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Essentials of Business Communication

Dr. Mary Ellen Guffey Dr. Dana Loewy

Emerita Professor of Business Business Communication Program
Los Angeles Pierce College California State University, Fullerton
m.e.guffey@cox.net dloewy@fullerton.edu

Dear Business Communication Student:

The Tenth Edition of Essentials of Business Communication
brings you a four-in-one learning package including (a) an
authoritative textbook, (b) a convenient workbook, (c) a self-
teaching grammar/mechanics handbook, and (d) a comprehen-
sive student website at www.cengagebrain.com.

In preparing this Tenth Anniversary edition, your authors
examined every topic and added new coverage to prepare
you for success in today’s thoroughly networked and hyper-
connected digital-age workplace. Here are a few of the major
features:

m Workplace relevance. This edition continues to stress the
practical and immediate importance of this course to your
career success.

Photographer: Barbara D'Allessandro

Dana Loewy and Mary Ellen Guffey

m Communication technologies. You'll find integrated
coverage of cutting-edge digital technologies and mobile devices, emphasizing best practices for e-mail,
texting, instant messaging, blogging, wikis, and social media.

m Job search and interviewing coverage. The Tenth Edition covers the latest trends and tips in preparing
résumés and successful employment interviewing.

m Premier website at www.cengagebrain.com. All students with new books have access to chapter review
quizzes, PowerPoint slides, flashcards, and a wide assortment of learning resources.

m Grammar and writing improvement exercises. One of the best ways to improve your writing skills is to revise
poorly written messages. This edition provides many new grammar/mechanics and writing assignments to
help you hone your skills.

m Writing plans. Clear, step-by-step writing plans structure the writing process so that you can get started
quickly and stay focused on the writing experience.

The many examples and model documents in Essentials of Business Communication, 10e, including winning
résumés and cover letters, have made this book a favorite to keep as an on-the-job reference.

We wish you well in your studies!
Cordially,

Mary Ellen Guffey & Dana Loewy
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ESSENTIALS OF BUSINESS COMMUNICATION, 10E

Digital Resources with

Guffey/Loewy

Mastering workplace communication is now easier than ever. Access numerous,
robust study resources that complement your textbook at cengagebrain.com, and
improve your business communication grade.

© nopporn/Shutterstock.com
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ESSENTIALS OF BUSINESS COMMUNICATION, 10E

Access these resources to

improve your grade:

CHAPTER REVIEW QUIZZES

Quizzing capabilities allow you to brush up on important chapter concepts throughout the course or
just prior to exams. Each quiz question includes feedback that further improves your understanding of
important topics.

POWERPOINT REVIEWS

PowerPoint slides review important concepts from each chapter and help you comprehend and retain
these concepts as you prepare for exams or internalize your learning.

DOWNLOADABLE DOCUMENTS

Avoid having to do the extra work rekeying documents by downloading them from the premium
website. Or use these documents for additional practice, beyond instructor requirements.

PERSONAL LANGUAGE TRAINER

Personal Language Trainer is a comprehensive learning resource that ensures mastery of the grammar/
mechanics required in the business communication course. Take a diagnostic quiz to assess your current
knowledge base. Complete warmup activities and exercises to brush up on problem areas. Then test
your knowledge with a comprehensive test that helps you track your progress.

FLASHCARDS

Improve your vocabulary and understanding of business communication terminology by using these
interactive, online study aids.

WRITING RESOURCES

This handy resource includes references to links and online writing resources to help you more easily
complete writing assignments. Specifically, access Online Writing Labs, MLA and APA formats, and
other valuable writing resources.
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Describe how solid
communication skills will
improve your career prospects
and help you succeed in
today’s challenging digital-
age workplace.

Confront barriers to
effective listening, and start
building your listening skills.

Explain the importance of
nonverbal communication and
of improving your nonverbal
communication skills.

Explain five common
dimensions of culture, and
understand how culture
affects communication and
the use of social media and
communication technology.

