Chapter 9: Negative Messages
Communicating Negative News Effectively:
Bad feelings and news can be reduced by
1. Knowing the reason for rejection
2. Revealing sensitively
3. Treating sensitively and fairly
Goals in Conveying Bad News
1. Explaining clearly and completely:
➢ Understand and accept bad news
➢ No need to clarify message
2. Projecting professional image:
➢ Stay calm, polite language and clear explanation
3. Conveying empathy and sensitivity:
➢ Language respects reader and reduces bad feelings
➢ Accept blame and apologize without legal liability
4. Being fair:
➢ Decisions are fair, impartial and rational
5. Maintaining friendly relations:
➢ Desire to continue relations and regains confidence

Phase 1 : analyze bad news and anticipate effects (letter); mild, direct, serious, personal and
include techniques to reduce pain
Phase 2 : gather information and brainstorm ideas, avoid weak reasons to blame, including
explanation
Phase 3 : check wording for concise without being brusque, conversation-like (flows
smoothly), important tone

 3 causes to legal liability:
1. Abusive language: false, damaging to good name, published (electronic or
print)
2. Careless language: communicate only what you intend
3. Good-guy syndrome: personal feelings must use personal methods
(computer/letter, without company affiliation), volunteering extra information
can be dangerous

Analyzing Negative News Strategies
➔ Carefully consider the audience, purpose and context
➔ Negative news must be flexible

When to Deliver Bad News
*overall depends on the buffer and how early the news is presented



Direct: present bad news first, explain, repair, recommendation (used for security breach)
➔ Saves time
➔ More ethical and professional
➔ Good for social media

Indirect: bad news may be easier to accept gradually
➔ Sensitive
➔ Softens impact
➔ Used in majority of cases


Composing Negative Messages Effectively
➔ Key to delivering news sensitively: buffer, reason, bad news and closing
Buffer: device to reduce shock and pain, starts with a neutral and meaningful statement to
make reader continue reading, should be relevant and concise, provides a natural transition
that leads to explanation, avoid trite buffers
➔ Best news: start with a message that represents the best news
➔ Compliment: praise accomplishments of organization’s efforts with honesty and
sincerity
➔ Appreciation: convey thanks and show confidence (don't thank the reader for
something you're about to refuse)
➔ Agreement: relevant statement between both reader and receiver
➔ Facts: provide objective information that introduced the bad news
➔ Understanding: show that you care
Apology: admission of blameworthiness and regret for undesirable event

5 R’s Model
Recognition: acknowledge specific offence
Responsibility: accept personal responsibility
Remorse: embrace “I apologize” and “I am sorry”
Restitution: explain what exactly you will do about it
Repeating: promise it won't happen again and mean it

Empathy: ability to understand and enter into the feelings of another


Presenting reasons:
1. Explain clearly
2. Citing readers or other benefits if plausible
3. Explain company policy
4. Choosing positive words
5. Showing fairness and serious intent

Cushioning news:
1. Position news strategically (sandwich within text)
2. Use passive voice
3. Highlight positive notes
4. Implying refusal
5. Supporting compromise or alternative

Closing:
1. Forward look (look at future relationship)
2. Alternative follow-up
3. Good wishes
4. Free offers
5. Resale of sales promotion

Refusing Typical Requests and Claims

➔ Doubt by using indirect strategy
➔ Indirect refusing (favours/money/etc): buffer, praise, explanation for refusal
➔ Direct refusing (invite): explain, soften, compliment (warm/upbeat/positive tone)

➔ Disappointed customer: call/email, state problem and apologize, explain, resolve,
prevent, promote goodwill
◆ email/hard copy is used when personal contact is impossible, to establish a
record, to confirm a follow-up or promote good relations
➔ Error with orders (indirect): deliver the news, make sure the reader understands,
explain and motivate action
➔ Price hikes: explain, build goodwill (mostly in emails or online)
➔ Denying claims: adopt a proper tone (avoid “you” and be neutral), build customer
confidence (resale), repeat key idea, explanation policy and by the third paragraph
their claim should be unjustified
➔ Refusing credit: 4 goals
1. Avoid language that causes hard feelings
2. Retain on cash basis
3. Prepare possible future credit
4. Avoid disclosures since that could lead to lawsuits
● Use passive voice, long sentences, convert credit to cash, provide resale
information and have the note reviewed by a legal counselor


Managing Bad News Within an Organization
➔ Bad news is better received when explanations are given
➔ In-person:

◆ Gather Information
◆ Prepare and rehearse
◆ Explain past/present/future
◆ Must be newsworthy, will upset receiver or involves a person or a small
group
◆ Take a partner
◆ Timing is crucial
◆ Patience with reactions

➔ Refusing workplace requests: start buffer with honest praise, give reasons for refusal,
give qualified alternation
◆ Focus on praise rather than refusal or apologies
➔ Announcement to employees/public: deliver personally through memos/email/videos,
use indirect strategy, smooth transitions, give reasons, emphasize on positive, be
kind/gentle/clear
➔ Job applicant: use indirect strategy, give reasons, don't give extra information

Chapter 10: Persuasive and Sales Messages

Persuading Effectively and Ethically in the Contemporary Workplace
Persuasive skills are becoming ever more important at work. Business people must try to
influence others.

