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Goals of Negative Messages
· Delivering unfavourable news is unavoidable in business
· Communication is complex because sender and receiver is in conflict
· Breaking bad news makes confident writers uneasy and reluctant to the point of distancing themselves from the bad news (Mum effect) while leaving recipients defensive, disappointed or angry
· Psychological reactance– acting out because reader feels that limits have been unfairly imposed on them and their freedom (common when bad news is handled poorly or tactlessly)
· Negative message– message communicating negative information that may upset or disappoint the reader
· Unique in their special attention to content, structure, context, and tone
· Elements work together to preserve goodwill and ensure recipient finishes reading and accepts the bad news
1. PRIMARY GOALS:
· Give bad news in clear, brief, respectful way, and state it only once
· Help reader accept news by showing fairness and logic of the decision, offering an explanation, and eliminating unnecessarily negative language
· Maintain and build goodwill toward reader and reader’s organization despite the unpleasant facts the message must communicate
· Get your purpose across the first time, without ambiguities that create need for clarification, follow-up, or ongoing dispute resolution
2. SECONDARY GOALS:
· Balance business decisions with sensitivity to readers by putting yourself in their position
· Reflect promptness, accountability, and due consideration (factors that reduce impatience and hostility) by delivering bad news at the right time
· Protect yourself and organization from legal liability
· Bad news messages fall into several categories:
1. Refusals– turn down invitations, suggestions, proposals, requests for information, action, employment, and credit
2. Announcements– disclose price increases, policy changes, delivery delays, cancellation of services, and product defects or recalls
3. Assessments/Appraisals– negative assessment of employee performance or personnel issues

Tone in Bad News Messages
· Tactful, neutral tone tailored to the situation puts reader in a receptive frame of mind and lowers their psychological resistance to a refusal or denial
· Avoid phrasing that is harsh, defensive and accusatory as it intensifies readers feeling of anger and inadequacy
· Tips for maintaining a reader-friendly tone:
· Don’t plead with reader (please understand) or resort to name-calling
· Beware of mixed messages (I am sorry that we have chosen not to)
· Avoid statements based on assumptions (you will certainly agree/appreciate)
· Stick to facts and keep language jargon-free
· Avoid statements of opinion that can expose you to legal liability
· Edit timid or overly apologetic statements that weaker reader confidence in your decision (I am afraid that we cannot)
· Avoid unnecessarily writer-centred remarks (we cannot afford to)
· Use expressions of sympathy carefully to avoid hinting at the bad news
· Positive emphasis (as long as it doesn’t mislead reader into expecting good news), can compensate for the sense of limitation a reader may feel
· Sincerity and politeness lets reader down gently
· Subject line sets a tone for a message– add “Re.” to the original subject line OR type a new one IF the negative information you pass on is crucial to action-taking and decision-making OR drop subject line if it states the bad news too bluntly
· If you decide to use a subject line, select one that suits your purpose:
1. Positive subject line– highlights solutions in message and persuades readers of the benefits of potentially unpopular policies or changes
· Sometimes misleads reader
· “Upgrading Employee Benefits Package”
2. Neutral subject line– signals the topic without referring to the bad news
· Use in routine memos to peers and subordinates, especially when the news is minor or expected
· “Water Shut Off Sunday, October 5”
3. Negative subject line– uncommon but used to command attention for serious internal problems and issues that may be otherwise ignored
· Sometimes headline brief emails alerting readers to situations for which the reader is not at fault
· “Downgrade to AA Credit Rating”
· Closing should also keep the balance of your message: readers who have been let down can be upset by an upbeat complimentary close such as “Cheers” mistaking its friendliness for sarcasm

Organizing Bad News Messages
· 2 writing plans (direct and indirect) and must analyze the context and message’s anticipated effect on the reader to know which to use
· Before you write, must consider:
· How well you know the reader
· What position the reader holds relative to you
· How much information you can safely disclose to reader
· How prepared the reader is for the bad news
· How much resistance you anticipate
· How adversely the bad news will affect the reader
· What readers, especially of internal messages, are accustomed to
· No plan is complete without equal consideration of channel choice (e-mail is more comprehensible, voicemail is more persuasive and better maintaining a personal customer relationship)

Direct Writing Plans
· Use the direct approach in the following situations:
· When you know the reader well enough to understand his preference for directness
· When the bad news is expected or related to a know problem or delay
· When critical information might otherwise escape notice (price increases, change in policy, disruption in service)
· When the bad news is not serious or detrimental to the reader
· When it is company practice to write internal messages straightforwardly
· When you intend to terminate a business relationship
· Similar to delivering good news messages with one notable different– it follows up the explanation with the offer of alternative (whenever possible)
· Use 4 part approach when writing a direct bad news message:
1. Begin with a simple, well-phrased statement of the bad news (give news only once)
2. Provide an explanation that the reader can reasonably accept (keep it brief and clear, tell reader only what they need to know to justify a decision)
3. Offer an alternative if possible (promise only what is legally and realistically allowable)
4. Close with a goodwill statement that doesn’t refer to the bad news (avoid words such as difficulty, mistake, problem, regrettable error)
· Limitations:
· Gives a no-nonsense decisiveness impression
· Can seem cold and brusque
· Need to focus on tone that conveys respect and courtesy to make message polite without adding to its length

Indirect Writing Plans
· More traditional, agreeable and easier to understand
· Reverses the order of explanation and decision
· Use the indirect approach in the following situations:
· When you don’t know the reader well
· What bad news isn’t anticipated
· When you anticipate a strong negative reaction from the reader
· Main message is delayed until the reader has been prepared for it– reader is less likely to react negatively, toss the message aside, or take bad news personally  
· Use 4-part approach when writing indirect and can be modified depending on the specific type of message and how sensitive you need to be:
1. Begin with a buffer 
2. Provide a solid, reasonable explanation (establish background and reasoning)
3. State the bad news (phrase it to minimize impact and balance it with an alternative if possible)
4. Close with a goodwill statement

Bad News Buffer
· 1-3 sentences
· first defence against toxic messaging
· meaningful neutral statement that establishes rapport with reader without forecasting the bad news
· reduces surprise and puts reader in a more agreeable frame of mind
· expression of agreement, appreciation, or general principle or chronology of past communications (retracing events or correspondence relevant to situation)
· worded to avoid negative language
· never misleads reader into thinking positive news will follow
· guides reader to the explanation, often with a keyword
· internal messages or routine matters may not require buffers
· messages intended for superiors, customers, or job applicants benefit from buffers
· writing a good buffer is difficult so let the situation govern the type of buffer you use

Explaining the Bad News
· most important as it prepares reader for refusal or denial
· lets reader see that the negative message is based on valid, legitimate reasons, not snap judgement or weak excuses
· must be objective and reveal only what the reader rightfully needs to know
1. Stick to the facts and avoid editorializing
· Focus on strongest reason
· Be careful to not release confidential, legally sensitive information
· Avoid expressing a personal opinion that may be mistaken for the view of your organization or criticism of its policies 
· Goal is to clarify the decision and put it in perspective without making the situation worse with accusations
· Statements that you doubt a reader’s honesty (you claim that…) should be avoided
2. Refer to company policy as needed but don’t hide behind it
· Unless you want to distance yourself from negative information by using an official tone, avoid mechanically restating company policy to justify your decision (our company policy forbids….)
· Instead, point to the reason why the policy is reasonable, fair or beneficial 
3. Use positive or neutral words
· Should sound helpful, not as though you’re using technical language to evade the real issue
· Edit out words known to create resistance (impossible, unable, difficulty)
· Avoid phrases such as “please understand” that begs the reader to agree with you

Revealing the Bad News
· Take the sting out of unfavourable news by using one or more de-emphasizing techniques that lessen its grammatical presence and impact
· Even with these techniques, you must state the bad news clearly so the reader won’t need to ask for clarification
1. Put the bad news in a dependent clause
· De-emphasizes what they convey due to grammatical incompleteness
· Readers are less likely to linger over clauses beginning with although, as, because, if, since, while, or whereas, and are more likely to focus on the independent clause in a complex sentence
2. Suggest a compromise or alternative
· Alternatives focus on what your company can do and show you are focused on solving the problem
· Eases the limitation the reader may feel
· Give the alternative maximum impact by putting it in an independent clause in a complex sentence or on its own
· Provide enough information that the reader can act on the suggestion
· “although your printer could not be repaired, we would like to offer you a 15% discount and free extended warranty on your next purchase”
3. Use passive voice
· Allows you to describe an action without identifying who performed it
· Facts stand out, personalities and their conflicts fade into the background
· Use alone or as part of the dependent clause
· “although a refund cannot be granted at this time, we can offer you free shipping on your next order”
4. Use long sentences 
· More than 15 words tends to de-emphasize content
5. Use positive language
· Present information as being glass half full rather than half empty
· Avoid words and phrases that readers may perceive as harshly negative
· “we refuse to accept applications after March 15” is better phrased as “applications will be accepted until March 15”
6. Avoid spotlighting the bad news
· Put bad news in the middle of a sentence or paragraph where it is less noticeable 
· Beginning with bad news increases its shock value, ending with it adds to the possibility the reader will dwell on it 
· Try to combine the bad news with a reasonable explanation or good news alternative, don’t let it sit by itself in a single, high-emphasis paragraph
7. Imply the refusal
· For this technique to be effective, the explanation must be clear and thorough
· “Our on-site training facility can accommodate a group of up to 20 people” (implied refusal for request of software training for group of 30)
· backfires if readers don’t grasp the negative information, putting you in the awkward position of having to say no in a second letter that states the news more directly

Goodwill Closing
· last chance to repair goodwill and normalize relationships so business can continue
· must be consistent with the tone and content of your message so it sounds related and sincere
· must refocus business relationships and express confidence that those relationships will continue
· positive, you-centred remarks work well as long as the cheerfulness doesn’t encourage readers to think you are happy about delivering the bad news
1. don’t repeat the bad news, remind the reader of past problems, or hint at future difficulty 
· focus on problem’s resolution
· don’t use words like problem, difficulty, error, mistake, trouble etc.
2. do offer your good wishes to the reader
· most important when declining job applications and invitations or writing to a customer
· should sound genuine and conciliatory, not over don e
3. don’t invite further correspondence unless you sincerely want contact
· if the matter isn’t open for debate, don’t encourage the reader to believe your decision isn’t final by signing off with a suggestion on further contact (readers who wont take no for an answer will pursue the matter further)
· goodwill should be the final step in encouraging the reader to accept the news and close the door
4. Don’t apologize for having to say no, especially at the end of your message
· A brief, sincere apology may be appropriate occasionally, but unnecessary apologies can undermine your authority and weaken your explanation
· Apologies can also expose organizations to legal liability (be cautious or seek legal counsel)
5. Don’t take credit for helping the reader unless you have actually provided assistance
· “I hope this information has been useful to you” can boost the readers mood and ring false if you’ve done nothing for the reader

Limitations of the Indirect Strategy
· readers can see through the delaying tactics of the buffered opening and explanation and suspect the true purpose of the message
· often seen as manipulative rather than polite
· longer, making greater demands on the reader’s time and patience

Apologies in Bad News Messages
· first decade of 21st century has been called the age of apology
· apologies are seen as important because they play a key role in managing impressions customers, stakeholders, followers, and the general public may have
· essential to restoring image and reputations to explain and make amends for an offence
· people who have been wronged expect justice, and an apology is the first step in offering this
· common in bad news messages on many platforms and channels, but they are not standard in every message of this kind
· Apologies have several functions:
· Restoring dignity and a sense of justice
· Expressing fairness
· Reducing the effects of anger
· Providing a convincing explanation for the offence
· Giving assurances that the same thing won’t occur in the future
· Apologies have several elements (not all are included for each apology):
· Acknowledgment of the offence
· Explanation of factors contributing to the offence
· Show or remorse
· Offer to repair or restitution
· Commitment to reform
· At the highest level of management, some companies may choose to not apologize out of fear that their words may not be taken as an admission of guilt or may even have a negative impact on employees not responsible for the mistake
· Apologizing with advice from a lawyer, is the first step in recovering from a setback
· Apologies must be handled with care to avoid misinterpretation from a poorly worded apology
· 4 main points to remember about apologies:
1. Don’t apologize for minor errors that have been promptly corrected or when there is nothing to apologize for
· when you have done your best to correct a problem or delay resulting from circumstances beyond your control, provide an explanation in place of an apology
2. Do apologize for any serious trouble or inconvenience for which you or your company is responsible for
· issue a brief, sincere apology as early in the message as you can without overdramatizing
· don’t leave the apology to the end as it can seem like an afterthought and remind readers of their difficulty
· if you think an apology could admit liability, refer the matter to an experienced colleague or company-affiliated legal expert
3. Craft apologies that fit with and extend your company’s narrative
· Consider apologies as a part of a larger corporate story (reflect company values)
· Control the narrative by asking colleagues for advice on how they handle apologies 
4. Control the tone of your apology 
· Strike a balance by registering remorse without sounding weak or defensive
· Restore confidence for serious errors by making receivers feel they are in capable hands

Types of Bad News Messages
REFUSING REQUESTS FOR INFORMATION, ACTIONS, AND FAVOURS
1. Buffer the opening
2. Give reasons for the refusal
3. Soften or subordinate the bad news
4. Offer an alternative or compromise if a good one is available
5. Renew goodwill in closing
REFUSING CLAIMS
· You may be in the middle of an upsetting or hostile situation that can easily deteriorate
· Using the indirect approach allows you to let the reader down gently and emphasizes on an explanation that helps you communicate the desire to be fair and encourages the reader to believe that the claim has been given thorough and serious consideration
· The dual purpose of a claim response is to put the matter to rest while retaining the goodwill of current customer
1. Begin with a statement of appreciation, common ground, or understanding
· Open neutrally, even if its just to thank the reader
· Don’t raise false hopes or mislead the reader into believing that they are entitled to something 
2. Provide a concise, factual explanation
· Use emotionally neutral, objective language to review facts or disputes and explain why the claim must be refused
· Acknowledge any correct assertion by the claimant and avoid assigning blame
· Show how policies are reasonable by emphasizes its purpose or benefit to the current circumstances
· Avoid negative language and edit long explanations that can leave readers feeling patronized
3. Don’t apologize for saying no
· Unless the situation truly warrants it (even brief “im sorry” does the job)
· Hedging your refusal can give readers the false impression that your decision isn’t final 
· Implied refusals are workable, but only if the claimant can fully grasp that the answer is no
4. End in a friendly, confident, conciliatory way
· Don’t close by reminding the claimant of the refusal or by using language that implies the claimant will be dissatisfied with your decision and stop being your customer
· Assume the role of problem-solver (consider the next best thing you can offer)
· Provide information for where the claimant can seek help with the problem or go for servicing on a product if applicable
· If claim has been denied due to lack of supporting documentation, suggest that the claimant resubmits the request for adjustment, otherwise do not invite them to try it again
REFUSING CREDIT
· Most companies prepare carefully worded, lawyer reviewed credit refusals (often as a template) for use by credit managers and their departments. 
· Refusing credit can cause hard feelings, with consequences for future business
· The goal is to draft a sensitive, respectful refusal that says no without criticizing applicants for their low cash reserves, debts, or poor credit records, and without raising false expectations of future credit
· It is sometimes in the company’s best interest to give no reason for the denial but to simply refer them to the credit agency on whose information the decision is based
· Follow these steps when writing credit refusals:
1. Buffer the opening (refer to credit application and express appreciation)
2. Use discretion in explaining the reason for the refusal
· Be careful in disclosing third-party information
· Business clients often provide financial information directly to suppliers (only in these circumstances you are free to state reasoning straightforwardly, and even then you must avoid offending people)
3. Soften the refusal with a passive-voice construction
4. Offer incentives to sustain business (point out advantage of doing business on a cash basis)
TURNING DOWN JOB APPLICANT
· Sending written notification to every unsuccessful candidate is often impossible, so job advertisements now state that only candidates selected for interview will be contacted
· Companies can draft a rejection letter based on the indirect approach (preferred) or direct approach (increasingly common)
· Insensitive job rejection letters are damaging to the applicants ego and to the company’s corporate image 
· Form letters are a common way of notifying a sizable applicant pool prior to interview
· Use “mail merge” feature in word to personalize a standard letter, allowing each applicant to be addressed individually
· Personal letter is a must for applicants selected for interview but not hired because they have already spent so much time and effort pursuing the position
1. Open by cushioning the refusal
· Include a general comment on the overall standard of applications and/or thank the applicant
· Never mislead the applicant into thinking they got the job
2. Give reasons for the company’s selection if possible
· Protect the confidentiality of decision makers and never disclose details of the selection process or legally sensitive information that could embarrass your organization or invite litigation
· Do not volunteer too much information or express personal opinion as it is risky and hurtful
3. Quickly move on to the bad news
· State it only once, using appropriate de-emphasizing techniques and a personal tone
4. Gently encourage the applicant
· Offer a positive message of good luck expressed with sincerity
· Point to future employment possibilities if you are interested in hiring the applicant when there is a suitable opening
ANNOUNCING BAD NEWS TO EMPLOYEES
· Announcements of setbacks and reminders of unpopular policies or procedures affect employee moral and performance
· Information must be communicated skillfully to motivate employees to comply with new measures 
· Some organizations use the direct approach for all internal messages, others use the indirect approach if the negative message is new or surprising
· The more serious the bad news is the more employees benefit from an explanation to put the situation into perspective
· Before you write, consider:
1. Why has the decision forcing the announcement of bad news been made?
2. What is the purpose of the change?
3. How does the bad news affect employees?
DECLINING INVITATIONS
· Invitations offer valuable opportunities to network, learn, and promote your organization
· The way you decline depends on how well you know the reader and how much your attendance is expected
· Large events– send brief regrets with expression of thanks for invitation
· From important client or superior– must ensure your refusal wont seem like a personal rebuff (make special effort to maintain goodwill with warm tone and focus on something positive about the situation)
1. Express appreciation for the invitation or pay the reader a compliment
2. Express your regret at not being able to attend, and if appropriate, explain why you are unavailable 
3. Propose a constructive alternative if one is not available (someone to speak in your place or express interest in attending a future event)
4. End by renewing goodwill (good wishes of success, thanks or praise, forward-looking remark etc. DO NOT backtrack to the refusal)