Discuss strategies that

help communicators
overcome negative cultural
attitudes and prevent
miscommunication in today’s
diverse networked workplace.

2

Communicating in the
Digital-Age Workplace

¥

11 Mastering the Tools for Success in
the Twenty-First-Century Workplace

You may wonder what kind of workplace you will enter when you graduate and
which skills you will need to be successful in it. Expect a fast-moving, competitive,
and information-driven digital environment. Communication technology provides
unmatched mobility and connects individuals anytime and anywhere in the world.
Today’s communicators interact using mobile electronic devices and access infor-
mation stored on remote servers, “in the cloud.” This mobility and instant access
explain why increasing numbers of workers must be available practically around
the clock and must respond quickly.

This first chapter presents an overview of communication in business today.
It addresses the contemporary workplace, listening skills, nonverbal communica-
tion, the cultural dimensions of communication, and intercultural job skills. The
remainder of the book is devoted to developing specific writing and speaking skills.

1112 Solid Communication Skills: Your Pass to Success

Your ability to communicate is a powerful career sifter.! Strong communication
skills will make you marketable even in a tough economic climate. When jobs are
few and competition is fierce, superior communication skills will give you an edge
over other job applicants. Recruiters rank communication high on their wish lists.?

Chapter 1: Communicating in the Digital-Age Workplace
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In a Fortune poll, 1,000 executives cited writing, critical-thinking, and problem-
solving skills along with self-motivation and team skills as their top choices in new-
hires. Effective writing skills can be a stepping-stone to great job opportunities;
poorly developed writing skills, on the other hand, will derail a career.

Perhaps you are already working or will soon apply for your first job. How do
your skills measure up? The good news is that you can learn effective communica-
tion. This textbook and this course can immediately improve your communication
skills. Because the skills you are learning will make a huge difference in your ability
to find a job and to be promoted, this will be one of the most important courses
you will ever take.

1-1b The Digital Revolution: Why Writing Skills Matter
More Than Ever

People in today’s workforce communicate more, not less, since information tech-
nology and the Internet have transformed the world of work. Thanks to technology,
messages travel instantly to distant locations, reaching potentially huge audiences
with a minimum of expense and effort. Work team members collaborate even when
they are physically apart. Moreover, social media are playing an increasingly prom-
inent role in business. In such a hyperconnected world, writing matters more than
ever. Digital media require more written communication, and workers’ skills are
always on display.’

As a result, employers seek employees with a broader range of skills and higher
levels of knowledge in their field than in the past.* Unfortunately, a great number of
workers can’t deliver.® A survey of American corporations revealed that two thirds
of salaried employees have some writing responsibility. About one third of them,
however, do not meet the writing requirements for their positions.® “Businesses are
crying out—they need to have people who write better,” said Gaston Caperton,
business executive and former College Board president.”

Not surprisingly, many job listings mention the need for excellent oral and
written communication skills. In a poll of recruiters, oral and written communica-
tion skills were by a large margin the top skill set sought.® Among the top choices
in two other surveys were teamwork, critical-thinking, analytical-reasoning, and
oral and written communication skills.” In addition, as you will learn in later chap-
ters, recruiters will closely examine your social media presence to learn about your
communication skills and professionalism. Naturally, they will not hire candidates
who write poorly or post inappropriate content online.'

Techies Write Too. Even in technical fields such as accounting and information
technology, you will need strong communication skills. A poll of 1,400 chief finan-
cial officers sponsored by Accountemps revealed that 75 percent said that verbal,
written, and interpersonal skills are more important today than they were in the
past.!! Technical experts must be able to communicate with others and explain
their work clearly, says an IBM systems specialist.!? A survey of Web professionals
showed that those with writing and copyediting skills were far less likely to have
their jobs sent offshore.!* Another survey conducted by the Society for Information
Management revealed that network professionals ranked written and oral commu-
nication skills among the top five most desired skills for new-hires.!*

Businesses Generate a Wide Range of Messages. Be prepared to use a variety
of media. In addition to occasional traditional letters and memos, expect to commu-
nicate with the public and within the company by e-mail,* instant messaging and

*The usage standard in this book is Merriam-Webster’s Collegiate Dictionary, Eleventh Edition. Words such
as e-mail and Web are in a state of flux, and a single standard has yet to establish itself. Merriam-Webster’s
continues to show conventional usage patterns.