What is Persuasion?
"A symbolic process in which communicators try to convince other people to change their
attitudes or behaviors regarding an issue in an atmosphere of free choice"

How Persuasion Works:
Persuasion as a Symbolic Process:
- An ethical persuader understands the power of symbols and does not use them to trick
others, because people's attitudes change slowly persuasion takes time.
Persuasion Involves an Attempt to Influence:
- Involves a conscious effort to influence another person with the understanding that
change is possible
Persuasion in Self Persuasion:
- Ethical communicators give others the choice to accept their argument. They plant the
seed but do not coerce it. They rely on self-influence to decide whether to make the
change.
Persuasion Involves Transmitting a Message:
- Persuasion messages can be both verbal or nonverbal, face to face or via TV, radio or
social media. They often appeal to our emotions,
Persuasion Requires Free Choice:
- People are free when they are not forced to comply, when they can refuse the idea
suggested to them.

How Has Persuasion Changed in the Digital Age?
Persuasion in the 21st century is different from persuasion in previous historic periods.

The Volume, Speed, and Reach of Persuasive Messages Have Exploded:
- Canadians are increasingly exposed to persuasive messages
Organizations of All Stripes are in the Persuasion Business:
- Through the use of social networks companies of all sizes (not just large corporations)
are able to persuade their followers
Persuasive Techniques are Subtler and More Misleading:
- Instead of a blunt, pushy, hard sell approach persuader play on emotions. By using
empathy flattery, nonverbal cues and likeability appeals they are selling a lifestyle not a
product.

Persuasion is more complex and Impersonal:
Six Basic Principles That Direct Human Behavior:


Reciprocation: "The Give and Take"
- Ex: If someone does us a favor most of us feel obligated to return the favor.
May lead to a "yes" to a request we might otherwise refuse. Gifts that accompany
requests for money in business transactions
Commitment:
Social Proof: "Truths Are Us"
- To determine correct behavior, we try to find out what other people think is correct. An
action is more acceptable when others are doing it.
- Ex: Advertisers telling us the "Best Selling Product", it must be good because
others think so

 
Liking: "The Friendly Thief"
- We are more likely to accept requests of people we know or like. Strangers are
persuasive if they are likeable and attractive.
- Ex: The Tupperware industry thrives on word of mouth. The impulse to buy a
Tupperware from a friend who recommended it.
Authority: "Directed Deference"
- We tend to obey authority because it is beneficial to the orderly functioning of society.
Security: "The Rule of the Few"
- Opportunities are more valuable when their availability is restricted. Scarce items are
more appealing.
- Ex: Marketers use the "limited time offer" to entice consumers



Effective Persuasion Techniques:
- Establish Credibility
- Make a Reasonable, Specific Request

- Tie Facts to Benefits
- Recognize the power of loss
- Expect and overcome resistance
- Share solutions and compromise



Applying the 3x3 Writing Process to Persuasive Messages:

Analyzing the purpose:
- convert the receiver to your ideas but building relationships with their audiences.

Adapting to the audience:
- Concentrate on the receiver, meet the needs of the audience, or solves a problem.
Answer the "Why should I, What's in it for me, What's in it for you, Who cares?
Questions.
Collecting Information and Organizing the Information
- AIDA ; Indirect persuasive strategy
- ATTENTION; gaining audience's attention; brief, relevant, engaging
- INTEREST: building interest by convincing your audience that your proposal is
worthy
- DESIRE: eliciting desire, reducing resistance
- ACTION: prompting action

Attention:
- Problem Description:
- Briefly describe the problem
- Unexpected Statement:
- "Men and women draw the line at decidedly different places in identifying what
behaviors constitute as sexual harassment"
- Reader Benefit:
- Indicate what benefits the audience receives from using your product/service
- Compliment:
- "Because our members value your managerial expertise they want you to be our
speaker"
- Related Facts:
- Provide engaging facts
- Stimulating Question:
- Ask a question
Interest:
Persuasive requests are longer than direct requests because you have to interest and convince
the audience.

Six ways to build interest in persuasive messages:

- Facts and Statistics
- Examples
- Expert Opinions
- Specific Details
- Direct Benefits
- Indirect Benefits

Showing how your request can benefit the audience directly or indirectly is a key factor in
persuasion.

Desire:
Eliciting Desire and Reducing Resistance in Persuasive Requests
Anticipate audience resistance. Analyze all possible what if scenarios
- Emphasize Benefits:
- Minimize objections by presenting your counter arguments in sentences that
emphasize benefits. "Ceramic dishes may require a little more effort in cleaning
but they bring warmth and graciousness to meals"
- Establish Credibility:
- Receivers are less resistance if your request is reasonable and if you are
believable
Action:
Inspire the newly receptive audience to act.

