BUSINESS COMMUNICATION

PRE-READING

· Look at the title of the chapter and look at the table of contents to see how the chapter is broken down.

CHAPTER 1: GETTING THE MESSAGE ACROSS:

· Communicating for change and a strong bottom line in the economy
· Social media is the latest way to communicate in business
· Good communication plays a crucial role in building credibility and upholding standards of accountability in a global business environment, where relationships thrive on thrust.
· How you write, speak, and listen on the job reflects who you are professionally, how you treat others, and how you do business.
· Soft skill: a social, interpersonal, or language skill that complements a person’s technical skills.
· Hard skill: a technical skill that a person requires for a specific job.
· Shannon Weaver Model 1946: sender - (message) Channel – Receiver:  you choose the channel to fit the receiver (SMCR). The trick is that in business communication. Anything that interrupts (inhibits) the sender to get the messaged to the receiver is Noise. What makes business message different is that when there is a fault in the communication it is always the sender who is at fault.
· Every industry has a different vocabulary; the message has to be encoded into words. For example if the person is blind you don’t send a written message. So we must code it in the language the receiver will understand. Use simple message.
· Signal phrases: - because of – in spite of – therefore – and, but. This tells the audience were we are coming from.
· Speech is fluid, writing is static.
· Communicating in the current workplace:
· The knowledge worker makes and sells some kind of idea-based product.
· The creative age: rise in two social classes: the service class and the creative class.
· Concept of the risk society: Dangers include not only environmental risks, such as natural disasters, but also manufactured risks that are complex, catastrophic, and can affect many people, example, piracy, identity theft, cyber warfare.
· Flatter organizations: companies with fewer divisions, managers from top levels to lower levels have a shorter communication chain, but they must have good communication for the products and services to make it in the market.
· Sustainability and corporate social responsibility: like human rights, labor standards, the environment, and anti-corruption.
· Sustainable development can: strengthen the link between a company and increase stakeholder value, boost financial performance, showcase efficiency in production and lead better use of company assets and innovative technology, increase the company’s appeal to socially responsible investors, build industry credibility, set an example and enhance company reputation.
· Business on global scale: because of technology services and products are sold around the world using cellphones, tablets, computers.
· Connectivity through the World Wide Web, there are content-oriented apps, marketing-oriented apps, service-oriented apps.
· Communication: a transactional process of sharing meaning with others.
· The communication process
· Situated, rational and transactional
· Elements of the communication process: Sender (sends message, encoding), Chanel (how the message is transferred, by word, memo, telephone…), Receiver (decodes message), Feedback (answering sender by nod, reply…)
· Barriers to effective communication (noise): Channel overloads, information overload, emotional interference, semantic interference (bypassing), physical and technical interference, mixed messages and environmental interference.
· A few guidelines: be timely and time-sensitive, be purposeful, be a good listener and a good reader and be proactive.
· Communication Contexts:
· Non-verbal communication can be more beneficial: repetition, contradiction, regulation, substitution, accentuating and complementing.
· Components of non-verbal communication: use of space (proxemics), use of time (Chronemics), body language (kinesics), posture, eye contact, facial expressions, image.
· Communicating in Organization:
· Internal communication: employees and owners
· External communication: customers, government officials, suppliers, and the general public.
· Essential skills for workplace communication: reading, active listening
· Libel: a false published statement that is damaging to a person’s reputation.
· Cross-cultural communication:
· Diversity in the workplace
· Understanding cultural differences: shared system of values, beliefs, attitudes, norms, and practices established and used by a group.
· No ethnocentrism: the belief that one’s culture is superior.
· Geert Hofstede’s 5 key dimensions of culture: power distance, uncertainty avoidance, individualism vs collectivism, masculinity vs femininity, short-term vs long-term orientation
· Tips for oral messages: pay attention to non-verbal behaviors, use simple English and speak slowly enough to enunciate clearly, adjust the level of formality to what is considered culturally acceptable, excuse misunderstanding, encourage feedback and test your audience’s comprehension
· Privacy in the workplace:
· PIPEDA and the Privacy Act set down rules for the management of personal information
CHAPTER 2: GETTING STARTED: PLANNING AND WRITING BUSINESS MESSAGES:

· Writing in Context: Four Key Concepts:
· Contextual factors (audience): elements of a writing task, such as the situation, organization’s procedures, and readers, that influence the writer’s choices at every step.
· Genres: the agreed-upon forms of writing that develop in response to recurrent situations and that allow users to act purposefully in particular activity.
· Discourse communities: 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.
· Rhetorical situations: the effective use of language to achieve certain, often persuasive, goals ending in a change of perspectives help by others, being aware of the choices made in writing. Language used depending on your status, ie. School teacher, judge…
· Steps in the Writing Process: Prewriting, organizing and outlining, drafting, revising and editing.
· Message planning: purpose-driven, audience-focused, concise.
· Prewriting: purpose, scope (detail in a document relative to the subject), audience profile (understanding the audience’s needs and backgrounds)
· Medium or channel: the vehicle of transmission, like report, letter, memos, e-mail, fax, telephone call, voice-mail message, text message, face-to-face meeting, conversation, video conference…
· Content generation: 1- Brainstorming  2- Mapping or clustering (a form of brainstorming that involves a visualization of the main topic and subtopics. 3- Asking questions (the 5 Ws.)
· Organizing and Outlining: process of arranging information for clarity and impact. Ex: sequential, chronological, general-to-specific or cause-and-effect development.
· Drafting: preliminary writing of a document, after the outline.
· Overcoming Writer’s block: a psychological state of being unable to continue your work due to fear or anxiety. Tips: start early, work on a computer, talk it out, skip around (not from intro to conclusion), take a break, practice free writing, and adopt a positive attitude to writing.
· Writing under pressure: Tips:  allocate you time, keep distractions to a minimum, get the most from word-processing software, take a few seconds to plan the structure, remember your reader, go with the flow, leave refinements for revision.
· Revising and Editing
· Collaborative writing: best known form of collaborative writing is Wikipedia.
· Sequential integrating writing: one author and participants gives feedback and modifies.
· Sequential single writing: all writers have an assigned part in the rapport and pass it to the next writer.
· Parallel simultaneous writing: Every writer has a role in the rapport.
· Reactive integrating writing: writing together.
CHAPTER 3: BUSINESS STYLE: WORD CHOICE, CONCISENESS, AND TONE:

· Word Choice
· Plain style: simple, direct and clear writing.
· Step 1: Use familiar words: less verbs in –ize and –ization, use words derived from French, use only job-related jargon (inner circle talk), bypass buzzwords (trendy words).
· Step 2: Use fresh and current language: replace clichés (ex: with all due respect), retire outdated business expressions, and eliminate slang avoid instant messaging abbreviations and emoticons.
· Step 3: Keep language specific, precise, and functional: provide specific details that help readers act on information and requests, quantity facts and avoid vague qualitative statements, avoid ambiguous and non-idiomatic expressions and use comparisons and analogies to clarify.
· Step 4: Practice factual and ethical communication: avoid angry, exaggerated, irresponsible, and libelous statements.
· Achieving Conciseness: Tips: Eliminate long lead-ins, revise noun-conversions, eliminate redundancies (unplanned repetitions ex: exactly identical.), eliminate or revise empty words and phrases, use strong, precise, accurate verbs, revise prepositional phrases, eliminate fillers, shorten multiple that/which/who clauses, combine shorter sentences, reduce clauses and phrases.
· Tone (attitude of the writer): formality, personal style, impersonal style, be positive, stress reader benefits and relevance (you-attitude focuses on the reader rather than the writer), be polite, use inclusive language, write with confidence.