Chapter 1: Communicating in the Digital-Age Workplace

“Communicating
clearly and effectively
has NEVER been more
important than it is
today. Whether it's fair or
not, life-changing critical
Jjudgments about you are
being made based solely
on your writing ability.”
—Victor Urbach, management
consultant
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LEARNING OBJECTIVE 1

Describe how solid
communication skills will
improve your career prospects
and help you succeed

in today’s challenging
digital-age workplace.

Note: Small superscript
numbers in the text
announce information
sources. Full citations begin
on page N-1 near the end
of the book. This edition
uses a modified American
Psychological Association
(APA) reference format.
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texting, company blogs, collaboration software such as wikis, and social media
sites such as Facebook, Twitter, Pinterest, Instagram, and YouTube. You will learn
more about workplace communication technology in Chapter 5.

Writing Is in Your Future. Regardless of career choice, you will probably be
sending many digital messages, such as the e-mail shown in Figure 1.1. In fact,
e-mail is “today’s version of the business letter or interoffice memo.”'’ Because elec-
tronic mail and other digital media have become important channels of commu-
nication in today’s workplace, all digital business messages must be clear, concise,
and professional. Notice that the message in Figure 1.1 is more businesslike and
more professional than the quick e-mail or text you might send socially. Learning
to write professional digital messages will be an important part of this course.

Figure Businesslike, Professional E-Mail Message

Starts with casual
greeting to express
friendliness

Because e-mails have all but replaced business letters and interoffice memos in most
workplaces, they must be written carefully, provide complete information, and sound
businesslike and professional. Notice that this message is more formal in tone than
e-mail messages you might send to friends.

|
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To: Customer Service Improvement Team
From: Ron P Hernandez <ron.hernandez@lumitech-resources.com>

Subject: Social Media Strategy Meeting: Wednesday, February 11 Uses precise subject
Cc: line to convey key
Bec: information quickly

—o Hi, Team,

As recommended at our last meeting, [ have scheduled an e-marketing and social media ®—+— Announces most

specialist to speak to us about improving our social media responses. Social media important idea first
consultant Patricia Adams, founder of Optima Marketing Solutions, has agreed to discuss with minimal back-
ways to turn our social media presence into a competitive advantage. Mark your calendars ground information

for the following:

Sets off meeting
information for easy
recognition and
retrieval

Bullets action

Social Media Strategy Meeting
Wednesday, February 11, 11 a.m. to 3 p.m.
Conference Room

In previous meetings our team acknowledged that customers are increasingly turning to
our website, blogs, and Facebook pages to locate information, seek support, and connect
with us. However, we are experiencing problems in responding quickly and effectively.
Ms. Adams promises to address these concerns. She will also tell us whether we need to
establish a presence in additional social media networks. Ms. Adams will help us decide
whether we should hire an in-house social media manager or pay for an external service.
To make this meeting most productive, she asks that each team member submit at least e———— Provides details about
three questions or problem areas for discussion. meeting with transition
to action requests
Action Requests:

requests and places
them near message —

end where readers

¢ Please send three discussion questions to Jeff (jeff.yang@lumitech-resources.com) by
February 9 at 5 p.m. so that he can relay them to Ms. Adams.

expect to find them

Provides contact

* Because we will be ordering box lunches for this meeting, please make your selection
on the intranet before February 9.