Being an Ethical Persuader:
Fudging facts, exaggerating a point, omitting crucial information inhibits your credibility as a
persuader. Effective persuaders are only successful if they're believable. Once lost, credibility is
difficult to regain.


Writing Persuasive Requests:
Using a Moderate Tone: The tone of your message is important! Calmly communicate your
opinions.

Composing Effective Complaints:
An effective complaint makes a reasonable and valid request, presents a logical case with clear
facts and has a moderate tone. Anger and emotion are not effective persuaders.
Writing Persuasive Messages in Digital Age Organizations

Persuading Employees: Messages Flowing Downward:
- Messages flowing downward require little persuasion, often use direct strategy.
However, because managers are less interested in exercising power, attention to tone is
still important. Conversational tones preferred.

Persuading the Boss: Messages Flowing Upwards:
- Managers are resistant to change and therefore messages require skillful
communication. Backup proposal with facts. Use "dollar and cents case" as an effective
persuading tool. Avoid sounding pushy/argumentative. Strive for a conversational yet
professional tone.

Creating Effective Sales Messages in Print or Online:

Analyzing the Product:
What can you learn about its design, its ease of use, efficiency, durability application? Be sure
to consider warranties, service, price, premiums exclusivity and special appeals.

Determine the Purpose of the Sales Message:
Know what response you want and what central selling point you will emphasize to achieve that
purpose.

Adapting a Sales Message to its Audience:

Crafting Successful Sale Letters:
Tangible direct mail appears to have a greater emotional impact than virtual mail

Considering the value of sales letters:
Your primary goal in writing a sales message is to get someone to devote a few moments of
attention to it. The most effective messages will follow the AIDA strategy.
The most critical elements of a Sales Message is the opening paragraph. This opener should be
short (1-5 lines), honest, relevant and stimulating. The following tactics can hook a reader's

Attention:

- Offer: "A free trip to Hawaii is just the beginning!"
- Promise: "Now you can raise your sales income by 50% or even more with our proven
technique"
- Question: "Do you yearn for an honest, fulfilling relationship?"
- Quotation: "Quote"
- Fact: "The Greenland Inuit ate more fat than anyone in the world, yet they had no heart
disease"
- Product Feature: Volvo's snazzy new convertible ensures your safety with a roll bar…"
- Testimonial: "My Name is Sheldon, I am a practicing medical doctor. I am also a
multimillionaire"
- Startling Statement: "Help improve the lives of impoverished Canadians"
- Personalized action setting: "It's 4:30pm and you've got to make a decision"
- Solution to a problem:
- Anecdote
- Personalized statement using the receiver's name
- Relevant current event

Interest:
Clearly describe the product/service. Emphasize the central selling point. These selling points
can be developed using rational/emotional appeals.
- Rational Appeals: associated with reason and intellect. Often used when products are
expensive
- Ex: A selling point that emphasizes: making or selling money, increasing
efficiency
- Emotional Appeals: Often used when products are inexpensive, non-essential, short
lived
- Ex: relate to status quo, ego and sensual feelings.
Desire:

- Delay mentioning the price until after you've created desire for the product
- Show the price in small units: price/unit
- Demonstrate how the reader saves money
- Compare your prices with those of a competitor
- Testimonials: "I never stopped eating yet I lost 50kg"
- Names of satisfied users
- Money back guarantee
- Free trial or sample
- Performance tests, polls or awards


Anticipate other objections and translate these objections into selling points.

Action: Entice readers to act by offering:
Gifts:
Promise/Incentives
Limit the offer:
Set a deadline
Guarantee satisfaction

Writing successful email sales messages:
To reach today's consumer's marketers must target their emails well if they want to have their
messages opened. The first rule of e-marketing is to communicate with only those who have
given permission. The following are a few tactics to craft effective email sale messages:

- Craft a catchy subject line
- Keep the main information "above the fold":
- Emails should be top heavy, provide important points in the beginning.
- Keep the message short, conversational and focused:
- Sprinkle testimonials throughout the copy
- Provide a means for opting out.

Developing Persuasive Media Releases:
Media (news) releases convey important information to the media. Such public announcements
can feature:

- New products
- New managers
- New facilities
- Sponsorships
- Participation in community projects
- Awards given or received
- Joint Ventures
- Donations or Seminars
- Demonstration

The best press releases focus on information that appeals to a targeted audience.



Chapter 11: Reporting in the Workplace

Reporting in the Digital Age Workplace

● Management decisions in many organizations are based on info submitted in the
form of reports.
● Reports aid managers keep informed about completed tasks, projects and work
in progress.
● Reports help us understand & study systematically the challenges we encounter
we face before outlining the steps needed to solve them.
● Reports may be internal or external documents.
● Range from informal bulleted lists to formal 200-page financial forecasts
● May be presented orally or delivered digitally

Basic Report Functions
1. Informational Reports: present data without analysis. Writers collect and
organize facts and present information. Examples include routine operations,
company procedures.
2. Analytical Reports: Provide data or findings, analyses and conclusions.
Recommendations are supplied if requested. Intend to persuade readers to act
or change beliefs. Example is an audit report.
Organizational Strategies
➔ Direct Strategy: When the purpose of writing is presented close to the beginning
of a report. Informational reports such as a letter report use the direct strategy.
➔ Indirect Strategy: When conclusions and recommendations appear at end of
report. Helpful when the reader is unfamiliar with the problem. Helpful when
reader must be persuaded.

