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Communicating for Change- and a Stronger Bottom Line- in the New Economy
-Spoken and written communication can influence opinion and shape perceptions on which an organizations competitiveness, productivity and success depend.
-Good communication can empower you.
-Successful communication doesn’t happen by chance, it is developed through learning how to structure your information strategically through test, design and technologies, to achieve an intended purpose.
Soft skill: social, interpersonal or language skill that complements a person’s technical skills. (good communication)
Hard skill: technical skill that a person requires for a specific job.
-communication is highly linked to leadership.
-Employers want you to:
Structure and organize information effectively 
Speak and write so your audience understands

Communicating in the Current Workplace
-Communication is bringing together core functions such as: 

The Knowledge Economy
-Canada’s economy used to be based on products ppl made from raw material but the information age has made it knowledge-based.
-knowledge worker makes and sells some kind of idea-based product: software, consulting, financial services, music, design…
-advantage: value can dramatically increase as the global market expands
-challenge: ensure continued funding for R&D, find educated workforce trained in critical thinking
-Utilities and search engines help make accessibility to knowledge more democratic so that everyone can potentially know everything they want.
-The information age makes researchers of us all.

The concept of the risk society
-Risks in ICTs (technologies such as cells and Internet) include:
piracy: unauthorized reproduction and distribution of copyrighted material
cyberwarfare: form of information warfare, usually the conducting of politically motivated sabotage through hacking.
Identity theft: acquiring and collecting an individuals personal info for criminal purposes.
-Security breaches result in lost data and loss of trust which can harm commerce and a company’s credibility, rep and bottom line.
-Gov’t and businesses attempt to control risk by building trust, establishing cross-border co-operation and forging networks.

Flatter organizations
-Tradition: organizations are layered and hierarchical 
Managers from top down are making decisions, setting strategies for action to be carried out.
-Recently: hierarchies have been flattened with fewer hierarchical divisions.
 cost savings, efficiency, competitiveness and sustainability.
Shorter communication chains, every individual must be a skilled communicator.
-Old autocratic style of business management is being replaced by a more participatory one—communication helps build trust and motivate others.

Sustainability and corporate social responsibility (CSR)
-company’s voluntary contributions to sustainable development through the support of non-profit organizations and the creation of socially conscious corporate policies.
-companies are asked to support:
Human rights
Labour standards
The environment
Anti-corruption 
-Sustainability reporting can accomplish many objectives
Strengthen the link between a company and its stakeholders
Boost financial efficiency
Lead to better use of company assets and innovative technology
Increase company’s appeal to socially responsible investors
Build industry credibility, set example and enhance rep
Business on a global scale
-Increase in global scale due to:
Web browsing
Software, other communication platforms
Open-sourcing 
Outsourcing and offshoring
Amplifiers (cells, WiFi, chips)
-Globalized business provides new opportunities and challenges
-Canadian products must compete in international markets 
-Ability to communicate across cultural barriers, time zones and language divides and exercise intercultural sensitivity is crucial.

More diverse employee base
-Most employees in Canada reflect different ethnicity, age, gender, race..
- Companies capitalize on talents, expertise, creativity and strengths
-managing and promoting diversity is important in management.

Team Work Environments
- Business is conducted by teams.
- Collaboration through teams, in which individuals of different areas of expertise come together to share information for a common goal.
-Innovations in info technology and mobile communications make it possible for employees to be part of virtual teams.
Eliminate time and space
Low cost
Provide quality
-Working in teams depends on good communication and the interpersonal skills to overcome conflicts that arise when ppl differ viewpoints.

Advancing Communication Technologies
-Our communications are mediated through many different technologies and electronic forums (laptops, e-mail, smartphones, texting, skype…).
Allow us to communicate faster
Allow us to communicate at all times

Connectivity through the World Wide Web
Web 1.0 (the read-only web)
find info through tools such as browsers, search engines and exchange info through applications like e-mail.

Web 2.0 (read-write)
applications like blogs, wikis, social networking
allows users to communicate and socialize as well as share content.

Social Networking sites
- Give ppl the power to share and make the world more open and connected
-Stay connected with friends and family
-Lets users control the information they share with others

Web 3.0 (the transcendent web)
-artificial intelligence (AI) tech, , semantic web, Internet 
-ability to connect & communicate with customers, capture data about online activities then use it for sales & marketing as well as product development.

Mobile apps for business
-Business-to-business apps (B2B) are used to support an organizations internal business processes such as customer-relationship management, warehouse management and sales-force automation.
-Business-to-consumer (B2C) apps fulfill different needs:
Content-oriented apps answer the need for information communications, entertainment, and socialization 
Marketing-oriented apps promote brand and excel
Service-oriented apps allow users to perform tasks such as online banking or shopping.

Communication Defined
-Communication is from Latin root meaning “common”.
- Transactional process of sharing meaning with others
-Communication= sharing of symbols, words, images, gestures, to create meaning

Communication as a Field of Study
-Communication doesn’t simply happen, it is learned and requires skills beyond the ability to talk.
-Communication theory: system of ideas for explaining communication.
- Focuses on how people use messages to generate meanings within and across contexts, cultures, channels, and the media.
-Theoretical frameworks to discover what we can do to communicate better:
Rhetoric:
-The use of language to persuade an audience
Semantics:
-The study of words and symbols we choose
Semiotics:
-The study of how meaning is assigned and understood
Cybernetics:
-The study of how info is processed & how communication systems function

The Communication Process
-Communication can be understood in terms of 3 characteristics:
situated – embedded in particular environment or socio-cultural context
relational – ability to work effectively and ethically
transactional – co-operative activity in which ppl adapt to one another

-Communication isn’t done to other, it is conducted together
sender and receiver are both involved
-Process of transferring data from sender to receiver efficiently and accurately
-Exchange takes place through use of a code (language or symbols) with aim of eliciting a response from the receiver.
-Receiver must be able to understand and make meaning of it.

Elements of the Communication Process
-For communication to occur there must be a source and a destination.
-Successful communication depends on extent to which message received corresponds to message transmitted.

Sender
-participant or transmitter, person who has an idea and communicates it by encoding it in a message.
-encoding: converting ideas into code to convey written, oral or non-verbal message.
-Determines the form (content, tone, emphasis) that the idea ultimately assumes.
-Sender must consider the receiver’s context, knowledge, attitudes and communication skills then choose the right code to convey the intended meaning.

Channel
-Medium by which the message is physically transmitted.
-Delivery can be by spoken word, letter, memo, telephone computer
-synchronous: enabling communication to take place directly
ex: face2face convo, video conferencing, telephone convos
-asynchronous: allowing transfer of info that is stored and accessed later
ex: e-mail, faxes, discussions boards

Receiver
-Person for whom a message is intended and who decodes the message by extracting meaning from it.
-decoding: extracting meaning from spoken, written and non-verbal communication.
-life experiences, knowledge, attitudes and context affect how he/she will respond.

Feedback
-Receivers response to message, confirms original message received & understood.
Ex: non-verbal like a nod in face2face convo or reply to an e-mail.
-Vital to communication allowing clarification and ensuring message is properly understood.

Barriers to Effective Communication
-Communication barriers: problems that can affect communication transaction:

Channel overload
-inability of a channel to carry all transmitted messages.
Ex: try to leave a message but voice-mail box is full

Information overload
-condition whereby receiver cannot process all messages due to their increasing number.

Emotional Interference
-psychological factor that creates problems with the communication transaction.
Ex: aggressive e-mail messages composed in anger

Semantic interference
-interference cause by ambiguity, jargon, language or dialect differences, or different ways of assigning meaning.
-sometimes words mean different things to different ppl
-bypassing: misunderstanding due to receiver inferring a different meaning from a message based on the different meanings of the words that are use.

Physical and technical interference
-interference external to the sender and receiver.
ex: phone line jams, computers crash 

Mixed messages and channel barriers
-conflicting perceptions of a signal or message that may result in miscommunication.
Ex: speaker might say yes he agrees but raise his eyebrow
-channel barriers: inappropriate choices of channel that impede communication
Ex: e-mailing a contentious message


Environmental interference
-interference results from preconceptions and differing frames of reference.
Ex: age and cultural gaps create differences in perception 

Overcome these barriers:
-Be timely
-Be purposeful
-Be a good listener, and a carful reading
-Be context-sensitive
-Be proactive
 
Communication Contexts
-Effective communication on the job relies on skills related to 5 forms:

Interpersonal Communication
-interactional process between 2 ppl either face-to-face or thru mediated forms.
Dyadic: form of communication that involves a group of two.
-informal & spontaneous, occurs within specific context to achieve interpersonal goals.
-ex: emailing a colleague to confirm time of a meeting

Small-group communication
-interactional process that occurs among three or more (up to 20)
-all participants should be able to interact freely

Organizational communication
-communication within a hierarchal social system composed of interdependent stakeholder groups  (employees, clients, customers…) focused on common goals. 
-takes place in large businesses and industries and gov’t institutions

4. Intercultural communication
-Management of messages between people of different cultures, with necessary 	 adaption to account for differences between socially contrasted forms of communication behavior. 
-ex: email sent from English speaking organization to Shanghai
5. Mass communication
- Small group of people send s a message to a large anonymous audience.
-transmission is indirect, mediated through radio or tv broadcast, newspaper…

Non-Verbal Communication
-communication that does not use words but takes place through gestures, eye contact, and facial expressions.
-non verbal communication cues plays 5 roles in relation to verbal communication:

Repetition
-non-verbal displays can repeat verbal message in the same interaction.
Ex: telling computer technician to repair computer by pointing at it.

Contradiction
-non-verbal messages can conflict with message an individual is trying convey verbally, resulting in mixed messages.
Ex: job candidate who says he’s confident but doesn’t make eye contact.

Regulation
-non-verbal displays can also regulate conversations
Ex: tapping a person on shoulder to initiate a conversation.

Substitution
-non-verbal display can stand in for verbal message as sole means of comm.
Ex: guess important contract has been lost by the expressions of the leader.

Accenting and Complementing 
-non-verbal displays can amplify or tone down a verbal message
Ex: pounding table while saying “We have to cut our budget, now!”
-complementary non-verbal cues affirm message, make easier to remember
Ex: boss shakes associates hand while praising him

Non-verbal skills fall into 3 general domains, all essential to achieve competence as a non-verbal communicator:

Encoding: (emotional expressivity)- ability to send non-verbal messages accurately to others.
Decoding: (emotional sensitivity)- the ability to accurately read another person’s non-verbal cues.
Regulation: ability to control one’s non-verbal displays to suit social situations. May require deeper awareness of subconscious choices that result in non-verbal displays

Components of Non-Verbal Communication
Range of features frequently used together to aid expression:

Use of space (proxemics)
-the study of the use and perception of space
-amounts of space individuals maintain between each other during convo.
-depends on cultural backgrounds, Europeans stand much close than N.A.
-Hall’s Spatial Zones: Intimate, Personal, Social and Public distance.
-physical environment (lighting, interior design) can also affect behavior of the communicators during interaction.

Use of time (chronemics)
-the study of time in non-verbal communication
-timing and frequency of an action (how punctual a person is, how long someone is willing to listen, tempo of convo.) influence interpretation of that interaction.

Paralanguage: non-verbal vocal qualities of communication
Vocal qualities: properties that make each voice unique; pitch, speed, volume..
Vocal characteristics: sounds recognized as speech but express emotion; crying, 
Vocal segregates: pauses or fillers; “umm”, “ahh”, “you know”
-becoming effective speaker is matter of learning to capitalize on paralanguage and the specific qualities of your own voice to reinforce words you use.