If you have any questions, drop by my office or send a note. Thanks for your continued e#————— Closes by telling where

efforts to improve our customer service! to find additional infor-
mation; also expresses
Ron appreciation

information similar
to that in business
letterheads

Ron P Hernandez
Director, Customer Service, Lumitech Resources, Inc.
E-mail: ron.hernandez@lumitech-resources.com

Phone: (213) 468-3290

Cell: (420) 329-5581

==l
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1-ic. What Employers Want: Professionalism

Your future employer will expect you to show professionalism and possess what
are often referred to as “soft skills” in addition to your technical knowledge. Soft
skills are essential career attributes that include the ability to communicate, work
well with others, solve problems, make ethical decisions, and appreciate diversity.®
Sometimes called employability skills or key competencies, these soft skills are
desirable in all business sectors and job positions.'”

Not every job seeker is aware of the employer’s expectations. Some new-hires
have no idea that excessive absenteeism or tardiness is grounds for termination.
Others are surprised to learn that they are expected to devote their full attention to
their duties when on the job. One young man wanted to read novels when things
got slow.!® Some recent graduates had unrealistic expectations about their sala-
ries and working hours." Moreover, despite well-publicized warnings, some people
continue to post racy photos and otherwise questionable content online, thus sabo-
taging their careers.?’

Projecting and maintaining a professional image can make a real difference in
helping you obtain the job of your dreams. Once you get that job, you are more
likely to be taken seriously and promoted if you look and sound professional.
Don’t send the wrong message with unwitting and unprofessional behavior.
Figure 1.2 reviews areas you will want to check to be sure you are projecting
professionalism. You will learn more about soft skills and professionalism in
Chapter 11.

1-1d  How Your Education Drives Your Income

As college tuition rises steeply and student debt mounts, you may wonder whether
going to college is worthwhile. Yet the effort and money you invest in earning
your college degree will most likely pay off. College graduates earn more, suffer
less unemployment, and can choose from a wider variety of career options than
workers without a college education. Moreover, college graduates have access to
the highest-paying and fastest-growing careers, many of which require a degree.*!
As Figure 1.3 on page 7 shows, graduates with bachelor’s degrees earn nearly three
times as much as high school dropouts and are almost three times less likely to be
unemployed.??

Writing is one aspect of education that is particularly well rewarded. One
corporate president explained that many people climbing the corporate ladder are
good. When he faced a hard choice between candidates, he used writing ability as
the deciding factor. He said that sometimes writing is the only skill that separates
a candidate from the competition. A survey of employers confirms that soft skills
such as communication ability can tip the scales in favor of one job applicant over
another.?® Your ticket to winning in a tight job market and launching a successful
career is good communication skills.

1le Meeting the Challenges of the Information Age Workplace

Today’s digital workplace is changing profoundly and rapidly. As a businessperson
and as a business communicator, you will be affected by many trends, including
new communication tools such as social media, the “anytime, anywhere” office,
and team-based projects. Other trends are flattened management hierarchies,
global competition, and a renewed emphasis on ethics. The following overview
reveals how communication skills are closely tied to your success in a constantly
evolving networked workplace.

m Rapidly changing communication technologies. New communication
technology is dramatically affecting the way workers interact. In our
always-connected world, businesses exchange information by e-mail, instant

Chapter 1: Communicating in the Digital-Age Workplace

“The ability to write
well is unquestionably
a skill necessary for
21st-century success
in college and the
workplace. . . . Strong
writing skills are
essential.”

—~Gaston Caperton, former
president, College Board
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Figure @ Projecting Professionalism When You Communicate

Recognizing that your credibility can be

S e e Ch seriously damaged by sounding uneducated,
b crude, or adolescent.
1tS

. Messages with subjects, verbs, and punctua-
E — I I ) al tion marks. Employers dislike IM abbreviations.
They value conciseness and correct spelling,

even in brief e-mail messages and texts.

E-mail addresses should include a name or a

I nterne t positive, businesslike expression; they should

not sound cute or like a chat room nickname.

° ° An outgoing message that states your name or
VOICC mall phone number and provides instructions for

leaving a message.

A quiet background when you answer the

TCICphOIlC telephone, especially if you are expecting a
prospective employer’s call.
presence

Turning off phone and message notification,
C Cll ?OHC S both audible and vibrate, during meetings;

using your smart devices only for meeting-
related purposes.