Typical Report Formats
● Digital Formats & PDF Files: PDF condenses documents while
preserving format. Web-based reports may feature engaging multimedia
effects.
● Digital Slide Decks: Digital slideshows that can be sent by email,
embedded on the Internet or posted on company intranet. May have more
text than most presentation slides.
● Infographics: visual representations of data or information. Displays
complex information quickly and clearly. Affordable & easily shareable on
social media. Used to inform customers.
● Email & Memo Formats: Many reports attached to emails, posted online
or embedded in the body of emails. Memo reports usually shared by PDF.
● Forms & Templates: Workers may use templates found on company
intranet or Internet. Used for monthly sales reports, performance
appraisals, merchandise inventory and personal and financial reports.
● Letter Format: Short for informal reports (8 or less pages) addressed
outside an organization, are found in government agencies, real estate
and accounting firms.
● Manuscript Format: For longer, more formal reports. Printed on plain
paper without letterhead.



Applying the 3 x 3 Writing Process to Contemporary Reports

Step 1: Analyze the problem and purpose
● Prepare a written problem statement and choose action verbs when saying
intention.
● Scope & Limitations: What issues or elements will be investigated?
● Significance: Why is the topic worth investigating?
Step 2: Anticipate the audience and issues
● Think of all individuals who will read report. Ask:
➢ What do my readers need to know?
➢ What do they already know?
➢ What is their education level?
➢ How will they react?
➢ What sources will they trust?
Step 3: Prepare a work plan
● Good work plan includes:
❖ Statement of the problem
❖ Statement of purpose including scope with limitations & significance
❖ Research strategy including sources and methods of collecting data
❖ Tentative outline that factors the problem into manageable chunks
❖ Work schedule
Step 4: Conduct Research
Step 5: Organize, analyze, interpret and illustrate the data
Step 6: Edit, proofread and evaluate

Identifying Secondary Sources and Conducting Primary Research
● Primary data: first-hand experience + observation
● Secondary data: reading what others have experienced

Locating Secondary Sources
● Print Resources: Books, periodicals, indexes
● Research Databases: collection of information stored digitally with peer reviewed
articles.
● Internet: Use trusted sources like peer reviewed articles and newspapers instead
of blogs or wikis.


Conducting Primary Research
● Surveys:

➔ collect data from groups of people. May not be accurate as not
representative of the whole population and may not be true.
➔ Select the survey population carefully: large sample size.
➔ Explain why survey is necessary
➔ Consider incentives
➔ Limit the number of questions
➔ Use questions that produce quantifiable answers
➔ Avoid ambiguous questions
➔ Make it easy for respondents to return the survey
➔ Conduct a pilot study

● Interviews:

➔ Locate an expert
➔ Prepare for the interview
➔ Maintain a professional attitude
➔ Make questions objective and friendly
➔ Watch the time
➔ End graciously

● Observation and Experimentation
➔ Decide who you are observing and how often observations are necessary.
➔ Experimentation produces data suggesting causes and effects. Control
variables to test their effects.
Documenting Information
● Giving credit to authors whose work you have built upon or used.
Purposes of Documentation

➢ Strengthen your argument
➢ Protect yourself against charges of plagiarism
➢ Instruct the reader
➢ To save time

What to Document:

➢ Another person’s ideas, opinions, examples or theory
➢ Any facts, statistics, graphs, drawings that are not common knowledge
➢ Quotations of another person’s actual spoken or written words
➢ Paraphrases of another person’s spoken or written words
➢ Any electronic media

Copyright Information
● Applies to all original literary or textual works.
● Refers to the “right to copy”
● Key provision is fair dealing
How to Avoid Copyright Infringement
❖ Assume all intellectual property is copyrighted
❖ Realize that Internet items are NOT in the public domain
❖ Observe fair dealing restrictions
❖ Ask for permission
❖ Dont assume that only a footnote is needed
Citation Formats: MLA, APA

Creating Effective Graphics
● Need to present information collected coherently.
1. Tables

➢ Used to clarify large quantities of data in small spaces.
➢ Disadvantage: does not readily display trends.
➢ Place titles + labels at top
➢ Arrange items in logical order
➢ Provide clear headings for rows and columns
➢ Make long tables easier to read by shading alternate lines
➢ Place table as close as possible to where they are mentioned in text
➢ Identify the units in which figures are given
➢ Use N/A for missing data




2. Bar Charts

➢ Lack of precision of tables
➢ Enable the emphatic visual comparisons
➢ Useful for comparing related items, illustrating changes in data over time,
showing segments as part of a whole.
➢ Keep the length & width of each bar and segment proportional
➢ Include a total figure in the middle of the bar or at its end if the figure helps
the reader and does not clutter the chart
➢ Start dollar or percentage amounts at zero
➢ Place the first bar at some distance (usually half the amount of space
between bars) from the y axis
➢ Avoid showing too much information
➢ Place each bar chart as close as possible to the place where mentioned in
the text.