Body language (kinesics): non-verbal communication conveyed by gestures, eye contact, posture and facial expressions.
Gestures: various hand and arm movements and specific body positions 
  		     express special meanings, often culturally determined.
	5 types of gestures: 
	emblems- easily translated into verbal statements
			ex: holding palm outward = “stop”
	illustrators- accompany speech and depict what is said verbally
			ex: wagging forefinger person in verbal  
interaction=reprimand
	affect displays- convey emotion primarily through face
			ex: smile
	regulators- control interaction 
			ex: leaning forward to signal entry to conversation
	adaptors- aid in release of bodily tension due to anxious situations
			ex: crossing arms, tapping a pencil

Posture: open body positions= openness, ease, comfort, agreement..
          closed body positions= defensive, physical/psychological discomfort

Eye contact: direct and purposeful= honesty, respect and recognition
  		  more than passing glance between strangers= uncomfortable
		  prolonged eye contact= intimidation
		  averting the eyes= stress, dishonesty
		  deliberately averting eyes= lack of interest

Facial expressions: most expressions are short-lived but indicate personality 
traits, judgments, attitudes and emotional states..
-6 universal: happy, sad, afraid, surprised, angry and disgusted.

Image: Clothing, possessions, grooming give message about individuals 
-integrity, professionalism, status, trustworthiness, interest…

Communicating in Organizations

Internal and External Communication
Internal communication: communication through the channels of an org.
-Includes employees and owners
-allow organizations to detect and solve problems, coordinate activities, foster decision-making and policy-setting, introduce and explain procedures…

External communication: communication w/ audiences part of external env.
-Includes customers, gov’t officials, supplier, general public
-establishment in market-place, foster good public and media relations, work to keep operations functional, efficient and productive.

Essential Skills for Workplace Communication
-Reading –> absorb and analyze complex written info
-Active Listening –> difference between hearing and listening 
        Involves decoding and interpreting sound message
-Avoid cognitive dissonance: reject messages based on personal value systems
-Active listening: pay close attention to message’s literal and emotional meaning and level of responsiveness that shows speaker is both heard and understood.

Informal and Formal Channels
Formal communications network: system of communication sanctioned by organizational management.
Ex: letters, reports, proposals send according to company’s organizational structure.

Informal oral network: unofficial internal communication pathways that carry gossip and rumours—sometimes accurate, sometimes not.
Ex: individuals socialize by talking about work- exchanging gossip over lunch

The Flow of Information
-Among workers within an organization, info flows through formal communication channels:

Upward communication flow: movement of info from subordinates to superiors.
-helps insulated upper management to stay in touch with workplace realities and give subordinates a valuable opportunity to provide input.

Downward communication flow: movement of info from superiors to subordinates.
-helps clarify corporate strategies, explain policies, give performance feedback…
-the longer the chain the greater chance the message will be distorted.

Horizontal communication flow:  movement of info that enables individuals at same organizational level to share ideas and exchange info.
-share info, coordinate activities, solve problems
-companies with fewer levels of management need to make productive use of this.

Ethical Communication

Ethical and Legal Responsibilities of Business Communication
Business ethics: socially accepted moral principles and rules of business conduct.
-honesty, integrity, fairness, social responsibility, respect 
-having moral rules in place such as policies and training programs helps companies take care of controversies by allowing them to distinguishing right from wrong.
-ethical business conduct create marketplace advantage, enhance employee performance, promote strong public image, prevent legal challenges…

Ethical Lapses and Why They Happen
Ethical traps include:

The safety-in-numbers rationalization
-wrongdoing is not wrong if others happen to commit the same acts.

The head-in-the-sand rationalization
-ignoring an ethical problem will somehow make it go away.

The between-a-rock-and-a-hard-place rationalization
-infractions are justifiable when committed out of necessity or for the purpose of achieving important objectives.

The “it’s-no-big-deal” rationalization
-dismissive attitude helps to minimize or excuse wrongdoing because of its alleged unimportance.

The entitlement rationalization
-some people may deceive themselves into thinking that their unethical actions are excusable or that they are entitled to break the rules.

The team-player rationalization
-fear that confronting superiors or colleagues about their transgressions will have repercussions on performance evaluation and career advancement.

Tips for becoming good and ethical corporate citizens:
-Tell the truth
-Avoid language that attempts to evade responsibility (passive voice)
-Don’t suppress important info, including info that the public rightfully deserves to know or that ppl need to do their jobs
-Offer good value for money
-Be timely in your communication
-Consider your obligations
-Show respect and consider ideals and impacts
-Avoid libel: false published statement that is damaging to person’s reputation
-Distinguish between fact and opinion
-Use a layout that doesn’t hide info
-Know what you can and cannot disclose to certain parties according to corporate disclose practices, privacy law, and confidentially agreement
-Be especially careful communicating in cyberspace
-Don’t claim authorship of documents you have not written

Cross-Cultural Communication

Communicating in a Global Economy
-functioning in isolation is no longer an option
-businesses must interact with the rest of the world for survival
-interconnectivity demands that employees learn to communicate effectively
-BELF (Business English as a Lingua Franca)
Vernacular of the new global economy
Simple, clear, free of idioms, anchored in serviceable business vocabulary

Diversity in the Workplace
-internationalization of Canada’s workforce
-working with ppl of different ethinic, national and religious backgrounds 
-Canada ranked first among 17 industrialized nations in its acceptance of diversity
-Diversity is key factor in promoting economic growth and prosperity because without it is impossible to attract a “creative class”.

Understanding Cultural Differences
-Culture
Shared customs and patterns of behaviour of a particular group or society
Includes language, rules, beliefs, and social structures
-Rules that apply in 1 culture may be inappropriate in another cause ppl from different cultures encode and decode messages differently.
-Ethnocentrism
Believing one’s culture is superior to others
-Cross-cultural competence
Ability to communicate effectively with ppl from different cultural groups 
Learned skill 

Intercultural Communication Defined
-Intercultural communication: guided by principles for understanding those cultural differences and for exchanging meaningful info in a clear and unambiguous.

-Geert Hofstede 5 key dimensions of culture:
power distance: degree to which less powerful members of a group expect and accept that power is distributed unequally.
Ex: employee uncomfortable taking initiative cause used to top-down chain of command

uncertainty avoidance: society’s tolerance for ambiguity and comfort level with situations that are new, unstructured or unknown.
Ex: differences in need for rules, like sealing agreement with hand shake or written contract

individualism vs. collectivism: degree to which ppl are integrated into groups
Ex: Iraq employee tells employer he must be absent from work for 3 hours to escort female members from airport

masculinity vs. femininity: distribution of emotional roles and values between gender.
Ex: female asks to leave work early to attend daughters recital but refused by male supervisor who wants to complete project ahead of schedule.

short-term vs. long-term orientation: degree to which societies are future-focused (long-term orientation) or anchored in anchored in the past or present (short-term orientation).
Ex: Japanese manufacturer part of short-term oriented cultured where social spending is customary insists Canadian inspector accept lavish gifts.

High and Low Context Communication Styles

Low-context cultures: cultures that favour direct communication and depend on explicit verbal and written messages exclusive of context.
-meaning depends of what is said- literal content - rather than how it is said.
-info has to be explicit and detailed

High-context cultures: cultures in which communications depends not only on the explicit wording of a message but also on its surrounding context.
-relies heavily on non-vernal, contextual and shared cultural meanings
-great importance on everything that surrounds explicit message like interpersonal relationships, non-verbal cues and physical and social settings

Communicating Interculturally
Oral messages: Speaking
-pay attention to non-verbal behaviors
-use simple English and speak slowly enough to enunciate clearly
-adjust level of formality to what is considered culturally acceptable
-excuse misunderstanding
-encourage feedback and test your audiences comprehension

Oral messages: Listening
-don’t interrupt 
-practice active listening
-be sensitive and patient

Writing for Cultural Diverse Audiences
-adopt formats that are used in the readers country
-address readers using the professional titles not their first name
-use only those terms that can be found in English language dictionary
-keep sentences as direct and simple as possible
-use correct grammar
-include politeness strategies where they are required
[bookmark: _GoBack]-avoid humor, irony and sarcasm
-use international measurement standards

Privacy in the Workplace
-In Canada, Privacy Act explains how federally regulated public bodies can collect, use and disclose your personal info.
-Personal Information Protection and Electronic Documents Act (PIPEDA) applies to commercial transactions in private sector & organizations that r federally regulated. 

-Under law, personal info should be collected, used and disclosed only for legitimate purposes for which it is intended and with an individuals knowledge.

-Organizations must meet 10 criteria:
 accountability
identify reason for collection personal info
gain consent
collect only necessary info
use info for intended purpose only
maintain accuracy of info
provide safeguards
inform individuals access to their own info
develop straightforward procedures for complaints
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Writing in Context: Four Key Concepts

Contextual factors: elements of a writing task (situation, organization’s procedures, readers) that influence the writer’s choices at every step.
-writing effectively is a matter of making logical and strategic choices in a given situation.

Genres: various agree-upon forms of writing that develop in response to recurrent situations.
-resume is an answer to applicant’s & employer’s need to job-search process
-genres tend to differ in format (visual design of document) and in structure (arrangement of topics).
-Tools used in certain situations that let users act purposefully in a particular activity.

Discourse Communities: group of communicators who share a goal in adopting a way of participating in a public discussion, including the use of particular genres and terminology.

6 defining characteristics:
Communal interest
Forum
Exchange of information
Genre development (group expectations abt appropriateness of topics)
Specialized terminology (community-specific abbreviations)
Expertise

Rhetorical Situations: Awareness of the choices made in writing.
-“the rhetorical situation”: circumstances in which individuals communicate.
-3 components to rhetorical situation:
Exigence (reason for speaking out urgently on a topic)
Audience (those with interest in reacting to the exigence)
Constraints (limitations on what can be said)

Steps in the Writing Process

Process involves several overlapping parts:
1. prewriting: assessing purpose, audience and most appropriate channel
2. organizing and outlining: mapping out logical ideas
3. drafting: writing of message, precise wording & style of organization.
4. revising and editing: last chance of improving document

-Writers free to return to and repeat an earlier stage.
-Leaving out these steps or taking shortcuts can lead to misunderstanding.
-4 step process simplify communication tasks & reduce time in completion.

Message Planning
-when writing/presenting, usually have 1 chance to get message across 
-Planning contributes to business communication that is:
Purpose-driven (fulfill specific purpose)
Audience-focused (looking at info from audience’s perspective)
Concise (only consist of number of words needed)

Prewriting 
-thinking a message through in order to simplify communication process
-Involves analyzing the writing task and its context 
Identify the primary purpose of the document
Estimate scope of the subject you must cover
Determine your receiver’s needs
Select the channel that is most appropriate for your message
Collect the information you plan to exchange

Purpose
-for every message you write you must first understand your reason for communicating and what purpose your message is meant to achieve.
-business communication has 2 broad purposes: to inform and to persuade
-in business, ppl communicate for 1+ reasons:
-inform, persuade, create record, announce changes, explain policy, give instructions and promote good will.
-consider what you want your receivers to know.
Scope
-the breadth or limitations of a document’s coverage
-can help you weed out irrelevancies that can bore receivers or bury most important info and avoid too little detail which can make pointless message.
-consider how detailed or technical it must be to achieve its purpose

Audience Profile
-acts of communication are performed with individual/group in mind, and we design our messages in order to connect with those specific audiences.
-thinking about the members of your audience beforehand, evaluating their needs within the context of their organizational culture (what they do and where they work) and cultural environment (what their backgrounds are).
-audience analysis: process of assessing needs and knowledge of readers and listeners and adapting messages accordingly.
-Asking the following questions may help:
What are receiver’s responsibilities and position?
What are receiver’s attitudes, interests and questions?
What is your experience with the receiver?
How much does the receiver know about the subject?
What is the receiver’s likely response?
What words define your relationship with the receiver?
Is there more than one receiver?
Do you need to adapt your message for an international receiver?
Does the receiver have particular expectations?
-reader benefits: advantages the reader gains by complying with what the writer proposes in buying products, following policies, or endorsing ideas. 