CHAPTER 4: BUSINESS STYLE: SENTENCES AND PARAGRAPHS:

· Effective Sentences: 
· Complete sentences using phrases (contains a subject or a verb) and clauses (group of related words containing both a subject and a verb).
· Types of sentences: simple sentence, compound sentence, complex sentence (coordinated sentences), and compound-complex sentence (contains one dependent clause and two or more independent clauses).
· Improving sentence variety and length: vary the rhythm by alternating between short and long sentences, turn a clause into a prepositional phrase (appositive: a word or group of words that renames a preceding noun)
· Convert basic types of questions (declarative sentence: a sentence that makes a statement, closed question: a question with a limited number of possible responses, open question: unlimited possible responses, hypothetical question: a question that poses a supposition).
· Improving sentence clarity (avoid broad references using this, that and it and limit multiple negatives). 
· Writing with consistency. 
· Writing balanced sentences: parallel structure
· Writing for emphasis: the act of making facts stand out: play with formatting and punctuation and style
· Applying active and passive voice
· Eliminating grammar errors and awkwardness
· Effective paragraphs:
· Paragraph length
· Topic sentences
· Paragraph Development
· Paragraph coherence
· Proofreading
CHAPTER 5: MEMORANDUMS, E-MAIL AND ROUTINE MESSAGES:
· Memos: a specially formatted document that is sent to readers within an organization.
· E-mail: message distributed by a computerized mail service.
· Memo format: Date, To, From, Subject, CC (carbon copy).
· Memo organization: The opening which contains the subject matter, the purpose of the writing and the action required by the reader. The body which provides necessary background and more detailed information about the subject matter. The closing which summarizes the content and indicates next steps, invites feedback, offers further resources and provides contact information.
· Formatting lists for memos and e-mails: its purpose is to give order and emphasis to important information. Horizontal lists start with a colon (:). 
· Chunking: the grouping of items of information together to be remembered as a unit.
· Netiquette: the informal code of conduct governing polite, efficient, and effective use of the Internet.
· General E-mail guidelines: Keep it brief. Remember that e-mail is not your only option. Compose crucial message offline. Follow organizational rules for e-mail. Don’t use company e-mail systems for personal communication. Aim for a balance of speed and accuracy. Keep your messages professional. Understand that e-mail is not guaranteed to be private. Don’t write angry. Don’t send unnecessary messages. Protect yourself and your company.
· Flaming: the act of sending out an angry e-mail message in haste without considering the implications of airing such emotions. 
· Reading and processing incoming messages: schedule time. Do regular inbox cleanups, scan entire list of new messages in your inbox, use filtering options and anti-spam software, and capture your e-mail in a recognizable records system.
· Formatting and e-mail writing: type the e-mail address correctly. Compose an action-specific subject line. Wrap text after 70 characters. Use a regular mix of upper and lowercase letters. Keep paragraphs and sentences short.
· Routine messages: positive and informative memos and e-mails: messages to which the reader will react neutrally.
· Routine messages: request memos: a message that asks the reader to perform a routine action.
· Responses: a message that answers a request or query.
· Goodwill messages: a message that enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust and mutual understanding between the writer and the recipient.
· Follow-up message: provides a record of a meeting, including its time, place, purpose, and any agreements that may have been made.
· Instant messaging: (IM) the exchange of messages over the Internet between two or more users who are online simultaneously. Limit the use of abbreviations, use a natural mix of upper and lowercase, keep conversations to a few people at a time and inform people about your availability.

CHAPTER 6: ROUTINE AND GOODWILL MESSAGES:

· Direct-approach message: a message that presents the main point in the first paragraph. Phases: opening, middle and closing.
· Request memo: a message that asks the reader to perform a routine action.
· Tips for requests: put the main idea first. Give a reason for the request or state its benefit. Introduce multiple requests or questions with a summary statement. Anticipate required details. Strike a tone that’s is right for your reader. Keep minor points to a minimum. Use layout that focuses attention on your request. Close in a courteous and efficient way.
· There are requests for information, credit, and action, also order requests and claim letters.
· Claim: a demand or request for something, often a replacement or a refund, that is considered one’s due.
· Adjustment: a written response to a complaint that tells the customer what will be done about the complaint in terms of solving the problem, correcting an error, granting a refund, or adjusting the amount due.
· Tips of adjustments: make your request for an adjustment. Identify the faulty item or problem and explain logically and specifically why your claim is justified. End positively and pleasantly.
· Responses: a message that answers a request or query.
· Tips for response: determine if you are the right person to handle the response. Reply as soon as you possibly can. Begin with good news or the most important piece of information. Design your response to be useful. Respond within your company’s ethical guidelines. Make your closing work for you.
· Inquiry: a message that asks for or seeks information.
· Personalized form letter: a letter in which the identical message is sent to more than one person; adapted to the individual reader with the inclusion of the reader’s name address, and perhaps other information, all of which may be stored in a database and merged with the form letter.
· Order acknowledgment: an informative letter that confirms the details of a merchandise purchase and shipment.
· Tips on acknowledgments: acknowledge when and how a shipment will be sent. Give details of the shipment and convince readers they have made a wise purchase. Use discretion in pushing additional products. Close pleasantly.
· Messages confirming contracts and arrangements: includes all of the following: the terms of an agreement, an action or transaction that has taken place, including receipt for invitation, a decision, arrangements for a future event.
· Claim adjustment: a response to a claim letter telling the customer what a company intends to do to correct the problem.
· Tips for claim adjustment: grant the adjustment. Explain how you intend to make the adjustment. Close pleasantly.
· Goodwill message: a message that enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust and mutual understanding between the writer and the recipient.
· Tips for goodwill messages: personal. Prompt. Spontaneous, short and sincere.
· Thank you letters: a message thanking someone for his or her help, hospitality, or business.
· Letter of congratulations: message-conveying pleasure at someone’s happiness or good wishes on someone’s accomplishment.
· Letter of sympathy: a message expressing sadness at someone’s bereavement and offering words of comfort. 
· Informative letters: messages that provide important/relevant information and to which the reader will react neutrally. Like, announcements, cover or transmittal letters.
· Announcements: a message that makes something known about a company, policy, event, or personal change.
· Cover and transmittal letters: an informative letter that accompanies materials sent from one person to another explaining why those materials are being sent.
· Tips for cover and transmittal letters: identify what you are sending. Briefly summarize the attached document or describe the enclosed materials. Point out important details. Offer further assistance or tell the reader what happens next.
· Letter formats: like letter balance and placement, letter styles and layouts, letter elements, addressing envelopes.
· Full-block letter format: a letter format in which elements are aligned at the left margin.
· Modified-block letter style: a letter format in which the return address, dateline, complimentary close, and signature block are aligned just to the right center page and all other elements are aligned at the left margin.
· Simplified letter style: a letter format in which the salutation is replaced by a subject line and the complimentary close, except for the writer’s name and signature, is omitted.
· Elements of letter formats: letterhead, dateline, delivery/confidential notation, inside address, attention line, reference line, subject line, message body, complimentary close, signature block, identification initials, enclosure notation, copy notation, continuation page heading.
· Delivery/ confidential notation: an optional letter element identifying how a message is transmitted and who is authorized to open and read it.
· Attention line: an optional letter element identifying the individual, officer, or department to whom or which letter should be directed.
· Reference line: optional letter element identifying a file or policy number.
· Enclosure notation: the part of the letter that indicates enclosed of attached material that accompanies a document.
· Copy notation (cc): the part of the letter that indicates that copies of a letter have been sent to individuals other than the addressee.
· Continuation page heading: a heading that identifies the second and succeeding pages of a letter; includes the name of the addressee, date and page number.