3. Line Charts

➢ Major advantage is they show changes over time, thus, indicating trends
➢ Vertical axis: dependent variable
➢ Horizontal axis: independent variable
➢ Simple line charts: show one variable
➢ Multiple line charts: compare items
➢ Segmented line charts: illustrate how variables of a whole change over time.
➢ Begin with a grid divided into squares
➢ Time is placed on x-axis
➢ Draw small dots at intersections to indicate each value at given year

4. Pie Chart

➢ Enable readers to see a whole and the proportion of its components, or wedges
➢ Useful for showing percentages
➢ Make the biggest wedge appear first
➢ Include the actual percentage or value for each wedge
➢ Use 4-6 segments for best results. If necessary, group small portions into a
wedge called Other.
➢ Draw radii from the center
➢ Distinguish wedges with color, shading or cross-hatching
➢ Keep all labels horizontal

5. Flowchart
➢ Procedures are simplified when using a flowchart
➢ Traditional flowcharts use the following symbols:
❖ Ovals to designate the beginning and end of a process
❖ Diamonds to designate decision points
❖ Rectangles to represent major steps.
6. Organization Charts
➢ Chart that shows the chain of command of a company
➢ Sorted by function, customer & product

Chapter 13: Proposals, Business Plans, and Formal Business Reports

Developing Informal Proposals

Proposal: written offer to solve problems, provide services or sell equipment, people depend
on proposals to compete for business
★ External: respond to requests for proposals
★ Internal: justification/recommendation reports
Informal: short, also called letter proposals

1. Introduction:

➢ Hints at results with detail revealed shortly
➢ Promises low costs or fast results
➢ Mentions remarkable resources available exclusively to receiver
➢ Identifies serious problem and promises solution (explained later)
➢ Can be written last

2. Background/problem/purpose:

➢ Identifies problem and discusses goals of proposal
➢ Unsolicited: goals are to convince that a problem exists (detailed)
➢ Solicited: persuade that you understand the problem completely (repetitive)
➢ Basic requirements, most critical tasks and most important problems sections


3. Proposal/plan/schedule:

➢ Plan to solve the problem, disclose enough to secure contract
➢ What you propose to do and how it will benefit the reader
➢ Sell methods, products or deliverables
➢ Say how project will be managed and how it will progress

4. Staffing:

➢ Credentials/expertise of project leaders
➢ Identify size and qualifications of support staff/resources
➢ Rule: give the clients exactly what they ask for

5. Budget:

➢ List of proposed project costs, represents a contract (you can't change the
prices)
➢ Protect yourself from rising costs

6. Authorization:

➢ Request for approval and authorization
➢ Remind key benefits and motivate action
➢ Deadline of when offer is invalid
➢ Model contract is sent to requirements which will lead to negotiations


Preparing Formal Proposals
➔ Differ in size and format (5 - 200+ pages) 
➔ Copy of request for proposal (RFP)
➔ Letter of transmittal:
◆ Addresses person designated to receive proposal (the one that makes the
decision)
◆ Persuasive, briefly presents the major features and benefits
◆ Assures that you are authorized and mentions time limit
➔ Abstract or executive summary:
◆ Abstract: brief summary of highlights intended for specialists or technical
reads
◆ Executive summary: reviews highlight for managers (less tech-oriented),
longer than abstract (10% of the original text), nutshell of the entire document,
addresses all chapters
➔ Title page: includes title, name of client and organization, RFP number, date of
submission, name of writer and organization
➔ Table of contents: no index, quite important, includes heading and page numbers
and appendix
➔ List of illustrations: figures and tables with page numbers (omit if there’s few images)
➔ Appendix: ancillary material of interest (resumes, testimonials, letters, etc), appendix
b includes previous projects

Grant proposal: formal proposal submitted to government or civil organizations, explains
project/outlines/budget and requests money in grant form
➔ Often for charities, educational facilities and nonprofits
➔ Life or death for nonprofits
➔ Similar to formal: abstract, problem, goals, action plan, budge, plan measures and
progress
➔ Viral connecting link between funder and grant-seeker