Sending appropriate business text messages

Tethng only when necessary (Qerhaps when a

cell phone call would disturb others).

messaging, text messaging, smartphones, fax, voice mail, powerful laptop
computers, and tablets. Satellite communications, wireless networking, tele-
conferencing, and videoconferencing help workers conduct meetings with
associates around the world. Social media sites such as Facebook, Twitter,
Pinterest, and YouTube as well as blogs, wikis, forums, and peer-to-peer tools
help businesspeople collect information, serve customers, and sell products and
services. Figure 1.4 on pages 8 and 9 illustrates many new technologies you will
encounter in today’s workplace.

m “Anytime, anywhere” and nonterritorial offices. High-speed and wireless
Internet access has freed millions of workers from nine-to-five jobs in brick-
and-mortar offices. Flexible working arrangements allow them to work at
home or on the road. Meet the “work shifter,” a telecommuter or teleworker
who largely remains outside the territorial office. The “anytime, anywhere”
office requires only a mobile electronic device and a wireless connection.?*

6 Chapter 1: Communicating in the Digital-Age Workplace
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Figure@ The Education Bonus: Higher Income, Lower Unemployment

: : : “Rare is the new college
Education Median Weekly Earnings Unemployment Rate hire who lacks skills
High schaol dropout $ 471 12.4% e
texting or any other form
: : 652 8.3% of electronic communica-
A DEBIT e ’ tion. But face to face,
0 many of these same
Some college, no degree 127 1.7% people have difficulty
Associate’s degree 785 6.2% reading interpersonal
signals and communi-
Bachelor’s degree or higher 1,367 4.5% cating, especially in the

increasingly multigenera-
tional workplace. Most of
the gaps I see are on the
social, soft skills side.”

—~Cindy Warkentin, CIO, Maryland
Automobile Insurance Fund

Source: U.S. Bureau of Labor Statistics. (2013, February 5). Labor force statistics from the current population survey; and U.S.
Bureau of Labor Statistics (2013, May 22). Employment Projections: Earnings and unemployment rates by educational attainment.

Teleworkers now represent almost 20 percent of the U.S. working adult
population.?® To save on office real estate, some industries provide “nonter-
ritorial” workspaces, or “hot desks.” The first to arrive gets the best desk and
the corner window.?® At the same time, 24/7 availability has blurred the line
between work and leisure, so that some workers are always “on duty.”

m Self-directed work groups and virtual teams. Teamwork has become a reality
in business. Many companies have created cross-functional teams to empower
employees and boost their involvement in decision making. You can expect to
collaborate with a team in gathering information, finding and sharing solu-
tions, implementing decisions, and managing conflict. You may even become
part of a virtual team whose members are in remote locations. Increasingly,
organizations are also forming ad hoc teams to solve particular problems.
Such project-based teams disband once they have accomplished their objec-
tives.?” Moreover, parts of our future economy may rely on “free agents” who
will be hired on a project basis, a far cry from today’s full-time and relatively
steady jobs.
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m Flattened management hierarchies. To better compete and to reduce expenses,
businesses have for years been trimming layers of management. This means
that as a frontline employee, you will have fewer managers. You will be making
decisions and communicating them to customers, to fellow employees, and to
executives.

m Heightened global competition. Because many American companies continue
to move beyond domestic markets, you may be interacting with people from
many cultures. To be a successful business communicator, you will need to
learn about other cultures. You will also need to develop intercultural skills
including sensitivity, flexibility, patience, and tolerance.

m Renewed emphasis on ethics. Ethics is once again a hot topic in business. On
the heels of the banking crisis and the collapse of the real estate market, a
calamitous recession followed, caused largely, some say, by greed and ethical
lapses. With the passage of the Sarbanes-Oxley Act, the U.S. government now
requires greater accountability. As a result, businesses are eager to regain public
trust by building ethical environments. Many have written ethical mission
statements, installed hotlines, and appointed compliance officers to ensure
strict adherence to their high standards and the law.

