COMM 212 – final 

CHAPTER 1
Business Communication as a Path to Success
[bookmark: _GoBack]How to write, speak, and listen on the job reflects who you are professionally, how you treat others, and how you do business. We now have flatter organizations; therefore, team work environments require advanced communication.

Soft Skill: A social, interpersonal, or language skill that complements a person’s technical skills. The ability to communicate effectively.
Hard Skill: A technical skill (like tools) a person require for a job.

Ability to communicate has benefits like: enhanced problem-solving, decision making, increased efficiency, workflow, productivity, improved professional image, group dynamics.

Communicating for a Changing World (elements of the changing work place)
1. The Knowledge Economy: The knowledge worker makes and sells idea-based products: software, consulting, financial services, music, designs, etc. Knowledge products have an advantage as their value increases on a global scale. Challenge in a knowledge economy is to ensure continued funding for R&D, continue to draw on an educated workforce and to fight brain drain. The need to explore new and emerging markets, negotiate buy and sell overseas, market products and enter into joint ventures is anchored in effective communications with people from around the world of different ages, races, genders, etc.

2. The concept of the risk society: our society is called a risk society due to its forces of modernization. Dangers are environmental risks (natural disasters) and manufactures risks (complex catastrophic and can affect many people. Examples of risks in ITCs are piracy, cyberwarfare and identity theft.

Security breaches result in: lost or compromised data, loss of trust, that can harm commerce and a company’s credibility, reputation, and bottom line.

Control risk by: building trust, establishing cross-boarder co-operation, and forging networks.  


3. Flatter Organizations: traditionally organizations are layered and hierarchical. Now they have flattened hierarchies, fewer divisions, and fewer middle managers. Shorter communication chains so communication is a key skill 

4. Sustainability and corporate social responsibility


5. Business of a global scale: due to, web browsers promoting connectivity, free flow of information, software and communication platforms promoting wider co-operation, open-sourcing, outsourcing and offshoring, amplifiers that are digital, virtual, mobile, and personal.

6. More diverse employees
7. Team work environments
8. Advancing communications technologies 
9. Connectivity through the World Wide Web  

Communication: Transactional and relational process involving the meaningful exchange of information.

Communication Theory: A system of ideas for explaining communication. Theoretical frameworks mentioned below.

Rhetoric: The use of language to persuade an audience
Semantics: The study of the words and symbols we choose.
Semiotics: the study of how meaning is assigned and understood
Cybernetics: the study of how information is processed and how communication systems function.

The communication process: 
Communication can be understood in terms of being 
· Situated: embedded in a particular environment or subculture context
· Relational: involves the ability to interact effectively and ethically, according to what is needed in a given moment 
· Transactional: a cooperative activity in which people adapt to one another

Elements of the communication process:
Message: Any type of oral, written, or non-verbal communication that is transmitted by a sender to an audience.

Sender: The participant in the transaction who has an idea and communicates it by encoding it in a message.

Encoding: The act of converting ideas into code in order to convey a written, oral, or non-verbal message.

Channel: A communication pathway or medium over which a message travels 
email, face-to-face, etc.)

Receiver: The person for whom a message is intended, who decodes the message by extracting meaning from it.

Decoding: The act of extracting meaning from spoken, written and non-verbal communication.

Feedback: The receiver’s response to a message that confirms if the original message was received and understood
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Barriers to Effective Communication:
Noise: Any form of physical or psychological interference that distorts the meaning of the message.

Communication Barriers: Problems that can affect the communication transaction leading to confusion/misunderstanding.

Channel Overload: The inability of a channel to carry all transmitted messages (inbox is full)

Information Overload: A condition where a receiver cannot process all transmitted messages due to their increasing number 

Emotional Interference: A psychological factors (joy, anger, hostility) that creates problems with the communication transaction

Semantic Interference: Interference caused by ambiguity, jargon, language or dialect differences or different ways of assigning meaning. 

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

Physical and Technical Interference: Caused by something external to the sender or receiver (computer crashes, failed cellphone connection)

Mixed Messages: Conflicting perceptions of a message or signal that may result in miscommunication

Channel Barriers: Inappropriate choices of channels that impede communication

Environmental Interference: interference that results from preconceptions and differing frames of reference. 

Overcoming these barriers:
· Be timely and time sensitive
· Be purposeful
· Be a good listener and careful listener
· Be context sensitive
· Be proactive

Communication contexts:
Interpersonal communication: an interactional process between 2 people (dyadic)
Small group communication: interactional process between 3 or more people (up to 20) with a common goal
Organizational communication: communication within a hierarchical social system composed of interdependent stakeholder groups focused on common goals. 
Intercultural communication: management of messages between people of different cultures 
Mass communication: small group of people sends a message to a large anonymous audience
Non-Verbal communication: Communication that does not use words but takes place through gestures, eye contact, and facial expressions.
Non-verbal behaviours: communication that takes place through gestures, facial expressions, eye contact and posture

Non-Verbal communication cues can play 5 roles in relation to verbal communication:
· Repetition (A computer technician says “I’m fixing this computer” as he points to it)
· Contradiction (Job candidate says she’s confident in CV but doesn’t make eye contact in interview)
· Regulation (tapping a person’s shoulder to regulate a conversation)
· Substitution (actions speak louder than words)
· Accenting and Complementing (Pounding the table while exclaiming “we have to cut our budget now!”

3 general domains:
· Encoding: ability to send non verbal messages accurately to others (emotionally expressive)
· Decoding: ability to acutely read another persons nonverbal message
· Regulation ability to control ones nonverbal displays and expressive behaviours to suit social situations.

Components of non verbal communication:
1. Use of space – proxemics: the study of the use and perception of space, specifically the space maintained during a conversation according to their cultural background
2. Use of time – chronemics:  study of the use and interpretation of time, how punctual someone is, how long they will listen or wait for a reply
3. Paralanguage – vocalics: the acoustic/ non vocal qualities of verbal communication. 3 classes:
a. Vocal qualities: pitch volume speed or tempo, rhythm emphasis. Properties making the voice unique 
b. Vocal characteristics: sounds the express emotions
c. Vocal segregates: pauses or fillers
4. Body language: non verbal communication conveyed by gestures, eye contact, posture and facial expression 

Communicating in Organizations
Internal Communication: Communication through channels of the organization
External Communication: Communication with audiences who are part of an external environment

Essential Skills for Workplace Communication:
· Reading, 
· Active listening
· Cognitive dissonance (tendency to reject message based on personal values)
Formal Communication Network: A system of communication sanctioned by organizational management

Informal Oral Network: Unofficial internal communication pathways that carry gossip, and rumors, not always accurate

Formal Communication Channels: official internal communication pathways that facilitate the flow of information through an organization’s hierarchy

Upward Communication Flow: Channels information from subordinates to superiors
Downward Communication Flow: Channels information from superiors to subordinates
Horizontal communication flow: movement of information that enables individuals at the same organizational level to share ideas and communicate

Ethical communication:
Business ethics: the socially accepted moral principles and rules of business conduct 

Culture: The shared customs and patterns of behaviour of a particular group or society including its language, rules, beliefs and structures

Ethnocentrism: The tendency to make false assumptions, based on limited experience that one’s own cultural or ethnic group is superior to another.