CHAPTER 7: DELIVERING UNFAVOURABLE NEWS:

· The direct writing plan: 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.
· Indirect writing plan: a method of organizing a document so that the main message is delayed and presented toward the end. 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: a meaningful, neutral statement that cushions the shock of bad news. Like, appreciation, good or neutral news, general principal or fact, chronology of past communications, statement of agreement of common ground, apology or statement of understanding and compliment.
· Revealing the bad news: 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: the part of a message that draws attention away form the bad news and toward positive and continuing relationship with the reader. 1- Don’t repeat the bad news, remind the reader of past problems, or hint at 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.
· Refusing claims: 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.
· 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.
· Declining invitations: 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- Propose a constructive alternative of one is available. 4- End by renewing goodwill.

CLASS NOTES:
· 2 Types of resumes: (not mutually exclusive)
· Chronological: Looks backward in time at your proven track record.
· Functional (SKILLS): looks forward in time at your potential.
· A resume is accompanied by a letter of application (intent) (Do not staple the letter to the resume):
· Solicited: which job you are applying for, where did you hear about it, point out 1-2-3 things about the job that applies to your interest, things to emphasis. Last paragraph: I look forward to discussing this job opportunity with in an interview at your convenience.
· Unsolicited: do research on when a company is looking to hire and mention that in that time they can pull out your file, because you would be interested when they are ready for you. 1 page if possible.
· A resume should have At A Glance Appeal:
· Use of whitespace
· Parallel Headings
· No big blocks of text (5 max)
· Use capitals with discretion
· Be conservative
· No photos if so then passport size on top left corner
· ALWAYS INCLUDE: Career objective, employment and/or volunteer section, education, name.
· Chronological or functional.
· Personalize when possible
· Written skill in order of preference
· “Write as an artist not as a photographer”
· Don’t use I.
· If not oral and written say functional for language.

CHAPTER 9: COMMUNICATING FOR EMPLOYMENT:

· Job hunting: Study the job market, building professional networks that can be a source of information and insight, identifying source of employment, learning about the organizations you most likely want to work for, establishing an online presence, matching your skills and training to the most suitable positions.
· Tips for job hunting: 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. (Ex: CanadianCareers.com, Eluta.ca, Monster.ca, rileyguide.com, jobbank.gv.ca, Workopolis.com, workopolisCampus.com. 4- Learn to network. 5- use the hidden job market. 6- Visit career centers or employment agencies. 7- Think ahead. 8- Polish your interpersonal and communication skills.
· ADD A CAREER GOALS, AWARDS/HONOURS ACTIVITIES AND SKILLS LIST TO RESUME.
· And add “references will be supplied on request”
· Chronological resume, functional resume and combination resume.
· Cover letter includes: opening (gets attention and identifies position for which you are applying), body (builds interest with a summary of your qualifications, as much as possible matching your strengths of the requirements of the job) and closing (ask for interview and provide contact number).
· Thank-you letter sent 24 hours after an interview to show good manners and appreciation of interviewer.

NOTES ON CONDUCTING INTERVIEWS:

· Phase 1:Preparing for the interview: 
· What are your goals: to answer questions that arise from the resume, to supplement information from the resume (Examples…), personality, to explore additional information that comes up.
· Ask questions that illicit useful information (ask specific questions for specific answers)
· Ask questions that are specific enough that the answers can be compared.
· Environment: where do you want to hold it?
· Phase 2: Conducting an interview itself:
· Listening: deliberate listener: pre-judge what you say, fixed agenda: keeps you on a track OR empathic listener: listens from the speaker’s point of view, listen for what you mean to say, not what you actually say. OR content listener who takes notes and evaluates later, does not judge.
· The first question should be an icebreaker.
· Two types of questions: open or closed (yes or no).
· Some deadly questions: 
· Describe a difficult situation arose in the past year and how you handled it.
· How would you motivate your staff
· What is your career goal
· What strengths do you think you will bring to this job: (Relevant to the job).
· Where do you expect to be in 10 years from now
· What are your main weaknesses that you would bring to this job: (Irrelevant to the job, say what your weakness is and what you are doing about it).
· Do you have a good self inventory (knowing how to answer without looking too prepared).
· If we give you the job, what’s the salary you are expecting: do not answer by the hour. Answer a range, not a specific salary, ex: from 40,000 to 60,000$ a year. I’m less concerned with the starting salary, I just wanna be apart of this company, but if I have a permanent position then we can make a better settlement.
· how do we end the interview: tell them where do we go from here. You will receive a call within 2 weeks. Is there anything we need to add before we end this interview?