These trends mean that your communication skills will constantly be on display.
Those who can write clear and concise messages contribute to efficient operations
and can expect to be rewarded.

Chapter 1: Communicating in the Digital-Age Workplace 7
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Figure
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Cloud Computing
and Web 2.0

Increasingly, applications and
data are stored in remote
locations online, “in the cloud.”
Cloud computing means that
businesses and individuals

no longer need to maintain
costly hardware and software
in-house; instead, they can
pay for digital storage space
and software applications
offered by providers online.
Photo- and video-sharing sites
such as Picasa and Flickr keep
your photos “in the cloud.”
Similarly, Dropbox, a popular
file-synchronization service,
and online backup provider
Carbonite allow users to edit
and sync files online inde-
pendent of the device used

to access them. Websites and
Web applications have moved
from “read only” to “read-
write,” thus enabling users to
participate, collaborate, and
network in unprecedented
ways.

Open Offices

Co

Telephony: VoIP

Savvy businesses are switching
from traditional phone service
to voice over Internet protocol
(VolIP). This technology allows
callers to communicate using a
broadband Internet connec-
tion, thus eliminating long-
distance and local telephone
charges. Higher-end VolP
systems now support unified
voice mail, e-mail, click-to-call
capabilities, and softphones
(phones using computer
networking). Free or low-cost
Internet telephony sites, such
as the popular Skype, are also
increasingly used by busi-
nesses, although their sound
and image quality is often
uneven.

The widespread use of laptop computers, tablets, and other smart
devices; wireless technology; and VolP have led to more fluid,
flexible, and open workspaces. Smaller computers and flat-screen
monitors enable designers to save space with boomerang-shaped
workstations and cockpit-style work surfaces rather than space-
hogging corner work areas. Smaller breakout areas forimpromptu

meetings are taking over some cubicle space, and digital databases
are replacing file cabinets. Mobile technology allows workers to be

fully connected and productive on the go.

Communication and Collaborative Technologies

technology can help you be successful on the job.
Today’s digital workplace is changing dramatically

as a result of innovative software; social media
networks; superfast broadband and wireless access;
and numerous technologies that allow workers to share
information, work from remote locations, and be more

productive in or away from the office. With today’s

Voice Recognition
Computers equipped with voice

recognition software enable users
to dictate up to 160 words a minute

with accurate transcription. Voice
recognition is particularly helpful

to disabled workers and to profes-
sionals with heavy dictation loads,

such as physicians and attorneys.

Users can create documents, enter

data, compose and send e-mails,

browse the Web, and control their
desktops—all by voice. Smart devices

can also execute tasks as directed
through voice command apps.

mmunication
Technologies

Reshaping the World of Work

Becoming familiar with modern communication

tools you can exchange
ideas, solve problems,
develop products, forecast
performance, and
complete team projects
any time of the day or
night anywhere in the

world.

Voice Conferencing

Telephone “bridges” join two or
more callers from any location
to share the same call. Voice
conferencing (also called audio-
conferencing, teleconferencing,
or just plain conference calling)
enables people to collaborate
by telephone. Communicators
at both ends use enhanced
speakerphones to talk and be
heard simultaneously.

Cloud Computing: © vinzstudio/Shutterstock.com; Telephony: VoIP: © Magics/ZUMA Press/Newscom; Voice Recognition: © iStockphoto.com/ichaka Voice Conferencing: © Aspireimages Royalty-Free/Inmagine; Open

Offices: © Inmagine

Chapter 1: Communicating in the Digital-Age Workplace

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



: © Andreas Pollok/The Image Bank/Getty Images; Videoconferencing: ©iStockphoto
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Smart Mobile
Devices and Digital
Convergence

A new generation of light-
weight, handheld devices
provide phone, e-mail, Web
browsing, and calendar options
anywhere there is a cellular

or Wi-Fi network. Tablets and
smartphones such as Android
devices, iPhones, and iPads now allow workers to tap into corporate
databases and intranets from remote locations. They can check
customers' files, complete orders, and send out receipts without
returning to the office. Increasingly, businesses are issuing smart-
phones to their workforces, abandoning landlines completely. At
the same time, the need for separate electronic gadgets is waning
as digital smart devices are becoming multifunctional and highly
capable. With streaming video on the Web, connectivity between
TVs and computers, and networked mobile devices, technology is
converging, consolidating into increasingly powerful devices. Many
smart devices today are fully capable of replacing digital point-and-
shoot still photography and video cameras. Mobile smart devices
are also competing with TVs and computers for primacy.

