Knowledge worker: think critically and opinion backed by reasons and evidence
Internal Communications: to exchange ideas and messages with superior, subordinates and colleagues. 
· E-mail
· IM
· Intranet
· Corporate website
· Audio & video
· Videoconference
· webchat
External Communication: to exchange ideas and messages outside the organization (to suppliers, clients, government and public)
	ORAL CHANNELS (Phone calls, face-to-face, videoconference)

	Advantages
	Disadvantages

	· Non-verbal cues
· Immediate Feedback
· Warm feeling
	· No permanent record
· Might be informal
· No easy recall

	WRITTEN CHANNELS (Email, Memo, Letter, Blog, Report)

	Advantages
	Disadvantages

	· Permanent record
· Convenient to distribute
· Easy recall
· flexible
	· No non-verbal cues
· Leaves paper trail
· Requires skill & effort
· No immediate feedback



MEDIA RICHNESS: allows interactivity, feedback, verbal & non-verbal cues, and tailor message to the audience
1) Convo, meeting
2) Videoconference, IM
3) Telephone
4) Blogs, Chat, message board
5) Letter, memo, email
6) Spam Letter, flyer, posters

COMM EFFECTIVENESS
1) Face-to-face
2) Video
3) Audio
4) Written addressed
5) Written, unadressed

Barriers to communication: ego, lack of trust, lack of communication, skills, fear of reprisal for honesty


Communication Process: 
1) Sender send idea
2) Sender decodes message
3) Receiver receives message
4) Receiver encodes message
5) Receiver provide feedback to sender

Non-verbal Communication
· Gesture
· Eye-contact
· Space
· Time
· Posture
· Territory
· Appearance of business document
· Appearance of people

4 space zones for social interaction
1) intimate zone
2) personal zone
3) social zone
4) public zone

5-dimensions of culture
1) context
2) individualism
3) time orientation
4) power distance
5) communication style
	VISIBLE CULTURE
	INVISIBLE CULTURE

	· dress code
· words
· gesture
· body language
· outward behaviour
	· beliefs and values
· attitudes and biases
· feelings and fears
· upbringings



	LOW-CONTEXT CULTURE
	HIGH-CONTEXT CULTURE

	· direct verbal comm
· understand meaning at first level
· no non-verbal cues
· value individualism
· logic
· NO!
· Clear & structured comm
· Authority to written info
· EX: Swiss, Germans, Canadian
	· Indirect verbal comm
· Understand meaning at many sociocultural level
· Value group membership
· Context & feelings
· Avoid saying no
· Simple ambiguous messages
· Understand visual messages readily
· EX: South American, Africans, Arabian, Asians



Advantages of diverse workforce:
· Better understanding of diverse customer base
· More creative and effective teams
3-X-3 WRITING PROCESS
1. Pre-writing
a. Analyzing
b. Adapt
c. Anticipate (WHATS IN IT FOR ME)
2. Drafting
a. Research 
b. Organize
c. Draft
3. Revising
a. Edit: clarity (KISS method: Keep I Short n Simple) and conciseness
b. Proofread
c. Evaluate

	Informal research method
	Formal research method

	· Search your company’s file
· Talk with the boss
· Interview the target audience
· Conduct an informal survey
	· Access electronic resources
· Search manually
· Investigate primary sources
· Conduct scientific experiments



	DIRECT STRATEGY
	INDIRECT STRATEGY

	1) Main idea
2) Details & explanations
3) Evidence
	1) Details & explanation
2) Evidence
3) Main idea

	TO USE IF: 
· Readers are informed
· Supportive
· Eager to have results first
	TO USE IF: 
· Reader needs to be educated
· Persuaded
· Disappointed / hostile





	INFORMAL REPORT
	FORMAL REPORT

	Data without analysis of information and or/recommendations
Ex: company regulations
5 types: 
1) Summaries
2) Periodic
3) Convention/trips
4) Progress report
5) Investigating reports
	Data with analysis of data and recommendations
Ex: Business reports



3 types of analytical reports: 
1) Feasibility: advisability on course of action
2) Yardstick: compares 2 solutions
3) Digital Slide Deck: basis for decision making

Primary research: Surveys, Interviews
Secondary sources: look for currency, authority, content and accuracy