· Phase 3: Standard decision making:
· Did you achieve your goals
· Can you make a quality decision
· Can you justify your decisions to your boss

CHAPTER 10: INFORMAL REPORTS:

· Business report: a document in which factual information is compiled and organized for a specific purpose and audience.
· The quality of a report and its effectiveness depend on three things that the writer needs to control: content, clarity, and skimmability.
· Skimmability: reader-centered and user-friendly.
· 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 a title page, transmittal or cover letter, table of contents, and abstract.
· Distinguishing features of short reports:
· Purpose: information, analysis, recommendations (all or one). – Informational report: a short report that collects data related to a routine activity without offering analysis or recommendation action, the three parts are introduction, findings, and summary/conclusion. – Analytical report (or recommendation report): a report that interprets and analyzes information and offers recommendations based on findings.
· Frequency of submission: - Periodic reports: an informational report that is filed at regular intervals. One-time reports: report that presents the results of a special or long-term project.
· Common categories
· Formats and distribution: -Memorandum report: a short, internal report presented in memo format. –Prepared-formal report. – Letter report: a short, external report presented in letter format. . – PowerPoint report. – Formal report.
· Direct and indirect approaches:
· Direct approaches: information and analytical reports.
· Indirect approach: analytical reports.
· 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.
· Steps in the writing process:
· Planning
· Researching/analyzing data and information
· Composing and revising
· Elements of informal reports:
· Introduction statement: the first section in the body of a report, which provides readers with the information they need in order to understand and evaluate the report itself; it must include either the report’s purpose or statement of the problem the report addresses.
· Findings: the most substantial part of a report, in which qualitative and numeric data is presented and organized by time, convention, order of importance, or component.
· Summary/conclusions/recommendations: the summary is the closing or second-last section of a report that briefly restates its main points. Conclusions and recommendations is 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: materials such as charts, graphs, matrixes (world table of qualitative information), tables, and illustrations like pie charts, bar charts, line graphs, gantt charts (bar graph used to show a schedule), flow charts, and organizational charts that present information in visually appealing ways to show trends and relationships, represent numbers and quantities, and make abstract concepts concrete.
· Commonly used short reports: informational and analytical:
· Informational reports: like - Incident reports: a short report that documents problems and unexpected occurrences that affect a company’s day-to-day operations. – Investigative reports: a report written in response to a request for information about a specific problem or situation. –Recommendation report: an analytical report that recommends action, often in response to a specific problem. – Justification report: an analytical report that justifies the need for a purchase, investment, policy change, or hiring. – Feasibility report: an analytical report that evaluates whether a project or alternative is advisable and practical. – Proposal: a document presenting plans and ideas for consideration and acceptance by the reader. – Trip report: a short report that summarizes the events of a business trip or conference. – Activity reports. – Progress reports. – Job completion reports. – Incident reports.         – Problem investigating reports. – Summary reports
· Analytical reports: - Problem statements, problem questions, and problem statements. – Justification/Recommendation reports. – Feasibility reports.       – Comparison/Yardstick (standard for comparison) report: compares two or more solutions to a given problem to find the best-suited solution.