Cultures tend to differ in attitudes to individualism or collectivity, time orientation, relative directness to communication styles, reliance on logic and feeling, propensity for risk and uncertainty, degree of formality, non verbal communication and body language, attitudes towards elderly, life partners etc

5 key dimensions of culture:
· power distance: the degree to which members of a group expect and accept that power is distributed unequally
· Uncertainty Avoidance: society’s tolerance for ambiguity and comfort level with situations that are new, or unknown
· Individualism vs collectivism: degree to which people are integrated into groups 
· Masculinity vs femininity: related to the distribution of emotional roles and values between genders
· Short term vs long term orientation: degree to which societies are future focused  

Low-Context Cultures: Cultures that favour direct communication and depend on explicit verbal and written messages exclusive of context
High-Context Cultures: Communication depends not only on the explicit wording of a message but on its surrounding context.

Keys to Intercultural Communication: Be flexible, tolerate uncertainty, listen to other, bridge cultural gaps, encourage employer to commit to a discrimination-free workplace

Libel: a false published statement that is damaging or injurious to a person’s reputation

CHAPTER 2
Writing in Context:
Contextual factors: elements of a writing task, such as the situation, organizations procedures and readers that influence the writers choices at every step

Genres: The agreed upon for sod writing that develop in response to the recurrent situations and that allow users to act purposefully in a 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 situation: Writing that is intended to change, opinions, attitudes or behaviours requires special thought. 3 components: exigence (reason for speaking out urgently), audience (those with an interest in reacting to exigence) and constraints (limitations on what can be said and the factors shaping the content/nature of the message)

Steps in the writing process:
· Prewriting: the process of gathering ideas and establishing the purpose, audience and channel for a message
· Organizing and outlining: mapping out the most strategic and logical arrangement of ideas and details
· Drafting: writing of the actual message, choosing the precise wording and the style of organization that is most strategic 
· Revising and editing: last chance for improving. Here you must evaluate your draft from a readers point of view, as well as fixing mistakes 
· Work from paper draft
· Reduce reading speed
· Look at document from readers perspective
· Maker several passes over the draft, for content, structure and line-editing and proof reading 
· Read aloud
· Use spell and grammar checks
· Step 1: completeness
· Sept 2: structure and coherence
· Step 3: accuracy, conciseness, sentence and paragraph construction, Consistency and format, readability, word choice, ethics, grammar spelling and typographical errors

Purpose: the reason for communicating the message
Scope: the breadth or limitations of a documents coverage 

Audience profile: who you are channelling, and evaluating their needs.
~audience analysis: the process of assessing the needs and knowledge of readers and listeners and adapting messages accordingly 

Primary audience: the intended receiver of a message; the person or persons who will act or use the information 
Secondary audience: anyone other than the primary audience who will receive the message and be affected by the action or decision it calls for 

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

Medium or channel: the physical means by which an oral or written message is transmitted 
Things to consider:
· Accuracy and speed of transmission required
· Cost of the channel
· Need for permanent record
· Detail and importance of message 
·  Privacy required
· size and location of the audience
· level of formality
· immediacy of the feedback required
· level of control over how the message is composed
· richness of the channel
· preferences of your organization

Richness: a quality of the types if cues by which meaning can be derived from a message 

Brainstorming: a method of generating content by listing ideas as they come
Mapping/Clustering: A method of generating content by visualizing the main topic and its subcategories
Journalistic Questions: The essential questions (how, what, where) that frame journalists’ inquiries as they focus and prepare their stories.
Organizing and Outlining: The process of arranging information for clarity and impact

Sequential Development: A method of organization describing the arrangement of steps in a process
Chronological Development: A method of organization that describes events in the order in which they occurred
Cause-and-Effect Development: A method of organization that links events with the reasons for them
General-to-specific development: a method of organization that begins with general information on a topic followed by specific details

Outline: A framework for documents, showing its divisions and elements
Drafting: the preliminary writing of a document

Writer’s Block: A psychological state of being unable to begin the process of composition out of fear or anxiety over the communication task (free writing can help)
Overcome writers block:
· start early
· work on a computer
· talk it out
· skip around
· take a break
· practice free writing 
· adopt a positive attitude to writting

Free Writing: A method of generating content based on unstructured writing and the recording of ideas as they come to mind

Collaborative Writing: The process of writes working together to create finished reports, proposals and other documents
· sequential integrating writing (lead writing): lead author makes initial draft others propose and discuss ideas and modifications
· sequential single-writing (take a turn and pass it on): each writer is assigned a part and at the end it is harmonized 
· parallel simultaneous writing (cut and paste/puzzle): each member takes responsibility for preparing different parts or a role then it is juxtaposed 
· reactive integrating writing (side by side):the team works together and adjustments are made at the same time

Revising: the process of reviewing and making changes in a draft document
Editing: the process of checking a writing draft to ensure it conforms to standards of good English, style and is accepted business writing practice

Writing under pressure:
· allocate time
· keep distractions to a minimum
· get the most from word processing software
· remember your reader
· go with the flow
· leave refinements for revision

CHAPTER 3
Word Choice
Step 1: Use familiar words 
· avoid words ending in ize or ization
· avoid French words 
· avoid foreign words and phrases
· use job related jargon
· bypass buzzwords 

Plain Style: style that places value on simplicity, directness and clarity 
· use the following conventions: Everyday language, common words, reasonable sentence lengths, active voice, personal pronouns (I, we) and unambiguous words

Jargon: A term that describes the specialized terminology of a technical field AND outdated words used in a business context
Buzzwords: Fashionable, technical or computer jargon. Right now we use words like GLOBALIZE and SYNERGY. But we have to be careful, because they won’t be trendy words forever

