blog entries, audio, and video; allows users to receive the latest alerts and updates from favourite websites or aggregate data from many sites.

	Web 1.0
	Web 2.0
	Web 3.0

	The “read-only” era
	The “read-write” web
	The “semantic” web

	No flow od communication from consumer to producer
	Users publish their own content
	Information interpreted by machines (AI)


	No posting of comments
	Wikis, blogs, widgets
	Users find, share, and combine information more easily

	Static websites
	Video streaming
	Natural language searches

	Bookmarking
	Easy exchange of music and video clips
	Micro formats

	Hyperlinking
	
	Mobile devices

	
	
	Cloud and grid computing/Personalized and contextual search

	
	
	




Active social media participants can assume different roles based on their online behaviour and participation:
· Creators (publishing, maintaining, uploading)
· Critics (commenting, rating)
· Collectors (saving, sharing)
· Joiners (connecting, uniting)
· Spectators (reading)
Social media users are part of what media scholar Henry Jenkins refers to as participatory culture.

Participatory Culture: a culture in which a person is both a consumer and producer

Participatory Culture is defined by Jenkins as:
· Low barriers to creative expression and civic engagement
· Support and mentorship among members for each other’s creations
· Feelings of social connection between members and belief that their contributions matter

Other social skills, competencies, and “literacies” that are hallmarks of this culture include the following:
· Judgement—the ability to evaluate the reliability and credibility of information sources
· Networking—the ability to search for, disseminate, and synthesize information
· Collective intelligence—the ability to pool knowledge and compare information for common goals
· Transmedia navigation—the ability to follow the flow of stories across multiple media platforms
· Approbation—the ability to remix and reconcile conflicting pieces of data to form a coherent picture
· Negotiation—the ability to discern and respect multiple perspectives as shaped by the cultural differences of diverse communities.

What is Social Media
· Posting and sharing information
· Conducting conversations
· Delivering and exchanging publicly available media content created by end-users, including documents, presentations (SlideShare), photos, and videos

Social media have changed the way individuals stay current (through social news), get creative (through video- and sharing sites) and get in touch through an array of social networking sites). Businesses implementing social media can capitalize on the opportunity to achieve different goals:
· Generating traffic
· Developing a following
· Attracting recruits
· Creating brand awareness
· Facilitating interaction and engagement
· Generating revenue
· Responding to and mitigating crises

Types of Social Media

Blogs
Blogging is the earliest form of social media. A blog is a special kind of website, usually managed by one person, with date-stamped entries in reverse chronological order.

Blog: similar to a diary, a web page on which a person posts his or her writings, opinions, and/ or other information, usually on a regular basis.

There are three kinds of corporate blogs: intranet, event, and product. Blogging can connect workers, with each other, even across continents; reduce communication costs; and boost morale and employee retention. Corporate blogs intended for public consumption can be directed either to consumers or to other businesses. For even- and product-related blogs, best practices include these features:
· Writing about topics that matter to customers
· Educating customers by offering trend and industry news rather than just news of product launches
· Writing from a personal perspective rather than a seller’s or brand-message perspective
· Providing a view that complements but is different from press releases and other brad-based communications.

Social Networks
A social network is a website application that facilitates communication and social interaction through one-to-one or one-to-many conversations between people. Companies have been quick to capitalize and harness the power of social networking, which they use for a variety of purposes:
· To create brand communities
· To keep stakeholders and shareholders up to date on products
· To promote products and services, especially to targeted demographic groups
· To publicize events, product launches, and contests
· To carry out marketing research

Social network: a website (such as Facebook) that facilitates communication and interaction between two or more people by allowing them to create profiles, send messages, write status updates and posts and share photos and videos.

Consider the following when designing a Facebook page or Group: PAGE 467
LinkdIn
LinkdIn had over 3 million Canadian users in 2011. Consider the following best practices to optimize your profile:
1- Customize your profile URL.
2- Complete the summary and experience sections of your profile.
3- Stay active.
4- Connect and network
5- Solicit recommendations
6- Stay informed
7- (Details on page 468)

Micro-Blogs
Micro-blogs such as Twitter, allow users to send out short text-like bursts of information to a community of followers in real time.

Micro-blog: a blog whose entries are shorter than those of a traditional blog; Twitter posts are examples of micro-blogs.

Business professionals and their organizations can use twitter in a number of ways:
· To monitor the competition and their latest projects and initiatives
· To monitor customer satisfaction and public perception of their organizations
· To share and find professionally related knowledge and resources
· To support employee and management communications
· To monitor existing customers and prospect and engage new ones
· To perform industry trend watches
· To prospect and recruit new hires

MORE TWITTER DETAILS ON PAGE 470

Photo- and Video-Sharing Sites
Photo-and video-sharing sites carry the risk that copyrighted material will be shared, but most major sites take steps to ban illegal content. Another well-known content community is SlideShare (for electronic slide presentations). These sites are used in a number of ways:
· To share press announcements and keynote speeches with employees and investors
· To upload company photos, public service announcements, and commercials
· To post recruiting videos
· To capture client, customer, and public feedback on company enterprises, products, and services (comments must be monitored).

Photo-and video-sharing sites: a website (such as Instagram) that allows users to post and share photos, videos, and multimedia.


The social Media Advantage
In July 2011, market research Company Ipsos Reid reported that 86% of Canadians aged 18-34 who used the Internet had a social network profile.
· 67% use Facebook
· 20% use LinkedIn
· 18% use Twitter
· 15% use Pinterest
· 13% use Instagram
· 6% use tumblr

Businesses use social media for several purposes and potential benefits:
· Internal and external communications
· Customer identification and profiling
· Customer care, relationship building, and fan loyalty development
· Interaction, collaboration, and engagement
· Brand awareness and product promotion
· Recruitment
· Crowdsourcing
· Increased exposure and traffic to websites
· Event organization and promotion
· Feedback monitoring
· Impact measurement

The Risks and Challenges of Social Media

There are several key areas of social media that employers struggle with: 
1. Time theft
2. Malicious, negative, or damaging employee comments made about employers
3. Leaks or proprietary and/or confidential information
4. Damage to brand reputation
5. Outdated information
6. Use of personal social media by corporate executives
7. Corporate identity theft
8. Fraud
9. Legal, regulatory, and compliance violations
Social networking is a powerful and popular tool, but it can also be a great time-waster, with social media addictions sometimes cutting into work hours.

Measuring Social Media Performance
Social media analytics: the gathering and analyzing of social media data, which is used to determine usage trends and measure customer interest.

Corporate trackers may choose to track the following:
· Increases in the number of followers/friends (consumption or reach of metrics)
· The sharing of content among users or the number of one-on-one engagements (sharing and engagement metrics)
· The conversion from social media consumers to paying customers (conversion metrics)

A company can also track what people are saying about competitors and their brands. A few of the best-known social media measurement tools include these four:

· Google Analytics—a tool for analyzing visitor traffic and understanding the needs of audience and customers
· Klout—a service that measures influence scores and identifies influences in a particular industry
· Hoot Suite—a free analytics suite that tracks information about what is valuable to the user through an analysis of links and Klout scores
· Post-Rank—the largest aggregator of social engagement data on the internet, a system that tracks what users pay attention to and where and how they engage in order to show the relevance of a site, story or author.
· 
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