INTRODUCTION: 
· Should tell the purpose
· Describes significance
· Preview main points

HEADINGS: assist reader in comprehending the org. of a report. Provides resting for the mind and breaks up large chunk of information
· Functional
· Talking
· Both

Types of messages: 
· Positive messages: request, replies, goodwill
· Negative messages: refusals, bad news
· Persuasive messages: sales pitch

REQUEST MESSAGES: 
1) Main idea
2) Most important in opening and closing
3) Close with appreciation or call for action

Responding to customer online
· Be honest
· Be transparent
· Be positive
· Be timely
· Be helpful
Claims: 
1) Intro: Open with appreciation, compliment, claim
2) Body: Justify your claim
3) Conclusion: Action request

Adjustment messages: direct strategy for positive reply, indirect for negative reply
3 main goals: 
· Rectifying the wrong
· Regaining confidence
· Promote future business

5-S’s of GOODWILL messages: 
1) Selfless
2) Specific
3) Spontaneous
4) Short
5) Sincere

	INFORMAL PROPOSAL
	FORMAL PROPOSAL

	1) Introduction
2) Background, problem, purpose
3) Proposal, plan, schedule
4) Staffing
5) Budget
6) authorization
	1) Copy of RFP
2) Letter of transmittal
3) Abstract/Exec summary
4) Title page
5) Table of content
6) Table of figures
7) Intro
8) Background
9) Proposal
10) Staffing
11) Budget
12) Authorization
13) Appendix



GRANT PROPOSAL (Demande de subvention): project, outlines its budget, request money

BUSINESS PLAN: description of proposed company and how it expects to achieve it organizational, financial and marketing goals. 
1) Letter of transmittal: pitch letter
2) Mission statement
3) Executive summary: introduces the main topics of the plan + ask for financing
4) Table of content and company description
5) Product or service description
6) Market analysis: market characteristics, trends, projected growth, customer behaviour
7) Operation mgmt: how will you run your business
8) Financial analysis
9) Appendixes

	INFORMAL BUSINESS REPORTS
	FORMAL BUSINESS REPORTS

	1) Intro
2) Body
3) Conclusion
4) recommendations
	1) Cover
2) Title
3) Letter of transmittal
4) table of content
5) table of figures
6) exec summary
7) intro
8) body
9) conclusion
10) recommendations
11) appendix
12) references



Email is appropriate for short, informal messages that request information and respond to inquiries. Especially to multiple receivers and messages that must be archived + sending attachment. 
1. Draft a compelling subject line
2. Include greeting
3. Organize the body for readability and tone
4. Close effectively: action + due date / full contact info in signature box

Memo necessary for longer formal internal messages requiring permanent record and to join employees who may not have email. 

	Instant Messaging

	Advantages:
· Immediate feedback
· Share info quickly
· Low-cost
· Productivity booster
· Notifications to customers
	Disadvantage:
· Liability burden
· Distraction
· Employees may share private org. info
· Security and legal requirements





Podcast: useful for
· News
· Courses
· Interviews
· Sporting events

Wikis: 
· Global wiki: info sharing between headquarters and satellite offices
· Wiki knowledge base: collect and disseminate information to large audience
· Wiki for meetings: meeting minutes
· Wikis for project management: all the info at the same place, templates

Employers typically interested in 4 key areas: 
1) Education
2) Experience
3) Hard skills (technical)
4) Soft skills (oral communication, listening skills, nonverbal behaviour, etc)

4-phases of team development: 
1) Forming
2) Storming
3) Norming
4) Performing

Successful teams: 
· 4/5 ppl
· Agree on purpose
· Agree on procedures
· Confront conflict
· Communicate effectively
· Collab
· Share leadership
	Direct paragraph
	Indirect paragraph
	Contrast paragraph

	1) Topic sentence
2) Supporting sentences
	1) Supporting sentences
2) Topic sentence
	1) Limiting sentences
2) Topic sentences
3) Supporting sentences



Types of business presentations: 
· Briefings
· Reports
· Podcasts
· Virtual presentation
· Webinar
4 types of audience: 
1) Friendly
2) Neutral
3) Uninterested
4) Hostile