Step 2: Use fresh and current language 
· replace clichés 
· don’t use retied business expressions 
· eliminate slang
· avoid instant messaging abbreviations and emotions

Clichés: overused tired expression that have lost their ability to communicate effectively 
Slang: coined words or existing words that are informal and have meanings specific to particular groups or localities 
Acronym: a pronounceable word formed from the initial letters of other words (TTYL, LOL)
Emoticon: a symbol consisting of a sequence of keystrokes that produce a sideways image of a face conveying any one range of emotions

Step 3: keep language specific, précis and functional:
· provide specific details that help readers act in information and requests 
· qualify facts and avoid vague qualitative statements
· avoid ambiguous and non-idiomatic expressions 
· use comparisons and analogies to clarity 

Concrete Nouns: Things knowable through the senses
Abstract Nouns: Things not knowable through the senses

Abstract: Our Company demands loyalty (something intangible and that we cannot see)
Abstract/Concrete: Our Company demands loyalty to corporate policy

Idiom: A word or phrase that has a meaning different from its literal meaning (hand in-> submit, look up-> research for info)
Analogy: An explanation of the unfamiliar in terms of the familiar (think of brain drain)


Step 4: Practise factual and ethical communications:
· be reasoned, factual and moderate in your judgement
· Consider the impact your communication has on others & you
· Consult qualified colleagues 
· Avoid libellous language 
· Be timely and accurate 
· Avoid untrue, deceptive or misleading statements . Avoid plagiarism  
· Know what you can and cant say to different people. Know what is fact/fiction 

Achieving Conciseness
Conciseness is desirable, but too much can make writing uneven, choppy, blunt or rude. Aim for conciseness, completeness and politeness. Conciseness means using the fewest words to say what you need to accurately and completely.

Wordy: Please note that you are requested to read and offer your comments on the attached file.
Concise and Polite: Please review the attached file.

Ways to achieve conciseness: 
· eliminate long lead ins
· eliminate redundancies
· revise for empty words or phrases
· use strong verbs

Verbs: words that describe action, occurrences or states of being
Nouns: words that name people, places, things and abstract concepts
Noun conversions/nominalizations: verbs that have been converted into nouns with the addition of ment or tion endings
Redundancies: Unplanned repetitions
Active Voice: A writing style in which the grammatical subject of a sentence performs the action
Passive Voice: A writing style in which the grammatical subject of a sentence is acted upon
Prepositional Phrase: Phrase beginning with a preposition and functioning as a modifier
Expletive Construction: A phrase such as there is or it was at the beginning of a clause, delaying introduction of the subject

Tone: the implied attitude of the author to the reader, ad reflected by word choice
Tone is reflected in the level of formality (level of writing) through word choice, sentence length and sentence structure
· tune in to word connotations 
· keep style conversational 
· select the right level of formality 
· be positive
· stress reader benefits and relevance
· present meaningful content
· develop a positive you-attitude 
· emphasize benefits to reader 
· be polite
· use inclusive language 
· don’t make discriminatory comments
· use the only gender-neutral job titles and situations
· use masculine pronouns reasonably 
· write with confidence
· use definite, forward-looking language
· don’t make unnecessary apologies
· use strong, assertive phrasing rather than “weasel words”
· be knowledgeable and informative
· guard against overconfidence 

Denotation: A word’s dictionary definition
Connotation: A word’s implied or associative meaning, often coloured by a positive or negative emotion. EX: Pre-owned (+) vs. Used (-), Less expensive (+) vs Cheap (-), Slender (+) vs. Skinny(-)

Formality: the level of writing, whether the writer is using the appropriate register based on an observance of the rules and conventions of writing 
Personal Style: A styles of writing that seems warm and friendly based on its use of first and second person pronouns
Impersonal Style: A style of writing that seams objective and detached based on its use of third person pronouns

Inclusive language avoids gender-specific job-titles and salutations (salesperson NOT salesman)
You-attitude: A writing style that focuses on the reader as opposed to the writer
We-attitude: A writing style that focuses on the shared goals and values of both the writer and readers.
Salutation: a greeting 

CHAPTER 4
Effective Sentences
The building blocks of complete sentences are phrases and clauses. 

Phrase: a group of words containing a subject or a verb, but not both. 
Clause: a group of words containing a subject and a verb 
· Independent clauses: grammatically complete and can stand on their own
· Dependent clauses: grammatically incorrect and reliant on independent clauses for their meaning
Types of sentences
Simple sentence: one independent clause (We love to learn about grammar)
Compound sentence: two independent clauses (English is our favourite course, and we love to learn about grammar)
Complex Sentence: one dependent and one independent clause (When we come to class, we love to learn about grammar)
Compound-Complex Sentence: one dependent, two independent (When we come to class, we love to learn about writing, and we love to learn about grammar)

Improving sentence variety and length
· Vary the rhythm by altering short and long sentences
· Turn a clause into a propositional phrase (a phrase beginning with a proposition that sets out a relationship in time or space)
· Convert a sentence defining or describing something into a phrase or clause

Use appositives (A word/group of words that renames a preceding noun) to convert sentences into phrases

Phrasing basic types of questions
Declarative Sentence: A sentence that makes a statement
Closed Question: Limited number of possible responses
Open Question: Unlimited number of possible responses
Hypothetical Question: Poses a supposition

Improving sentence clarity
· Avoid broad references using this, that and it
· Avoid embedding dependent clauses
· Limit multiple negatives 
Pronoun reference: the relationship between a pronoun and the antecedent to which it refers

Writing with consistency
· Number: a term that refers to whether a word is singular or plural
· Person: a term that describes who or what is performing or experiencing an action in terms of the noun or pronoun that is used (1st, 2nd, 3rd person)
· Verb tense: the form of a verb that shows time (past, present, future)

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

Emphasis: in writing, the practice of making facts and ideas stand out from surrounding text
· Use eye catching mechanical devices, punctuations and formatting 
· Add emphasis through style 
· Put important facts last or first
· Short, simple sentences to spotlight key ideas
· Use tags and labels to flag important ideas
· Present important ideas in list form
· Use precise and specific words to identify the main point
· Repeat key words in a series
· Apply opposite rules for de-emphasis
· Use complex sentences to de-emphasize bad news
· De-emphasis unpleasant facts by embedding them