Responding to Negative Messages on Social Media
· Social media environments offer businesses extraordinary exposure and opportunities for marketing and brand promotion and the chance to engage with and learn from their customers in ways that help them build their business and customer base
· Negative feedback has costlier and potentially longer-lasting consequences on social media
· Companies are vulnerable to attacks because negative comments spread very far and very fast in online environments
· Best practices when responding to unfavourable social media posts are:
1. Be strategic and swift in responding
2. Avoid using defensive, threatening or coercive language
3. Discreetly move the conversation to a less public forum (offer to address concerns over private chat)

MCS2000 Chapter 9

Writing Persuasively
· When you ask for a favour, present new ideas, promote a product or explain how to solve a problem, you can sometimes meet with resistance
· People may hesitate to do as you say if it involves time, money, effort, or change
· You can rely on special persuasive strategies and an indirect approach to help you gain compliance, minimize objections, and get the results you seek
· Persuasion– the process of gradually influencing attitudes and behaviours and motivating the audience to act 
· Persuasive communication motivates readers to accept recommendations and act on requests by breaking down resistance and establishing rapport with readers by appealing to their needs, interests, values, and power of reason
· The value of persuasive messaging is that it achieves its purpose without threats or manipulation
· It doesn’t coerce or make readers do something; it makes them want to do it, in part by respecting their views and intelligence
· Reasonable propositions, well-framed arguments, vivid supporting evidence and effort to establish credibility and rapport make the message relatable and is key to convincing people 
· Persuasion is a valued workplace skill with endless applications
· Any message that encourages action requires persuasion (favour requests, contestable claims, collection letters, sales and fundraising letters, and job application letters)
· Persuasive skills are essential to the exchange of ideas, productivity, and innovation because they help to make things happen both inside and outside of traditional hierarchies

Preparing to Write Persuasively
1. Know your purpose and what you want the reader to do
· Your goal is to make your request and make it seem reasonable, appealing, and beneficial to the reader
· Easier to convince reader when you know your exact purpose before you write
· Collect data that will help you overcome resistance and allow readers to follow up easily
2. Understand what motivates your reader
· Analyze your audience in terms of its perceived goals and needs (Maslow: physiological needs–safety & security– love & sense of belonging–esteem–self-actualization)
· Persuasive writing taps into those needs so it is important to show how your request satisfies one or more of them
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3. Consider design and layout
· Opinions are often formed based on appearance alone
· Proper layout (proportioning, typography, use of white space) puts document in a positive light and makes it look attractive and professional
4. Be positive and accurate 
· Adopt a sincere, confident tone and use positive, reader-centred language
· Match your phrasing to your relationship with reader and avoid giving the impression that you are handing orders
5. Anticipate objections and plan how to deal with them
· Overcoming resistance depends on swaying readers in three processes of influence: 1) compliance (through rewards-benefit or punishments) 2) identification (commonality) 3) internalization (affirmation of goals and values)
· Must consider why readers might object and be prepared to offer clear and compelling counter-arguments to refute the opposing view
· Best done in a non-threatening and balanced way (rewards>punishment)
· Try to frame your persuasion request as a win-win proposition
· To counter resistance and encourage readers to say yes, use one of the following arguments: 1) short term pain for long term gain– small sacrifices result in achievement of greater long-term objective. 2) advantages outweigh disadvantages. 3) money/time spent now is money/time saved later. 4)investment of time or money will bring other benefits

Persuasive Appeals
· Persuasive messages appeal to the reader’s reasoning, emotions, or sense of what is right and credible
· Success of your communication depends on the strength of the case you build
· Not all audiences and tasks are the same, so messages can rely on a single or combined appeal
1. Appeal to reason: people in business respond best to logical presentations of evidence (non-numerical facts, expert opinions, statistics, examples, and analogies)
· Effective reasoning based on evidence in one or more of these forms lead the reader to a conclusion and to accept that the writer is right and knowledgeable 
· Persuasion must show clear, logical development, with facts adding up like numbers in an equation
· You should also answer questions the reader is likely to raise and eliminate errors in logic which can rob your appeal of its persuasive power (logical fallacy)
· Post hoc ergo propter hoc (mistaking coincidence for cause)
· Circular arguments (restating an opinion instead of backing it up)
· Begging the question (sidetracking reader from important issue)
· False analogy (making a comparison that doesn’t apply)
2. Appeal to emotion: when facts fail to convince, emotional appeal can motivate people to act and respond
· Reader actually WANTS to do it
· Tapping into emotions can be risky and seem manipulative to a reader who is not entirely on your side
· Have the most limited application to business messages and work only when they rest on a strong logical foundation
· Uses words such as deserve, special, safe, new, and free
· Stories, concrete examples, and descriptions based on sense impressions
3. Appeal to ethics: establish credibility beforehand or create it during a message
· Credibility refers to how believable, responsible and ethical you are perceived to be 
· Credibility has several sources:
· Specialized knowledge (expertise, logic, strength of evidence, opinions)
· Reputation (character and past conduct)
· Authority (business title, fine to use but don’t abuse)
· Familiarity (identify mutual interest or common goal)
· Avoid sarcasm and hostility, and focus on reader benefits

Indirect Writing Plan for Persuasive Messages
· 3 step plan to overcome resistance and indifference:
1. Obtain interest– short paragraph to make good first impression and provide incentive for the reader to pay attention (define problem, identify common ground, cite reader benefits, ask a question or state a relevant fact to spark interest)
2. Prove your proposal or product can benefit the reader– explain how what you proposed meets a particular need (benefits may be indirect or direct, give readers info they need to act on your request and deal with any objections they might have)
3. Ask for action and link it to reader benefit– specific and confident request linked to incentives that motivate readers to act immediately and decisively (sometimes even by a set deadline, reader must act on it)

Types of Persuasive Messages
FAVOUR AND ACTION REQUEST
· An indirect strategy is best because the direct benefits of the reader are usually small or non-existence, so focusing on the indirect benefits of complying reassures the reader that they are doing the right thing
1. Gain favourable attention– use a genuine compliment or fact to awaken their social conscience (do not provide them with excuse or making an apology)
2. Persuade the reader to accept– give the reader background details and understand what they have to gain. Help readers view the request positively by associating it with:
· The chance to assume leadership role or showcase talent
· The chance to network or gain exposure for their views
· The chanced to help others bring change in workplace or community
		*specify exactly what the favour involves by referring to dates, times, location
3. Ask for action– express request with confidence and courtesy to encourage acceptance (provide information for follow up and that you are looking forward to a response)
PERSUASIVE MEMOS
· Describes a problem to employees and presents a solution that ends in a related request
· Indirect problem-solution strategy gains attention and gradual support for an action required of employees or an idea that needs approval prior to implementation 
· Communicates facts and benefits before it pushes for action so there is a less chance the initiative it endorses will be misunderstood or rejected prematurely
· Overcomes resistance and convinces reader that the plan will work and is necessary by building an honest and logical argument
· Memo succeeds when it puts words and ideas into action and wins support for a well-defined problem
· Steps to writing a problem-solving memo:
1. Summarize the problem– identify cause of problem and suggest that it is solvable (use subject line to focus on positive results and benefits)
2. Explain how the problem can be solved– if problem is relevant to readers, they will want to continue reading so establish a logical foundation with statistical evidence, facts, figures, and outline benefits
3. Minimize resistance– anticipate objections and acknowledge an alternative solution (offer counter-arguments to show that your solution is superior to all others)
4. Ask for specific action– be firm but polite and set deadline for readers to respond as long as it doesn’t seem aggressive and offer incentives (time or money saved)
CLAIM REQUESTS
· Straightforward, well-justified claims can be made directly
· When claim is judged questionable, persuasive strategies must be used
· First prove the legitimacy of your claim with a clear line of reasoning
· Weak or questionable claims can be strengthened with expression of confidence in a company’s integrity and fairness and appeals to its pride in products and reputation (successful businesses want customers to be satisfied)
· Important to use a moderate tone (make a complaint without sounding like a complainer) so that you don’t lose respect
1. Gain positive attention– begin with compliment, shared interest, review of action taken to solve problem, or your original reason for buying the product or service
2. Prove your claim is valid– describe the problem in a calm and credible way with an explanation of what happened and what you have done to resolve the problem
· Provide supporting data to help with assessment (order #, delivery date, shipment method, description of item etc.)
· Your line of reasoning should lead the reader to conclude that responsibility rests with the company, not you
· Take steps to defend yourself against possible blame
· Attach supporting documents (sales receipt, invoices etc.)
3. Ask for specific action– state how it can be resolved and what you expect the company to do (must express confidence in company’s ethical standards and willingness to uphold its reputation)
COLLECTION LETTERS
· Series (3-5) of increasingly persuasive appeals to a customer asking for payment for goods and services already received
· The longer the bill remains unpaid, the more demanding and urgent the letters become
· Forcefulness of a collection demand also depends on the relationship between the creditor and debtor
· Customers that usually pay on time– courtesy is important to relationship
· Customers with record of unreliability– firmed approach that is reinforced by a no-nonsense tone that is direct but still polite
· Adapting your message to the type of debtor you are dealing with can help you recover the money owed faster without risking future business
· Collection letters generally follow 3 stages:
1. Reminder– collection letter that informs a customer in a friendly way that payment has not been received (mentions credit score, alerts customer to problem, and asks for response) 
· Assumption that customer intends to pay but has forgotten and fallen behind
· Personalized letter or original involve stamped “Second Notice”
2. Inquiry– collection letter that attempts to determine the circumstances that are preventing payment and asks for payment (summarizes situation, expresses concern, and asks for explanation or immediate payment)
· Assumption that the customer has a legitimate reason for not paying
· Request is reinforced by positive appeals to one or more of the following:
· Fairness (pay for goods already received)
· Reputation (benefits of debt payment to company or person’s good name)
· Sympathy (express concern while reminding customer that they must pay)
· Self-interest (show that prompt payment removes risks to credit rating and keeps interest charges low)
· Offer option to negotiate an instalment payment plan
3. Demand– collection letter that makes a firm request for immediate payment and attempts to convince the debtor to pay the bill within a stated time by raising the possibility of legal action
· Look at previous notices to strengthen your case if you need to launch legal proceedings
· Tone should be courteous but also express reluctance at having to take action but determined to do so if the customer doesn’t pay
· Impose a time limit (usually 10 days)

Sales Messages
· Successful sales people are usually effective communicators:
· They know that sales messages build a business by advertising directly
· They rely on market research and use it to adapt their sales messages to targeted groups (demographics, preferences, needs)
· They use mailing lists based on the research (direct-mail marketing)
· Direct-mail sales messages are reader adapted, making them different from promotions such as brochures and catalogues that are part of direct-mail packages
· They realize that most sales messages are unsolicited and frequently ignored so they avoid hard-sell pitches and deceptive product claims that turn readers off
· They minimize risk for buyers by providing product information, indicating how they will benefit, and building confidence in product value and performance (then at the end they push for sales)
· They use appropriate persuasive appeals and incentives to create desire and then translate that into sales and ongoing relationship of trust with customers
· Sales letters– letter that promotes a product, service, or business and seeks prospective customers or additional sales (longer than average business letter because they are rich in details to make readers want the product)
· Composed one by one or as form letters, sent out in mailings of hundreds or even thousands
· In large organizations specialists oversee market research and promotional writing, in small organizations they are handled by individual employees or outsourced

Aiming to Make a Sale: Analyzing the Product and Audience
· Careful planning is essential so start with the following steps:
1. Study the product or service– must be knowledgeable about design, construction, materials, manufacturing process, operation, efficiency, warranty, availability of colours and finishes, special features etc. Know what gives your product edge over competition and compare its price with others
2. Learn as much as possible about the target audience– draw up profile of intended readers based on age, sex, education, income, lifestyle etc.
3. Aim for an ethical sales pitch– stick to facts and use objective, concrete language
4. Consider the timing, presentation, personalization and tone of your message– ensure its delivered when interest is high, it’s a visually appealing message, make strategic use of captions and images, use a warm and respectful tone

Writing Plan for Sales Letter
· Involves 4 step writing process:
1. Gain attention– use an honest and relevant lead in with a fact, good news, special offer, product feature, question, or story (can bold or underline to add emphasis or incorporate as a caption or headline)
2. Introduce the product– link between the need you have identified and how the product meets that need
3. Make the product desirable–  make readers want the product and understand the needs it meets to satisfy their confidence and expectations
· Describe product from readers POV
· Balance possible doubts with clear reminders of benefits
· Use hype-free language and risk-reducing inducements such as warranty or money-back guarantee 
· Rely on statistics and testimonials or even stories on how the product was developed
· Emphasize the price by mentioning it early if the product is affordable otherwise de-emphasize it in one of the following ways:
· Mention it after you created the desire for the product
· Break the price down into smaller units
· Make the product a bargain with cost after discount
· Show savings over competitor’s product
· Link price with benefit
4. Ask for action and make responding simple– tell readers how easy it is to purchase and take action without delay by using positive emphasis combined with the imperative voice to discourage readers from procrastinating
· Provide toll-free order number, website, email, order form, or postage-paid envelope
· Use incentives and perks 
· Postscripts: high-impact sentences that attract attention as soon as the letter is opened, useful in spotlighting free offers for summarizing the central selling point or making a final appeal to readers to urge them to act promptly

Sales Follow-Up
· Confirms to customers the fact that they have made the right decision by purchasing a product
· Expression of appreciation for an order to reinforce goodwill and promote future business
· May also confirm details of sale or offer further services

Fundraising Messages
· Support and generosity depends on how well you show a problem could be solved or alleviated with a donation
· Should make the readers feel good about giving
· Affective fundraising message steps:
1. Identify an important problem
2. Show that the problem is solvable
3. Explain what your organization is doing to solve the problem (prove that the funds will be going to a good cause, outline past accomplishments and future goals with facts and statistics)
4. Ask for donation (explain deficiencies in public funding, suggest amounts in descending order or monthly pledge, even suggest other ways such as volunteer support)
· Fundraising package typically includes an appeal for donation, reply form, and postage-paid envelope