Creating Effective Business Plans
Business plans: description of proposed company that explains how it expects to achieve its
marketing, financial and operating goals
➔ Critical for securing financial support, provides template of success
➔ Takes a while (100-200hours) 
➔ Letter of transmittal: provides contact information for principals and reasons for
writing
◆ Pitch letter: summary of market and note about competition explaining the
business’ worth
➔ Mission statement: the purpose of business and why it will succeed (highlight this
sentence and provide a heading); must be simple, concise, memorable and unique
➔ Executive summary: highlights main points ( > 2 pages)
➔ Company description: describe the business and type of business (including
foundation)
➔ Product or service description: what the business is providing and the benefits of it,
why this product is better than others (profitability)
➔ Market analysis: implicit SWOT analysis
➔ Operations and management: how the business operates
➔ Financial analysis: operating budget and how much money the company has
➔ Appendix: resumes, promotional material, product photos
➔ Advice: Canadian government site of Business Development Bank of Canada
Business Report Layouts
Formal report : document that analyzes findings, draws conclusions and makes
recommendations to solve a problem
➔ Similar to formal proposals: length, organization, serious tone
➔ Difference: represents end product of investigation and analysis
➔ Cover: finished appearance with binder, vinyl, etc
➔ Title page:
◆ Name of report (UPPERCASE)
◆ Presented to “name”
◆ Title
◆ Name of organization
◆ Lower → Prepared by “author”
◆ Date of submission
➔ Letter/memo of transmittal:

1. Topic and authorization
2. Description
3. Highlight findings, conclusion and recommendations
4. Appreciations, acknowledgments, assistants and instructions

➔ Table of contents and illustrations: on same page (if it fits), done towards the end
➔ Executive summary: strategic words, prepares/fills outline, purpose, report sequence,
eliminate details, control length
➔ Introduction: same information as letter of transmittal, presented differently, don't skip
◆ Background
➔ Problem/purpose
➔ Significance
➔ Scope
➔ Organization
➔ Literature review
➔ Sources/methods
➔ Definitions
➔ Body is longest and most substantive section, discuss/analyzes/interprets/evaluates
findings
➔ Conclusions: what findings mean → solves original problem
➔ Recommendations: precise suggestions of actions to solve a problem (last in formal
report)
➔ Appendix: material that's relevant to some but not all
➔ Works cited (MLA) or References (APA)

Chapter 14:
Business Presentations

Understanding Presentation Types:
Briefing: overview or summary of an issue/proposal/problem
Report: oral equivalent of business reports
Podcast: online, prerecorded audio clip delivered over the web
Virtual Presentation: Real time meeting facilitated by technology
Webinar: web-based presentation, audio or lecture

Audience fall into 4 categories:
- Friendly:

- They like you and your topic
- Any pattern works, try something new
- Be warm pleasant and open, lots of eye contact and smiles
- Include humor, personal examples and experiences

- Neutral

- They are calm, rational minds are made up
- Present both sides of the issue, save time for questions
- Be controlled and confident
- Use facts, statistics, expert opinion and compare and contrast, avoid humor

- Uninterested

- Short attention span
- Be brief, no more than 3 points
- Be dynamic, engage the audience
- Use humor, cartoons and colorful visuals

- Hostile

- They want to take charge or ridicule the speaker
- Be calm and controlled
- Include objective data and expert opinion, avoid humor


Good organization and intentional repetition are two most powerful keys to audience
comprehension and retention.

Capturing Attention in the Introduction:
Avoid boring openings
Consider opening with the same techniques as you would open with in a sales letter (question, a
startling fact, a joke, a story etc…)
To establish credibility, you need to describe your position, knowledge, education or
experience. The way you dress, the self-confidence you portray, and your direct eye contact can
help you achieve credibility.

Organizing the Body of the Presentation:
Focus on a few principle ideas (2-4).
Develop each main point with adequate not excessive explanation and details.
The following are many possible strategies and examples to help you organize a presentation:

- Chronology
- Geography/Space
- Topic/function/conventional grouping
- Comparison
- Journalistic pattern (5Ws and How)
- Value/Size
- Importance
- Problem/Solution
- Simple/complex
- Best case/worst case

Summarizing the conclusion:
Strive to achieve 3 goals in your conclusion:
- Summarize the main themes of the presentation
- Leave the audience with a specific and noteworthy take away
- Include a statement that allows you to leave the podium gracefully

Establishing Audience Report:
Building rapport means that speakers form a bond with the audience; entertain as well as
inform. Presenters who are good at building rapport use various helpful techniques;
- Effective Imagery

- Metaphor
- Analogy
- Personalized Statistics
- Scenarios
- Anecdotes
- Simile

Keep imagery realistic and credible
- Verbal Signposts

- Organize presentation and help comprehension using verbal sign postings
- Include helpful previews, summaries and switching directions, further help the
audience follow along by using transitional words like Firstly, Secondly, Next,
Then…

- Body Language
- How you look, how you speak and how you move can make or break your
presentation. The following tips to ensure that your verbal message resonates
with your audience;
- Look Terrific;
- Animate your body;
- Punctuate your words;
- Get out from behind the podium;
- Vary your facial expressions


Understanding Contemporary Visual Aids
Your goal as a speaker are to make listeners understand, remember and act on your ideas.
Good visual aids emphasize and clarify main points thus improving comprehension and
retention.
Types of Visual Aids:
Two of the most popular visuals for business presentations are multimedia slides and handouts.
- Multimedia Slides: Dynamic colorful presentations that are shown on a screen. Little
expertise is needed to create multimedia slides. Can be uploaded to a website or
broadcast live over the internet.
- Handouts: You can enhance your presentation by distributing pictures, outlines,
brochures, articles, charts, summaries or other supplements.