Conveying unfavourable news: 
· Explain clearly and completely
· Project professional image
· Convey empathy and sensitivity
· Be fair
· Maintain friendly relations

	DIRECT
	INDIRECT

	· Bad news not damaging
· Receiver may overlook the bad news
· Receivers prefers directness
· Firmness is necessary
	· Personally upsetting
· Hostile reaction
· Threatens customer relationship
· Unexpected

	1) Bad news
2) Reasons
3) Pleasant close
	1) Buffer (appreciation, compliment, facts, understanding) 
2) Reasons
3) Bad news
4) Pleasant close



5- R technique to apologize:
· Recognition: acknowledge offence
· Responsibility: assume personal liability
· Remorse: I apologize, I’m sorry
· Restitution: what will you do about it
· Repeating: promise it won’t happen again

PERSUASION: symbolic process, attempt to influence, self-persuasion, transmitting message, requires free choice

6 basic principles of direct human behaviour: 
1) Reciprocation
2) Commitment
3) Social proof
4) Liking
5) Authority
6) Scarcity

The AIDA strategy for persuasive messages: 
	
	STRATEGY
	CONTENT
	SECTION

	A
	ATTENTION
	Capture attention, creates awareness, makes a sales proposition, prompts audience to read on
	Opening

	I
	INTEREST
	Describes central selling points, focuses not on features of product/service but on benefit relevant to the reader’s need. 
	Body

	D
	DESIRE
	Reduces resistance, reassure the reader, elicits the desire for ownership, motivates action
	Body

	A
	ACTION
	Offers an incentive or gift, limits the offer, sets a deadline, makes it easy for the reader to respond, closes the sale
	Closing



Stimulate interest: 
· Facts, stats
· Example
· Experts opinion
· Specific details
· Direct & indirect benefits

Building Interest: 
· Rational appeal: You can buy the things you need and want, pay household bills, and pay off higher-cost loans and credit cards—as soon as you are approved and your 
credit card account is opened.
· Emotional appeal: Leave the urban bustle behind and escape to a sun-soaked Bermuda! To recharge your batteries with an injection of sun and surf, all you need are your bathing suit, a little sunscreen, and your credit card.
· Dual appeal: heart + logic

Best plan for landing a job: 
· Analysing yourself
· Job-search strategy
· Customized resume
· Hiring process

Trends in sources of new jobs: 
1) Networking
2) Internet job board (indeed.com)
3) Agencies
4) Direct approach
5) Newspaper/periodicals

Digital tools: 
1: maximizing keyword hits
2: career e-portfolio


Customized cover letter: 
1) Opening: receiver’s name, position, where you found it, info source, gain readers attention
2) Body: what you can do for reader, highlight strengths, refer to your resume
3) Closing: ask for an interview, make it easy to respond
4) Sending: include cover message with resume, if e-mail put info in signature area

Types of employment interview: 
1) Screening interview: fails minimal requirement
2) Hiring/placement interview: one-to-one, panel, group, sequential, stress, online

For candidate: 
· Convince employer of your potential 
· Learn more about the job
· Expand info resume
For employer: 
· Assess ability
· Discuss training
· What drives + motivate you
· Match? 

Behavioural questions: STAR technique
S: situation
T: task
A: action
R: Result



TYPES OF RESUME: 
	CHRONOLOGICAL
	FUNCTIONAL

	· Highlight work experience (mostly related to positions she seeks)
RELATED EXPERIENCE
1) Summary of qualifications
2) Experience
3) Education
4) Honours and activities
LIMITED RELATED EXP.
1) Objective
2) Education
3) Related course
4) Professional exp
5) Internships
6) Honours
7) languages
	· de-emphasize minimal experience related to the job but emphasize his related skills (more generic than specific)
1) objective
2) sales & marketing skills
3) communication and computer skills
4) org. skills
5) education
6) employment
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Letterhead

Dateline —————

Inside address ——

Salutaton ——

Optional ———
subject line

Body

Complimentary

QUEEN’S AVENUE
VETERINARY

HospiTaL
640 Queens Avenue, Victoria, BC VBT 1M1

September 15, 2016

Mr. and Mrs. Michael Moreno
1235 Gladstone Avenue
Victoria, BC V8T 1G5

Dear Mr. and Mrs. Moreno:
Subject: Welcome to Queen's Avenue Veterinary Hospital!