Persuasion through Social Media 
· Now an essential component of most businesses’ online marketing strategies
· Important driver of support for causes and social good (more likely to have support through social media than through traditional methods)
· Social media persuasion is measured by the degree to which one’s voice is “heard, repeated, and valued” and it can be achieved through the following techniques:
· Reciprocation– mirroring or responding in kind to someone’s post
· Social proof– finding out what matters to other people and creating value for others through engaging content
· Liking– establishing commonality by complimenting, making positive comments, sharing or liking
· Authority– establishing oneself as an expert
· Scarcity– opening up subscriptions to limited numbers of people and making their access to you more exclusive
· Social media influencers (SMIs): third part endorsers who have built relationships and earned trust with specific audiences or communities and who shape audience attitudes through social media postings
· Marketers must first identify and market to SMIs who have influence over the target market they wish to reach
· Once SMIs agree to be involved with the marketing plan, they may play the role as buyer, producing original marketing content for the brands they attach themselves to
· Their endorsements have a lot of value because of the solid relationships of trust SMIs build with their followers
· SMIs can be identified through 8 basic archetypes:
1) Visionaries– provide insight and note trends
2) Strategists– possess awareness of business dynamics and technological impacts, skilled in analysis and planning
3) Teachers– create communities to pass along their insights and help others learn new things
4) Tutors–  provide instructional tips and guidelines
5) Charismatics– exude charm and embrace technology and social concepts
6) Evangelists– follow an agenda bent on converting others
7) Coaches– motivate audience members to pursue their goals
8) Entertainers– amuse others through storytelling or humour

MCS2000 Chapter 10

A job search can involve several different types of activities and technologies, to get results from this process, follow these steps:
1. Tap into the full potential of social media
2. Master electronic job-search techniques
3. Read the career pages, classified ads, and financial sections of newspaper, trade and professional journals and business magazines
4. Learn to network
5. Use the hidden job market
6. Visit career centres or employment agencies
7. Think ahead (look at opportunities when you’re still a student, even if its unpaid for experience)
8. Polish your interpersonal and communication skills

Cold calls: unsolicited telephone call in which a job-seeker introduces himself or herself and asks about job openings
Employment agency: an organization that matches job candidates with jobs, sometimes for a fee

Tips to make the most of social media as you search for a job and build your career:
1. Create quality, business-oriented social media 
2. Get to be known as an expert
3. Show that you are team player
4. Be engaged

LinkedIn: launched in 2002, first social media site to allow users to create, manage and share their professional identities online (persuasive image-management tool, helps others see you as a leader and desired professional)
- to create an attention-grabbing profile, follow these steps:
1. Include a photo and preliminary information 
2. Complete the overview section of your profile
3. Make connections
4. Provide details of your experience and education
5. Provide a thorough, compelling background summary
6. Follow steps that will enable your profile to rank higher in search results
7. Enrich your profile with visual content
8. Solicit endorsements and recommendations
9. Update your profile to reflect fresh achievements and professional development

Writing Persuasive Resumes
Resume: persuasive written document for job applicants to summarize their qualifications and relate their education, work experience, and personal accomplishments to the needs of a prospective employer
How employers use resumes-
· Gathers standardized data
· Screens applicants using an electronic job-tracking system (key words pass to next stage)
Resume writing-
· Must be tight, clipped and action oriented
· Use capitals and/or boldface for headings
· Use consistent indenting
· Leave space between sections
· Proofread to catch errors
Resume sections- (*= optional)
· Name and contact info
· Objective/career profile*
· Summary of qualifications/profile*
· Education
· Experience
· Skills and capabilities*
· Awards/honours and activities*
· References*
Resume styles and layouts-
1. Chronological: standard and presented so recent experience in each category is listed first
· Shows sustained career growth and continuity
· Best for applicants with experience in their field
· Emphasizes jobs you’ve had over skills you possess
· Less suited to younger applicants with limited experience
· Bad for people with negative or irregular work history (shows gaps)
2. Functional: flexible and qualifications are presented in terms of notable achievements and abilities a
· Shows work-related skills and competencies
· Demonstrates capabilities that will be of value to the company
· Works well for applicants wanting to redirect their career or with limited work experiences
· Shows off volunteer experience
· Some recruiters may view the omission of a job history as a weakness
3. Combination: draws together the best of each style above, highlights capabilities and provides a complete record of employment
· Works best for recent graduates who may not have experience but do have the skills to gain employment
· Risky choice for anyone applying in traditional fields
General tips-
· Tell the truth
· Keep your resume up to date
· Create different versions of your resumes
· Fine-tune your resume for each new application
· Avoid gimmicks (use normal paper and normal fonts)

Scannable resume: paper or electronic resume prepared for scanning through uncluttered formatting and inclusion of a keywords section
· applicants with highest percentage of matching keywords are identified as good candidates and stands the best chance of being interviewed
· systems cannot handle graphics or symbols
· do not use hollow bullets, horizontal or vertical lines, italics, underlines, borders, shading, unusual fonts, coloured or textured paper or fold, staple or fax the resume

Tips for E-mail Resumes
1. Read application instructions carefully
2. Attach a resume or cover letter to your e-mail only when specifically requested
3. Use keywords
4. Include a cover letter
5. Make your subject line specific
6. Use formatting methods that make your resume more computer-friendly 
DO NOT USE:
· Special characters
· Word-wrap feature
· Bullets, italics, underlines, graphics or slashes (you have no way of knowing where page breaks will fall)
· Non-proportional typerfaces  

Application letter (cover letter): letter that accompanies a resume to summarize a job applicant’s qualifications and value to a prospective employer (sales letter)
- helps advance candidates to the interview phase and beyond
- normally 1 page in length
- interprets raw data from your resume to give readers a better understanding of how your skills and experience fit the job requirements (shows them what you are prepared to do for their company and your interest in the company) 
-general tips:
1. Camouflage I, me and mine
2. Use proper grammar and spelling
3. Use keywords from the job ad or posting
4. Use the same font that you used for your resume
5. Avoid dense, overloaded paragraphs
6. Don’t plead, apologize or exaggerate
7. Avoid a cookie-cutter approach
8. Strive for a tight, clear writing style
9. Keep a copy of your letter and record of jobs you have applied for

Solicited Application Letters: letter where a job seeker applies to an advertised position and asks for an interview
- goal is to convince prospective employers that you are not only qualified but are better than other candidates
-general tips:
1. Gain attention in the intro paragraph- name the specific job and indicate where you learned about it (several approaches)
2. Show that you are qualified by relating your skills to what the company requires in the middle paragraph
3. Ask for action in the closing paragraph 

Unsolicited Application Letters/Job-Prospecting Letters: letter where a job seeker introduces himself or herself and asks about job openings
- it should be clear why you want to work for the company, what you are prepared to do for it and how your assets and qualifications can bring benefits
- it attempts to create opportunity, put you in line for future considerations or inspire the creation of a new position
- difficult because you do not have a list of job requirements on which to base your pitch for employment
- general tips:
1. Show enthusiasm
2. Use the indirect approach
3. Do research that enables you to demonstrate your interest in and knowledge of the company

E-mail Cover Letters
· more like a cover note (brief)
· essential component of an online application
· include a specific and meaningful subject line
· limit yourself to the characters on the standard keyboard

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

Career Portfolios and E-Portfolios
· Shows how you are able to apply your knowledge, values, and expertise in the products you create
· Typically assembled in a 3-ring binder with a table of contents and dividers
· May also include explanations or reflections to help the reader understand the purpose of each piece as well as:
1. Statement of career goals
2. Summary of research projects
3. Details of professional development activities
4. Details of volunteer work and community service
5. Letter of recommendations
6. References

Job interview: structured face to face conversation between one or more recruiters and a job candidate, in which the latter’s qualifications for a position and potential performance are assessed
- Before the interview:
1. Prepare to minimize job interview anxiety
2. Become familiar with your non-verbal communication habits
3. Dress for the job
4. Anticipate what questions you might be asked
5. Be prepared to talk about your experiences and how you handled problems
6. Prepare several good questions to ask the interviewer
7. Practice 
· Use STARS technique to develop your response to behavioural questions
- At the interview:
1. Arrive on time or a little early
2. Go alone
3. Bring an extra copy of your resume and reference list
4. Mind your manners
5. Make a poised and confident first impression
6. Listen carefully to interviewer questions and don’t interrupt
7. Use correct English
8. Concentrate
9. Avoid being negative
10. Make intelligence of your research
11. Don’t obsess over salary or benefits
12. Don’t expect an immediate response
- After the interview:
1. Send a thank-you letter
2. Consider your options carefully

Follow-up letter: an informative letter that summarizes the key points of a job interview
· Let’s the employer know that you are still interested and serious about working for them and jogs their memory of your selling points
Reference letter request: seek individuals who think well of you and can speak knowledgeably about your skills and capabilities
· When seeking a letter be sure to:
1. Mention the job you’re applying for, its requirements and the application deadline
2. Update the reader on significant recent accomplishments
3. Review good experiences the referee may remember you by
4. Include a copy of your resume
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Introduction to Report Writing
1. business report– document in which factual information is compiled and organized for a specific purpose and audience
· helps managers and co-workers stay informed, review opinions, plan for the future, and make decisions
· helps departments coordinate activities
· let management see the big picture so they can respond quickly and decisively to minor personnel, business, and technical difficulties before they become major problems
· based on reliable facts and evidence, always separating verifiable fact from opinion and substantiating any view that is expressed
· legal documents that can be used as evidence in court, they must be accurate, complete, and objective, weighing both sides of an issue and demonstrating careful attention to detail
· play a major role in day-to-day functioning of an organization

Factors in Successful Reports
· Quality and effectiveness of report depend on three things:
1. Content
· Write with your aims, objectives, and main message in mind
· Weigh information according to what will be done with the report and what future use will be
· Include information needed for action-taking and decision-making by extracting facts from raw data and analyzing and interpreting it so they make sense to the reader
· Never manipulate facts and findings to arrive at a pre-determined conclusion 
· Take reader’s needs into account and consider background info the reader may or may not have
· Organize it in a logical way
2. Clarity
· Apply principles of good English (simple, straightforward, tightly constructed sentences with correct grammar, punctuation, and spelling)
· Guide the reader through your discussion (use overviews, transitions, headings and topic sentences)
· Use text citation selectively 
· Ensure facts are introduced in the right place (edit and delete extra material)
· Use consistent evaluation criteria when you weigh options and draw conclusions
3. Skimmability
· Select a readable font to reduce eye strain and lessen reading time
· Use informative headings and lists, signpost significant facts, emphasize the main ideas, show where your analysis is leading
· Use white space effectively

Informal vs. Formal Reports
· Informal– report using a letter or memo format, usually ranging for a few paragraphs to 10 pages in length (often under 1 or 2)
· Casual style, acceptable to use personal tone and the occasional personal pronoun
· Most routine and type you will write most often
· Formal– document of 10 or more pages based on extensive research and following a prescribed format or pattern that includes title page, cover letter, table of contents, and abstract
· Tackle complex and difficult problems
· Personal pronouns and contractions are not acceptable
· Have to conform to standards and layouts
· Uses well-designed and well-integrated computer generated graphics, tables, and illustrations for credibility and interest
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Distinguishing Features of Short Reports
· Purpose:
· A report may have one or several purposes or functions–
· Information (collecting data for reader)
· Information and analysis (interpreting data)
· Information, analysis, and recommendation (proposing course of action, solution to problem, new policy, or changing responsibilities)
· Informational reports– short report that solely collects data related to a routine activity (intro, findings, summary/conclusion). Readers are neutral and they want to know facts without being persuaded of anything.
· Analytical/recommendation reports– report that interprets and analyzes information and offers recommendations based on findings (persuasion may be required, so greater thought has to be given to how readers may respond and how the pros and cons of alternatives should be weighed and presented). Writers need to present evidence of findings and criteria for alternatives evaluated)
· Frequency of Submission
· Reports differ in terms of how often they are submitted:
1) Periodic reports– filed at regular time intervals according to a schedule (keeps readers up to date on activities)
2) One-time reports– presents the results of a special or long term project (deals with specific issues and designed to aid management decisions)
· Format and Distribution
· Reported information can be prepared and distributed in several ways (least to most formal):
1) Memorandum report– short, internal report presented in memo format
· Informal and conversational style
· Typed like typical memos with the following features: 1-1.25 inch side margins, standard guidewords TO, FROM, DATE, SUBJECT, single-spaced paragraphs separated by 2 blank lines
· Descriptive headings can be added to arrange facts and mark each section
2) Prepared-form report– time-saving preprinted forms with standardized headings useful for recording repetitive data or for describing routine activities within an organization
3) Letter report– short, external report presented in letter format (contains all elements found in a letter)
4) PowerPoint report– does not accommodate a high level of informative detail, so it is best to use the notes pages in a printed slide deck to provide adequate explanations for the slides
5) Formal report– prepared in manuscript format and printed on plain paper with headings and subheadings

Direct and Indirect Approaches
· Direct Approach– informational and analytical reports:
· Routine non-sensitive information relating to recurring activities and one-time situations
· Expectation that reader will support or be interested in what you have to say (no persuasion) and is arranged in order of: Purpose/Intro/Background, Facts/Findings, and Summary
· Used in analytical reports when you expect the reader will agree with you and is arranged in order of: Intro/Problem/Background, Conclusions/Recommendations, Facts/Findings, and Discussion/Analysis)
· Indirect Approach– analytical reports:
· Expect some resistance or displeasure (more persuasion=more indirect)
· Information is presented in order of: Purpose/Intro/Problem, Facts/Findings, Discussion/Analysis, and Conclusion/Recommendations
· Mirrors the logical process of problem-solving: works well when readers aren’t familiar with the topic or problem

Writing Style for Short Reports
· Must study your audience and understand their preferences and those of your organization
· Short informal reports use more personal language and may include personal pronouns and even contractions, but they still must project an air of objectivity and professionalism so the reader will accept their findings and conclusion
· When you know the reader well, your tone can be somewhat relaxed
· When the reader is a stranger or a top manager, it is better to err on the side of caution and use interpersonal style
· Avoid using offensive language and bias or exaggerating words
· Keep in mind that readers need to decode text when reading quickly
· Separate fact from opinion and back up all viewpoints 

Headings
· Word or short phrase, within the body of a document that identifies its parts and gives clues to its organization to guide reader through the text
· Break up text into meaningful and manageable segments, making information easier to find and creating breathing space for readers to collect their thoughts and absorb what they have read
· 7 tips for using headings:
1. Use either functional or descriptive headings
· Functional– basic and generic, and can be used in almost any report but are most commonly in routine ones
· Descriptive– heading that describes the actual content of a report and provides more information about it, tells reader what to expect and makes the report easy to skim
2. Keeping headings short and clear
· Limit them to 8 words
· But using too vague headings defeats the purpose of having a heading
3. Use parallel construction
· Subheads must be parallel to each other under the specific heading, but not necessarily parallel to subheads listed under other main headings
· Must be balanced phrases and grammatical structure
4. Ensure headings are clearly ranked
· Capitalize and underline headings consistently and stick with it for whole report
· Show rank and relative importance by formatting each level systematically
5. Put headings where they belong
· Don’t use subheadings unless you plan to divide the material that followings into at least 2 subsections 
· Unless a heading or subheading will be followed by at least 2 lines of text at the bottom of a page, type it at the top of the next page
6. Don’t enclose headings in quotation marks
· Unnecessary, bold and capitalization is enough for distinguishing 
7. Don’t use a heading as the antecedent for a pronoun
· The line of text after the heading or subheading should not begin with this, that, these, or those alone because the reader may not know what you’re referring to
· Instead, repeat the noun from the heading and add it to the pronoun

Steps in the Writing Process
1. PLANNING:
· Look at the situation, define boundaries and think about restrictions you may face in terms of time, finances and personnel
· Ask yourself if you will require any special services or additional personnel to carry out your work
· More extensive the report, the more people involved in production, the more necessary it is to create a work plan that includes a timeline
· A work plan sets out the scope of the project, outlines how work will be done, identifies the amount and types of research, divides responsibilities, and schedules completion dates
2. RESEARCHING/ANALYZING INFORMATION
· Findings must be current, valid, and reliable and must name their source and how they were derived and how recent they are
· Pay attention to the size of the sample group
· Extract facts through a process of sorting and logical sequencing for raw data
· For analytical reports, information-gathering goes hand in hand with spotting trends and relationships, identifying logical patterns, and being prepared to back them up with illustrations
· When working from raw numerical data, follow statistical terms like mean, median, mode and range are useful
· Data wont have an impact unless it is first stored, tabulated, and managed effectively
· Record information taken from documents carefully by developing good note-taking habits, scanning or photocopying, and saving digital files
· For each source record: title of document, web page, article, book, author name, publisher/web address and publication date/web access date
3. COMPOSING AND REVISING
· Prepare report on a word processor and safeguard against lost files and other mishaps by saving your document often
· Developing an outline can help you gain control over your material and smooth the flow of ideas and information
· Working outline can be written in point form or complete sentences and organized as alphanumeric (combines numbers and letters to differentiate headings) or decimal (combines numbers and decimal points to differentiate levels of headings)
· Whatever system you use, the number belongs before the heading, with the benefit of making the heading easier to reference
· Informal reports may not require lengthy outlines like formal reports
· Until the final edited version is submitted, think of your report as a work in progress (may require up to 3 drafts)
· If working collaboratively, make sure each group member has read the report and is satisfied with the text of the final draft before you edit it