Eliminating grammar errors and awkwardness 
· Sentence fragments: a portion of a sentence that is punctuated like a complete sentence but does not deliver full meaning – create ambiguity and distortion. Read backwards to separate the fragment and grammatical unit
· Fused sentences (run-on): two or more independent clauses run together without use of required punctuation.
· Comma splices: the error of connecting two independent clauses with a comma. To eliminate, add conjunction or change the comma to a period or semicolon 
· Misplaced modifier: an incorrectly places descriptive word or phrase that attaches its meaning illogically to another word in a sentence. To get rid of them position the modifier as close to the word or words they describe as possible
(modifier: a word or group of words that describes or gives more information about another word in the sentence)
· Dangling modifiers: a phrase that does not clearly apply to another word in the sentence. Convert dangling phrases into a dependent clause
· Elliptical construction: a sentence structure that deliberately omits words that can be inferred from the context. The word has to be exactly the same as the one already used for the construction to be correct 
· Faulty predication: an error involving the illogical combination of subject and verb. 
· mixed constructions: the error of pairing mismatched grammatical structures in the same sentences, giving illogical meaning 

Effective Paragraphs
A paragraph is a group of sentences that develop into one main idea. You should always have a topic sentence (except when delivering bad news)
· single sentence: up to 2 sentences, common message openers and closers, brief and serviceable.
· short: up to 5 or 6 sentences, standard in business messages
· long: up to 8 sentences, used in a report where the complexity merits more detail

Topic sentence: A sentence that summarizes the main idea in a paragraph

Shouting: The largely unacceptable practice of typing a message in block letter (CAPS)
Coherence: The logical and semantic links between sentences
· carry over a topic from sentence to sentence
· use pronouns to carry over a thought from previous sentence 
· use transitional words or phrases to segue from sentence to sentence
 
Transitional expressions: words and phrases that show logical, temporal and spatial relationships and connect ideas to create coherence 

Proofreading: a process of checking the final copy of a document
· accuracy of names, facts and figures
· appropriateness of format 
· correctness of grammar 
· spelling
· punctuation 

Format: a term for the parts of the document and the way they are arranged 

CHAPTER 5 (important for case question)
Memos: A specially formatted document that is generally internal or sent within an organization. They can include reminders, instructions, and records of actions, decisions, data-gathering tools, and aids to problem solving. The advantage of a memo is simplicity. They are fast, efficient, and distinctive in structure, less formal than a letter, usually one page long and focus on one topic. Should be clear, concise and informative. Using a 2 part structure:
· header (Date, To, From, subject)
· message (Opening, Body, Closing)

Header: block of text appearing at the top of a document
Headings: visual markers consisting of words or short phrases that indicate the parts of s document and signpost its organization 

E-mail: A channel for both internal and external messages

Longer memos require additional formatting techniques such as headings, subheadings, boldfaced font, and bullet listed, numbered listed

Memo Format (p.134)
Memo Headings: 
“DATE” 
“TO” receiver’s name, job title, list names in alphabetical order or order of importance
“FROM” Sender’s name, title if necessary (signing the line is only for hard copy memos only)
“SUBJECT” one line long, indicates the title, topic, purpose and importance
“CC” Carbon Copy- lists of others receiving the memo

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.
Body: the middle paragraphs, provides the necessary background and more detailed information about the subject line.
Closing: the final paragraph, summarizes the content and indicates next steps, invites feedback, offers further resources and or provides contact information

Italics are used for emphasis or to distinguish foreign words

Formatting lists for memos:
List: 3 or more (no more than 8) logically related items presented consecutively to for a record or aid to memory. Used to give order and emphasis to important information. It also improves readability
· a lead in, introducing and explaining the items
· parallelism 
· semantic and grammatical continuity 
· adequate transition to the sentences that follow after the list 
Formatted horizontally (in sentence) or vertically (tabulated)
A colon is required after the lead in, numbers can be used for emphasis (1)…(2)… 

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

A hard-copy memo is preferable, when legality, confidentiality, or document integrity (preserving layout/format of memo) are primary concerns

E-mail
An e-mail is paperless, follows the memo format, and is usually one screen length. Its versatile capabilities and wide availability make it an ideal productivity tool- a cheap and convenient way to access, exchange and process information. Benefits of E-mail include speed and ease of collaboration.
The disadvantages: Emails could be a source of corporate embarrassment; it shows can offer proof of a company’s wrongdoing. They could have clogged inboxes, undeliverable message.

Netiquette: The informal code of conduct governing polite, efficient and effective use of the interne
Spam: An advertising message (electronic junk mail) sent widely
Flaming: The act of sending out an angry e-mail message in haste without considering the implications of airing such emotions
Distribution list: a group of email recipients addressed as a single recipient allowing the sender to email many users without entering their individual addresses 

General email guidelines:
· keep it brief 
· emails are not your only option 
· compose crucial messages offline
· follow organizational rules for email 
· don’t use company email systems for personal communication
· aim for a balance of speed and accuracy 
· keep your messages professional 
· understand that emails is not guaranteed to be private 
· keep it professional 
· understand that email is not guaranteed to be private
· don’t write angry
· don’t send unnecessary messages 
· protect yourself and your company

Complimentary close: a formulaic closing, usually a word found after the body of a letter and before the signature

Informative Memo: A message to which the reader will react neutrally (p. 143). They convey announcements, company policies, guidelines, instruction and procedures. Must be clear and direct
· clear subject line
· direct opening 
· clear explanation 
· follow up instructions
· good closing
· positive emphasis support the messages informative aim

Routine (Request Memo): Message that asks the reader to perform a routine action. Must use the direct approach, usually expressed as a polite command (p.144)
Response: A message that answers a request or query

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 the recipient.

Follow-Up Messages: Provides a record of a meeting states its time, place 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
· limit use of abbreviations 
· use a natural mix of upper and lower case letters 
· keep it to a few people at a time
· inform people about your availability 

CHAPTER 6 (important for case question)

Direct approach message: a message that presents the main point in the first paragraph. Uses a 3 part structure:
· Opening: Delivers the main message first. Answers the most important questions: states the good news, makes a direct or specific request
· Middle: explains details of the news or inquiry and supplies background and clarification when needed. Points are presented using parallel bullet form or a numbered list.
· Closing: Ends pleasantly in one or more of the following ways: provides contact information, asks for action, input, or a response, often by a deadline, tells the reading what’s next, shows appreciation/goodwill.