Moving Beyond PowerPoint Bullets:
Overuse and misuse may be the downside of PowerPoint. Millions of badly delivered
presentations have tarnished power point’s reputation. Experts recommend creating slideshows
that tell a story and send a powerful message with less text and more pictures.

Preparing Engaging Multimedia Presentations
Applying the 3x3 Writing Process to Multimedia Presentations
- Analyze the Situation and Purpose:
- Adjusting Slide Design to Your Audience:
- How can you design your presentation to get the most positive response?
- Ex: Choosing the appropriate color scheme
- The Meaning of Color:
- The power of images:
- The impact of special effects: Do not overuses special effects. 
Building Your Business Presentation:
Organizing your presentations:
- Translate the major headings in your outline into titles for slides
Composing your presentation:
- Don't over format your slides, instead use that time to practice what you will say.
Working with templates:
- Choose the template that best supports the message you're trying to convey.
- Beware of visual clichés, overused templates and clip arts that are
predetermined by PowerPoint
Revising and proofreading your presentation
- Make your presentation clear and concise.
- Check for spelling, and grammatical issues.
Evaluating your presentation:
- Is your message presented in a visually appealing way?
Preparing and Anticipating
- Allocate time to set up and practicing
7 Steps to a Powerful Multimedia Presentation

- Start with the text
- Select background and fonts
- Choose images that help communicate your message
- Create graphics
- Add special effects
- Create hyperlinks
- Move your presentation online


Developing Intercultural and Team Presentations:
Adapting Presentations to Intercultural Audiences:
EAL = English is an Additional Language
- Often require presenters to speak slowly, use simple English, avoid jargon and clichés,
use short sentences and pause frequently
Understanding different values and nonverbal behaviors:
Anticipate that expectations and perceptions may differ significantly from your own when
presenting to intercultural audiences.
- Indirect approach:
- North Americans emphasis on getting to the point quickly whereas other cultures
(Latin America, Japanese) consider such directness inappropriate
- Language and pace:
- Consider who you're presenting to, and slow down your pace
Organization:
- Divide your presentation into distinct topics and encourage a discussion period
after each one. Helps the audience, digest and comprehend what was discussed.
- Formality:
- Some cultures prefer greater emphasis on formality compared to North America.
Example instead of using first names some cultures refer to one another as Mrs
or Mr. and Last Names
Adjusting Visual Aids to Intercultural Audiences:
Regardless of the audience type, still use visual aids to exercise your point. Sometimes you
might need to insert more text onto your slides as EAL audiences learn more from texts.
Improving Speaking Skills for Effective Phone Calls:
Making Telephone Calls Professionally:
- Plan a mini agenda
- Use a 3-point introduction:
- Name the person you are calling
- Identify yourself and your affiliation
- Give a brief explanation of your reason for calling
- Be brisk if you are rushed:
- Avoid questions such as how are you
- Be cheerful and accurate:
- Let your voice reflect the same radiant energy you emit in person
- Be professional and courteous:
- Bring it to a close:
- The responsibility to end the call lies within the caller
- Avoid telephone tag:
- Leave a complete voicemail message:

Receiving Telephone Calls Professionally:

- Identify yourself immediately
- Be responsive and helpful
- Be sympathetic to caller's needs
- Practice telephone confidentiality
- Take messages carefully
- Leave the line respectfully


Using Smartphones for Business:

- Be courteous to those around you:
-Observe wireless quiet areas:
- Speak in low conversational tones:
- Take only urgent calls:
- Drive now talk later:
- Choose a professional ringtone:
- Text with caution


Making the best use of voicemail:
On the receiver's end:
- Don't overuse voicemail, don't use voicemail to avoid taking phone calls
- Prepare a professional concise, friendly greeting:
- Respond to messages promptly:
- Plan for vacations and other extended absences:

On the caller's end:
- Be prepared to leave a message:
- Leave a concise and thorough message
- Speak slowly and articulate
- Be careful with confidential information

Chapter 15: The Job Search & Resumes
Trends in Job Searching

● Mobile technology: Candidates use apps to apply for jobs. Recruiters use mobile
devices to post jobs, contact candidates, and forward resumes to colleagues.
● Networking: Recruiters believe best candidates come from referrals.
● Need Communication & Interpersonal Skills: need writing, speaking and team
skills.
● Social media presence is a must: Need to be active online or be left in the dust.
● It’s all digital: Email resumes, post them on internet job boards.
● Resumes must plean scanners & skimmers: recruiters hurriedly skim resumes
preselected by scanning devices.


Four Steps in a Successful Job Search
1. Analyze Yourself
2. Develop a Job Search Strategy
3. Create a Customised Resume
4. Know the Hiring Process

Investigating Career Opportunities

● Visit your campus career center
● Search apps and online help
● Use your library
● Take a summer job, internship or part-time position in your field
● Interview someone in your field
● Volunteer with a nonprofit organisation
● Monitor the classified ads



Searching the Open Job Market

● Open job market consists of positions that are advertised or listed publicly.
● Explore the Biggest Online Job Boards:
● Pursuing Company Leads: Go to your desired company's own website.
● Check niche sites
● Check newspapers, career fairs, etc.