Elements of Informal Reports
· Short, informal reports tell stories and share information in a logical and systematic way, grouping information in manageable and standardized elements 
· Any informal report has 3 major parts:
1. Introduction– provides readers with the information they need in order to understand and evaluate the report itself; it must include either the reports purpose or a statement of the problem the report addresses 
2. Findings– the most substantial part, qualitative and numeric data is presented and organized by time, convention, order of importance, or component
· Must present facts chronologically, alphabetically, or in order of importance
· Must draw comparisons, considering options one by one
· Must divide or classify, breaking it down into its component parts or applying consistent criteria in order to evaluate it
3. Summary– closing or second last section of a report that briefly restates its main points
· Conclusion/Recommendations– closing section of an analytical or a recommendation report in which specific actions are proposed to solve a problem or aid decision making
· Part that readers are most interested in
· Conclusion/recommendations differ
· Conclusions present objective analysis directly related to the reports problem and findings
· Recommendations make specific suggestions for actions that will solve the problem (phrased as commands beginning with a strong action word)
· Offer recommendations only when you have been asked to do so
· In analytical reports, recommendations comes after the intro or towards the end
· When chances are good that reader will be receptive to recommendation, include it in the title of report and then repeated in the body
· With more than one recommendation, list in order of importance
· Most informal reports do not include covers, title pages, table of contents, or lists of illustrations




Using Graphics and Visuals
· Visual aids– materials such as charts, graphs, tables, and illustrations that present information in visually appealing ways to show trends and relationships, represent numbers and quantities and make abstract concepts concrete
· The most effective visuals meet several criteria:
· Clearly titled and labelled
· Uncluttered, intuitive, and easy to understand
· Accurate, functional, and ethical
· Included for a purpose
· Integrated where they make the most sense (where they are referred to or in appendix)
· Graphs and charts are best used: “give the viewer the greatest number of ideas in the shortest space of time with the least ink in the smallest space”

Types of Graphics
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TABLES:
· Chart that presents data, in a compact and systematic arrangement of rows and columns (usually numerical)
· Most common visual
MATRIX:
· Word table that presents qualitative information in a rectangular format or arrangement
· Used to list instructional materials and consolidate complex information 
PIE CHART:
· Circular chart divided into sections, where each section represents a numerical proportion to the whole 
· Most useful for comparing one segment to the whole
BAR CHART:
· Visual consisting of parallel horizontal or vertical bars of varying lengths, each representing a specific item for comparison
· Divided bar chart (or segmented bar chart)– single bar divided according to the different portions that make up an item as a whole
· Deviation bar chart– specific type of bar chart that shows positive and negative values
PICTURE GRAPH:
· Visual that uses pictorial symbols to represent a particular item
· Looks like bar graph
LINE GRAPH:
· Visual that uses lines on a grid to show trends according to the relationship between 2 variables or a sets of numbers
· Grouped line graph– line graph that makes comparison between 2 or more items
· Show the zero point of graph, insert break if inconvenient to begin at zero
· Quantities on y axis, time on x axis
· To draw attention to values, mark small dots at intersection points
· To emphasize the difference between 2 lines, shade between them
· Handle scales carefully so the data is free of distortion and all data is equally distributed
· As needed, include a key that explains lines and symbols
· If data is from secondary source, put source line at lower left corner of figure
GANTT CHART:
· Bar chart used to show a schedule
· Used for planning projects
FLOW CHART:
· Diagram that maps out procedures, processes, or sequences of movement
· Uses captioned symbols of different geometric shapes (ISO shapes) joined by lined arrows
ORGANIZATIONAL CHART:
· Diagram that shows how various levels of sectors of the organization are related to one another
· Looks like a family tree
INFOGRAPHICS AND DATA VISUALIZATIONS:
· Information graphics– visual display that conveys data in a quick, clear, and engaging way
· Most effective for communicating complex info with many components to a large, diverse audience
· Frequently used to disseminate critical information to general populations
· Useful in telling readers a story about the data
· Appeal to and engage intended audience
· Represent information accurately
· Make information easy to comprehend and memorable
· Provide sufficient context
· Support comparison
· Use graphical representations that will be familiar to audience members
· Keep in mind the principles of visual design when designing infographics
· Unity can be achieved through repetition
· Bright colours draw viewers attention and contrast between colours help viewers differentiate components
· Best practices:
· Aim to provide informative, shareable content
· Leave space between elements and keep it simple
· Emphasize most important element to create a focal point
· Keep the message concise and use plain English
· Select a font that is easy to read
· Use clear captions
· Give visuals precedence over text
· Use charts to show comparative data
· Use line graphs to show trends
· Use symbols or icons to stand for products and industries
· Use groups of floating balloons to show percentages
· Apps such as Piktochart, Easel.ly and Vennage, are easy to use and produce professional-looking results

Commonly Used Short Reports: Informational and Analytical
INFORMATIONAL
· Deliver routine information about different kinds of activities
1. Ongoing– need to be monitored at regular intervals (sales calls)
2. Non-routine, case by case– must be accounted for and reported to management (business trip)
· Brief opening as reader is familiar with it
· Business-like style, pared-down paragraphs, bulleted lists, and graphic highlighting techniques ensue that important facts are easy to find
· Prepared in letter, memo, email formats, templates, and even powerpoint
· Specific types include progress reports, activity reports, trip/conference reports, and investigative reports
· Periodic reports– describe periodic, recurring activities and record data and outcomes (purpose is to assist in the monitoring of operations and keep management informed on status quo)
· Situational reports– written in response to business trips or progress of continuing project
· Incident reports–documents problems or unexpected occurrences that affect a company’s day to day operations (Answers who what when where why how)
· Describes only what is known for certain without speculations or inferences about fault, cause, or liability
· Spotlight areas of weakness in policy and procedure to prevent them from reoccurring
· Investigative reports– written in response to a one time request for information about a specific problem or situation
· Can either supply the details or over interpretation and recommendations
· Intro, body, summary
· Compliance reports– disclose information to governing bodies and government agencies in compliance with laws and regulations
· Recommendation reports–recommends action, often in response to a specific problem (commissioned, recommendations are asked for)
· Justification reports– justifies the need for a purchase, investment, policy change, or hiring (problem solving function but prepared voluntarily)
· Recommendation and justification reports can be organized directly or indirectly depending on how receptive readers will be:
· DIRECT PATTERN: introduce problem briefly, present recommendation, justify it by highlighting advantages and benefits and explain in more detail, end with summary that refers to actions that need to be taken
· INDIRECT PATTERN: introduce problem and provide details that convince readers of its seriousness (do not reveal recommendations), discuss alternatives under descriptive headings, starting with the least likely and ending with recommendation, show the advantages of your solution and that they outweigh the disadvantages, summarize action to be taken and ask for authorization
· Feasibility reports– evaluates whether a project or an alternative is advisable and practical (determines their worthiness and chances of success)
· First step before any new project is launched
· Reports project costs, staffing need, scheduling, potential problems, and benefits
· Step process to writing a feasibility report:
1) Announce decision to be made and list alternatives
2) Describe problem necessitating decision
3) Evaluate positive and negative aspects of project (including potential problems)
4) Calculate costs and discuss time frames
· Summaries– compress long information and condense it to what management needs to know (primary ideas, conclusion, recommendations)
· To-file reports– provides permanent written record of decisions, discussions, and directives (left on file for future reference)
· Proposals– presents plans and ideas for consideration and acceptance by the reader (suggest the way and means of solving problems and uses persuasion)
· May be competitive or internal
· Trip report (conference report)– short report summarizing the events of a trip
· Prepared as an email or memo and addressed to an immediate supervisor
· Record of what employee learned and accomplished on the trip to allow the entire organization to benefit from information
· Sometimes involves recommendations or suggested actions based on trip events
· Being selective is key to writing this type of report as it should be brief and focus on major events (max. of 5 relevant topics)
· Use topics to organize report instead of a chronological pattern that can tempt writers to record everything that happened
· Includes the following elements:
1) Subject line (event/destination and date)
2) Introduction (gives event, specifies exact dates, explains purpose, previews main points)
3) Body (devotes a section to each main topic, use headings)
4) Conclusion (expresses appreciation and may make recommendations)
· Expense report is often attached for proof company travel dollars have been wisely spent
· Activity report– documents ongoing activities or projects of a division or department
· Sometimes called periodic or stgatus reports
· Help middle and senior managers stay informed and alert to unusual events
· Can contain a range of information (numerical to detailed discussion)
· Must deliver complete and accurate account for events, good or bad
· Developed through 3 categories:
1) Summary (lists highlights of activities and projects during reporting period)
2) Update (current problems and irregularities, competition news of interest)
3) Needs/Plans (overviews needs and forecasts plans for next period)
· Progress report– monitor headway on a project at various intervals from start-up to completion and summarizes what has been done, what is currently underway, and what remains to be done
· Indicates if project is on schedule and if any measures need to be taken to correct problems 
· Helps managers adjust schedules, allocate personnel and equipment, and revise budgets
· Typically arranged in the following pattern:
1) Opening summary (no heading, comments on status of project in terms of original schedule and goals and progress that has been made to date)
2) “Work Completed” section (what has been done since last report and notes any problems and solutions)
3) “Work in Progress” section (optional, lists work currently being done)
4) “Work to be Completed” section (describes work that remains and notes foreseeable problems and likely solutions, schedule can also be included in this section or under separate heading)
5) Closing/Forecast (no heading, looks ahead to progress that will be made until next report and expresses confidence or discusses extension)
· Job completion report– last in series of progress reports for a lengthy project to provide closure, putting the project and what has been learned from it in perspective
· Sometimes they are one-time reports arising from a short or small project
· Ensures shared understanding about the work that has taken place and any actions required in response to it
· Typically not more than 3 pages long, can be longer if scope of project requires lengthy analysis and supporting material like tables and charts
· The bigger the budget, the bigger the report
· Typically arranged in the following order:
1) Opening (overview naming project, clients, confirming completion, briefly identifying major tasks or activities, noting outcomes, successes, next steps, or special circumstances)
2) Background (describes job purpose, who supervised it, what the original contract called for, who’s involved, project budget, start and completion dates)
3) Project milestones (all major accomplishments)
4) Variances (deviations from original plan, problems encountered, and explanations why, how it was addressed and how it affected the project)
5) Action (restates outcome and asks reader to review, respond, or sign-off)
· Incident reports– helps organizations assess the problem, correct it, and make changes necessary to prevent the problem from happening again
· Effective for risk management as it captures accidents with the potential to become claims
· Must be filed promptly, accurately and with due diligence
· Follows simple memo format as they are internal matters 
· Forms and templates used so reports can be filed quickly
· Narratives like news stories and present facts objectively but avoid assigning blame
· Short term frame for completion and submission (24-72 hours), any delay must be disclosed and explained
· At minimum incident reports should include: names and contact information of supervisor and any witness, detailed description of event (including time, place, names of individuals involved), objective assessment of the root cause of the event and recommendations to prevent a recurrence
· Use direct writing plan, careful language, and factual details 
· Includes the following sections:
1) Subject line (event and date)
2) Opening (summary statement noting incident, date, who it primarily affected, what result was)
3) Body (precise description of problem: what happened, was anybody hurt, did injury result in lost time or change/reduction in duties)
4) Conclusion (follows through on assessment by describing if incident was preventable and what has been done to correct problem)
· Problem-investigation reports– written for 2 reasons:
1. Provide info or research that does not result in action or recommendation, as follow-up to a request
2. Document how a problem has been resolved
· Must clearly describe issue, whether it involves repairs, reorganization, purchase or installation of new equipment, launching of new project, or allocation of people, space or resource
· Descriptive headings are most effective:
1) Summary of main points (defines problem, notes causes, resolution, and notes any further steps that should be taken)
2) Background or history (establishes reports purpose and sets out the circumstances in which the problem was discovered and causes of problem)
3) Approach and findings (approaches taken, criteria applied in resolution, reviews findings and discusses their significance)
4) Conclusion (notes what has been or should be done and by whom, outlines disadvantages of solution, states how corrected problem leads to better outcome)
5) Appendix or attachment (optional, supplies data and evidence that cannot easily be including in other sections)
· Summary report– careful analysis or source documents and ability to distinguish essential information from amplifying material
· Steps to writing report that accurately reflects organization and emphasis on original article:
1) Scan, then carefully read source material (identify central ideas)
2) Decide what you can do with it (eliminate and condense)
3) Use underlined points to create a draft of summary (hold original structure but use own words and transitional expressions)
4) Add introductory and closing remarks to provide context (include title and author of source material and offer to provide more info if needed)
ANALYTICAL
· Pass on information with intent of persuading readers to follow a specific course of action or recommendation that is supported by the reasoning of the report’s findings and conclusions
· Must be organized strategically based on reader’s probable resistance
· Indirect helps readers see the logic of a recommendation they may have been ready to reject
· “analysis” focuses on how to solve a specific organizational problem
· Problem statements, problem questions, and purpose statement– allows you to understand the real problem, narrow it down so that it is solvable in the available time, and ensure that you have the right data and evidence to document the problem and make recommendations to lead to a solution
· Most effective when they are unambiguous and precisely defined
· Type of problem question that is asked determines the type of analytical report that must be written in order to propose a solution
1) Recommendation report: what should we do to increase efficiency of our printers?
2) Feasibility report: should we expand our customer base by introducing a line of products that appeals to teens?
3) Yardstick report: which of 3 proposed options would enable APL Technologies to upgrade its file servers?
· Once the problem has been analyzed and written down, it can be crafted into a purpose statement to bring focus to the project and serves as a reminder of what the report is meant to accomplish
· An effective purpose statement sets out clear action-specific objectives, and notes organizational conflict, challenges, and technical problems
· The more complex the report, the more elaborate a purpose statement can be in describing the scope, limitations, and importance of the investigation:
· Scope: what are the factors being explored? What is the amount of detail to be presented?
· Limitations: do any special standards (budget, technical, geographic) apply to the investigation? How may these conditions affect the findings?
· Importance: why is it important that this problem be solved right now? Can the problem be solved? How severe is it?
· Justification/recommendation report– persuasive documents submitted within accompany that makes suggestions for organizational change 
· Persuasively and objectively build a case based on complete, accurate, and relevant evidence to show how the proposed course of action represents a beneficial solution 
· Can be done directly or indirectly
· Direct writing plan frontloads the problem and recommendations and has steps of:
1) Define problem and establish that it needs a solution (provide background info reader may need)
2) Offer solution to the problem or announce the recommendation
3) Explain the benefits of the plan, supported by evidence
4) Discuss potential drawbacks and costs and justify expenditures (compare with alternatives)
5) Summarize benefits of the recommended action and express willingness to provide additional information as required
· Indirect writing plan helps writers win over reluctant audiences by moving gradually towards a well-supported recommendation and has steps of:
1) Indicate problem but avoid referring to recommendation in subject line
2) Open with clear and credible description of the problem, persuasively establish that its significant and needs a solution, and provide overview of data-collection methods and report organization
3) Discuss alternative solutions strategically (least to most effective) and weighs the pros and cons of each and provide cost comparison
4) Present the most viable alternative last and explain how its advantages outweigh disadvantages
5) Summarize your findings and announce recommendation, if appropriate, ask for authorization to proceed
· Feasibility report– determines project’s chance of success based on if the project is practical, economically wise, and consistent with internal and public perception of the organization
· Uses direct writing plan:
1) Opening paragraph (identify plan, reveal decision/recommendations, offer overview)
2) Introduction/background (describe problem, discuss scope, methods, limitations and data that could be collected to answer feasibility question)
3) Discussion (logical sequence, present detailed analysis of benefits and risks, calculation of cost, schedule for implementation, graphical elements etc.)
4) Conclusions (summarize data and significant findings)
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Proposals
· Business document that suggests a method for solving a problem or that seeks approval for a plan
· Writer’s ultimate goal is to persuade readers to follow or approve those plans or agree to their development
· Depending on its type, proposal may ask for action, business, or funding
· Internal proposal– attempts to convince management to spend money or implement plans to improve the organization
· External proposal– issued by governmental or private industry clients outside an organization as a means of generating income (can be solicited or unsolicited, competitive or non-competitive)
· Request for proposals (RFP)– detailed document requesting proposals and bids on specific projects
· Most external proposals are written as a response to RFP
· Once entered in competition, a proposal goes up against those from other bidders so that the best method and most qualified contractor can be found
· Unsolicited proposals involve the challenge of convincing readers that a need or problem exists
· Can be informal or formal but they normally use the direct approach
· Stress reader benefits and offer proof and assurance that what is promised can be delivered
· Goal is to emphasize how the project can help make money for the client/or help the client realize added benefits