Request memo: Message that asks the reader to perform a routine action. Must use the direct approach
· 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 is right for your reader
· Keep minor points to a minimum 
· Use a layout that focuses on your request 
· Close in a courteous and efficient way

Order Request: A request for merchandise that includes a purchase authorization and shipping instructions. You may decide to write an order request for merchandise when it isn’t possible to order from the catalogue, by telephone, website and fax OR when you need a record of having placed an order. The closing of this message should include a number of details, special instructions, payment method, delivery date expected and expression of appreciation.
· Authorize purchase and method of shipment 
· Itemize requested merchandise, using list form
· Close with special instructions and thanks

Claim Letter: A demand or request for something-often a replacement or a refund-that is considered one’s due. When a customer is seeking a correction of a problem or a compensation for losses, they would write a claim. You must avoid expressing anger in a claim letter. 
· Make request for an adjustment
· Identify the faulty item/problem and  explain logically and specifically why your claim is justified 
· End positively and pleasantly 

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.

Responses
Response: A message that answers a request or query. It is most effective when response is prompt, informative and gets to the point.
· Determine if you are the right person to respond
· Reply as soon as you can
· Begin with good news or most important piece of information 
· Design your response to be useful 
· Respond within your company’s ethical guidelines
· Make your closing work for you
For an information response, include a subject line that identifies previous correspondence, open directly with information, answer each inquiry and close with goodwill.

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

Personalized Form Letter: A letter in which the identical message is sent to more than one person; it is adapted to the individual reader with the inclusion of the reader’s name, address, and other info, all of which can be stored in a database and merged with the form letter.

Order Acknowledgement: An informative letter that confirms details of a merchandise purchase and shipment.
· Acknowledge when and how a shipment will be sent 
· Give details of the shipment and convince the reader they have made a wise purchase
· Use discretion in pushing additional products
· Close pleasantly


Messages confirming contracts/arrangements summarizes the following:
· Terms of an agreement
· An action or transaction that has taken place, including receipt of an invitation, resume or report
· A decision
· Agreements for future events
It highlights the key terms and conditions, including the offer, obligations and rules for acceptance including a date. Shows appreciation. Specifies and delegates tasks and sets out actions that must be taken

Claim Adjustment: A response to a claim letter telling the customer what your company intends to do to correct the problem. The purpose is to inform customer of adjustment, resolve the complaint and restore goodwill. The opening of letter should announce the adjustment right away also offer an apology.
· Grant the adjustment
· Explain how you intend to make the adjustment
· Close pleasantly

Goodwill Messages: Enhances the value of a business beyond its tangible assets by creating a bond of friendship and establishing trust between both parties. The saying “it’s the thought that counts” is true of goodwill messages. They have a social function unlike other business messages. It puts the reader in a positive light, enhances your visibility and makes people more willing to help you in the future. The message should be personal, short, spontaneous and sincere.

Thank You Letter (Letter of Appreciation): A message thanking someone for helping you, extending hospitality to you or doing business with your company.
· Thank the reader for what he has done, given or provided
· Include a few details
· Close with goodwill or a forward looking remark

Letter of Congratulations: Conveys pleasure at someone’s happiness or good wishes on someone’s accomplishments.

Letter or Sympathy or Condolence: Expresses sadness at someone’s lose and offers words of comfort

Informative letters:
Provide important/relevant information and to which the reader will react neutrally 

Announcement: message that makes something known about a company policy, event, or personnel change

Cover/transmittal letter: an informative letter that accompanies materials sent from one person to another explaining why those materials are being used 
· 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 

Instructional letter/memo:
Semantically explain a process activity or operation and make it doable for the average reader. Shares important information on what must be done. These should be:
· Clear and precise
· Accurate 
· Complete
· User-friendly 
· Action-oriented

Letter formats
Centered on the page, one-inch margins and jagged right margins. Three styles: 
· Full block letter styles-everything aligned at left margin, 
· Modified block letter style-center page 
· Simplified letter style-writer’s name and signature is omitted

Letter Elements: 
· Letterhead/Return address: printed heading on a company stationary. Contains the address of the organization or individual but not the individuals name
· Dateline: indentifies the date on which a message was written
· Delivery/confidential notation: an optional letter element. Indentifies how the letter is transmitted and who is authorized to open it
· Inside address (receiver’s address): a standard letter element that supplies the name and full address of the recipient
· Attention line: optional, indentifying the individual, officer or department to who the letter is directed 
· Reference line: optional, indentifies a file or policy number
· Salutation: a letter greeting identifying the individual for whom the letter is intended, including the recipients title and surname
· Subject line: optional, element that identifies the content or focus of a message 
· Message body: begins 2 line below the salutation 
· Complimentary close
· Signature block: the part of a letter that includes the writers name and organization in a neatly formatted arrangement 
· Identification initial: the part of a letter that includes the writer (in caps) and the typist (lower case) of a message 
· Enclosure notation: the part of a letter that indicates enclosed or attached material that accompanies a document 
· Copy notation (CC): the part of a letter that indicates that copies of a letter have been sent to individuals other than the addressee 


CHAPTER 7 
Goals of negative messages:
Primary: 
· Give bad news in clear, brief and respectful ways, stated only once
· Help readers accept bad news (fairness and logic of decision)
· Maintain and build goodwill
· Get the purpose across the first time 
Secondary:
· Balance the business decision with sensitivity to readers
· Reflect promptness, accountability and due consideration
· Protect yourself and the organization 

3 categories of bad new messages: 
· Refusals: turn down invitations, suggestions, proposals and requests for info, action, employment and credit
· Announcements: disclose price increases, policy changes, delivery delays, cancellation of services and product defect or recalls
· Assessments/appraisals: Offer negative assessments of employee job performance or personal issues 

Tone in bad news messages:
Don’t plead or name-call, avoid mixed messages, avoid assumptions, stick to facts and don’t use jargon, edit timid or over apologetic statements, use expression of sympathy

Subject line can be positive (but not deceiving), neutral or negative

Direct approach for bad news:
You should use the direct approach if you know the reader well enough. The disadvantage of the direct approach cause be that brief messages may come off cold and brusque
· Begin with a simple, well-phrased statement of the bad news
· Provide an explanation that the reader can reasonably accept
· Offer an alternative if possible
· Close with a goodwill statement 

Indirect approach for bad news: A method of organizing a document so that the main message is delayed and presented toward the end

Use this approach if you do not know the reader well and if you expect a strong and negative reaction. Indirect writing is a method of organizing a document so that the main message is delayed and presented toward the end.