CHAPTER 11: PROPOSALS AND FORMAL REPORTS:

· Proposal: a business document that suggest a method for solving a problem or that seals approval for a plan.
· Internal proposal: a persuasive document that attempts to convince management to spend money or to implement plans to improve the organization.
· External proposal: a proposal issued to governmental or private industry clients outside an organization as a means of generating income.
· Requests for proposals: a detailed document requesting proposals and bids on specific projects.
· Elements of informal proposals: introduction, background, proposal, method, and schedule, costs and budgets, staffing and qualifications, benefits and request for authorization.
· Element of formal proposals: cover letter or letter of transmittal, executive summary or abstract, title page, table of contents, list of tables/figures/illustrations, introduction, appendix, references.
· Common mistakes in writing proposals:
· It does not follow RFP instructions.
· It does not match project solution with purpose.
· It is writer-focused instead of client-focused.
· It is inaccurate or unrealistic with the budget.
· It does not establish credibility.
· It does not differentiate from competition.
· It does not contain a clear plan or solution.
· Researching and collecting data: 1- Look for information online. 2- Do a computer-based search. 3- Find information in print. 4- Investigate primary, in-house sources. 5- Conduct interviews. 6- Quantify observations.
· Formal reports: an account of a major project written according to a prescribed structure defines by formal elements such as a title page, letter of transmittal, table of contents, and executive summary or abstract.
· Preparing to write formal reports: figure out the purpose, content, audience, status, length, and formality.
· APA and MLA citation on page 400-401.
· SAMPLE FORMAL REPORT ON PAGE 403…

CHAPTER 12: ORAL COMMUNICATION:
· Oral presentation: an informative or persuasive speech delivered using only notes and visual aids to guide the speaker’s performance.
· Who is your audience?
· What is the speaking situation?
· Structuring presentations: -Logical structure. –Narrative structure. –Formal structure
· Developing a three part presentation: 1- Introduction. 2- body. 3- Conclusion.
· Special occasion presentation: a speech made in appreciation, in acceptance of an award, in commemoration of an event, or by way of introduction.
· Preparing for a meeting: 1- Purpose. 2- Alternatives. 3- Participants. 4- Location.
· 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: - Leading a meeting. – Participating in a meeting.
· Meeting minutes: a written record of what occurred at a meeting, who attended it, and when it was convened.

CHAPTER 8: PERSUASIVE MESSAGES:
· Persuasion: the process of gradually influencing attitudes and behaviors and motivating the audience to act.
· Preparing to write persuasive messages:
· Know your purpose and what you want your reader to do
· Understand what motivates your reader: physiological needs, safety and security, love and a sense of belonging, esteem, and self-actualization (Maslow’s Hierarchy of needs).
· Consider design and layout.
· Be positive and accurate.
· Anticipate objections and plan how to deal with them.
· Appeal: an attempt to persuade.
· Persuasive appeals: - Appeal to reason: logical fallacy: an error in logic that weakens a persuasive argument. – Appeal to function. – Appeal to emotion. – Appeal to ethics: 1-Specialized knowledge, 2- Reputation, 3- Authority, 4- Familiarity.
· [bookmark: _GoBack]Indirect writing plan for persuasive messages: 1- Obtain interest. 2- Prove your proposal or product can benefit the reader. 3- Ask for action and link it to reader benefits.
· Types of persuasive messages: 
· Favor and action requests: 1- Gain favorable attention. 2- Persuade the reader to accept. 3- Ask for action.
· Persuasive memos: 1- Summarize the problem. 2- Explain how the problem can be solved. 3- Minimize resistance. 4- Ask for specific action.
· Claim requests: 1- Gain positive attention. 2- Prove your claim is valid. 3- Ask for a specific action.
· Collection letters: a series of increasingly persuasive appeals to a customer asking for payment for goods and services already received. 1- Reminder: a collection letter that informs a customer in a friendly way that a payment has not been received and emphasizes the customer’s prior good credit rating.    2- Inquiry: a collection letter that attempts to determine the circumstances that are preventing payment and asks for payment (fairness, reputation, sympathy, and self-interest). 3- Demand: 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: a letter that promotes a product, service, or business and seeks prospective customers or additional sales.
· Analyzing the product and audience: 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 facts.
· Writing plan for sales letters: 1- Gain attention. 2- Introduce the product.      3- Make the product desirable. 4- Ask for action and make responding simple. Also, postscripts and sales follow-up.
· Fundraising messages: 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.
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