Medium or Channel
-physical means by which an oral or written message is transmitted.
-To assess which channel is best for your purpose consider:
Accuracy of transmission required
Speed of transmission required
Cost of the channel
Need for a permanent record
Detail of the message
Importance of the message
Privacy required
Size and location of the audience
Level of formality required
Level of control over how the message is composed
Richness of the channel 
-richness: diff. types of cues (verbal+visual) from which meaning can be inferred.
Preferences of your organization

Content Generation
-collecting all the information you need before you start to write, whether by researching data or simply generating ideas is essential.
1. Brainstorming: generating content by listing ideas as they come to mind
2. Mapping/clustering: generating content by visualizing the main topic and 
its subcategories.
3. Asking questions: the 5 W’s and how also known as journalistic questions

Organizing and Outlining
-process of arranging information for clarity and impact.
-based on your purpose and readers need, select method of development that orders your subject from beginning to end:
1. sequential development
-method of organization that describes arrangement of steps in a process

2. chronological development
-method of organization that describes events in order in which they occur

3. general-to-specific development
-method of organization begins w/ general info followed by specific details

4. cause-and-effect development
-method of organization that links events with the reasons for them

-outline is a framework of the document you are going to write.
-helps ensure your document is complete and detects error in logic
-plots document from beginning to end
-chance to experiment with arrangement of ideas
Drafting
-preliminary writing of a document
-can begin with the part of the message that seems easiest to write
-once you start writing don’t stop

Overcoming Writer’s Block
-psychological state of being unable to begin or continue the process of composition out of fear or anxiety over the communication task.
-good: usually doesn’t last but bad: can strike at any time
-simple strategies to avoid writer’s block:
Start early
Work on a computer
Talk it out
Skip around
Take a break
Practice freewriting
-freewriting: generating content based on unstructured writing and the recording of ideas as they come to mind.
Adopt a positive attitude to writing

Writing under Pressure 
-the following process can help busy communicators cope under pressure:
Allocate your time
Keep distractions to a minimum
Get the most from word-processing software
Take a few seconds to plan the structure
Remember tour reader
Go with the flow
Leave refinements for revision

Revising and editing
-Revising: involves adding, deleting, reorganizing, and replacing the words, sentences or paragraphs of a final draft.
-Editing: fine-tuning of the revised draft- final correction of spelling, grammar, punctuation, and consistency problems.
-both represent the now or never phase of document production.
-before starting revision process, take a break
-Strategies for revision:
Work from a paper copy of your draft
Reduce your reading speed
Look at your document from the reader’s perspective
Make several passes over the draft
Use the content-organizational-style (COS) method:
Substantive content editing
-consider if document is complete and clearly expresses its main points
Organization-structure editing
-organization and your document’s main message are your focus
Line editing and proofreading
-sentence style and format are your focus
Read draft aloud
Use spell- and grammar checkers, but respect their limitations

-Critical read-through requires you pay close attention to following factors:
Completeness
-ensure documents meets reader’s needs
Structure and coherence
-elements that make up document should be organized logically
Accuracy
-compare name and numbers with sources
Conciseness
-eliminate redundancies and tighten your style
Sentence and paragraph construction
-look for awkwardness, give impact and directness
Consistency and format
-use of language, visuals and overall design should be consistent
Readability, word choice, and ethics
-level of difficulty should be appropriate for the readers, replace vague words with specific ones and keep biased language out
Grammar, spelling and punctuation
Typographical errors

The Writing Process:
Identify purpose of message  Determine the scope  Profile the audience  Select most appropriate channel  Plan and generate content  Produce an outline  Revise and edit 

Collaborative Writing
-process of writers working together to create finished reports, proposals, and other important documents.
-Responsibility for the success of the projects doesn’t rest on a solitary writer but on the ability of the group to communicate, build loyalty, reach consensus and accept and give criticism objectively.

Interference with process of collaborative writing:
-take longer to write and edit/revise
-different writing styles can lead to inconsistencies 
-lack of sensitivity, poor personal communication and personal conflicts

Various strategies for collaborative writing:
Sequential integrating writing: (lead writing)
-lead author produces initial draft and other participants propose and discuss modifications to it.
Sequential single-writing: (take-a-turn-and-pass-it-on)
-each writer is assigned and writes portion of the document then passes the document on, with style harmonization required at the end of the process.
Parallel simultaneous writing: (cut-and-paste)
-each member takes responsibility for preparing different parts, parts are then juxtaposed and styles harmonized to create the completed document.
Reactive integrating writing: (side-by-side)
-team collaborates synchronously negotiation content, reacting to proposed modifications and making adjustments at the same time.

Key points to keep in mind when writing collaboratively:
Practice active listening
Designate a team coordinator
Do up-front planning
Agree on writing style standards
Use technology to overcome constraints of physical location
Determine who is responsible for each segment of the document
Foster a spirit of co-operation
Harmonize writing styles

Critiquing Other’s Work
-critiquing is pathway to improved writing and speaking
-critiques have different purposes 
-principles for giving and receiving feedback productively:
Psychologically safe environment where ppl can write/ speak honestly
Be attentive and responsive
Stick to any guidelines
Know when to be candid and when it’s appropriate to give feedback in private
Avoid criticism that can suppress further responses
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Word Choice
Plain Style
-style of writing that places value on simplicity, directness, and clarity
-saves time, puts readers first, makes ideas and info meaningful
-good for business
-characterized by:
Common, everyday words, except for technical terms
Use reasonable sentence lengths
Use active-voice verbs and phrasal verbs
Active voice: show who or what performs an action
Phrasal verbs: simple and informal, combining verbs and prepositions
Use personal pronouns: I, you and we
Pronouns: words that replace or refer to nouns
Use unambiguous language
Ambiguity: terms that describes obscure or inexact meaning
Place the subject as close as possible to the verb

Word Choice Step 1: Use Familiar Words
-familiar, accessible language- everyday words 1-2 syllables
-difficult, overstated words alienate readers instead of impressing them
-tips to avoid common word traps:
Restrain your use of words ending in –ize and –ization
-make best use of vs. optimize
Use words derived from French sparingly
-begin vs. commence
Avoid foreign words and phrases
-reason for being vs. raison d’être
Use only job-related jargon
-jargon: special vocab for group, trade, profession, sphere of activity
-define any special terms used in documents for broad readership
Bypass buzzwords
-buzzwords: fashionable, technical or computer jargon
-globalize and paradigm shift
Word Choice Step 2: Use Fresh and Current Language
Replace clichés
-overused expressions that have lost ability to communicate effectively
ex: outside the box, with all due respect…

Retire outdated business expressions
Ex: as per your request vs. as you requested

Eliminate slang
-words that have meaning specific to a particular era, locality, occupation
-unsuitable for most professional communication
Ex: suit vs. a business executive, greenback vs. US dollar

Avoid instant messaging abbreviations and emoticons
-Features of IM style- smiley faces, deliberately misspelled words and acronyms- make typing dialogue easier
-acronym: pronounceable word formed from initial letters of words
Ex: JTLYK just to let you know, BTW by the way
-emoticon: symbol consisting of sequence of keystrokes= image of a face

Word Choice Step 3: Keep Language Specific, Precise, and Functional
-Tips for writing with precision:
1. provide specific details that help readers act on information and requests
concrete nouns: things knowable through senses (computer, resume)
abstracts nouns: things not knowable through sense (loyalty, justice)
2. quantify facts and avoid vague qualitative statement
-tell readers how much, how many, what type, ex: received 36 complaints
3. avoid ambiguous and non-idiomatic expressions
-idiom: word or phrase that has a meaning different from its literal meaning
ex: hand in (submit), look up (search for information)
4. use comparisons and analogies to clarify
analogy: explanation of the unfamiliar in familiar terms
ex: brain drain= general term used by management for overseas migration of specialists

Word Choice Step 4: Practice Factual and Ethical Communication

Here is a recap of tips for ethical business communication from ch1:
Be reasoned, factual, and moderate in your judgments
Consider impact your communication has on others as well as yourself
Consult qualified colleagues
Avoid libelous language
Be timely and accurate in your communication
Avoid untrue, deceptive, or misleading statements
Know what you can and cannot disclose to certain parties
Distinguish between fact and opinion
Don’t claim authorship of documents you have not written

Achieving Conciseness

-Time constraints and pressing deadlines are norm for business ppl, expect to receive workplace documents that get to point directly.
-Conciseness is a virtue in business communication
-When conciseness is overdone, messages sound too blunt and rude
-Use fewest words to say what you need to
-Know what you can eliminate without sacrificing intended meaning or ignoring reader’s needs
-Ways to keep message concise:
1. Eliminate long lead-ins
-don’t start sentences with introductory phrase (This message is to inform u)

2. Revise noun conversions
-verbs: words that describe actions, occurrences or states of being
-nouns: words that name ppl, places, things and abstract concepts
-verbs converted into nouns, with addition –tion or –ment they loose power 
ex: reach a conclusion vs. conclude

3. Eliminate redundancies
-redundancies: unplanned repetitions
ex: absolutely essential, exactly identical

4. Eliminate or revise empty words or phrases
-rid sentences of imprecise, inexact language
ex: am of the opinion that vs. believe, as a later date vs. later

5. Use strong, precise, accurate verbs
use active voice: writing style in which grammatical subject of a sentence performs the action over passive voice: writing style in which grammatical subject of a sentence is acted upon.

6. Revise prepositional phrases
-propositional phrase: phrase beginning with a preposition and functioning as a modifier.

7. Eliminate fillers
-expletive construction: phrase such as there is/are or it is/was at the beginning of clause, delaying an introduction of the subject.

8. Shorten multiple that/which/who clauses

9. Combine shorter sentences, reduce clauses and phrases
-use pronouns to combine shorted related sentences and eliminate repetition

Tone
-Implied attitude of the author to the reader, reflected by word choice
-should support content and remain consistent from beginning to end
-tone appropriate for e-mail is unacceptable for formal report
-depends mostly on writing situation, purpose and channel of communication

Tune in To Word Connotations
-denotation: words literal/dictionary definition
-connotation: words implied/associative meaning, often colored by emotion
-implied meaning has power to shape perceptions
-tuning in to the connotations of words can help anticipate reader’s reaction to words you choose


Keep Your Style Conversational
-formality: involves observance of style rules and conventions, depend on word choice, sentence length and sentence structure.
-most business writing meets needs of a wide audience with mid-level style that is fairly conversational and moderately informal.
-try to resist being overly chatty or repeat yourself

Select Right Level of Formality: Personal and Impersonal Styles
-personal style: style of writing that seems warm and friendly based on its use of first and second person pronouns.
-warmth and friendliness helping to build rapport and engage readers
-sometimes seems biased or slanted
-Characterized by:
Short sentences
Personal pronouns
First names and personal references
Active voice used throughout

-impersonal style: style of writing that seems objective and detached based on its used of third person pronouns.
-good for announcements and policy statements, efficient
-Characterized by:
Mix of lengths, including long sentences
No personal pronouns
No first names or personal references
Legitimate use of the passive voice

Be Positive
-positive wording makes messages reader-friendly and inviting
-avoid negative wording for positive or neutral ideas
-weigh impact of hidden negatives like unfortunately, neglect, failure..
-rely on dependent clauses and passive voice

Stress Reader Benefits and Relevance
-when readers feel that their opinion matter, they are more likely to follow instructions and comply with requests.
-Suggestions to write a reader-focused style:
1. present meaningful content
2. develop a positive you-attitude
3. emphasize benefits to readers

Be Polite
-Politeness creates a humane environment of mutual respect and consideration where work gets done more easily.
-Extreme politeness can be mistaken for coldness or insincerity as well as undermine your assertiveness or authority.