Elements of Informal Proposals
· Introduction– overview the proposal, scope, highlight your qualification, start-up/completion dates, cost of project (sales driver proposal: mention previous positive associations your company has had with client)
· Background– problem you aim to solve, identify purpose and goals, convey understanding of client needs and how client stands benefit from implementation of plan)
· Proposal, Method, and Scheduling– explain:
1. Product/services you are offering
2. How the proposed method for solving problem is feasible
3. How your company intends to proceed with it and perform the work in the available time
4. What special materials and resources you will use
5. When each phase of the project will be completed 
· Use headings if project is complex or involves several steps
· Cost and Budget– carefully prepared breakdown of costs for entire project and each stage (budget you submit is a legal contract that does not allow for later alterations even if expenses increase so be realistic)
· Staffing and Qualifications– mention expertise and credentials of project leaders, special resources and facilities, additional proof of leaders qualifications by attaching privacy-sensitive generic at end of resume, give references
· Benefits– resells the proposed plan by highlighting the value of your solution, services, or products, and the advantages of your plan over competition
· Request for Authorization– sometimes can be made after client has received proposal, but even without a RfA, this section is useful for stipulating the time period in which the proposal is valid and for expressing:
1. Confidence in solution
2. Appreciation for the opportunity to submit the proposal
3. Willingness to provide further information if required

Elements of Formal Proposals
· Lengthy and can contain additional elements that sort complex detail into effective and easy to understand units that can be added or subtracted depending on the client and contents of proposal
· Headings can be customized so the contents make more sense (* means optional in informal proposals)
	FRONT MATTER
· Copy of RFP *
· Cover letter/letter of transmittal *
· Abstract or summary*
· Title page*
· Table of contents*
· List of tables/figures/illustrations*
	BODY OF PROPOSAL
· Introduction
· Background/problem statement
· Detailed proposal and method
· Schedule
· Budget/cost analysis
· Staffing
· Authorization
· Benefits and conclusion
	BACK MATTER
· Appendix
· References

Cover Letter/Letter of Transmittal
· Explains the proposals purpose, major features, and tangible benefits and expresses confidence that those benefits will satisfy the client’s needs
· Should be addressed to the person responsible for making the final decision
· Should refer to the RFP or mention how you learned about the client needs
· Should mention when the bid expires but also offer assurances that your company is authorized to make a bid
· Letter should end courteously by expressing appreciation for the opportunity to submit the proposal, assistance already provided, or for pervious positive associations with the client
Executive Summary or Abstract
· Synopsis of the body of a proposal specifying its highlights and recommendations
· Executive summary– 1 page, intended for deicision-makers and gives proposals highlights in persuasive non-technical language
· Abstract– 1 page, summarizes those highlights in specialized, technical language
Title Page
· Must include title and subtitle of document (boldface or uppercase) , names of the intended recipient and author, RFP reference number, and date or submission
Table of Contents
· Lists all main section headings used throughout the proposal with their corresponding page numbers
List of Tables/Figures/Illustrations
· Used if proposal contains a combination of more than 6 graphic elements
· Provides page number of each
Introduction
· Offers overview and tells client how the proposal that follows is organized
Appendix
· Used to archive specialized materials of interest to readers
· Allows you to declutter the body of the proposal
References
· Lists source material cited in text in alphabetical order
· APA (American psychological association)– writers in social and physical sciences and often business as well
· MLA (modern language association)– writers in humanities

Writing Style for Proposals
· Persuasive and use words that communicate strength, confidence, know-how, and credibility
· Unnecessarily tentative, doubtful, or defensive language can undermine the readers perception of your ability to carry out your plan

Common Mistakes in Writing Proposals
1. Does not follow RFP instructions
2. Don’t not match project solution with purpose
3. Writer-focused instead of client focused
4. Inaccurate or unrealistic with budget
5. Does not establish credibility
6. Does not differentiate itself from competitor’s proposals
7. Does not contain a clear plan or solution


Researching and Collecting Data
· Informal reports require minimal research since facts may already be known to you or close at hand
· Formal reports involve extensive research and strategies and time you spend differs depending on if you are working solo or in a group
· First job is to determine exactly what youre looking for, decide on best way to find it, and weigh the time your research will take against its importance to the report
· Variety of types of information available: printed, human, and electronic
· Where you search and what you use to conduct your search depends on the project and the sources that are available and affordable 
· Access can depend on the category of information:
· In-house– internal files, memos, reports, company intranet
· Publicly available– consultants, experts, internet sites, books, news
· Restricted– member-only internet sites, research by other companies
· Types of Research:
· Primary– depends on first hand sources where you do the research yourself and generate the data you need based on your own observations and experience (conduct surveys, interviews, rely on own ideas and own observations)
· Can be collecting informally by talking with individuals who know about a particular topic or talking with target audience
· If primary data entails interviewing large groups or sending questionnaires, secondary research may be more effective
· Secondary– retrieval of existing information based on what others have observed and experienced (online search)
· Begin by making a list of keyword-linked topics you need to investigate the type of data needed to support your purpose 
· Your evidence can come in many forms, and not all searches are the same so keep options in mind:
1. Look for information online
· Use search engines like google and bing to find current articles on virtually any subject
· Some directories such as AccountingNet and GlobalEDGE are specifically business related
· The rules of Boolean logic apply to electronic searches, refine your search using the following commands known as “discriptors” or “Boorlean operators”:
· AND (yields documents containing all specified words)
· OR (yields documents containing at least one specified word)
· NOT (excludes articles containing the specified term)
· Evaluate each carefully to determine quality, relevance, and value
· Look for name of site sponsor, last time it was updated, evidence to support claims
· A less obvious online route is to access forums, newsgroups, and discussion lists
· Print material gathered online for security and convenience
2. Do computer-based search
· Reference libraries and many businesses subscribe to comprehensive databased (Ovid, Dialog, LexisNexis, and ABI/INFORM)
· Whatever database you use, you should select the focused search terms to allow you to source electronically stored material 
3. Find information in print
· Enlist the help of a librarian in using library search tools: computerized periodical indexes, book indexes, encyclopedias, directories, almanacs, and online catalogues
· Expect source material to include academic articles, abstracts, newspaper articles, government documents, and specialty and reference books
4. Investigate primary, in-house sources
· There are likely previous documents and reports on the same subject waiting to be retrieved
· Useful and save you the trouble of starting research from scratch
· Network within your company to find and consult with in-house experts who may have prepared earlier reports
5. Conduct interviews
· Chat by phone or in person to yield valuable information
· Good interviews come about through good preparation
· Locate experts by consulting articles, company directories, membership lists of organizations, and faculty expert lists
· Familiarize yourself with interviewee’s background and achievements
· Schedule interviews in advance, estimate how long it will take, and try not to exceed that limit
· Have several topics in mind to discuss and best to strcture your interview more formally by preparing 3-4 questions
· Let yourself “go with the flow” and seize the opportunity to ask important questions as they occur to you
· Ask open and hypothetical questions for opinion
· Ask closed questions for verifying a story or check facts
· Establish at the beginning what is on and off the record and what you are permitted to quote
· Record conversation or make good notes by writing them right after the interview
· Be patient through temporary lapses and silences and be friendly and objective 
· Leave controversial questions for the end
· End by expressing appreciation and ask for permission to contact
6. Quantify observations
· Information from observation can be subjective and very open to interpretation
· Observations that are reported in terms of measurable results and outcomes may be perceived as objective not credible

Formal Reports
· Account for a major project written according to a prescribed structure defined by formal elements such as title page, letter of transmittal, table of contents, and an executive summary or abstract
· Great need for in-depth analysis and extensive research
· Not uncommon for organizations to have a “house style” where certain elements are treated in a particular way or left out according to the guidelines established in a report-writers manual

Preparing to Write Formal Reports
· As you begin to define the project, you should have a clear idea about the following things:
· Purpose– what is the report for?
· Content– what is it about?
· Audience– who is it for?
· Status– will other reports on the same subject follow?
· Length– how long should it be?
· Formality– how should it look and sound?
· Thinking about these issues before you write saves time in the long run by helping you gain control over your material in the time you have to develop it

Writing Style for Formal Reports
· Prepare to adjust your style to convey objectivity and build credibility with readers who may be external or several rungs up on the organizational ladder
· Basic dos and donts:
· Use a more impersonal tone than you would for informal
· Use third-person pronouns
· Avoid using second-person pronoun (you), supply name of company instead
· Do not use contractions
· Aim for a mix of sentence lengths and keep paragraphs to less than 7 lines 
· Use verb tenses consistently
· Check organizational style guidelines before you begin

Creating a Work Plan
· Document that defines the approach, personnel responsibilities, resource needs, and schedule for a major problem (how work will be done, who will do it, when will each phase be completed)
· Work plan must include the following elements:
· Statement of problem and purpose
· Strategy for conducting research
· Preliminary outline
· Work schedules for writing and submission

Time Management
· Essential to reports and the bigger the scale of the report, the more carefully you will have to set aside time to complete it
· Learn how you work best (one task after another or juggling several at once)
· Set priorities and ignore distractions
· Start early and don’t procrastinate
· Leave room for unexpected occurrences
· Break tasks into component parts with time for each
· Ask for additional info and resources if you need them
· Let people know as soon as possible if you are running seriously behind so you can work together to find solutions

Peer Reviewing and Team Writing
· Practice of multiple writers working together to produce a single document
· Collaborating successfully involves:
· Agree on style points (degree of formality and use of personal pronouns)
· Tidy up draft to minimize sharp contrast in writing styles 
· Make sure all members of the team are satisfied with the draft before you edit it
· Use a program that allows each member of the group to make signed annotations to the document

Elements of Formal Reports
· Present in durable cover or heavy-stick paper that can be marked with company name and logo (title should be visible on cover)
· (*) does not require headings:

FRONT MATTER
· Cover*
· Title Page*
· Letter of transmittal*
· Table of contents
· List of tables/figures/illustrations
· Executive summary
BODY OF REPORT
· Introduction
· Discussion of findings
· Conclusions
· Recommendations
BACK MATTER
· Appendices
· References or works cited
· Glossary 

Front Matter
· Gives readers a general idea of purpose and overview of the types of information they can expect to find
· May not be necessary to include all front-matter elements
1. Title Page– includes the following items, centred and spaced evenly:
· Full title (typed in boldface or uppercase, do not use quotations)
· Name of the person and group/organization for which the report was prepared (prefaced by Prepared for, Presented to etc.)
· Names of writers and their job titles
· Name of their organization (prefaced by Prepared by, Submitted by etc.)
· Date of submission or date report is distributed
· Unnumbered by considered page i.
2. Letter of transmittal– officially introduces report and provides permanent record of document delivery, written on company stationary, sent in memo form to insiders or letter form to outsiders, formatted for 1.25-1.5 inch top margin, and it:
· Begins with statement indicating topic of report and the fact that the report is being transmitted (Here is the report on privacy issues you requested on November 3rd….)
· Refers to the reports purpose and authorization
· Briefly describes the report and highlights its conclusions and recommendations
· Expresses appreciation for the assignment and for special help received from others in its preparation
· Closes with follow up action and offer of assistance in answering questions or looking forward to further discussion
3. Table of Contents– prepared last, list main sections in colomn on left and indent subsections a few spaces, using leaders (spaced dots) to direct reader to page #
· Use lowercase Roman numerals for front matter page numbers
· Leave 1.5-2 inch margins at top of page
· Word-processing programs let you generate a TOC automatically by keying in your headings
4. List of Tables/Figures/Illustrations– if only a few, list them at bottom of TOC, if many, list them on a separate page and be sure to number tables and figures independently and consecutively with Arabic numbers
5. Executive Summary– written after you complete the report, 10 % of the length of the report it summarizes
· Accurately reflects the report’s most important information without using any technical jargon
· Omits examples and instead highlights conclusions and recommendations
· Sometimes it is the only part of the report management will read
· Can be at end of front matter or beginning of the body

Body of Report
· Begins on page 1 and describes methods and procedures used in generating the report, shows how results were obtained, and draws conclusions and recommendations from the results
· Use either functional or descriptive headings according to what the project requires
1. Introduction– general and guide map to prepare reader and covers the following topics, any which may be assigned to a separate section:
· Purpose or problem: 1 or 2 sentence purpose statement to identify the rhetorical purpose of the report as it applies to the problem the report addresses and provides a clear statement of goals
· Scope: sometimes combined with purpose statement when both are brief, sets out boundaries of your material and defines limitations to tell the reader how broad or detailed your coverage is and determines what the report does and does not investigate
· Background: puts the report in perspective and helps to fill in the blanks when a report is consulted years later by giving a brief review of events that led to the problem or a description of how other solutions have failed
· Organization: subsection maps out structure of the report
· Sources and methods: outline procedures you followed and any related details, when the collection took place, whether your collection is open to dispute etc.
	May also choose to say a few words about authorization or define key terms that clarify 	the subject
	Unavoidably an intro will restate info so make sure to use slightly different phrasing 
2. Discussion of findings– most substantial section and presents discussion of the results on which your conclusions and recommendations are based
· Choose an appropriate way to arrange findings then use structural guideposts to move reader from one section to the next
3. Conclusion– restates the main points by telling the reader what they have been waiting to learn (what the findings really mean and what the solution to the problem is)
· Repeat, infer from, and pull together points 
· Some reports combine recommendations and conclusions in separate sections while others combine them, especially if sections are short
· Every statement you make must be justified by a point already discussed, with every result linked to the purpose of the report
· Make the most sense when they are given according to the order in which they are presented in the body and numbered or bulleted for ease of reference
4. Recommendations– specific suggestions about what action to take as a result of the information you have presented
· Should be financially feasible and appropriate to the problem
· Presented one at a time as numbered commands beginning with a verb and should flow logically from findings and conclusions and be supported by the info found there
· Number recommendations to make it easier for readers to discuss tem and use the imperative voice to recommend actions to be taken, adding information as required to tell readers how those actions can be implemented
· Some reports include timetables for putting recommendations into effect



Back Matter
· Contains supplementary material that accomplishes:
· Identifying sources
· Providing any additional information that was too detailed or lengthy for body
· Defining unfamiliar technical terms
· Making individual topics discussed easier to find by indexing them
1. Appendix– optional and contains specialized and lengthy information that clarifies and supplements the essential information in the body
· Can have more than 1 appendix
· Each appendix can contain only one type of information
2. Works Cited/References– avoids plagiarism, supports assertions, and helps readers access source material easily by citing and documenting the sources from any fact or figure you have quoted or referred to
· APA and MLA each have 2 elements: parenthetical citations in body of report and a list at the end of the report
· APA: single author– (last name, date), 2 authors– (last name & last name, date), 3-5 authors– first citation (last name, last name, & last name, date) later citations (last name et. al., date), 6 or more– (last name et al., date), no publication date– (last name, n.d.) direct quotation– (last name(s), date, page) organization as author– (organization, date) website, no author–(shortened title, date) personal communication– (communicators name, personal communication, date of communication)
· APA Reference Page:
· Arrange entries alphabetically by authors last name or title
· Begin each entry flush left, indent additional lines
· 8+ authors: list first six followed by three ellipsis points and the final name
· place date in parentheses following authors name (if known)
· capitalize the first letter of all proper nouns, the first letter of the title and subtitle for works that are not periodicals, the first letter of all major words in the titles of periodicals
· italicize the titles of books, journals, newspapers, videos etc.
· italicize the volume number (do not use abbreviation Vol.) of a periodical and include the issue number in parentheses immediately after it (do not use abbreviations p. for page numbers of articles in journals or magazines)
· use Retrieved from DOI or URL for electronic sources
· MLA: (last name page), use just page number after if authors name already appears nearby within the text
· MLA Works Cited Entries:
· Arrange entries alphabetically by authors last name or title
· Begin each entry at flush left and ident each additional line
· Type authors last name, first name
· 2 authors: invert only the first authors name, 3 or more authors: invert first authors name and follow it with et al.
· for a work with an organization as author, begin the entry with the organizations name (omitting any initial THE)
· capitalize the first letter of all major words in the title of a book, article, newspaper, report etc.
· enclose titles of articles in quotation marks
· italicize titles
· include volume number, issue number, and date of publication for journal articles by using a comma between each (don’t use abbreviations)
· include the full date of publication (day,month,year)
· use DOI or URL for electronic sources
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Oral presentations: an informative or persuasive speech delivered using only notes and visual aids to guide the speaker’s performance
· Enhances your reputation within an organization by selling your ideas and demonstrates your competence and your worth to your employers and co-workers
· Similar to writing a document and draws on the same organizational strategies and audience adaptations with the same basic purpose to inform, persuade and promote goodwill
· One chance to get the message across correctly and persuasively, should be delivered for easy comprehension and retention
· Oral presentations have a greater impact if supporting details are simplified and visuals are designed for readability at a glance
· Covers a variety of speaking activities ranging in length, formality and style of delivery
· Provokes immediate reaction and allows for instant feedback
· Effective presentations are designed around a specific purpose
· Oral presentations should:
1. Be simply structured
2. Be arranged around a specific purpose
3. Clearly identify the dominant idea listeners are meant to retain