Disadvantages: the reader may be able to see through the “hedging: tactics and find the manipulative rather than polite. 
· Begin with a buffer (a meaningful, neutral statement that cushions the shock of bad news)
· Provide a solid reasonable explanation
· State the bad news
· Close with a goodwill statement 

Explaining the bad news:
· Stick to facts, avoid editorializing 
· Refer to company policy as needed but don’t hide behind it
· Use positive or neutral words 
Put bad news in a dependent clause and suggest an alternative. Use a passive voice, use long sentences and positive language. Avoid spotlighting the bad news and imply the refusal 

Goodwill closing: 
Draws attention away from the message to a positive and continuing relationship with the reader
· Don’t repeat bad news, offer your good wishes to the readers, don’t invite further correspondence (unless you really want it), don’t apologize for having to say no, don’t take credit for helping the reader unless you actually have provided assistance 
Types of bad news:
· Refusing requests for information, actions and favors 
· Refusing Claims 
· Refusing Credit 
· Turning down job applications 
· Announcing bad news to employees 
· Declining invitations 

CHAPTER 8 
Writing persuasively:
When you have to convince the reader to adopt your point of view, or take a particular action you can rely on special persuasive strategies and an indirect approach to help you gain compliance, minimize objections and get the results you want.

Persuasion: The process of gradually influencing attitudes and behaviours and motivating the audience to act. It is the attempt to influence opinion.

Maslow`s Hierarchy of Needs: A specific order of needs identified by Maslow- physical needs, the need for safety, social needs, the need for self-esteem, and the need for self-actualization- all of which motivate humans

5 steps to writing persuasively:
1) Know your purpose and what you want the reader to do (make your request seem beneficial)
2) Understand what will motivate your employee, think of the reader’s goals and needs (keep in mind Maslow`s theory). Will your goal save time, money, solve a problem?
3) Consider the layout of the message, make it look attractive
4) Be positive and accurate (do not give orders)
5) Anticipate objections and know how to deal with them (frame your request as win-win)

Appeal: an attempt to persuade

Persuasive appeals: Messages that appeal to the readers reasoning, emotions, or sense of what is right and credible (ethics).

Credibility comes from: specialized knowledge, reputation, authority and familiarity.

Logic Fallacy: An error in logic that weakens a persuasive argument- for example, a personal attack, a mistaken assumption that one event causes another, or reliance on testimony of someone who is not an expert. 

Indirect writing for persuasion:
An indirect writing plan breaks down resistance and prepares readers for your message, it illustrates a gradual attempt to earn trust and show reason and it allows the reader to easily see benefits. You should have an opening that obtains interest, cites the readers benefits, the middle should prove these benefits to the reader, give further detail and the closing should link the action to incentives that will appeal to your reader and to a deadline.

Types of persuasive messages:
· Favour and action requests
· Gain favourable attention
· Persuade the reader to accept
· Ask for action 
· Persuasive memos
· Summarize the problem
· Explain how the problem can be solved 
· Minimize resistance 
· Ask for a specific action 
· Claim requests
· Be direct if the claim is justifiable. Use indirect for situations that are weak or questionable 
· Gain positive attention
· Prove your claim is valid
· Ask for a specific action 

· Collection letters: a series of increasingly persuasive appeals to a customer asking for a payment for goods and services already received. There are 3 stages: 
· Reminder letter: Informs a customer in a friendly way that a payment has not been received and emphasizes the customers good credit rating until now.
· Inquiry Letter:  Attempts to determine the circumstances that are preventing a payment and asks for payment. Reinforced by positive appeals such as: fairness, reputation, sympathy and self-interest
· Demand Letter: Makes a firm request for immediate payment and attempts to convince the debtor to pay the bill within a started time by raising the possibility of a legal action.

Sales messages:
Sales Letter: A letter that promotes a product, service or business and seeks prospective customers or additional sales. An effective sales message should analyze the product and audience, study the product or service, and address a specific target audience (sex, education, income…). They include ethical sales pitch.

Writing sales letters
You must gain attention, introduce the product, make the product sound desirable, ask for a simple action and add any relevant postscripts.

A strong sales follow-up letter must confirm the purchase, express goodwill and future business and confirm details of the sale.

Fundraising message: encourages donations to a worthy cause
· Identify an important problem 
· Show that the problem is solvable 
· Explain what your organization is doing to solve the problem
· Ask for a donation 

CHAPTER 9
Analyzing your Career Goals and Qualifications
· Assessing your skills and values: Who are you? Will your skills allow you to capitalize on employment trends? What are you good at?

· Assessing your work preferences and personality: Are you introvert or extrovert? Do you like making decisions? Do you appreciate feedback? What type of work do you find most stimulating?


· Assessing your work history: What are your accomplishments? How well do you communicate on the job? What work experiences have you found to be satisfying?

Job Hunting
Get to know the job market, sources of employment and places you would like to work. Learn about the places you want to work and build a network. Visit employment agencies and sharpen your skills. Establish an online presence professionally.
· Tap into the full potential of social media (creates a brand/name, you can follow companies you’re interested in, gets you present and findable)
· Master electronic job-search techniques
· Read the career pages, classified ads, financial sections of papers, trade and professional journals and business magazines
· Network properly
· Use the hidden job market 
· Visit career centers
· Think ahead
· Polish your interpersonal skills 

Job-Prospecting Letter: An unsolicited letter in which a job-seeker introduces her and asks about job openings.
Cold Call: An unsolicited telephone call in which a job-seeker introduces himself and asks about job openings.
Employment Agency: An organization that matches job candidates with jobs. Sometimes there is a fee.

Writing Persuasive Resumes
Resume: A one or two page persuasive written document in which a job applicant summarizes her qualifications and relates her education, work experience and accomplishments to the needs of a prospective employer.
· Your CV should be in point form, error-free, have sections.
· The Human Rights Act forbids employers from asking about age, race, religion, marital status, sexual orientation and health.

Parts of a resume:       * is optional
· name and contact info
· objective/career profile
· summary of qualifications*
· education 
· experience 
· skills & capabilities, awards & activities*
· References*



Styles of resumes:
Chronological Resume: A document in which a job applicants work, experience and education and personal achievements with the most recent experience first in each category (reverse time sequence)

Functional Resume: A document where qualifications are presented in terms of notable achievements and abilities rather than work experience.

Combination Resume: A document that combines chronological and functional.

Scannable Resume: A paper or electronic resume that is prepared for scanning through uncluttered formatting and inclusions of keyword selections. These keywords will grab attention and can include previous or current job specific professional jargon. (examples: accurate, creative, experienced, motivated, positive, takes initiative)

For resumes by E-mail, put the job titles and reference number in the subject line and attach the cover letter and include a covering E-mail message

General tips 
· tell the truth 
· keep your resume up to date
· create different versions of your CV
· fine tune your resume for each new application 
· avoid gimmicks

Cover Letter: A letter that accompanies a CV to summarize job applicant’s qualifications and value to a prospective employer. The opening should get attention and say the position you are applying for. The middle states your qualifications and strengths. The closing will request an interview and provide contact information. Do not use I or Me.