Use Inclusive Language
-Discriminatory and gender-biased language, even when unintentional offends readers leaving them unreceptive
-Using inclusive, bias-free language that treats all fairly shows sensitivity
Don’t make discriminatory comments
Use only gender-neutral job titles and salutations
Salutation: greeting at the beginning of a letter (Ms. Gill)
Businessman vs. business person
Use masculine pronouns reasonably

Write With Confidence
-A confident tone encourages readers to accept your decisions and opinions:
1. Use definite, forward-looking language
2. Don’t make unnecessary apologies
3. Use strong, assertive phrasing rather than “weasel words”
4. Be knowledgeable and informative
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5. Guard against overconfidence

Effective Sentences
The Building Blocks of Complete Sentences: Phrases and Clauses

Phrase: groups of words containing either a subject or verb but not both.
-they do not express complete thoughts

Clause: group of words containing a subject and a verb.
-independent clause: clause that functions on its own as an independent grammatical unit.
dependent clause: clause that cannot function on its own as an independent grammatical unit.

Types of Sentences
-sentence is a method for full and accurate communication
-must have a subject and a complete verb
-4 types of sentences:

Simple Sentence
-one independent clause
ex: we will vote on the issue

Compound Sentence
-two or more independent clauses	
ex: john will present his report, and we will vote on the issue

Complex Sentence
-one dependent clause and one independent clause
ex: when we meet Thursday, we will cote on the issue

Compound-complex sentence
-one dependent clause and two or more independent clauses
ex: when we meet Thursday, john will present his report, and we will vote on the issue
Improving Sentence Variety and Length
Tips to break sentence monotony & create useful distinctions among ideas:

Vary the rhythm by alternating short and long sentences

Turn a clause into a prepositional phrase
Prepositional phrase: phrase beginning with proposition (with, at, to, by from, on or in that relates noun/pronoun to another word in sentence)
Or, use a sentence builder know as a relative clause (that, which or who)
Or, participal phrase: contains verbal- present participle (working), infinitive (to work) or past participle (worked)- look like but not verbs

Convert sentence defining/describing something into phrase or clause

Phrasing Basic Types of Questions

Declarative sentence: sentence that makes a statement

-3 types of questions you can ask:
closed question: question with limited number of possible responses
ex: can you ship our order today?

open question: question with unlimited number of possible responses
ex: how can we reduce production cost?

hypothetical question: question that poses a supposition
ex: if you were given… what would you do?

Improving Sentence Clarity
-Here are a few tips for revising fuzzy, ambiguous sentences:

Avoid broad references using this, that and it.
Pronoun reference: relationship between pronoun and antecedent to which it refers.

Avoid embedding dependent clauses
-beginning or end of a sentence, not in the middle

Limit multiple negatives
Ex: not unhappy, not failing

Writing with Consistency
-sticking to certain grammatical principles and patterns:

Number- don’t switch from singular to plural when referring to  
     particular thing

Person- don’t shift the frame of reference from first person I to second   
 		   person you or third person he/she/one

Verb Tense- show time changes only when logic requires them

Voice- don’t shift unnecessarily from active to passive voice

Writing Balanced Sentences: Parallel Structure

Parallelism: delivering similar content in a similar way
-Consistency of a repeated pattern helps readers remember info more easily
ex: slowing spending, issuing equity, and to sell assets (selling assets)

Writing for Emphasis
-Make sure your most important info gets attention by adding emphasis

Use Eye-Catching Mechanical Devices, Punctuation, and Formatting
-Most common ones:
Underlining
Boldface
Italics
Modified font size
All caps
Text boxes
Color

-use dashes and parentheses
-format important detail in horizontal or vertical lists

Add Emphasis through Style
-3 basic principles for creating style:
Placement
Sentence and structure
Word choice
-Techniques to give power to writing:
1. For maximum impact, put important facts first or last
2. Use short, simple sentences to spotlight key ideas
3. Use tags and labels to flag important ideas
4. Present important ideas in list forms
5. Use precise and specific words to identify the main point
6. Repeat key words in a series for rhetorical effect

Apply Opposite Rules for De-emphasis
-News that is unfavourable can be de-emphasized by applying principles opposite to those used for emphasis:

1. Use complex sentences to de-emphasize bad news
2. De-emphasize unpleasant facts by embedding them

Applying Active and Passive Voice
-voice of a verb tells you whether sentence’s subject acts (active) or receives (passive).
-active voice should be first choice for business messages

-active voice: energetic, forceful and direct
ex: The supervisor [actor] approved [action] the changes [receiver].
-Use active voice to:	
State good and neutral news clearly and directly
To emphasize the doer of an action

-passive voice: flat, weak and evasive
ex: The changes [receiver] were approved [action] by the supervisor [actor]
-3 common elements= verb TO BE(am,is,are,were) + past principle + by…
-Use passive voice to:
Conceal the doer of an action when that information is unimportant, unknown or harmful
To de-emphasize negative news
To show tact and sensitivity
To reduced intrusive first-person pronouns
To maintain consistency or avoid awkward shifts in focus

Eliminating Grammar Errors and Awkwardness
Here is a guide to some of the most common grammatical errors:
Sentence fragments: portion of sentence is punctuated like a complete sentence but does not deliver full meaning.
ex: Which has been experiencing problems lately

Run-on (Fused) Sentences: 2+ independent clauses erroneously run together without use of required punctuation or coordinating conjunctions.
ex: Most companies reported moderate growth this year some anticipate similar growth next year

Comma splice: error of connecting 2 independent clauses with a comma
ex: I decided against purchasing an extended warranty, (;) however when…

Misplaced modifiers: an incorrectly placed descriptive work or phrase that attaches its meaning illogically to another word in a sentence.
Ex: the changes in personnel taking place recently affected productivity

Dangling modifiers: a phrase that does not clearly apply to another word in the sentence.
ex: sent by overnight courier, you will receive your package by 9 am next

Elliptical constructions: sentence structure that deliberately omits words that can be inferred from the context
ex: The new treatment was intended (for) and administered to

Faulty predication: error involving illogical combination of subject and verb
Is when or is where – drop when or where add classifying word or substitute 
                   another verb for the verb to be.
Reason… is because – replace it with the reason is that

Mixed construction: pairing mismatched grammatical structures in the same sentence, resulting in unclear meaning

Effective Paragraphs
Paragraph: group of sentences that develops one main idea
-the separation between paragraphs alerts reader to a change in subject, paving the way for new ideas and separating info.

Paragraph Length
-for business messages short paragraphs are usually best.
-long overloaded paragraphs look intimidating and uninviting
- A well constructed message usually has mix of paragraph lengths:
Single sentence paragraphs: common message openers and closers
Short paragraphs: 5 sentences standard in most types of business messages
Long paragraphs: up to 8 sentences in reports

Topic Sentences
-sentence that summarizes the main idea in a paragraph, usually 1st 
-prevents paragraph sprawl and helps maintain focus

Paragraph development
-Paragraphs form depends on how you develop the main idea
-Typically your purpose may be to do one of the following:
describe chronological sequences of events
compare/contrast one idea with another
evaluate causes or relate them to effects
analyze topic or offer a solution to a problem
classify parts of a whole
illustrate an idea or support a claim with examples/data
define terms
-Identifying your subject and purpose are the first steps in writing a clear, effective paragraph.
-All except short paragraphs should have supporting sentences.
-Typical paragraph should follow logical pattern that builds and expands on the topic sentence in a relevant and meaningful way.

Paragraph Coherence
-Coherence: logical and semantic links between sentences.
-coherence is lost when logical gaps & unrelated sentences appear 
-Focus on linking and bridging techniques 

Creating Logical Coherence:
-Know your line of reasoning and order your ideas accordingly

Creating Coherence through Word Choice:
-Fluid, unified writing is easily achieved through simple techniques:
1. Carry over a topic from sentence to sentence
2. Use pronouns to carry over a thought from a previous sentence
(this, that, these and those… some, they and it)
3. Use transitional words and phrases to segue from sentence to sentence
to add point: also, similarly
to illustrate: for example, for instance
to show cause and effect: as a result, since
to show contrast or reversal: although, whereas
to show similarity: likewise, similarly
to summarize or conclude: adoringly, therefore
to concede a point: certainly, naturally
to show time sequence: at this point, finally

Proofreading
Proofreading: process of checking the final copy of a document for errors and inconsistencies.
-reducing reading speed, reading word for word, gaining the objectivity you need to spot errors before they cause you embarrassment.
-read impartially and analytically
-helps having “cooling period”
-the time and energy you devote to proofreading depends on the length and importance of the document.
-each time reading proofreading lookout for:
accuracy of names, facts and figures
appropriateness of format
correctness of grammar
spelling
punctuation
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MEMORANDUMS
-memo: specially formatted document that is sent to readers within an organization – reminders, instructions, records of actions…
-fast efficient way of putting info in the hands of ppl who need it and getting answers from ppl who can provide them.

-e-mail (electronic mail): messages distributed by a computerized mail service
-influence by memo but is starting to replace it.
-both for internal and external messaging.
-time-saving format and straightforward approach of hard-copy memo, but eliminates wasteful paper trail.

-memo and e-mail most common ways for managers to inform employees of policies/decisions and for employees to stay informed and offer their input.

-advantage of memo is simplicity; clear, concise and informative with traits:
single-topic focus
brevity
two-part structure, consisting of a header and message

-the longer and more complicated the memo, the more headings, subheadings, boldfaced elements, bulleted items and lists there are.

Memo Format
-heading: date, to, from and subject tells reader what need to know about…
Date= provides complete and current date.
To= identifies destination or person to whom the message is addressed.
From= identifies the author or origin of the message.
Subject= identifies topic and purpose of the message for reading and filing.
CC= “carbon copy”, insert the name of anyone who will receive a copy of the  
        message but is not an addresse.
-message: content and distribution

Memo Organization
-before beginning to write, consider facts and issues you must cover and anticipate your readers’ needs.
-most positive and neutral messages conveying routine or non-sensitive info can be organized in the following way:
opening: first paragraph of a memo.
     most important info regarding subject matter.
subject line: part of memo/e-mail that indicates document’s title, 
          topic, purpose, and importance.
 Don’t waste time restating topic line, get to point.
Body: middle paragraph of a memo
 Provides necessary background and more detailed info
 Points may be presented: chronologically, in order of  
 specificity, in order of importance.
Closing: final paragraph of a memo
    Summarize content and indicate next steps, invite  
    feedback, offer further resources and provide contact info

-Double spacing between paragraphs marks off one topic and reinforces good organization.
-With memos longer than a page, open with summary statement.
-organize info under headings.
-when deliver bad news or write persuasively, use indirect start-with-evidence strategy.

Formatting lists for memos and e-mail
-list: group of at least three logically related items
        give order and emphasis to important information
        helps improve readability

-To be effective, list must have these feature:
lead-in introduces, explains & puts into context items following
at least 3 but ideally not more than 8
parallel phrasing for every item, keep verb forms&tenses consistent
semantic and grammatical continuity between lead-in and items
adequate transition to the sentences that follow after the list

2 types of lists: horizontal and vertical
-horizontal= minimal emphasis but also less intrusive
      colon required before list 
      max 4-5 items
-vertical= bulleted or numbered
  most frequently used

-create strong lead-in
-punctuate lead-in with colon if it can be read as complete sentence or use no punctuation if lead-in depends on point that follows to complete meaning.
EX:     Our company:                              Our company has 3 key segments:
          -Has one segment that deals..       –investing

-numbers are useful for indicating priority while bullets are more democratic and suggest equality between all items.
-when each point forms a complete sentence, capitalize + punctuate
-the average person’s short-term memory can store seven pieces of data.

Paper memo vs. e-mail
-hard-copy memo is preferred when legality, confidentiality or document integrity are primary concerns.

E-MAIL
-e-mail is an indispensable, multi-use tool of management work and the most means of transmitting workplace documents and files.
-advantage and disadvantage is that messages are produced easily & quickly
-cheap and convenient way to access, exchange and process info.
-collaborative work can be carried out more easily than before.
-e-mail offers incriminating and permanent proof of companies wrongdoing.
-can end up anywhere and compromise confidential and classified info.
-other problems include: clogged inboxes, indiscriminate distribution lists, privacy violations, uncooperative servers, undelivered messages.
-possible to access e-mail almost anywhere and at anytime created a round-the-clock virtual work day.
-netiquette: informal code on conduct governing polite, efficient and effective use of internet.