Structuring Presentations
· A simple, effective structure that accommodates 3-5 key ideas is the best way to keep listeners with you
· 3 common types of structures:
1. Logical- listeners can easily understand how each point you make relates to your purpose. Use signpost words (my first point, my next point) to guide listeners and show how what you said relates to what comes next.
2. Narrative- tell an accurate, credible and compelling story to influence the acceptance of policies, procedures and ideas (valuable at management level)
3. Formal- skilful handling of repetition to aid meaning and retention (intro, main, conclusion)

Developing a 3-Part Presentation
1. Introduction:
· Prepares your audience to understand your ideas and makes them want to listen to what comes next
· Use your opening remarks to- (1) arouse interest (2) identify yourself and establish your credibility (3) make your purpose clear (4) preview your main points
· Part of your intro can also be reserved for background info or a statement of how you will proceed
· Aim to hook your listeners in the first 60 seconds because audiences have come to expect fast starts and immediate rewards for their attention (due to IM and sound bites [a short, quotable extract from a recorded interview that is edited into a news broadcast])
· Choose a relevant and interesting speech title that sets up positive expectations about what you have to say
· Introduce your topic with an attention-getting device depending on the situation (unexpected statistic/fact, question, visual aid, quotation, appropriate joke or anecdote)
2. Body
· Develop your main theme and focus your audience’s thinking
· Base your content on the most recent data available, fresh info gets the most attention
· Whether your presentation is persuasive or informative, you must balance information with context and analysis so that your talk is more than just facts
· Depending on your material, you can present your ideas and bring together facts in a variety of ways (see page 493). No matter what method you choose, you should clearly announce each point as it comes so the listener knows when you have completed one point and began another.
3. Conclusion
· Help the audience understand the significance of your presentation and remember its main points with a brief summary
· In the summary: (1) restate the main issues you want the audience to remember (2) restate the point you started with to frame your presentation (3) issue a challenge or call to action (4) ask a question for the audience to think about
· Leave the audience with a positive impression of you and your ideas
· Intro and conclusion is crucial in helping your audience understand the value of your ideas

Using Visual Aids
· Help clarify and emphasize your material, increase its impact by helping to aid retention and involve your audience
· They also serve as an aid to your own memory, eliminating the need for additional notes
· Helps to improve your poise, delivery and self confidence
· Ensure that they enhance your message rather than detract from it
· General tips on page 495

Types of Presentation Aids
· Depends on cost, formality of the situation, and flexibility you need to convey your ideas and connect with your audience
· Limit the number of aids you use and the amount of info you include on each one
· Make sure you direct your words to your audience, not the aids you are using
· Types:
1. Chalkboards, Whiteboards and Blank Flip Charts
· Flexible and useful
· suitable for email audiences (under 30 people) and informal presentations
· Write essential point, then explain what you have written, standing to the side and turning to the audience
· Main disadvantage is their messiness
· Flip chart- large stand-mounted writing pad with bound pages that can be turned over at the top
2. Prepared Flip Charts and Posters
· Most basic but should always look professional, must be large enough to be seen by the entire audience and clear enough to communicate your points
· Suitable for audiences of up to 50 people and can be used to display fairly complicated material
· Main disadvantage is their size and low-tech appearance
3. Overhead Project Transparencies
· Sometimes recommended or preferred
· Versatile visuals that can be prepared cheaply on a copier or computer and easily stored for future uses
· Projectors are widely available and allow an image to be projected in varying sizes so it can be visible to large audiences
· Overlaying transparencies- the technique of placing one item on top of another (useful for adding or modifying data)
· Overhead projector- device that projects the enlarge image of a transparency onto a screen
· Keep lights on, speak loudly over projector fan, focus image, check backup bulb, stand to one side so you don’t block the audience
· Several guidelines to follow on page 497-498
· Main disadvantage is low tech
4. Videos, Films, Models and Samples
· Most effective in the form of short clips, introduced strategically to reinforce key points (ensure these do not take over the presentation)
· Models and samples are useful for explaining products, as they can be displayed and manipulated to demonstrate important features and functions
5. Handouts
· Enhances the audience’s understanding and retention
· Typical handouts include outlines, articles, brochures, summaries, speaker notes, and even printed copies of PowerPoint slides
· Give them out at the beginning or end
6. Multimedia and Computer Visuals
· Medium choice for business people today as it delivers a dynamic, professional-looking presentation to a large audience
· Major benefit is that you can add and adjust the content right up to the time you present and you can also publish your presentation on the internet or intranet and you can also add voice narration

Designing a PowerPoint Presentation
· Don’t let the “wow factor” of an electronic presentation overshadow what you have to say
· General tips:
1. Use templates- a stored pattern for a document from which new documents can be made
2. Choose a colour scheme- use dark backgrounds with light text in darkened rooms and light backgrounds with dark text in well-lit rooms. Restrict yourself to four or five colours.
3. Keep slides simple- each should have a max. of 6 lines of text and 6 words per line. Use boldface, sans serif type in consistent point sizes for easy readability.
4. Follow the eight-second rule- viewers should be able to comprehend the information on the slide in no more than eight seconds.
5. Make strategic use of images- can often convey an idea or a concept better than text alone can. Use a photo credits slide at the end to acknowledge sources.
6. Make data graphics clear, concise, and easy to understand
7. Integrate video and audio clips with care
8. Put titles on slides for easy reference
9. Don’t use too many slides- spend 2-3 minutes discussing each slide
10. Create an agenda slide- hyperlinks are useful to connect topics to relevant parts of your presentation
11. Include a conclusion and a reference slide
12. Use transitions and animation
13. Proofread the slides before your presentation
14. Use the “slide sorter” and “outline view” to review your presentation
15. Produce speaker notes as reminders
16. Backup your work
17. Rehearse the slideshow
18. Never read from a slide
19. Keep the limitations of PowerPoints in mind- not effective for conveying large amounts of complex information. American statistician Edward R. Tufte noted that standard templates simplify information to the point that they usually weaken verbal and spatial reasoning and almost always rupt statistical analysis.



Prezi
· Launched in 2009
· Cloud-based presentation program that has begun to rival powerpoint in popularity
· Offers a number of templates and allows users to quickly and easily add and manipulate text, images, graphics and design elements
· “frames” are structured in an unconventional way:
· all frames ppear on a main digital canvas, and as the presentation progresses the display shifts around,zooming in and out, to focus on frames in a predetermined order
· enables presenters to show viewers the “big picture” and to introduce elements of surprise for a more engaging viewer experience
· offers storytelling capabilities but have been criticized for the disorientating and dizziness effect from zooming interface
· for better results with prezi:
1. reduce clutter with invisible frames
2. layer text and objects (right click on object)
3. use rotation and size to convey meaning (emphasizes changes in perspectives, thinking or understanding about a particular topic. Object size can be increased for greater emphasis)
4. make your transitions smooth

PechaKucha
· name for Japanese “chit-chat”
· developed for gatherings where designers would showcase their creative work
· format is brief, energetic, and strongly visual presentations limits speakers to 20 automatically progressing image-based slides apiece, each shown for no more than 20 seconds, for a total running time of 6 mins and 40 secs
· cultural critic Lawrence Lessig adapted techniques from PechaKucha to become more dynamic public speakers and engaging storytellers
· to be effective, decide what you want your audience to remember and select powerful, relevant, and high-resolution images that support this theme and solidify your message. (edit content carefully too)

Methods of Delivery
· whatever method you choose, it should bring out the best in your material and not call attention to itself at the expense of what you have to say
· most common ways of delivering a speech to a group are:
1. script method-
· extensive and complex data, with no margin for misinterpretation
· make an effort to maintain visual contact
· type in large letters and triple-spaced for easy readability
· remember that text aloud can sound boring and expressionless because of flattened inflection so try and inject life into your voice by changing tone appropriately and marking your script where needed
2. memorization-
· can enliven the audience but can also backfire if you cant recall what you planned to say
· listeners can easily detect slip-ups and expressions made stale from constant repetition
· the focus can sometimes be on your inability to remember what to say
· limit yourself to memorizing the general shape of your presentation, its key points, and your opening remarks instead of every word you plan to deliver
3. impromptu speaking-
· used for certain situations such as an informal gathering or celebration
· made on spur of the moment without aid of prepared notes or the benefit of advanced notice
· listeners will not expect new info or specialized knowledge, only the ability to put a spin on what you already know
· few pleasant, well-chosen remarks, delivered in less than 2 minutes are usually best
4. extemporaneous method-
· speaker relies on notes rsther than script memorization
· most oral presentations benefit from a combination of thoughtful preparation and a spontaneous, natural deliver style that engages the audience and holds its interest
· between ad libbing and reading aloud word for word
· fresh and comfortable but maintains a sense of order from the planning you have done
· working with memory aids can boost confidence when speaking in public
· should be able to fit an outline of presentation on a single card, along with any quotation or statistics, lettered as large as possible in bold ink and highlighted for quick reference cards
· purpose of a cue card is to prompt you to your next main point
· with sufficient practice, you should be able to do without cue 
· immediacy your material gains from extemporaneous delivery helps to ensure your message gets across, whether your purpose is to inform or persuade

Rehearsing a Presentation
· helps delivery go smoothly by reducing your nervousness, improving performance, and giving you the opportunity to judge your time and refine your contact
· rehearsing includes:
1. practice aloud
2. time yourself
3. master your topic
4. record yourself or ask a friend to listen and give feedback
5. get a feel for the room
6. learn stress reduction techniques- visualize your success, take deep breathes several times before you begin
· breathe from diaphragm (lie on back, place hand on stomach, with mouth closed, inhale through your nose and feel your stomach rise, exhale and feel stomach fall… then practice this sitting or standing)
· attune yourself to your body’s tension patterns by doing a muscular relaxation exercise (lay on floor, clench and unclench each muscle group several times, focus on difference between tension and relaxation)

Delivering a Presentation
· be at your best and project a poised, professional image
· if nervous, put mind over matter and focus on material and rapport with the audience
· stay in control of the situation 
· be confident and speak in an animated way, with genuine enthusiasm for your topic, gives words staying power
· tips for overcoming nervousness and reaching your audience:
1. dress appropriately (professional clothing, grooming, remove large jewellery)
2. arrive early (familiarize self with surroundings and test acoustics)
3. maintain good posture and move in a relaxed, controlled, natural way (avoid hand gestures, swaying, and inappropriate facial expressions)
4. pause and collect yourself before beginning (commit first minute of presentation to memory so you can speak unaided)
5. maintain eye contact and use it to build rapport and gauge audience interest
6. avoid long sentences and complicated words (use concrete-language and short active-voice sentences that follow natural, conversational speech patterns)
7. speak in a clear, audible voice, but don’t shout
8. pace yourself (speak slowly enough to enunciate words)
9. shape your phrasing, and use inflection to give meaning and add interest (downward inflection at end of sentences, never phrase sentences like a question by raising voice at the end which can make you sound uncertain and nervous, speak with conviction as though you believe in what you are saying)
10. never use slang or bad grammar
11. pause briefly to collect your thoughts and create emphasis (plan transitions and don t resort to fillers or verbal tics like um)
12. remember that you are a living, breathing human and not a statue (be professional but let your personality shine through)
13. bring your presentation to a close (thank audience and make materials available to them, take questions and make yourself available for follow-up discussion)

Handling Questions
· helps gauge the effect and outcome of your presentation and gives you a second chance to get your message across
· audience may want to get clarification on a point you made, or express another point of view
· how you deal with questions depend on formality of your presentation and the rapport you have with the audience
· for large audiences, question period at the end helps to eliminate interruptions that can reduce momentum
· during informal presentations you may pause for questions at intervals, allowing you to check that the audience is still following you (also keeps members involved and prevents them from becoming too passive)
· tips for handling questions:
1. listen carefully to entire question (if confusing or hard to hear, ask questioner to repeat it or repeat it yourself, added benefit of buying time but don’t repeat every question asked)
2. separate strands of complex or two-part questions (deal with parts one at a time)
3. ensure your answers are long enough but not too long (relate answer to concerns of the questioner)
4. don’t feel that you have to answer every question (no harm in admitting that you do not have an answer)
5. never put down a questioner
6. be firm with overzealous questioner (wait for pause and interrupt to ask questioner to briefly summarize the question being asked)
7. stay on topic 
8. don’t start by assuming a question is hostile (single out person responsible for nasty comment and ask them to share then finesse out of situation with humorous reply, serious answer, or carry on as if you have not heard the remark)
9. end by thanking audience for questions and feedback to show value

Team-Based Presentation
· groups of 2 or more can enhance the scope and complexity of a presentation but can make it more difficult to plan and execute
· lack of coordination causes contradicting or repeating, or not covering key topics causing presentation to lose focus and clarity (avoided with planning and team effort)

Special-Occasion Presentations
· when speaking for yourself or company, you may be asked to:
1. introduce or thank speaker/award recipients
2. propose toasts
3. give impromptu or after-dinner speeches
4. deliver keynote addresses
· tailored to the specific needs or an event
· as a speaker, anticipate what the moment requires you to say and be conscious of the impression you create
· follow simple script if public speaking scares you
· show that it’s a pleasure and privilege, not a chore
· remarks should be congenial, gracious, brief, and most of all genuine based on concrete facts rather than generalities

Meetings
· every year, a greater percentage of the average workday is spent in meetings
· how you perform in meetings provides clues to how competent you are and how ready you are to assume responsibility, solve problems, and work as part of a team.
· Meetings are good for your profile but also good for groups by bringing leaders to the forefront, providing networking opportunities, and strengthening staff and client relations.
· Meetings should be a time well spent– productive exercise that yields results and may even be enjoyable
· Meetings must be purposeful and properly managed, and it needs to draw on strengths and inputs of its participants
· Meetings can have one or several of the following purposes:
1. Give, share or pool information
2. Brainstorm, develop, or evaluate ideas and policies
3. Find the root causes behind problems, solve problems, and solicit feedback
4. Make decisions (consensous or voting) or help others make decisions (consultation)
5. Delegate work or authority
6. Develop projects or create documents collaboratively
7. Motivate members and encourage teamwork

Types of Meetings
1. Internal– involves only personnel within organization
2. External– involves outsiders and company personnel
3. Formal– scheduled meeting that operates according to a pre-set agenda under guided leadership for the purpose of achieving a specific goal (provide a record of each motion, vote, and action taken)
4. Informal– small, sometimes unscheduled meeting that may operate without strict rules (good forum for problem-solving, brainstorming, and team building)