Solicited application letter: a letter in which a job-seeker applies to an advertised position and asks for an interview 
· intro: again attention 
· Middle: show that you are qualified by relating your skills to what the company requires.
· Closing: ask for action 

Unsolicited application letter: (job prospecting letter) Letter in which the job-seeker introduces himself and asks about openings.

Email 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 tip
· Keep track of where you apply
· Ensure future contacts remain professional
· Consider privacy and confidentiality
· Ensure your application is delivered on time in the appropriate way

Job Interview: A structured, face-to-face conversation with recruiters and a job candidate, in which the job candidate’s qualifications and potential performance are assessed.

Before the interview:
· prepare to minimize anxiety
· become familiar with your nonverbal habits
· dress for the job
· anticipate what questions you might be asked
· be prepared to talk about your experiences and previous problems you handled 
· prepare for several good questions to ask the interviewer
· practice 

At the interview:
· arrive on time/be early
· go alone
· bring a CV
· mind your manners
· make a poised and confident first impression 
· listen carefully to the interviewers questions
· use proper English
· concentrate
· don’t be negative
· make use your research
· don’t obsess over salary & benefits
· don’t expect an immediate response

After the interview:
· Follow up with a letter
· Consider your options carefully 

Follow-Up Letter: An informative letter that summarizes the key points of a job interview. 

Thank you letter: sent within 24 hours, shows good manners, shows appreciation for the interviewers time. State your interest in the position and enthusiasm for the for the company. Can help you stand out.

Job offer acknowledgment: sent immediately , state the title of the job and salary, express thanks for the offer and your interest, including a date by which you will have made a decision 

Job acceptance letter: state the title, salary and starting date, clarify details and special conditions. Confirm acceptance and show appreciation 

Job refusal letter: politely decline the position, thanking the employers for the offer. Keep good will intact and be courteous.

Reference request letter: ask permission before you list anyone as a reference. Look for people who think well of you and can speak knowledgably of you and your skills and capabilities
· mention what job you are applying for and the deadline of the application
· update the readers on recent accomplishments 
· review good experiences the referee might remember you by
· include your CV

CHAPTER 10

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

Factors in successful reports
· Content (include information the reader needs, keep your aim & objective in mind, take readers needs into account)
· Clarity (apply principles of good English, guide reader through discussion, use citations properly, ensure facts are in the right place)
· Skimmability (select a readable font, use headings &lists)

Informal reports: report using a letter or memo format, usually ranging from a few paragraphs to 10 pages in length

Formal report: a business document 10 or more pages long, based on extensive research and following a prescribed format or pattern that includes elements such as title page, transmittal or cover letter, table of contents and abstract




Features of short reports
Purpose:
· Informative reports: a short report that collects data related to a routine activity without offering analysis or recommendations. 3 parts are intro, findings and summary/conclusion 
· Analytical report: a report that interprets and analyzes information and offers recommendations based on findings 

Frequency of submission:
· Periodic report: informational report that is filled at regular intervals 
· One-time report: a report that presents the results of a special or long term project

Formats and distribution:
· Memorandum reports: a short, internal report in memo format
· Prepared-form report: time-saving preprinted form with standardized headings (helpful for recoding repetitive data)
· Letter report: a short, external report, in letter format
· Powerpoint report: short written reports, especially periodic reports, good for progress reports 
· Formal report: prepared in manuscript format and printed on plain paper. Using headings and subheadings 

Direct approach – informational & analytical reports
Routine and non-sensitive information related to recurring activities and one-time situations are best delivered directly. 
Informational: 
· Purpose/introduction/background 
· Facts and findings
· Summary 
Analytical: 
· Introduction/problem/background
· Conclusions/recommendations
· Facts and findings
· Discussion and analysis

Indirect approach – Analytical reports
If you expect resistance or displeasure on the part of the reader use and indirect approach
· Purpose/introduction/background
· Facts and findings
· Discussion and analysis
· Conclusion or recommendations 

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

Descriptive head: a heading that describes the actual content of a report and provides more information about it

Steps in the writing process: Planning, research/analyzing data and information, composing and revising

Elements of a formal report: introduction, finding (results of research), summary/conclusion/recommendations

Visual aids: materials such as charts, graphs, tables and illustration that represent information in visually appealing ways to show trends and relationships 
· pie charts, bar charts, picture graphs, line graphs, gantt charts, flow charts and organizational charts 

Commonly use short reports:
· incident reports 
· investigative reports 
· recommendation reports 
· justification reports 
· feasibility reports 
· proposals 
· trip/conference reports
· Progress reports
· Job completion reports
· Problem investigation reports 
· Summary reports
· Justification/recommendation reports
· Feasibility reports
· Comparison reports

Problem statement or question/purpose statement: If you precisely define a problem statement and problem question, you can narrow down your focus and ensure you have the right data. The problem question will help you determine the type of analytical report (recommendation, feasibility, or yardstick) you need to write. Once the problem is clear, it can be developed into a concise purpose statement that serves as a reminder of what you want your report to accomplish

CHAPTER 11
Proposals: a business document that suggests a method for solving a problem or seeks approval for a plan.

Internal proposal: a persuasive document attempting 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 the organization as means of generating income

Request for proposals; RFP. A detailed document  requesting proposals and bids on specific projects.

Elements of informal proposals
· intro
· background 
· proposal, method, schedule 
· costs and budget
· staffing and qualifications 
· benefits
· request for authorization 
Elements of formal proposals 
They differ from informal reports in terms of length and format.
· Front matter: 
· Copy of RFP
· Cover letter
· Abstract (executive summary: a synopsis of the body of the proposal or report specifying its highlights and recommendations)
· Title page
· Table of contents
· List of tables/figures/illustrations
· Body of proposal: intro, background/problem statement, detailed proposal and method, schedule, budget/cost, staffing, authorization, benefits and conclusion
· Back matter: appendix (where specialized supplementary materials are archived) and references 

APA: (American psychological association) a documentation system used by writers in the social and physical sciences 

MLA: (modern language association) documentation system used in the humanities 

Writing styles for proposals: good proposals are persuasive, they communicate confidence, strength, know-how and credibility

Researching and Collecting Data
Reports are based on evidence
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

Primary research: depends on first hand sources where you do it yourself and generate the data you need, based on your own observations and experience.