General e-mail guidelines
-General considerations for successful electronic communication:
1.     keep it brief
2.     remember that e-mail is not your only option
3.     compose crucial messages offline
4.     follow organizational rules for e-mail
5.     don’t use company e-mail systems for personal communication
6.     aim for a balance of speed and accuracy
7.     keep your messages professional
8.     understand that e-mail is not guaranteed to be private
9.     don’t “write angry”
10. don’t send unnecessary messages
11. protect yourself and your company

Reading and processing incoming messages
-manage your e-mail and maintain professionalism by following principles:
1. schedule time for reading and writing e-mail
2. do regular inbox clean-ups
3. scan the entire list of new messages in your inbox
4. use filtering options and anti-spam software
5. capture your e-mail in a recognizable records system

Formatting and writing e-mail
-follow these tips to ensure your messages stays on target:
1. type the e-mail address correctly
2. compose an action-specific subject line
3. wrap text after 70 characters
4. use a regular mix of upper- and lowercase letters
5. keep paragraphs and sentences short

As you begin to compose message, keep in mind the following strategies for shaping its content:
1. use appropriate greetings to soften messages
2. get to the point immediately
3. use lists without overloading them
4. sign off with a complimentary close and your name
5. tell people who you are
6. edit your test and run a spell-check
7. follow common-sense rules for attachments
8. don’t be impatient for a reply

Replying to e-mail:
-tips that pertain to e-mail replies:
1. reply as promptly as possible
2. modify your distribution list
3. don’t automatically include the sender’s original message with your reply
4. avoid indiscriminately e-mails
5. make provision for your absences from the office
6. protect and respect authorship

E-mail style and tone
-e-mail is not just a technology but also a matter of style that becomes a statement of your personal image.
-e-mail is so flexible and adaptable that it accommodates a range of styles.
-semi-formal or conventional style applies to most e-mail messages.
-formal style is reserved for documents that are  e-mail only by virtue of their transmission- reports, policy statements and proposals
-tone is hard to control in e-mail since users prime concern is getting message across.
To avoid misunderstanding think of your recipients and their needs.

Routine messages: positive and informative memos and e-mail
-informative memo: a message to which the reader will react neutrally.
-announcements, company policies, guidelines, instructions and procedures.
-must be clear and direct for readers to put directives into practice.
-clear subject, direct opening, clear explanation,  follow-up instructions, good closing & positive emphasis support messages informative aim.
-the purpose of an informative message can also be to confirm a change in plans or schedule or to acknowledge receipt of materials.

Routine messages: request memos
-request memo: a message that asks the reader to performs a routine action
-greater chance of gaining compliance when readers know by the end of the first paragraph what you are asking for and what action they must take.
-directive usually expressed as a polite command or a direct question.
-explanations and justifications belong in the body of the message.
-citing reason for request, reader benefits and end date can build goodwill and help ensure a useful and timely response.

Routine messages: reply memos and e-mail
-response: a message that answers a request or query.
-delivers specific information itemized in the order that requests were made.
-open by announcing most important fact or answer, sharing good news or introducing multiple responses by way of a summary statement.
-provide additional information relevant to original request.
-close sums up response and offers further assistance.

Goodwill e-mail messages
-goodwill message: a message that reinforces the professional and personal bonds between writer and reader.
-thank you messages recognize appreciation and congratulatory messages recognize special achievements.
-direct approach; identify situation, include reader-focused details then end pleasantly with a forward-looking remark.
-avoid trite: wooden expressions aka expressionless 
-be spontaneous and sincere.

Follow-up memos and e-mail
-follow-up message: a message that provides a record of a meeting, including time, place, purpose and agreements that may have been made.
-specialized type of informative message, reflects good business practices.
-restating basic facts about major directives, decisions and issues ensures each person’s version of what took place is the same.
-protects you and your reader from broken commitments.
-The more important an oral agreement is, the more vital it is to have proof.

INSTANT MESSAGING (IM)
-IM: exchange of messages over Internet between 2+ users who are online
-combines features of synchronous, real-time communication with traits more commonly identified with e-mail.
-Guidelines for using e-mail also apply to IM:
1.limit use of abbreviations
2.use a natural mix of upper- and lowercase
3.keep conversations to a few people at a time
4.inform people abut your availability
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DIRECT WRITING PLAN
-direct-approach message: a message that presents the main point in the first paragraph.
-don’t make readers wait when it comes to communicating good news, handling routine info or making a simple inquiry.
-saves time & carry impact, but not every culture responds in the same way.
-In North America it is the norm but in China and Japan it is considered rude and can have the opposite effect.
-3 part structure of direct-approach message:
opening: delivers main message first
middle: explains details of news/inquiry and supplies background and 
clarification when needed.
closing: end pleasantly by providing contact info, ask for action, input or a 
response.
-this planning routine used mostly for requests and responses:

REQUESTS
-request memo: a message that asks the reader to perform a routine action.
-first step in getting something you need is knowing how to ask for it:
1. put main idea first
2. give a reason for the request or state its benefit
3. introduce multiple requests or questions with a summary statement
4. anticipate required details
5. strike a tone that is right for your reader
6. keep minor points to a minimum
7. use a layout that focuses attention on your request
8. close in courteous and efficient way

Requests for information, credit, and location
-let reader know at the beginning what is required, what should be done and what compliance you seek.
-can’t be too abrupt/demanding or too apologetic and deferential
-pose open-ended questions (can’t answer with yes/no) 
-explain how you will use info obtained
-end with a paragraph specific to the reader and the request

Order requests
-order request: a request for merchandise that includes a purchase authorization and shipping instructions.
-used for when it isn’t possible to order something by telephone or website and you need a record of having placed an order.
-Details needed for order required: specific product name and description, quantities, order numbers, units and total prices, desired method of shipment, preferred date of shipment and delivery, method of payment.
-note: factor in applicable taxes and specify delivery address if different from billing address.
-Formatting of order request:
1.authorize the purchase and specify the preferred method of shipment
2.itemize requested merchandise, using a list format
3.close with special instructions and thanks

Claim letters:
-claim: a demand or request for something (often replacement or refund) that is considered one’s due.
-you are writing as a customer about something that has gone wrong.
-avoid expressing anger and refrain using complaining or accusatory tone.
-stay objective and state clearly what you expect the company to do.
-allow cooling-off period before and provide details on how they can assist.
-adjustment: written response to a complaint that tells customer what will be cone about the complaint in terms of solving the problem.
-Tips for writing claim:
1.make your request for an adjustment.
2.identify the faulty item/problem and explain logically and specifically why your claim is justified.
3.end positively and pleasantly.

RESPONSES
-response: a message that answers a request or query.
-most effective when prompt, informative and gets to the point.
-provides focused details of a decision, answer or action so readers can make informed decisions.
-Tips for responses:
determine if you’re the right person to handle the response
reply as soon as possible
begin with good news or most important piece of info
design your response to be useful
respond within your company’s ethical guidelines
make your closing work for you

Information response
Info. Response (inquiry): a message that asks for or seeks information.
-unnecessary to confirm receipt of a request or begin by thanking the reader for having written or having made an inquiry.
-when replying to multiple requests, answer questions in order.
-use headers, bullets or numbers to arrange info

Personalized from letters
-Personalized form letters: letter with identical message is sent to more than 1 person BUT adapted to individual reader with inclusion of reader’s name, address and other, merged in database and merged with the form letter.
-saves time and money

Order acknowledgement
-Order acknowledgement: an informative letter that confirms the details of a merchandise purchase and shipment.
-should be upbeat, efficient and as concise as possible.
The following template can be used as a base of order acknowledgement:
1.acknowlege when and how a shipment will be sent.
2.give details of shipment & convince readers they’ve made a wise purchase.
3.use discretion in pushing additional products. 
4.close pleasantly 

Messages confirming contracts and arrangements
-confirmation message: confirm and explain details already established in a related documents or put an oral agreement into writing.
-messages of confirmation summarizes/clarifies any of the following:
· Terms of agreement
· Action/ transaction that has taken place
-including receipt of an invitation, resume, or report
· Decision
· Arrangements for a future
-confirmation of an arrangement keeps planners and participants onside so that they can properly coordinate activities and ensure that activities have the intended outcome.

-message of confirmation has several key functions:
Highlighting the key terms and conditions of a contract
Showing appreciation to the reader for agreeing to participate
Specifying and delegating tasks to be completed
Providing clear wording that allows reader to point out anything in agreement that is contrary to what he or she thought it would be
Setting out actions the reader must take

Claim adjustment
-claim adjustment: a response to a claim letter telling the customer what a company intends to do to correct the problem.
-Purpose is threefold:
1.to inform a customer that his or her claim has been successful
2.to show how you intend to rectify the problem/ resolve complaint
3.to repair customer relations, rebuild goodwill and restore confidence

-when writing claim adjustments:
1.grant the adjustment
2.explain how you intend to make the adjustment
3.close pleasantly

GOODWILL MESSAGES
-goodwill message: show that you are thinking of the reader and care about more than just profit margin.
-aren’t all business- have a social function.
-satisfy basic human needs and recognize what it is to be human.
-put you in a positive light, enhance your visibility and make people more willing to help you in the future.
-shows good business etiquette.
-improve relationships with customers and co-workers
-To be effective, goodwill messages should be:
1.personal
2.prompt
3.spontaneous, short and sincere

Thank-you letters
-thank-you letters: a message thanking someone for his/her help, hospitality or business.
-doesn’t under- or overplay expressions of gratitude, honest and meaningful.
-skip generic phrases and focus on the reader:
1.thank the reader for what he or she has done, given or provided
2.include a few details
3.close with goodwill or a forward-looking remark

Letter of congratulations
-letter of congratulations: a message conveying pleasure at someone’s happiness or good wishes on someone’s accomplishment.
-important to avoid language that might sound patronizing or anything to suggest that honor isn’t deserved.
ex: seems only yesterday you were struggling with..

Letters of sympathy
-letter of sympathy: a message expressing sadness at someone’s bereavement and offering words of comfort.
-should be handwritten and sent as soon as possible.
-first sentence should refer to the loss and your reaction to it.
-if you knew the deceased, recall positive attributes.
-offer something you can do.
-try to keep message brief and sentiments sincere.

INFORMATIVE LETTERS
-informative letters: message that provide important/relevant info and to which reader will react neutrally.

Announcements
-Announcement: a message that makes something known about a company policy, event or personnel change.
-use direct approach.
-opportunity to pass information but also pass promote goodwill.
-gives important information first then moves on to clarify details.
-if there are negatives, make them clear but try to present them as positively as possible.

Cover or transmittal letters
-cover letter: an informative letter that accompanies materials sent from one person to another explaining why those materials are being sent.
-permanent record of the exchange of goods or information.
-steps to follow when writing a cover letter:
1.identify what you are sending.
2.briefly summarize attached document or describe the enclosed materials.
3.point out important details.
4.offer further assistance or tell the reader what happens next.

Instructional letter/memo
-Instructions: systematically explain a process, activity, or operation and make it doable for the average readers.
-Directives: share important info what employees must do as a result of changes in regulations, policies or day-to-day procedures.
-help make sure that new technologies can be used effectively and that new rules are complied with.
-enable work to be carried out legally, ethically and safely.
-Good instructions are:
Clear and accurate
-no ambiguity, no margin of error
Precise
-exact times, amounts and measurements
Complete
-avoid missing or out-of-sequence steps
User-friendly
-audience analysis
Action-oriented
-active voice an commanding mood give instructions clarity 

-Systematical approach to writing guidelines:
1. be sure you understand the procedure well enough to explain it.
2. assess your audience’s familiarity with the procedure.
3. include intro, list of equipment/materials, description of steps, conclusion.
4. provide warnings if there is a risk of damage.
5. explain the purpose of the procedure.
6. organize your info in short, manageable numbered steps.
7. use headings to divide long lists of steps into shorter sections.
8. give warnings, but only when necessary.
9. use visuals to repeat or reinforce prose descriptions.
10.put procedure in perspective by commenting on result meant to be achieved.