Preparing for a Meeting
· Make sure every meeting matters with a clear reason of being convened
· Behind-the-scenes planning can set the tone for what is to come and help to make the best possible use of your time when participants finally sit down to meet
· Consider the following elements before calling a meeting:
1. Purpose
· Define task and make it clear to participants (at least 2 days in advance)
· Distribute agenda or supporting materials
· Keep in mind what you want to achieve but narrow the focus
2. Alternatives
· Consider if same work can be accomplished without meeting
· Consider memo, group e-mail discussion or phone call
3. Participants
· Each person at a meeting should have a reason for being there
· Limit participation to people that are most essential (decision makers, implementers, or provide crucial info)
· Meeting should be called off if there are not enough key people available to attend (if meeting goes ahead, people should be e-mailed in advance for their views and contribution)
· Problem-solving is best in groups of 5-15, large groups of 25 or more are too big for anything more than a presentation of information or motivational purposes
4. Location
· Depends on environment you prefer, how well participants get along and interact, how much space you need for the group and how much you need to be seen as being in control
· Must balance practical concerns with “politics” of the meeting
· Your office= greater control over proceedings especially if you keep distractions to a minimum
· Neutral grounds= equalizes relationships, spark creativity, and makes it easier to tackle controversial matters
· Client office= shows you are committed to their professional needs
· Environment must be quiet enough for you to carry on a normal conversation
· Table and seating arrangement should enhance the flow of info and ideas, not creating communication barriers
	Small meeting
	Medium sized meeting
	Large meeting

	· Sitting behind large desk plays up your status and authority (makes you less approachable and more intimidating)
· Barrier-free seating creates pear relationships and promotes discussion
	· Sitting around rectangular boardroom table creates hierarchy (still promotes discussion by putting participants face to face)
· Sitting around circular table makes everyone more equal and promotes open discussion
· Put opponents at a distance from one another
· Reserve boardroom before announcing location, inform participants immediately of any change of location
	· Farther away speaker is from the audience, the more formal the meeting seems
· Speaking from behind a podium adds formality to the proceedings
· Chairs set up in conventional rows create formal setting
· Chairs set up in arched pattern results in more casual setting



5. Scheduling
· Establish start and end time
· Time should be convenient to key decision makers or fit with personal working styles
· Informal meetings should be set for less busy and less stressful times when people aren’t facing deadlines
· Long meetings for more than 2 hours usually include a short break to prevent fatigue and information overload
6. Agendas
· Document that establishes the purpose and goals and outlines what the meeting with address, helping to focus the group
· Gives participants info on where and when it will be held, and what preparation they should do before
· Distributing the agenda several days in advance is best for preparing questions and formulating opinions
· Agenda should be accompanied with a cover memo outlining purpose, date, time, location, people invited and instructions on how to prepare
· Before finalizing agenda, get input from key presenters and participants

Conducting a Meeting
· When bright and well-informed people are given a chance to collaborate fully, there can be a huge payoff in the form of productive decisions and launched initiatives
· Leading or facilitating a meeting is one of the most important tests managers faces and requires meticulous preparation
· When leading a meeting:
· Distribute detailed agenda in advance
· Assign responsibilities (appoint a minute taker, ask someone else to write on flip chart or computer)
· Establish group rules and stick to them
· Build momentum and focus on the group by keeping to the agenda, avoid getting sidetracked by issues or ramblers, summarize what they said and politely direct them back to the agenda and move on
· Speak up, make eye contact with others around the table and stay relaxed (your behaviour sets the tone for the entire meeting)
· Handle difficult people by encouraging healthy respect for the facts and establish a zero tolerance for name calling, sulking, and personal attacks. 
· Try to remain neutral in disputes, making sure that the loudest members or the group don’t dominate the discussion
· Encourage full participation by asking people for input rather than listening to people volunteer their opinions
· Allow room for opposing views and consider ways of doing things that are different from your own
· Discourage anyone who interrupts
· Deal with conflict but realize that it is inevitable and even valuable and stimulates creative thinking and challenge passive groupthink (practice of thinking or making decisions as a group, whereby conformity is rewarded and dissent punished; the result of groupthink is often poor decision making)
· End with a summary to paraphrase all decisions and assignments and look ahead to future actions and set a time for the next meeting and tell group when they will receive copies of minutes
· Follow up on action items in the next meeting
· When participating in a meeting:
· Increase profile by making eye contact with influential people and sitting toward the head of table if you expect to have something important to say
· Be an active listener and demonstrate that you have heard and processed what has been said and left unsaid
· Be actively interested as body language and facial expressions can signal attentiveness (lean forward, face speaker, make eye contact, nod head)
· Pay attention to speakers gestures, facial expressions, and tone of voice
· Jot down the occasional note but avoid excessive note taking
· If offering a comment on something said, repeat in your own words the speakers point of view and feed this back to the speaker in your response
· Make a mental list of your questions, then ask them for info and clarification 
· Interact and contribute and be sure to speak up and offer to solve problems
· Try not to dominate the discussion or get involved in arguments (don’t be defensive, disruptive or overly territorial)
· Make it easy for others to take you seriously by speaking clearly and directly, in a well organized way
· Be prepared to support your point of view

Meeting Minutes
· Formal meetings adhere to a system known as Roberts Rules of Order
· Written record of what occurred at a meeting, who attended it and when or where it was convened
[image: ]
· Templates and software available to assist you in compiling minutes
· In informal meetings, minutes may be taken and later distributed by email or hard copy 
· Informal meeting minutes briefly summarize discussion, report discussions, and outline proposed actions

Groupware-Supported Meetings
· Software designed to facilitate group work by a number of different users
· Eliminates the inconvenience associated with holding long-distance meetings and can help groups collaborate, exchange information, and reach decisions
· Familiarize yourself with the technology you will be using, download and test any required software and plug ins
· Schedule time to participate just as you would in a face to face meeting, account for different time zones too
1. Virtual meetings: meeting that uses particular software or a website to allow participants in various locations to share ideas and hold discussions in real time
· Participants do not have to travel saving time and travel cost
· Each participant is typically equipped with a computer-based camera, microphone, video screen, and speaker, which allow group members to see and hear one another and share information in real time
2. Web-conferencing: synchronous web-supported communication allowing for real time transmission of sound and images to various locations
· Some overlap between the two but web conferencing typically involves one content creator sending a video or presentation to audience members in different locations
· Audience members typically view images on a large screen, or computer
· Some also enable participants to exchange text, audio, and video messages in real time
· New wireless HD presentation technologies are now making it possible to present, collaborate, and share content directly from mobile devices, with content viewable through room displays and participants mobile devices
· E-mail meetings– allow participants to respond at different times and make the meeting process more democratic by doing away with facilitators and the interruptions that controlling personalities can cause (email meetings can suffer from the same problems that email does, there’s no guarantee that messages will be read or that they will have enough detail to be useful.

Communicating by Telephone
· The telephone is an important business tool and a link that is worth learning to use properly
· Must make the distinction between types of calls
· Make sure every call you make is necessary and offers the best way to get your message across when compared with other channels
· Making calls:
· Keep a 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 (name, business title, company name, phone number, brief message, best time to reach you, extension number etc.)
· Mind your telephone manners 
· Place calls when others are likely to receive them (have established call back time to avoid telephone tag)
· Learn to end a conversation (good closing phrase is im glad we tresolved this concern and stating the actions you will take)
· Receiving calls:
· Answer promptly (2 or 3 rings)
· Identify yourself clearly (name and department affiliation)
· Avoid taking calls during meetings
· Use proper telephone language (may I put you on hold? May I ask who’s calling please? I’m having difficulty hearing you can you please repeat that?)
· Be professional in explaining why you have answered a call intended for a colleague (shes away from her desk at the moment)
· Excuse yourself when you have to step away from the phone
· Don’t leave callers on hold indefinitely (not longer than 30-45 seconds, give option of continuing to hold or offer to call back)
· Apply active listening skills
· Learn to use your organization’s phone system
· Take accurate phone messages and deliver them promptly (includes name of person for whom the message was left, callers name, department and company, date and time, the message, instructions)
· Using voicemail productively: (both a convenience and annoyance):
· Prepare an appropriate greeting as your outgoing message
· Make sure your greeting is up to date
· Test your message

Dealing with the Media
· Can be tricky
· Many companies hire public relations officers for the purpose of maintaining a positive public image
· Up to you to guide the reporter to your story and take responsibility for what comes across in an interview
· Media interview can be an opportunity to build goodwill and deliver specific messages to specific audiences through the filter of a journalist
· 10 rules to get the best out of an interview:
1. Prepare by anticipating the questions you might be asked, especially the tough ones
2. Know your story, practice telling it, and stick to it
3. Remember that tone defines the impression you make
4. Assess what information will be valuable to the reporter
5. Don’t get too technical (avoid buzzwords and acronyms)
6. Speak in sound bites (limit answers to 5-20 words)
7. Tell the truth
8. Be alert and on guard
9. Make transitions to your key points as you respond (while ___ is important, don’t forget… another thing to remember is___)
10. Look your best but be yourself

Television Interview Tips
· Look at camera only when instructed to do so, all other times keep eye contact with interviewer
· Dress conservatively but comfortably, avoid all black and all white, small prints, remove glitter and oversized jewellery, take pens out of pockets, check for stray hairs, avoid fighting
· Speak clearly and distinctly, pausing strategically to avoid fillers, remain seated and lean slightly forward in your chair to project energy and interest

MCS2000 Chapter 14

EMBRACING SOCIAL MEDIA
· Social media benefits businesses by:
1. Enabling the broad, rapid spread of marketing materials and product info
2. Creating awareness for new products and developments
3. Promoting open participation, a sense of community, and dialogue with consumers
4. Promoting communication with stakeholder groups
5. Providing a forum for shaping consumer opinions and attitudes
6. Providing a purchasing venue
7. Offering a means to evaluate the post-purchase experience through feedback systems
· Social media benefits consumers as social media provides quick, easy, and convenient access to:
1. Product information
2. Product comparisons and reviews
3. Forums for asking and gaining answers to product-related questions
4. Virtual marketplaces where they can purchase products
5. Consumer support
· Many risks and challenges:
· Impossible for individuals or organizations to control conversations about themselves or to manage content in tradition ways
· Major risk is reputational- because of the negative impact it can have on competitiveness, loyalty of customers and stakeholders, positioning, media relations and the legitimacy of operations

WEB 2.0 AND THE NEW MEDIA LANDSCAPE
· Social media: the interactive internet- and mobile-based tools and applications that allow users to post and exchange information in real time, facilitating connection, collaboration, and creation of user-generated content
· Roots of social media goes as far back at 1979
· Dot com collapse in 2001 created the Web 2.0 era- then web grew to be more than just a platform where content and applications could be published by individuals
· Web 1.0:
· “read only” era
· no flow of communication from consumer to producer
· no posting of comments
· static websites
· bookmarking
· hyperlinking
· Web 2.0:
· “read-write” web
· users publish their own content
· wikis, blogs, widgets
· video streaming
· easy exchange of audio and video clips
· Web 3.0:
· “sematic” web
· information interpreted by machines
· users find, share and combine info more easily
· natural language searches
· micro formats
· mobile devices
· cloud and grid computing
· personalized and contextual search
· Rich site summary or really simple syndication (RSS): a web-based feed that publishes frequently updated information such as news headlines, blog entries, and audio and video content (new functionality in the Web 2.0 era)
· Allows users to receive the latest alerts and updates from favourite websites or aggregate data from many sites
· Allows adobe acrobat for adding animations
· Allows social media to evolve
· Internet-based social technologies enable the cost-free exchange of opinions, ideas, information, and user generated content (UGC)
· Exploring the new social media landscape gives people the opportunity to take advantage of rapidly evolving avenues and tools to communicate, collaborate, disseminate new ideas, and create internet content.
· Roles of active social media participants (participatory culture):
1. Creators (publishing, maintaining, uploading)
2. Critics (commenting, rating)
3. Collectors (saving, sharing)
4. Joiners (connecting, uniting)
5. Spectators (reading)

PARTICIPATORY CULTURE
· defined by Jenkins as a culture where a person in both a consumer and producer and has 3 main elements:
1. low barriers to creative expression and civic engagement
2. support and mentorship among members for each other’s creations
3. feelings of social connection between members and belief that their contributions matter
· members can participate through:
1. affiliation (joining groups ie. facebook)
2. expression (producing new creative forms ie. videos and mashups)
3. collaborative problem solving (working in formal or informal teams to develop new knowledge ie. Wikipedia)
4. circulations (shaping the flow of media ie. blogging or podcasting)
· There are other skills required than just the ability to read or use a computer:
1. Judgement- evaluate the reliability and credibility of information sources
2. Networking- search for, disseminate and synthesize information
3. Collective intelligence- pool knowledge and compare information for common goals
4. Transmedia navigation- follow the flow of stories across multiple media platforms
5. Appropriation- remix and reconcile conflicting pieces of data to form a coherent picture
6. Negotiation- discern and respect multiple perspectives as shaped by the cultural differences of diverse communities

WHAT IS SOCIAL MEDIA?
· Term applies to the interactive internet-based and mobile-based tools and applications that build on Web 2.0 for these tasks:
1. Posting and sharing information (ie. status updates, comments on photos)
2. Conduction conversations
3. Delivering and exchanging publicly available media content created by end-users (ie. documents, presentations, photos, videos)
· Social media refers to the activities that integrate technology and social interaction and to the content and contributions to the online spaces that are created in this way
· Immediacy and spontaneity underlie the social media experience as they allow individuals to see events and share in them as they happen
· Flow of information through social media can be a strong predictor of trends and a means to listen to and measure public opinion
· Researchers who study social media focus on the intimacy and immediacy of the medium as they influence social presence or the kind of contact that can be achieved and the kind of influence that communication partners have on each other
· Types of social media differ in terms of how rich they are and in how much social presence they permit
· Adding a link or photo makes a post richer as it enhances social presence by allowing free-flowing, just-in-time interactions
· Social media users consciously or unconsciously make decisions about how they present themselves in cyberspace and the impressions that other people will have of them
· Users create an online image that is consistent with their personal identity
· Users disclose information about themselves every time the like or dislike something, “friend” another user, follow someone, post content etc.
· Social media changed the way individuals stay current, get creative and get in touch
· Social media changed the way businesses collaborate, network, learn, market themselves, recruit employees, share ideas and communicate with stakeholders
· Businesses implementing social media can capitalize on the opportunity to achieve different goals such as:
1. Generating traffic
2. Developing a following
3. Attracting recruits
4. Creating brand awareness
5. Facilitating interaction and engagement
6. Generating revenue
7. Responding to and mitigating crises
· Benefits associated with the adoption of social media for external communications:
· Improved customer care and interaction
· Improved outreach
· Decreased marketing costs
· Companies are capitalizing on social media to mitigate negative publicity and brand crisis
· Internally, the democratizing effect of social media has helped to alter and soften traditional business hierarchies and improve communications (ie. best buy and Canada goose use social media to boost employee engagement)
· For transferees caught up in the uncertainties of job relocations, social media helps in maintaining connections to the job and associates left behind while allowing employees to settle into their new jobs
· Social media contacts help relocated employees navigate their new surroundings
· Businesses should be selective about which social media applications in which they choose to be active and make decisions based on finding the best media for the message- the ones with the right degree of flexibility as well as the ability to reach the broadest user-base with the likeliest interest in the product or service.
· If an organization uses more than one social media channel, it must ensure that the message is consistent and integrate these channels with more traditional media to reach different content communities. 