We are grateful that you have chosen Queen's Avenue Veterinary Hospital for
your pet's veterinary care. You can be sure that we will provide you with the
best veterinary care possible, including an attentive and sensitive hospital
staff to serve you and your pet.

Your pet will receive the finest care at one of the few hospitals in the Victoria

region recognized as a full member of the Canadian Veterinarian Medical Association
(CVMA). This organization requires the very highest standards for small animal
medicine and surgical care.

Our hospital also provides a wide variety of more extensive services. We offer hospital-
ization and intensive care for seriously ill pets. Ultrasound and X-ray facilities are
available. All X-rays taken are reviewed by a board-certified veterinary radiologist.

The best way to keep your pets healthy and happy is through preventive care. One of
the most important services we provide is the annual physical examination. We check
all your pet's vital systems, create a baseline of health, and proactively catch any
situations that need attention. Other basic services include vaccinations, deworming,
dental cleaning, geriatric physicals, and toenail trims. For your convenience, animals
may be dropped off if you are unable to schedule a specific appointment time.

It was a pleasure meeting you and your pet. Please know that we are available

anytime you have questions regarding your pet’s health. We promise to do our best

to practice outstanding veterinary care, communicate clearly, and earn your trust.

As we discussed, please call Cheryl at (778) 455-3401 to schedule your pet for an annual
physical examination.

clos¢ ————————— Sincerely,

Organization ——
name

QUEEN'S AVENUE VETERINARY HOSPITAL

Lawra M. Bernstein

Author’s name ———————— Laura M. Bernstein, DVM

Reference initials ————————e LMB:cef
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. . To: [Elizabeth Sommer <esommer@diago.com>
Provides concise, ce | Aiden Rebol<arebol@diago.com>
clear subject line B

and REQ to remind ———=esubjec: REQ: Please Answer Questions About Our Casual-Dress Policy
receiver that a
response is required

Opens with receiver's ———e Good morning, Liz,
name and greeting to

express friendliness Should we revamp our casual-dress policy? I'm asking you and other members of our
and to mark the management team to consider the questions below as we decide whether to change our
beginning of the policy.

message

As you know, we adopted a casual business attire program several years ago. Some
employees saw it as an employment benefit. To others it was a disaster because they
didn't know how to dress casually and still look professional. Since we originally adopted
the policy, times have changed and the trend seems to be moving back toward more
formal business attire. Here are some questions to consider:

* What is acceptable to wear on dress-down days?

* Should our policy restrict body art (tattoos) and piercing?

tUs_es bullets * How should supervisors react when clothing is offensive, tasteless, revealing, or sloppy?
O Improve
readability * Is it possible to develop a uniform definition of acceptable casual attire?

* Do the disadvantages of a dress-down policy outweigh the advantages?
¢ Should we refine our dress-down policy or eliminate it?

Please give careful thought to these questions and be ready to discuss them at our
management meeting April 17.

Aiden

Closes with full ——————e Aiden Rebol, President

contact information Diago Enterprises
9300 Valley View Blvd., Suite 250
Calgary, ABT2K 1X7
Phone: 587-439-9080 | Fax: 587-439-7819

EEE
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‘SAMPLE MEMO

Date:
To: Al Staff
From: Company Executive

Subject:  Employee Commute Options Survey

We are conducting a commuting survey this week among all employees. The purpose
survey is to discover what methods we currently use to commute and what altemative

are of most interest. The survey is required by Department of Environmental Quality's
Employee Commute Options (ECO) rules. These rules are part of the Portland area

plan to keep the air clean in light of air pollution associated with continued growth region.
ECO requires employers to provide employees with incentives to use altemnatives to
alone to work. The results of the survey will be used by (company name) to design a
transportation program that reflects the needs and desires of (company name) employees.
must receive completed surveys back from at least 75 percent of (company name)

to meet the requirements.

The survey will e distributed via e-mail on (date). Please take a couple of minutes to
survey and retum in by (date). If you have questions, (transportation coordinator).

We will share the resuits with you in the employee newsletter when they are completed.
Thanks for your participation,

Your Executive