LETTER FORMATS
-The appearance of a document is a reflection of the professional standards of the writer and the organization to which that person belongs.

Letter balance and placement
-centred vertically and horizontally on the page.
-standard default setting for margins is 1 inch.
-for letters less than 200 words, increase margins to 1 1/2 inches and leave 4-10 lines blank after the dateline instead of the usual 2-3.
-“ragged”: or unjustified, right margins are easier to read.

Letter styles and layouts
-Most common formats or styles:
full block: letter format in which all elements are aligned at the left margin.
modified block: letter format where address, dateline, complimentary close and signature block are all aligned to the right but all other elements are at the left margin.
simplified: letter format in which the salutation is replaced by subject line and the complimentary close (except for the writer’s name and signature) is omitted.

Letter elements
-for a letter that is balanced and easy to read, double space between elements and single space within:
heading/return address
-printed heading on company stationery, containing the address of an organization or individual, but not individuals name.

dateline
-identifies date on which message was written

delivery/ confidential notation
-optional letter element identifying how a message is transmitted and who is authorized to open and read it.

inside address
-standard letter element supplying the name and full address of the recipient.

Attention line:
-optional letter element identifying the individual, officer, or department to whom or which the letter should be directed.

Reference line:
-an optional letter element identifying a file or a policy number.

Salutation:
-a letter greeting identifying the individual for whom the letter is intended, including the recipient’s personal title and surname.

Subject line:
-an optional letter element that identifies the content or focus of a message.

Message body:
-the body of the message begins two lines below the salutation
-single-spaced within paragraph and double-spaced between them

Complimentary Close:
-the word of formal closing (sincerely) after the body of the letter and before the signature.

Signature Block:
-part of a letter that includes the writer’s name, title, and organization in a neatly formatted arrangement.

Identification Initials:
-the part of a letter that indicates the writer (capital) and typist (lowercase) of a message.

Enclosure Notation:
-part of a letter that indicates enclosed or attached material that accompanies a document.

Copy Notation:
-part of a letter that indicates that copies of a letter have been sent to individuals other than the addressee.

Continuation Page Heading:
-heading that identified the second and succeeding pages of a letter name of the addressee, date and page #.

- all italicized are standard elements and others are optional.

Addressing envelopes
-Canada Post guidelines for formatting envelopes:
return address should be formatted in same way as the destination address and located in upper left-corner.
In return address and address block, municipality, province or territory and postal code should appear on same line.
Postal code should be printed in upper case and 3 first elements separated from last 3 by one space.
Affix stamp in upper right-hand corner.
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Goals of Negative Messages:
Primary goals:
Give the news in a clear, brief, respectful way
Readers accept the bad news by showing the fairness and logic of the decision
Maintain and build goodwill
Get purpose across the first time, without ambiguities
Secondary Goals:
To balance business decisions with sensitivity to the readers by putting yourself in the position
Reflect promptness, accountability
Protect yourself, and your organization from legal liability

Tone in Bad News Messages
a tactful, neutral tone tailored to the situation puts readers in a receptive frame of mind
lowers there psychological resistance to a refusal or denial
avoid phrasing that is harsh, defensive, and accusatory
don’t plead with the reader, or resort to name-calling
stick to facts
use expressions of sympathy

Organizing Bad News Messages:
2 writing plans for structuring negative messages
direct and indirect
audience analysis is important step in writing an effective bad news message

Using the Direct Writing Plan:
Some people prefer directness
Use  the direct approach when:
You know the reader well enough to understand his or her preference
When the bad news is expected or related to a know problem
When the bad news is not serious
When it is company practice to write internal messages straightforwaldy
When you intend to terminate a business relationship
Use four part approach when writing a direct bad news message:
1. Begin with a simple, well phrased statement of the bad news
2. Provide an explanation that the reader can reasonably accept
3. Offer an alternative if its possible to do so
4. Close with a goodwill statement that doesn't refer to the bad news
Limitations:
It is all business
Can sometimes seam cold and brusque

Using the Indirect Approach
More traditional
Use  the indirect approach when:
You don’t know the reader well
The bad news isn’t anticipated by the reader
When you anticipate a strong negative reaction from the reader
Use four part approach when writing a direct bad news message:
1. Begin with a buffer:
1. Short statement that will grab attention
2. Provide a solid, reasonable explanation
3. State the bad News
4. Close with a goodwill statement

Bad News Buffers:
First defense against toxic messaging
Neutral statement that established rapport with the reader
Usually worded to avoid connotatively negative language
Never misleads the reader into thinking that positive news follows

Explaining the bad news
1. Stick to the facts and avoid editorializing:
· Focus on strongest reason for saying no
· Do not divulge confidential information
· Do not express personal opinion
2. Refer to company policy as needed, but don’t hide behind it:
· Avoid company policy to justify your decision
· Demonstrate why the policy is reasonable and fair or beneficial
3. Use positive or neutral words
· Present your explanation in a constructive way and make the reader more receptive t it’s facts
· Should sound humane
· Take out words tha lead to resistence
· Show respect by taking the matter seriously

Revealing the bad news:
1.  Put the bad news in a dependent clause:
2. suggest a compromise or alternative
3. use passive voice
4. use long sentences rather then short ones
5. use positive language
6. avoid spotlighting the bad news
7. imply the refusal

Goodwill Closing:
last change to repair goodwill and normalize relationships
must be consistent with overall tone and content
1. don’t repeat the bad news, remind the reader of past problems
2. do offer your good wishes
3. don’t invit further correspondence unless you 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

Limitations of the Indirect Strategy:
If readers do not find good or neutral news in the first few sentences, 

Apologies in Bad News Messages
Apologies are common in bad news messages, but they are not standard
Apologies can have several functions
Resorting dignity
Expressing fairness
Reducing the effects of anger
Providing a convincing explanation
Giving assurance that the same unpleasantness wont occur in the future
A poorly worded apologies can be misleading
Don’t apologize for minor errors that have been promptly corrected 
Do apologize for any serious trouble or inconvenience for which you or your company is responsible

Types of Bad News Messages:
Refunding requests for information, actions and favors
1. Buffer the opening
2. Give reasons for the refusal
3. Soften the bad news
4. Offer an alternative
5. Renew goodwill in closing

Refusing Claims:
1. Begin with a statement of appreciation, common ground, or understanding
2. Provide a concise, factual explanation
· Neutral, objective language
3. Don’t apologize for saying no
· Can weaken your perceived authority
4. End in  a friendly, confident, conciliatory way

Refusing Credit:
Can cause hard feelings
Goal is to draft a sensitive respectful refusal
1. Buffer the opening
2. Use discretion in explaining the reason for the refusal
3. Soften the refusal with a passive-voice construction
4. Offer incentives to sustain business

Turning down job Applicants:
1. Open by cushioning the refusal
2. Give reasons for the company’s selection, if its possible to do so
3. Quickly move to the bad news
4. Gently encourage the applicant

Declining Invitations:
1. Express appreciation for the invitation or pay the reader a compliment
2. Xress your regret at not being able to attent, if appropriate, explain why
3. Propose a constructive alternative if one is available
4. End by renewhing goodwill
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Writing Persuasively:
Persuasion: the process of gradually influencing attitudes and behaviors and motivating the audience to act
Involves a skillful use of words that help put ideas into action and make things happen
Motivates readers to accept recommendations and act on requests
Breaks down resistance and establishes rapport with readers by appealing to their needs, interests, values
Ability to write persuasively is a valued workplace skill

Preparing to write persuasively:
Know your purpose and what you want your reader to do 
Your goal is not only to make your request but also make it seam more reasonable
It is easier to convince your audience, when you know exactly what your purpose is
Must be informative
Understand what Motivates your Reader:
Analyze your audience in terms of its perceived goals and needs
Maslow hierarchy of needs:
 physiological needs: basics such as food, shelter, clothing
safety and security: people are motivated by the fear of not having a comfortable standard of living
Love, sence of belonging: seeking acceptance, people need to be needed
Esteem: the need for status, work promotions, positions of authority
self-actualization: people use their talents and problem solving skills to serve humanity
Consider design layout:
Conveys non-verbal messages through proportioning, use of white space
Be positive and accurate
Plan on adopting a sincere, confident tone and using positive language
Match your phrasing to your relationship
Stick to facts
Anticipate objections and plan how to deal with them 

Persuasive Appeals:
Appeal to Reason:
People must be able to justify the decision they make
Based on evidence
Claim must show a clear, logical development
Appeal to Emotion:
Emotional appeal can motivate people to ac and respond
A play on emotions can create a desire to act on request
Have the most limited application to business messages and work only when they rest on a strong logical foundation
Appeal to Ethics:
Establish your credibility beforehand or to create it during a message
Credibility has to do with the image you cultivae
Refers to how believable, responsible and ethical your company is
Specialized knowledge
1. Demonstrating your expertise earns your reader’s confidence
2. Reputation: The better your reputation the more likely readers are to trust you
3. Authority: The built-in authority that comes with your business title can give you added leverage
4. Familiarity: relationships build trust

Indirect Writing Plan for Persuasive Messages:
1. Obtain interest
· Make a good first impression
· Provide incentive for the reader to pay attention to the rest of your message
2. Prove your proposal can benefit the reader
· Benefits may be direct, coming auto matically from doing something
· Give the readers the information they need to act on your request and deal with any objections they might have
3. Ask for action and link it to the readers:
· Ends with a specific and confident request linked to incentitives that motivate readers to act immediately

Types of Persuasive Messages:
Favor and Action Requests
1. Gain favourable attention
· Do not begin your request with a question that can be awsered yes or no
· Catch readers attention with a compliment
· Do not encourage readers to decline
· Need to make a positive first impression
2. Persuade the reader to accept
· Need to give background details
· Specify exactly what the favor involves by referring to dates, times and location
3. Ask for Action
· Express your request with confidence and couresy
· Provide information (telephone numbers, contact name)
· End with a reminder that you are looking forward to a response

Persuasive Memos:
1. Summarize Problem
· Identify the cause or source of a problem
· To stimulate interest begin with subject line that focuses on positive results
2. Explain how the problem
· If a problem is relevant to them, readers will want to read on
· Establish logical foundation for your later request
3. Minimize resistance
· Anticipate objection readers might have
4. Ask for a specifc Action
· Be firm but polite
· Set a deadline for readers to act or respond

Claim requests:
Straightforward, well-justified claims can be made directly
1. Gain positive attention: 
establish rapport or common ground with the reader by beginning with a compliment, a point of shared interest, a review of action taken to solve the problem
2. Prove your claim is valid:
Describe the problem in a calm and credible way
Provide supporting data to help the reader assess the situation
Go with the strongest reasons
Take steps to defend yourself against possible blame
3. Ask for a specific action
State how the claim can be resolved
End positively
Express confidence in the company

Collection Letters
Purpose of collection letters is to collect an overdue bill
1. Reminder:
· First message work on assumption that the customer intends to pay
2. Inquiry
· This stage are firmer and more direct, but they work on the assumption that the customer has a legitimate reason for not paying
3. Demand
· Last letters in a collection series are unequivocal demans for immediate payment and warning of the penalties for non-payment
· Impose a time limit for paymet, usually 10 days, and be explicit about the follow-up action you intend to take

Sales Messages:
Aiming to make a Sale
1. Study the product or service
· One of your tasks will be to educate customers
· Analyse its specials feautres, espically its central selling poing
2. Learn as much as possible abut target audience
· Your message stand better change of being read and generating sales if its adapted to a specific audience
3. Aim for an ethical sales pitch
· Severe penalties for false advertising
· Stick with facts and the truth
4. Consider other factors
· Timing
· Visual appeal
· Personalized letter