Secondary research: involves retrieval of existing information based on what other have observed and experienced

Formal reports: account of a major project written according to a prescribed structure defined by formal elements such as title, table of content, etc.

Preparing to write formal reports
· 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

Writing styles for formal reports 
· Impersonal tone
· Write using third-person pronouns
· Avoid the word “you”
· Do not use contractions
· Aim for a mix of sentence lengths and keep paragraphs to less than seven lines
· Use verb tenses consistently
· Put URL’s in angle brackets <>
· Check organizational style guidelines before you begin to write to find out what style elements are permissible

Work Plan: a document that defines the approach, personnel responsibilities, resource needs, and scheduling for a major project. Includes:
· A statement of problem and purpose
· A strategy for conducting research
· A preliminary outline
· Work schedules for writing and submission

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


CHAPTER 12
Oral presentation: an informative or persuasive speech delivered using only notes and visual aids to guise the speaker’s performance
· simple structured
· arranged around a specific purpose
· clearly identify the dominant idea listeners are meant to retain

Types of Oral Presentations
· Conducting workshops
· 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
· Who is your audience?
· What is your speaking situation?

Structuring presentations
Presentations must be:
Logical - easy to follow
Narrative - accurate and credible
Formal - skilful handling of repetition

Developing a Three Part Presentation
Introduction: Arouse interest, Identify yourself and establish credibility, Make your purpose clear, Preview your main point, Hook audience in first 90 seconds
Body: Chronological order, Topical/logical order, Spatial order, Journalistic order, Problem-solution-demonstrate, Exclusion of alternatives, Causal order-cause and effects, Comparison/contrast, Pro-con- review arguments. Process

Conclusion: 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, Ask a question for the audience to think about

Using Visual Aids: Never allow visual aids to dominate so much that they prevent you from connecting to the audience, Use aids sparingly for a maximum impact, Make them of consistent size, Limit the amount of information for each slide, Give each visual a title, Do not read from slides

Types of presentation aids: chalk/white board, blank flip charts, prepared charts and posters, overhead projector transparencies, videos, films, models and samples, handouts, multimedia and computer visuals
Designing a Powerpoint Presentation: Use templates, Choose a color scheme: use dark backgrounds with light text in darkened rooms, Keep slides simple, Put titles on slides, Don’t use too many slides, Create an agenda slide, Use transitions and animation, Proofread slides, Use the Outline View and Slide Sorter, Produce speaker notes, Back up your work, Rehearse the slide show, Never read from a slide

Methods of delivery
1. Manuscript Method: if your data is complex, prepare a script to avoid misinterpretation. 
2. Memorization: This method enlivens the connection with the audience.
3. Impromptu Speaking: Made on the spur of the moment without the aid of visual notes
4. Extemporaneous Method: Combination of thoughtful and spontaneous, natural delivery style that engages the audience and holds interest. This method relies mostly on notes

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

Handling Questions
1. Listen carefully to the entire question
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 the 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

Special occasion presentations: a speech made in appreciation, acceptance, in commemoration or by way or introduction
Types of meetings:
Internal meetings: formal meeting that involves only personnel within the company
External meetings: formal meeting that involves outsiders and personnel within the company
Formal meeting: a scheduled meeting that operates according to a pre-set agenda under guided leadership for the purposes of achieving a goal
Informal meeting: a small, sometimes unscheduled meeting that may operate without strict rules 

Preparing for a Meeting
1. Purpose
2. Alternatives
3. Participants
4. Location
5. Scheduling
6. Agenda: a document that establishes the purpose and goal of a meeting and outlines what the meeting will address, thereby helping focus the group

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

Groupware: software that is designed to facilitate group work by a number of different users 
· web conferencing: synchronous web-supported communication allowing for the real-time transmission of sound and images to other locations 
· Virtual meeting: uses a particular software or a website to allow participants in various locations to share ideas and hold discussion
· Email meetings: allow participants to respond at different times, make the meeting more democratic  

Groupthink: practice of thinking or making decisions as a group, whereby conformity is rewarded and dissent punished, the result is often poor decision-making

Dealing with the media:
1. anticipate the questions you might be asked (especially hard ones)
2. know your story, practice it and stick to it
3. 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 (limit your answers, not too long)
7. tell the truth 
8. be alert and on guard
9. Make transitions to you key points as you respond
10. Look your best but be yourself 
CHAPTER 13 
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

Rich site summary (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 form many sites 

Types of roles you can have in social media:
· creators (publishing, maintaining)
· critics (comparing, rating)
· collectors (saving, sharing)
· joiners (connecting, uniting)
· spectators (reading)

Participatory culture: a culture in which a person is both consumer and producer. Defined by 3 elements:
· low barriers to creative expression and civic engagement
· support and mentorship among members
· feelings of social connection between members and belief that their contributions matter

Types of social media:
· blogs: similar to a diary
(three types of corporate blogs: intranet, event and sorporate)
· social networks: a website (facebook) that facilitates communication and interaction between two or more people by allowing them to create profiles send messages, write status updates or posts and share pictures and videos
· micro blogs: a blog whose interests are shorter than those of a traditional blog (twitter posts)
· photo and video sharing sites: a website (instagram) that allows users to post and share photos, videos and multimedia

Benefits of social media:
· internal and external communications
· customer identification and profiling
· customer care, relationship building and fan loyalty development 
· interaction, collaboration, and engagement 
· brand awareness & product promotion
· recruitment 
· crowd sourcing
· increased exposure & traffic websites
· Event organization and promotion
· Feedback monitoring
· Impact measurement

Risks of social media:
· time theft
· malicious, negative, damaging employee comments about employer
· leaks of proprietary & confidential info
· damage the brand reputation 
·  outdated info
· use of personal social media by executives
· corporate identity theft
· fraud
· legal, regulatory and compliance violations  

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.

Best known social media measurement tools: Google-Analytics, Klout, Hoot Suite, PostRank
You can track the following:
· increases in the number of followers/friends (consumption or reach metrics)
· the sharing of content among users or the number of one-on-one engagements (sharing and engagements metrics) 
· the conversion from social media consumers to paying customers (conversion metrics)

Optimize Twitter for your organization: you should have a professional image and content; maintain a conversational tone and ask questions; retweet; provide a full context with photos and links, and videos; insert a hashtag (#) symbol in front of key phrases for increased search and joining ease; and pace the timing of your tweets. 
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