TYPES OF SOCIAL MEDIA
· 5 main types focusing on their relevance and use in business:
1. Blogs – special kind of web page in which a person posts his or her writings, opinions, and/or other information, usually on a regular basis.		
· Earliest form of social media
· Managed by one person or a small team
· Date-stamped entries in reverse chronological order
· Represents one topical and timely content area or takes the form of a personal diary
· Allows for more social interaction, engagement, and feedback than static Web 1.0 technologies through the posting of visitor comments in response to the blog entries
· Large companies maintain blogs to keep stakeholders up to date on important developments while reinforcing and building the company’s image and brand
· Corporate blogs represent a shift in the way companies interact with customers and have been shown to build trust, liking, and involvement
· Also useful in recruitment (especially when attracting a younger demographic)
· Internal corporate blogs: directed at employees and often hosted on a company’s Intranet to connect works with each other, even across continents; reduce communication costs; communicate corporate culture and news; and boost morale and employee retention. Employees can use them on a daily basis to manage projects, connect with team members, access and comment on company news, share business-related info, exchange opinions on products and policies, and launch discussion of interest to other employees. Employees can also spotlight work accomplishments and gain career advancement, with functions such as hashtags helping employees to draw management’s attention to their achievements.
· Intranet blogging is rising in Canada
· Corporate blogs intended for public consumption can be directed either to consumers or other businesses and is useful in content marketing which is a popular strategy for gaining attention and trust and converting readers into customers.
· Content marketing- company provides content of interest to a defined audience in order to boost its profile, attract new customers, and strengthen relationships with existing customers
· Corporate blogs are useful for promoting particular events and products; when aimed at external audiences, best practices include the following:
· Writing about topics that matter to customers
· Educating customers by offering trend and industry news rather than just news of product launches
· Writing from a personal perspective rather than a seller’s or brand-message perspective
· Providing a view that complements but is different from press releases and other brand-based communication
· Blogs are mostly text-based, links can be added for image and video content
· CEOs often maintain blogs on their company websites, in part to improve transparency and reinforce positive perceptions of corporate social responsibility
· Bloggers can make the greatest impact by following a few guidelines:
1) Write consistently and commit for the long-term- keep to a regular schedule and never miss a date, remain committed even if your blog doesn’t receive a lot of traffic at first, minimum of 50 posts for google to index a blog, and it may take that many to develop a fan base.
2) Identify a valuable niche- what makes your approach to a topic different or unique, will make readers want to follow you.
3) Check out the competition- keep up and bookmark relevant blogs that cover similar to content to yours, participate in user discussion, offering comments that will help you get noticed, build relationships and attract readers to your own blog.
4) Determine the right type of post- choose posts that will get your content across most effectively and be most appealing to your audience. Options include:
· Instructional posts, cheat sheets, media posts, spotlight posts, news posts, news jacking posts
5) Treat your posts as articles- use appropriate titles and headings, spelling and grammar, consistent style, and credit to external sources.
6) Aim for authority and credibility- share reliable industry related tips, useful content, but be ethical and respect others intellectual property.
7) Be authentically yourself- avoid hiding or misrepresenting relationships with companies, share everyday life experience and personality.
8) Add media- long blocks of text can be less intimidating with images
9) Optimize keywords- search engine optimization and choose keywords that will drive traffic to your blog.
10) Invite interaction- invite comments and use them to understand your follows. Consider guest bloggers or doing interviews.
2. Micro-blogs – a blog whose entries are shorter than those of a traditional blog
· In real time
· Most popular is Twitter which combines the standard format of micro-blog with a news-feed function. Maximum of 240 characters and has a two-fold function:
· A message
· Means of initiating a conversation with followers, who are expected to tweet in response
· Twitter makes communication highly suited to sharing the latest, time-sensitive information and helps in reputation and trust building.
· Business professionals and their organizations can use Twitter in a number of ways:
· Promote products, services and brand awareness
· Monitor competition
· Monitor customer satisfaction and public perception of their organization
· Share and find professionally related knowledge and resources
· Support employee and management communications
· Monitor existing customers and prospect and engage new ones
· Watch industry trends
· Prospect and recruit new hires
· Twitter is the main platform used by non-profits for social media campaigns aimed at increasing levels of engagement with followers
· To realize the full potential of the Twittersphere, consider the following guidelines:
1) Be professional and likeable
2) Ask questions and respond in real time
3) Use the right format (best suit follower’s needs)
4) Be selective in what you tweet
5) Be selective in who you follow (limit to those that are relevant)
6) Make your content accessible and shareable (free of “marketing speak”)
7) Retweet followers’ posts
8) Use hashtags
9) Incorporate photos and links
10) Drive traffic to your blog or website
11) Connect with users in your area (use “advanced search” feature)
12) Be strategic in the pace and timing of your tweets
3. Podcasts – audio files that can be downloaded or streamed, usually on a subscription basis from websites
· Audio files can be played on any MP3 player and are convenient because they are highly portable and an easy listening alternative to written content
· Usually part of a series with a new “episode” released on a schedule
· “push” service where content is downloaded to device as soon as it becomes available
· increasingly being added to blogs and websites where content can be promoted, people are encouraged to sign up and users can offer feedback and enter in discussion with other listeners.
· Serve many of the same purposes as blogs and should be polished and professional, well written and rehearsed, and the final recording must be free of technical glitches and unwanted background noise.
· Productive approach to think like a radio producer: be aware that listeners may choose to tune out at any moment, and be careful to provide enough value to hold their attention
· Best practices for high-quality audio podcasts:
1) Use a professional-quality recording app
2) Follow a loose script
3) Avoid going solo
4) Seek out and engage with followers
5) Find an appropriate style
4. Social networking sites – website that facilitates communication and interaction between two or more people by allowing them to create profiles, send messages, write status updates, and share photos, videos, and other media.
· Used for a variety of purposes:
· Create brand communities
· Keep stakeholders and shareholders up to date on products
· Promote products and services, especially to targeted demographic groups
· Publicize events, product launches, and contests
· To carry out marketing research
· An increasingly exploitable marketing took because it provides access to millions of current and potential customers without the costs associated with more traditional forms of advertising
· Non-profits use social media to publicize their missions and to seek donations and volunteers
· Change the way businesses interact online, transforming customers and the general public into “fans”.
· Consider the following when designing a facebook page:
· Choose privacy settings with care
· Update your page frequently
· Stay on topic
· Keep messages brief, simple and relevant to the target audience
· Be accurate
· Keep the tone spontaneous and informal
· Signpost your company’s expertise
· Make the experience interactive and engaging
· Make some content exclusive to facebook
· LinkedIn helps business professionals strategically increase their presence online and make it easier for industry partners, employees and potential clients to find them
· To optimize your LinkedIn profile:
· Customize your profile URL
· Make your profile public
· Complete the summary and experience sections of your profile
· Stay active
· Connect and network
· Solicit recommendations
· Stay informed
· HR divisions at companies across Canada have reported seeing positive results from social media initiative such as better brand visibility and labour saving
· Immediacy and authenticity are things that can be achieved by using social media
5. Photo-and video-sharing sites – a website with the main function of allowing users to post and share photos, videos, and multimedia
· Carry the risk that copyrighted material will be shared, but most major sites take steps to ban illegally posted content
· Organizations use these sites in ways such as:
1) Share press announcements and keynote speeches with employees and investors
2) Upload company photos, public service announcements, and commercials to post recruiting videos
3) Capture client, customer, and public feedback on company enterprises, products, and services (comments must be monitored)

USER GENERATED CONTENT (UGC)
· Online users have been turned into “produsers”, and their output has been classified as “produsage”
· Sites inviting user-generated content (Youtube, yelp, flickr) provide users with a degree of agency and power, albeit within the arena of a powerful media company.
· Businesses around the world have devised campaigns to solicit user-generated content in support of their brands and products
· UGC campaigns can be effective ways to build interest in a brand and make customers feel engaged and involved
· Best practices for businesses to achieve UGC campaign success include (starbucks doodle cup):
1) Choose a promotion with your audience in mind (consider the target demographics capabilities and level of technical skill)
2) Look for marketing potential (entries that can be repurposed)
3) Offer an enticing reward
4) Make participation simple and straightforward
5) Ensure the legality of what you propose and offer

THE SOCIAL MEDIA ADVANTAGE
· Social media has become a powerful trend and there is little evidence that this trend is temporary
· Businesses use social media for a variety of purposes and potential benefits:
1) Internal and external communications
2) Customer identification and profiling
3) Customer care, relationship building, and fan loyalty development
4) Interaction, collaboration, and engagement
5) Brand awareness and product promotion
6) Recruitment
7) Crowdsourcing
8) Increased exposure and traffic to websites
9) Event organization and promotion
10) Feedback monitoring
11) Impact measurement
· Social media provide banks of raw data that businesses can harvest and analyze to better understand customer needs, interests, and priorities. 
· Social media internally strengthens connections among colleagues and enhance workers productivity
· Workers may use social media to get information to help them solve work problems, ask questions and make professional connections
· Two-thirds of executives believe that social media is critical or important to corporate efforts
· social media opened up worldwide markets to even the smallest business and made what used to be word of mouth into a global stream that can be heard and seen, instantaneously and spontaneously, by millions.

RISKS AND CHALLENGES OF SOCIAL MEDIA
· several key areas that employers struggle with:
1) time theft
2) malicious, negative, or damaging employee comments made about employers
3) leaks of proprietary and confidential information
4) damage to brand reputation
5) outdated information
6) use of personal social media by corporate executives
7) corporate identity theft
8) fraud
9) legal, regulatory, and compliance violations
· social media could also be a great time-waster, with personal social media use sometimes cutting into work hours
· need to communicate but fear of missing out by not being online can be detrimental to productivity
· using social media to express beliefs and views about work life can expose businesses to harm and risk, anything can be used by competitors
· learning how to use social media ethically and effectively is something companies continue to grabble with, and the learning curve can be steep
· Canadian businesses are becoming increasingly aware of the importance of ensuring their compliance with securities regulations when using social media
· Many companies now have social media training, but many still do not perform a social media risk assessment
· Government of Ontario took the radical step of banning the use of facebook in its offices
· Facebook and twitter are not private so avoid posting potentially embarrassing words and images and be mindful of your online identity
· Posts and comments made long ago can remain searchable, creating a need for professional “web scrubbers”
· 29% of young adults regret posting compromising content over fears of being fired or not hired and 74% of young adults and 36% of older adults have deleted social media content to keep from the eyes of their employers
· labour laws protect job-seekers from employers asking for personal info, including social media passwords
· failed social media campaigns or ones that have caused a backlash are also hard to remove (Gap, Molson)

MEASURING SOCIAL MEDIA PERFORMANCE
· social media analytics: the gathering and analyzing of social media data, which is used to determine usage trends and measure customer interest
· must decide exactly what to monitor and align those metrics with business goals
· corporate marketers may choose to track data related to trends and activities such as:
· increases or decreases in the number of followers or friends (consumption or reach metrics)
· the sharing of content among users or the number of one-on-one engagements (sharing and engagement metrics)
· the conversion from social media consumers to paying customers (conversion metrics)
· companies can also track what people are saying about competitors and their brands through these measurement tools:
· Google Analytics- tool for analyzing visitor traffic and understanding needs of audience members and customers
· Klout- service that measures influence scores and identifies influences in a particular industry
· Hootsuite- analytics suite that tracks information about what is valuable to the user through an analysis of links, Klout scores, and other factors
· May raise privacy concerns, but gives companies the chance to know how they are doing in reaching out to customer communities and improve their site content and brands

MOBILE COMMUNICATION
· Makes communication from anywhere at any time a reality
· According to theorist Castells, the concept of connectivity is important
· We are essentially always on one device or another, business or leisure
· Makes it possible for workers to work from anywhere 
· Gives rise to the mobile network society, transforming the ways we work, find work, play, shop, socialize, volunteer, and form communities
· Communication networks have diffused globally
· The mobile advantage has been realized in many areas of business, including recruitment, remote workforce management and decision making, project management and even training.
· The multimodal nature of mobile communications brings the advantages of text, image, voice and video to bear on organizational communications and the needs of employees and stakeholders

DESIGNING AND WRITING MESSAGES FOR MOBILE DEVICES
· Users are likely to be distracted by background noises and unexpected interruptions from their physical surroundings
· Smaller screen sizes and the different user interfaces of mobile devices can affect the readability of messages that have not been properly optimized for mobile devices
· Mobile device screens can display far less material at any one time, and most can display only a single window at a time
· Usability studies have found that seeing less of a message at any given time and having to zoon and scroll makes the content more difficult to remember and divert attention from it, effectively slowing the rate of reader comprehension to 48% of what it is for desktop messages
· To overcome limitations to read on mobile devices:
1) Ensure the reader does not have to zoom
2) Place the info the reader needs the most at the beginning of the email
3) Use a linear structure, progressing from most important to least important points
4) Keep subject lines and headings under 30 characters in length
5) Position tap targets far enough apart
6) Ensure links lead to mobile-optimized pages
7) Keep messages as short and specific as possible, save complex detail to separate message or attachment
8) Ensure that images and design features are viewable on different screen sizes
9) Test-view the message on a mobile device before sending it
10) If the message is meant to be viewed on mobile and desktop, design it for small screens first
· Checking email is a daily experience for most Canadians and mobile optimization stakes are high for e-mail messages

WRITING PROMOTIONAL MESSAGES FOR MOBILE DEVICES
· SMS marketing involves connecting with consumers via mobile devices and are effective because they allow marketers to reach consumers wherever those consumers happen to be.
· Must be especially succinct (brief)
· Keep the following in mind when preparing promotional messages:
1) Confine your message to the offer, its benefits and details on how to take advantage of it
2) Offer something specific of immediate value
3) Gain attention while avoiding hype, slickly promotional generalization, and clichés that can make readers mistake your messages for spam (No “unbelievable prices, catch attention with 50% off boots through blank date)
4) Create a sense of urgency and timeliness. Channel helps convey urgency, but make time-limited offers or state benefits of acting now
5) Announce the company and brand clearly
6) Communicate exclusivity and make the reader feel special and like an insider

OPTIMIZING WEB CONTENT FOR MOBILE DEVICES
· Mobile-friendly websites: display correctly on the small screens of hand-held mobile devices such as smartphones and tablets
· Majority of mobile searches occur in an individuals home or workplace, so accessing web content from mobile devices is more common, even when they have access to a desktop computer
· Ensuring websites are optimized for mobile devices is essential to avoid user frustrations such as the common source of slow loading on mobile devices (57% of users abandon a website if it takes more than 3 secs to load)
· Frustration may also arise when:
· Text is too small to be read without zooming
· Links are too tiny or pushed together too closely to be useful
· Content is sized wider than the screen, making it necessary for users to scroll horizontally to see everything
· Mobile optimization avoids frustration by enabling a site to reformat itself to ensure faster loading, easier reading, and a more intuitive, satisfying experience.
· It recognizes that mobile users have needs that differ from desktop users.
· A mobile-friendly page accommodates users with:
· Text that is large enough to be read without zooming
· Content that can be viewed without scrolling or zooming
· Links and tappable objects positioned sufficiently
· A limited need for users to input text, which may be difficult on touch-screen keyboards
· No reliance on software than is not commonly found on mobile devices, which could prevent the page from loading properly
· A structure that favours tight information spaces rather than a long, linear presentation
· The most effective approach to making mobile sites user-friendly involves responsive design which has an aim to provide users with the exact same functionality and content on all devices
· Responsive design breaks site content into smaller cells and rearranges those cells according to their relative importance and size of screen on which they will be viewed.
· Audience analysis is important because developing an effective design requires understanding what is important to users and what users’ needs will be.
· The guiding principle of mobile design is simplicity relative to the limitations of the device, the communication channel, and the user: how much screen space is available, how much info can be transmitted and displayed at once, and how much users will be able to pay attention and remember.

Instant Messaging and Texting for Business
· Fast, easy, low cost, and unobtrusive, IM, or the real-time transmission of users messages with added network-based collaboration tools, is often thought of as personal communication that mimics conversation and demands immediate attention.
· The urgency and instantaneousness people associate with IM makes this form of communication highly suitable for exchanging short messages on matters of some urgency.
· Different organizations set different guidelines for the ways it is appropriate for employees to use IM
· The purposes of using IM influence an organizations choice of which IM system to use
· Most IM systems aimed at workplace collaboration provide text-exchange as well as voice, video and screen-sharing features which come with a range of added features like offline messaging, group chat, video chat, desktop sharing, bulletin boards, and document management.
· SMS applications are commonly used by:
· Social media platforms
· Companies involved in marketing, e-commerce, and online retail
· Travel and transportation companies
· Mobile banking, financial services and payment divisions
· Company customer service divisions
· Text messages may be short but leave a lasting impressions, especially if mishandled.
· Remain professional while using a casual tone for conversational exchanges
· Consider your purpose and audience and think of the outcome you wish to achieve
· The same principles of planning apply here as for other forms of written communication, though more informally:
· Consider your purpose (texts can lack context so be specific)
· Consider your audience (texting style is based on how well you know the recipient and their status, avoid being colloquial and using abbreviations and acronyms when writing to bosses and managers)
· Consider the effect on the reader (never text to send a negative outcome, focus on building rapport and save texting for answering prospective customer questions once you have established a stronger relationship)
· Keep messages short and to the point (write in complete but succinct sentences to deliver a complete thought, if series of texts, rely on message thread to provide context)
· Use a friendly tone
· Maintain an appropriate degree of privacy (service hosted over internet may carry more risk than organizations private network)
· Double-check your message before you send it
· Consider the frequency and timing of messages
· [bookmark: _GoBack]Consider where you are when you text (don’t text during meeting or one-on-one convo, growing trend outside north America that involves multi-tasking by engaging in multiple conversations at once)
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