Writing plan for Sales Letter:
1. Gain attention
2. Introduce the product
3. Make the product desirable
4. Ask for action and make responding simple

Fundrasing Messages:
1. Identify an important problem
· Explain why the reader should care
2. Show that the problem is solve
· Hold out hope for even a partial short term solution
3. Explain what your organization is doing
· Prove that funds will be going to a good cause
· Outline past accomplishments and future goals
4. Ask for donation
· Propse a montly pledge
· Put in terms the readers will understand
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Analyzing your Career Goals and Qualifications
Finding a job you can grow and succeed in starts with knowing your values, goals, and competencies
Competency: 
the ongoing development of integrated knowledge, skills, attitudes, and behaviors
they are measurable andobseravle
relate to work experience

Assessing your skills and values
Who are you, what are you interests and value
What drew you to your career path
What are you good at

Assessing your work preferences
Are you introvert or extrovert
In what work setting are you most confortable
Do you enjoy working with people
Are you decisive
Are you looking for challenges and risks

Assessing your work History:
What accomplishments are you most proud of
What is the bets praise or recognition you received
What work tasks, experiences and relationships have you found most satisfying
How well do you communicate and learn on the job

Job-Hunting
Requires time, effort, and perseverance, but payoffs of a successful search can be enormous
Successful search campaign begins with the following steps:
Studying the job market
Building professional networks
Identifying sources of employment
Learning about the organizations
Establishing an online presence to build your professional brand
Matching your skills and training to the most suitable positions
A job search involves
1. Tap into the full potential of social media
· employment opportunities and open position
2. Master Electonic job-search techniques
· Employers often post positions on job bank websites
3. Read the career pages, adds, financial sections of newspaper
· To monitor these publications for free look at local newspaper
4. Provide a thorough, compelling background summary
· Demonstrate your expertise and include industry-related keywords
· Full contact information
5. Follow steps that will enable your profile to rank higher in search results
6. Enrich your profile with visual content
· Add medi links by uploading a recent PowerPoint presentation or a website that relates to your work
7. Solicit endorsements and recommendations
· Drawn froma pool of those best positioned to judge your work
8. Update your profile to reflect fresh achievements and professional development
· Keep in mind that current employers may interpret frequent updates as a sign that you a looking for a new position

Writing Persuasive Resumes:
Resume: 1-2 page personal marketing tool that tells propective employers about your education, employment experience, and skill set. 

How Employers Use Resumes:
Help employers to gather standardized data about and to screen applicants, 
though few resumes are read word for word

Resume Writing Style
use capitals and/or boldface for headings, 
avoid hard to read captials and italics in other parts
use consistent indenting
leave space between sections
proofread to catch errors

Resume length
many companies insist on one page
others find a two page resume perfectly acceptable
check job advertisements for application instructions

Resume Styles and Layouts:
Chronological Resume
A document in which a job applicants work experience, education, and personal achievements and presented in reverse time sequence
Has been popular with employers and recruiters
Tells employers what you have done professionally and when you did it 
Works good with employees that who sustained career growth and continuity
Functional Resume:
This skill-based resume style emphasizes work-related skills and competencies rather tan work history
Good choice for accenting skills gained through volunteer experience
Combination Resume:
This cross between the chronological and functional resumes draws together the best of each style
Works well for recent graduates who may or may not have experiencebut do have the skills to gain employment
Is less traditional
More risky choice for anyone applying for jobs in traditional fields
Should be strategic and methodical

Preparing a Scannable Resume:
Is one that has high visibility in an electronic resume-tracking system or electronic resume database
Spotlights an applicant’s an applicants pertinent expertise with keywords
Applicant with the highest percentage of matches are identified as good candidates for the job and stand the best chance of being interviewed
Do:
List your name and address at the top
Use white space a your main formatting tool
Inspect your resume for letters that overlap
Send a crisp copy of your resume
Don’t:
Use horizontal or vertical lines
Hollow bullets
Italics, underlines, boxes, graphics
Print your resume on coloured paper
Fold, staple, or fax your resume

Preparing an E-mail Resume
1. Read application instructions carefully
2. Attach a resume or cover letter to your email only whe specifically requested
3. Use keywords
4. Include a cover letter
5. Make your subject line specific
6. Use formatting methods that make your resume more computer friendly
Don’t
Use special characters
Use a word-wrap feature
Use bullets, italics, graphics
Use non-proportional typefaces

Preparing a Persuasive Application Letter:
Is essentially a sales letter
Its aimed at advancing a candidate to the interview phase of the job
No more then a page
Offers quick snapshot of your qualifications introducing your resume and extracting key information form it
Three elements:
Opening
Body
Closing

General Tips:
Camouflage I, me, mine
Overusing first person pronouns might sound egotistical
Use I in the middle of your sentence
Get the company name right
Use keywords from the job ad or position
Use the same font that you used for your resume
Avoid dense, overloaded paragraphs
Don’t plead, apologize, or exaggerate
Avoid cookie cutter approach
Make it relevant to the job
Strive for a tight clear writing style
Keep a record of the jobs you applied for

Solicited Application Letters:
1. Introductory paragraph: Gain attention
· Summary+ request opening
· Sharded values
· Request opening
· Name opening
2. Middle paragraphs: Show that your qualified by relating your skills to what the company requires
· Describe skills
3. Closing Paragraph: Ask for action
· A call for action takes the form of asking the recruiter to call you to arrange an interview or telling the employer that you will take the initiative to call

Unsolicited Application Letters:
Are writer on the chance the employers may have an opening for someone with your skills and qualifications
Can be difficult to write because you do not have a list of specific job requiremtents
Instead show enthusiasm
Use indirect approach
Do research that enables you to demonstrate your interest and knowledge

Email Cover Letters
Include a specific and meaningful subject line
Instead of the generic ‘resume’
Highlight a key point of your background
Keep it sort and succinct
It may be challenging to showcase all your significant qualifications in one paragraph but strive to include your top three
Limit yourself to the chracters on a standard keybord
No frills approach to formatting, no bullets etc.

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

Career Portfolios and e-Portfolis:
Uses samples to showcase your best work as a professional and to provide a representative overview of the kind of work that you do
Assembled in a three ring binder, organized with a table of contents
Includes:
Statement of career goals
Summary of research
Details of professional development
Volunteering and community service
Letter of recommendation
References
E-Porfolio
Similar collection
Digital information

Job Interviews:
Before the interview
Prepare in order to minimize anxiety
Do advanced research on the potential employer
Become familiar with the non-verbal communication labels
Presenation style and appearce are very important
Closed body language sends a message that your cold or nervous
Dress for the job
Anticipate what questions you migh be asked
Be Prepared to talk about your experiences and how you handled problems
Prepare several good questions to ask the interviewer
Practice!!!

At the Interview
Arrive on time 
Go alone
Bring an extra copy of your resume
Mind your manners
Make a poised and confident first impression
Listen carefully to the interviewers 
Use correct English
Concentrate
Avoid being negative
Make intelligent use of your research
Don’t obsess on salary and benefit
Don’t expect an immediate response

After the Interview
Follow up with a letter
Consider your options carefully

Follow-Up Employment Messages:
Follow-up letter
Send within a respoinsible time
Briefly indicate the date you intervied or first contacted the company and emphasize why you are interested in the position/company
Thank-You letter
Shows good manners
Typically sent within 24 hours of an interview
Expresses appreciation 
By restating your interest in the position and your honest enthusiasm for the company
Send via email
Send message to anyone who has provided a reference for you
Job- Offer Acknowledgement
Sent immediately on receipt of an offer, especially if you require time to make your decision
Briefly state your titles of the job and salary
Express thanks for the offer
Job-Acceptance Letter
Put your acceptance in writing
Express appreciation and confirming your acceptance
Job-Refusal Letter:
Politely decline the position
Thanking the employer for the offer
Being courteous keeps goodwill intact and ensures that future job opportunities will not be adversely affected
Reference request letter
Mention the job which you are applying, its requirement
Update the reader on significant recent accomplishments
Review good experiences 
Include a cope of your resume


[bookmark: _WNSectionTitle_11][bookmark: _WNTabType_10]Chapter 9- Communicating for Employment	2014-12-04 11:43 AM

ORAL PRESENTATIONS
-oral presentation: an informative or persuasive speech delivered using only notes and visual aids to guide the speaker’s performance.
-opportunity to sell your ideas and demonstrate both your competence and your worth to your employers and co-workers.
-similar to writing document: draws on same organizational strategies and audience adaptations with basic purpose to inform, persuade and promote goodwill.
-no pause or playback features, presenter has only one chance to make a positive impression.
-ideas and info have to be delivered for easy comprehension and retention.
-Oral presentations should be:
1. simply structured
2. be arranged around a specific purpose
3. clearly identify dominant idea listeners are meant to retain
-advantage: provokes immediate reaction and allows for instant feedback.

Types of oral presentations
-Various types of oral presentation depending on length, formality and style:
Conducting workshops, seminars and training sessions.
Addressing staff meetings
Giving talks to clubs, societies and organizations
Making sales presentations
Making a speech to a conference or gathering
Giving an oral report or briefing

Analyzing the situation and audience
-for an effective presentation, need to know what to expect of your surroundings and what the audience expects of you.
-keep audience’s needs, expectations and perspective in mind in order to make appropriate adaptations.
-assessment of audience depends on who you are speaking to:
-speaking to an internal business audience involves less analysis because your credibility is already established.
-speaking to outsiders presents greater challenges because harder to predict if your audience will be receptive and what their need/expectations are.
-effective presentations is designed around a specific purpose, which means you should have something clear and definite to say.

Structuring presentations
-a simple effective structure that accommodates 3-5 key ideas is the best way to keep listeners with you.
-3 common types are suitable for an oral presentation:
Logical
-listeners should be able to tell how each point relates to purpose.
-use signpost words (my first point, my next point..)

Narrative
-ability to tell accurate, credible and compelling story.
-turning your info into a good story can grab attention.

Formal
-skillful handling of repetition can aid meaning and retention.
-this is the idea behind most common structure for presentation:
Introduction (tell them what you are going to tell them)
Main sections (tell them)
Conclusions (tell them what you have told them)

-should contain supporting details- facts, statics tics and forms of evidence to back up main points.

Developing a three-part presentation
1. Introduction
-arouse interest
-identify yourself and establish your credibility
-make your purpose clear
-preview your main points
opportunity to build relationship with listeners
hook your listeners in first minute
sound bite: short, quotable extract from a recorded interview that is edited into a news broadcast.
-different ways to introduce topic include:
state an unexpected statistic or fact
ask a question
display key visual
cite relevant quote
tell a joke/anecdote

2. Body
-develop main theme and focus your audience’s thinking
-base content on most recent data
-balance information with context and analysis
-different ways to present ideas:
chronological (timeline)
logical (present points in order of importance)
spatial (map ideas visually)
journalistic questions (who, what, when, where why?)
problem-solution (demonstrate a problem and provide solution)
exclusion of alternatives (argue for the remaining option)
causal order (cause and effect)
comparison/contrast (similarities and differences)
pro-con (for and against)
process (identify steps or stages)

3. Conclusion
-end by helping audience understand the significance of your presentation and remember its main points.
Restate main issues
Issue a challenge or call to action
Ask question for audience to think about

Using Visual Aids
-help show what you mean.
-clarify and emphasize material, aid retention and involve audience
-more persuasive, credible and professional

Types of Visual Aids
-depends on cost, formality and flexibility

Chalkboard, Whiteboard and Blank Flip Charts
-suitable for small audiences (>30) and informal presentations.
-flip chart: large stand mounted writing pad with bound pages that can be turned over at the top.
Post only most essential points , write legibly and stand to side when talking.