Protecting Yourself When Posting at Online Job Boards

● Use reputable, well-known sites
● Don't divulge personal data
● Set up a separate email account
● Post privately
● Keep careful records
● Don’t include references without permission
● Don’t respond to blind job postings

Unlocking the Hidden Job Market with Networking
● Not all available positions are advertised in the open job market.
● 50-80% of the jobs are in the hidden job market.



● Building a Personal Network:

❏ Develop a list of anyone you would be willing to talk to to find a job.
❏ Make contacts
❏ Follow up on referrals
❏ Join a career networking group
❏ Locate a relevant blog


Targeting Social Media in a Job Search
● Using LinkedIn:

➢ Post information about yourself in one central place that employers, graduate
schools and future colleagues may see.
➢ Turn on job alerts
➢ Leverage your network
➢ Research a company
➢ Get recommendations
➢ Help companies find you

● Other Social Networks:
➢ Use Facebook, Twitter and Google +
Creating Your Personal Brand
1. Create your own tagline
2. Distribute a business card
3. Prepare an elevator speech
4. Build a powerful online presence

Creating a Customised Resume
● Your resume may be scanned by an Applicant Tracking System (ATS): this
software helps businesses automatically post openings, screen resumes, rank
candidates and generate requests.
Resume Styles
● Chronological Resume: Lists your work history in reverse order, starts with the
most recent position.Good for candidates who have experience in their field of
employment.
● Functional Resume: Focuses on a candidate's skills rather than past
employment. It groups skills and accomplishments in special categories.Good for
people who changed jobs frequently, have gaps in employment records or who
are switching fields.
● Most resumes are 1 page long. Some recruiters prefer 2 pages that state all
details.
Organizing Information Into Effective Resume Categories

1. Main Heading
2. Career objective
3. Optional summary of qualifications’
4. Education
5. Work experience or employment history
6. Capabilities & skills
7. Awards. Honors and activities
8. Personal data
9. References

● Ensure to proofread your resume
Enhancing Your Job Search With Today’s Digital Tools
Maximizing the Rank of Your Resume

● Include specific keywords
● Focus on nouns: a) title position, role b) specialization c) certification
● Use variations of the job title
● Concentrate on the skills section
● Keep the formatting simple
● Use conventional headings


Career E-portfolio

● An e-portfolio provides viewers with a snapshot of your talents, accomplishments
and technical skills.
● May include resume, reference letters, special achievements, awards, work
samples, courses lists, thank you letters.
● Can offer links to digital copies of your work
● Accessed at websites

Video Resume
● Candidates present experience, qualifications in video form.
● Demonstrated public speaking skills, more impressive than print resumes
Converting Plain-Text Resume for Digital Submission

● Use basic fonts (Arial0
● Use capital letters to emphasize words
● Remove any characters not on a standard keyboard
● Punctuate & capitalize correctly
● In Microsoft Word, save doc with (.txt) as file type
● Email it to yourself and a friend to verify it.

● Use the following formats:
❏ Microsoft Word
❏ Plain-text document
❏ PDF
❏ Company Database
Cover Letters
● Cover letters reveal to employers your ability to put together complete sentences
and illustrate your writing skills.
[bookmark: _GoBack]● Should have 3 parts:
1. An opening that captures attention, introduces message and identifies
position
2. ‘Body that sells candidate and focuses on employers needs
3. Closing that requests an interview and motivates action
Cover Message
● Openings for Solicited Jobs:
➢ Refer to the name of an employee in the company
➢ Refer to the source of your information precisely
➢ Refer to the job title & describe how your qualifications fit the requirements
● Opening for Unsolicited Jobs:
➢ Demonstrate an interest in and knowledge of the reader’s business
➢ Show how your special talents and background will benefit the company



Informal


1. Introduction


2. Body


Formal


1. Cover


3. Conclusion


4. Recommendations (if required)


2. Title Page 


3. Letter of Transmittal


4. Table of contents


5. List of figures6. Executive summary


7. Introduction


8. Body


9. Conclusion


10. Recommendations (if required)


11. Appendix


12. References

Direct


Indirect


Personally upsetting: -Involves receiver personally- Organization makes mistake that inconveniences or disadvantages receiver


News is not damaging:	Relatively minor, does not personally affect receiver


Receiver may overlook news: Critical message requires attention


Organization/receiver prefers to be direct: Corporate culture favours direct


 Individual insists on being Straightforward


Firmness is necessary:- Must demonstrate determination and resolve -Situation is dire or extremely important (it was previously ignored)


Provokes hostile reaction:irritates/infuriates, reasons placed first to soothe reaction


Threatens relationship:Can salvage customer bond with slowly revealed reasons and explanations


Unexpected:-Reader is totally surprised which generates a negative reaction