Prepared Flip Charts and Posters
-most suitable for audience of 40-50 and displays fairly complicated info.
-most basic of aids
-drawback: size, awkward to carry around, low-tech

Overhead Projector Transparencies
-cheap and storable for later on.
-overheard projector: device that projects the enlarged image of a transparency onto a screen.
-image can be projected in varying sizes, visible to even larger audience.
-drawback: low-tech

Videos, Films, Models and Samples
-film and video more effective in form of short clip
-should not be used to take over presentation

Handouts
-summarize your presentation plan or provide permanent record.
-includes outlines, articles, brochures, summaries..

Multimedia and Computer Visuals
-computer based presentations are medium of choice.
Ex: Powerpoint, Prezi, Keynote
-tell story visually in several ways:
onscreen slide show
on paper
overhead transparencies
output to 35-millimetre slides 

Designing a Powerpoint Presentation
-presentation software offering standard templates
Use templates
-template: stored pattern for a document from which new documents can be made.
Choose color scheme
Keep slides simple
-six lines and six words per line
Follow eight second rule
-viewer should comprehend info in no more than 8 seconds
Make strategic use of images
Make data graphics clear, concise and easy to understand
Integrate media- videos and podcasts
Put titles on slides for easy reference
Don’t use too many slides
Create an agenda slide
Include a conclusion and reference slide
Use transition and animation
Proofread slides before presentations
Use “slide sorter” and “outline view” to help structure/ organize
Produce speaker notes as reminders
Back up your work
Rehearse the slide show
Never read from a slide
Keep the cognitive style of PowerPoint in mind.

Prezi
-cloud-based presentation software that allows users to plot text, objects, video links..
reduce clutter with invisible frames
layer text and objects
use rotation and size to convey meaning
draw frames in a 4:3 aspect ratio
make your transitions smoother

Pecha Kucha Presentations
-designers showcase their creative work
brief, energetic, strongly visual

Methods of Delivery
1. Manuscript Method:
used when presenting extensive or complex data and need a script to read from.
2. Memorization:
can give sense of connection with audience BUT can backfire when you forget what you rehearsed- focus not on what you have to say but on your ability to remember it. 
3. Impromptu Speaking:
speaker makes remarks without the aid of prepared notes.
4. Extemporaneous Method:
speaker relies on notes rather than manuscript memorization.

Rehearsing a Presentation
Practice aloud 
Time yourself
Master your topic
Record yourself get a feel for the room
Learn stress reduction techniques

Delivering a Presentation
Dress appropriately
Arrive early
Maintain good posture and move in a relaxed, controlled, natural way
Pause to collect yourself before beginning
Maintain eye contact and use it to build rapport and gauge audience interest
Avoid long sentences and polysyllabic words
Speak in a clear, audible voice but don’t shout
Pace yourself accordingly
Shape your phrasing and use inflection to give meaning and add interest
Ever use slang or bag grammar
Pause briefly to collect your thoughts and create emphasis
Remember that you are a living, breathing human being and not a statue
Bring your presentation to a close

Handling Questions
Listen carefully to the entire question
Separate strands of complex or two-part questions
Ensure your answers are long enough but not too long
Don’t feel you have to answer every question
Never put down a questioner
Be firm with overzealous questioners
Stay on topic
Don’t start by assuming a question is hostile
End by thanking the audience for their questions and feedback

Team-based presentation
Discuss who will cover which topic
Establish ground rules
Develop work plan and set deadlines
Allow time for rehearsals
Appoint team leader

Special-Occasions Presentations
-special occasion presentation: made in appreciation, in acceptance of an awards, in commemoration of an events or by way of introduction.
Speaking for themselves or their company, they may be asked to do the following:
Introduce or thank speakers
Propose toasts
Give impromptu or after-dinner speeches
Deliver keynote addresses

Organizing and Managing Meetings

Meetings have at least one of the following purposes:
Give, share, pool information
Brainstorm, develop or evaluate ideas and policies
Find root causes behind problems, solve problems, solicit feedback.
To make decisions or help others make them
Delegate work or authority
Develop projects or create documents collaboratively
Motivate members and encourage teamwork

Types of Meetings
-internal meeting: formal meeting that involves only personnel from within an organization.
-external meeting: formal meeting that involves outsiders in addition to company personnel.
-formal meeting: scheduled meeting that operates according to a pre-set agenda under guided leadership for the purposes of achieving specific goals.
-informal meeting: small sometimes unscheduled meeting that may operate without strict rules.

Preparing for a Meeting
-Consider the following elements before you call a meeting:
1. purpose: good reason for calling a meeting
     define task and make it clear to all participants
2. alternatives: consider if meeting is truly necessary
3. participants: everyone at meeting should have a reason for being there
4. location: depends on kind of environment one prefers, how well participants get along, how much space you need for the group and how much you need to be seen as being in control.
5. scheduling: when the meeting will begin and end.
6. agenda: document that establishes the purpose and goals of meeting and outlines what the meeting will address- help focus the group.

Conducting a Meeting

Leading a Meeting
distribute detailed agenda in advance
assign responsibilities
establish ground rules
speak up, make eye contact with others and remain relaxed
handle difficult people
encourage full participation
discourage anyone who interrupts
deal with conflict
-groupthink: thinking or making decisions as a group- conformity is rewarded and dissent is punished= poor-decision making.
end with a summary in which you paraphrase all decisions 
follow up on action items

Participating in a Meeting
be actively interested
pay attention to speakers gestures, facial expressions tone…
jot down occasional notes
make a mental list of questions you have
interact and contribute when you have something to say
try not to dominate discussion or get involved in arguments
make it easier for others to take you seriously

Meeting Minutes
-meeting minutes: written record of what occurred at a meeting, who attended it, and when and where it was convened.
-formal minutes record following info:
name of group or committee
date, time place
topic, title, kind of a meeting
names, number of ppl present
statement that the hair was present
statement that the minutes od the previous meeting were approved
description of old business 
summary of new business and announcements
record of reports, discussions, resolutions, motions…
list of assignments and due dates
time the meeting was held
date, time and location of net meeting
name and signature of secretary

Groupware-supported meetings
-groupware: software designed to facilitate group work by a number of different users.
web-conferencing:  synchronous web-supported communication allowing for the real-time transmission of sound and images to other locations.
virtual meeting: meeting that uses particular software/website to allow participants in various locations to share ideas+hold discussions in real time.
e-mail meetings: allow participants to respond at different times and make the meeting process more democratic.

Communicating by Telephone

Making calls
keep  list of frequently called numbers
identify yourself
give each call your full attention
plan what you will say
be positive, courteous and accurate
leave clear messages
mind your telephone manners
place calls when others are likely to receive them
learn to end a conversation

Receiving calls
Make an effort to answer your phone within 2-3 rings
When answering, identify yourself with your full name and department affiliation
Avoid taking calls during meetings
User proper telephone language
Be professional in explaining why you have answered a call intended for a colleague.
Excuse yourself when you have to step away fro the phone
Don’t leave callers on hold indefinitely
Apply active listening skills to evaluate the tone of the callers voice and what is said
Learn to use the phone system
Take accurate, confidential phone messages and deliver them promply name of person for whom message was left- callers name, department, company- date and time- message – instructions

Using Voice Mail Productively
Identify your voice-mail number clearly on business cards.
Prepare an appropriate greeting as your outgoing message.
Re-cord your greeting to reflect changing circumstances
Test your message

Dealing with the Media
1. PREPARE BY ANTICIPATING THE QUESTIONS YOU MIGHT BE ASKED, ESPECIALLY THE TOUGH ONES
2. KNOW YOUR STORY, PRACTISE TELLING IT AND STICK TO IT
3. REMEMBER THAT TONE DEFINES THE IMPRESSION YOU MAKE
4. ASSESS WHAT INFO WILL BE VALUABLE TO THE REPORTER
5. DON’T GET TO TECHNICAL
6. SPEAK IN SOUND BITES
7. TELL THE TRUTH
8. BE ALERT AND ON GUARD
9. MAKE TRANSITION TO YOUR KEY POINTS AS YOU REPSOND
10. LOOK YOUR BEST BUT BE YOURSELF
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Web 2.0 and the New Media Landscape:
social media: is the interactive internet and mobile-based tools and applications that allow users to post and exchange information in real time
rich site summary or really simple syndication (RSS):
a web-based feed that publishes frequently updated information such as news headlines, blogs
allows users to receive the latest alerts and updates from favorite websites or aggregate data from many sites
people exploring the new social media landscape can take advantage of rapidly evolving avenues and tools to communicate, collaborate, new idea and create 

What is participatory Culture:
low barriers to creative expression 
support mentorship among members for each other’s creations
feelings of social connection between members and belief that their contributions matter

What is Social Media
There are many different definitions of social media
Some include
Posting and sharing information
Conducting conversations via the internet
Delivering and exchanging publicly available media content created by end-users
Can refer to the activity that integrate technology and social integration and to the content and contributions to the online spaces
Social media have changed the way individuals stay current and get in tough 
Business implementing social media can capitalize on the opportunity to achieve different goals
Generating traffic
Developing a following
Creating brand awareness
Generating revenue
Facilitating interacting and engagement

Types of social media:
Blogs
Earliest form of social media
Special kind of website, usually managed by one person
Represents one typical and timely content area or takes the form of a personal diary
Three kinds of corporate blogs
Intranet
Can be used by a company’s employees on a daily basis to share opinions
Event
Writing about topics that matter to customer’s
Educating customers by offering trend and industry news
Providing a view that complements but is different from press releases
Product
Blogging can be a tool for spotlighting work accomplishments
Social Networks
Is a website application that facilitates communication and social interaction through one-to-one conversations between people
Companies have been quick to capitalize and harness the power of social networking
Create brand communities
Keep stakeholders up to date
Promote products and services
Publicize events, product launches and contest
Carry out marketing research
Social media campaign is an increasingly exploitable marketing tool
Social networks have changed the way business interact online
Consider the following when designing Facebook page
Chose privacy setting
Update your page frequently
Stay on topic
Keep your message brief
Ensure the correctness and appropriateness of content
Keep the tone spontaneous
Signpost your company’s expertise
Make it interactive
LinkedIn
Customize your profile URL
Makre your URL a single word
Complete the Summary and Experience Sections of your profile
Stay Active
Connect and Network
Solicit Recommendations
Stay Informed
Micro-blogs
Such as twitter
Allows users to send out short text-like bursts of information to a community of followers in real time
Twitter combines this format with a news-feed function
Maximum 140 characters
Short snappy instantaneous nature of twitter makes it highly suited for sharing the latest information 
Business can use twitter
To monitor the competition 
Monitor customers satisfaction and public perception of their organization
To share and find professionally related knowledge and resources
Support employee and management communications
Perform industry trend watches
Prospect and recruit new hires
Photo-and Video-Sharing Sites
Such as YouTube
Users are not required to create profiles
Carry the risk that copyrighted material will be shared
Most major sites take steps to ban illegal content 
Organizations use these sites 
To share press announcements
To upload company photos, public services announcements
Post recruiting videos
Capture clients, customers, feedback

The Social Media Advatage:
Business use social media for several purposes
Internal and external communications
Customers identification and profiling
Customer care
Interaction, collaboration and engagement
Recruitment
Crowdsourcing
Increased exposure and traffic websites
Feedback monitoring
Impact measurement

Risk and Challenges of Social Media:
Several key areas of social media that emplyers struggle with
Time theft
Malicious, negative, or damaging emplyese comment
Leaks
Damage to brand reputation
Use of personal social media
Corporate identidty theft
Fraud
Leag, violations
Social media is a powerful tool, but it can also be a great time waster 
The need to communicate and to stay connected can be overpowering
Learning how to use social media ethically and effectively is something companies continue to grapple with 

Measuring Social Media Performance:
Marketers try to track the following
Increase in the number of followers
Sharing of content 
Conversion form social media consumers to paying customers
Through the practice of social media measurement may raise privacy concerns
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