Videoconferencing

Videoconferencing allows
participants to meet in special
conference rooms equipped
with cameras and television
screens. Individuals or groups
see each other and interactin
real time, although they may be
far apart. Faster computers, rapid
Internet connections, and better
cameras now enable 2 to 200
participants to sit at their own
computers or mobile devices and
share applications, spreadsheets,
presentations, and photos.

The technology extends from
the popular Internet applica-
tions Skype and FaceTime to
sophisticated videoconferencing
software that delivers HD-quality
audio, video, and content sharing.

Electronic
Presentations

Business presentations in
PowerPoint, Keynote, SlideRocket,
or Prezi can be projected from a
laptop or tablet or posted online.
Sophisticated presentations may
include animation, sound effects,
digital photos, video clips, or

hyperlinks to Internet sites. In some
industries, electronic slides (“decks”)

are replacing or supplementing
traditional hard-copy reports.

Wikis

track of what has been said.
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Collaboration With Blogs, Podcasts, and

Businesses use blogs to keep customers and employees informed
and to receive feedback. Company news can be posted, updated,
and categorized for easy cross-referencing. An audio or video

file streamed online or downloaded to a digital music player is

called a podcast. A wiki is a website that allows multiple users to
collaboratively create and edit pages. Information can get lost in
e-mails, but wikis provide an easy way to communicate and keep i

Presence Technology

Presence technology makes it
possible to locate and identify

a computing device as soon as
users connect to the network. This
technology is an integral part of
communication devices including
smartphones, laptop computers,
tablets, and GPS devices.
Collaboration is possible wherever
and whenever users are online.

Web Conferencing

With services such as
GoToMeeting, WebEx, and
Microsoft LiveMeeting, all
you need is a computer or a
smart device and an Internet
connection to hold a meeting
(webinar) with customers

or colleagues in real time.
Although the functions are
constantly evolving, Web
conferencing currently
incorporates screen sharing,
chats, slide presentations, text
messaging, and application
sharing.

Social Media

Never before in history have so many people been connected in
online communities called social networks. Broadly speaking, the
term social media describes technology
that enables participants to connect and
participate in social networks online.
For example, tech-savvy companies and
individuals send tweets, short messages
of up to 140 characters, to other users

to issue up-to-date news about their
products, to link to their blogs and
websites, or to announce events and
promotions. The microblogging service
Twitter also allows businesses to track
what is being said about them and

their products. Similarly, businesses

use social networks such as Facebook,
YouTube, and Instagram to interact with customers and to build
their brands. Companies may also prospect for talent using social
media networks.
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Did you know?

m It is estimated that

more than 50 percent

of our work time is
spent listening.

m Immediately following
a 10-minute presenta-

tion, average people

retain about half of
what they hear and

only one quarter after

48 hours.
m Sixty percent of all

management problems

are related to listening.
m We misinterpret, misun-
derstand, or change 70

to 90 percent of what

we heat.

—Valarie Washington, CEO,
Think 6 Results

LEARNING OBJECTIVE 2

Confront barriers to effective

listening, and start building
your listening skills.
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12 Developing Listening Skills

In an age that thrives on information and communication technology, listening is
an important skill. However, by all accounts most of us are not very good listeners.
Do you ever pretend to be listening when you are not? Do you know how to look
attentive in class when your mind wanders far away? How about “tuning out”
people when their ideas are boring or complex? Do you find it hard to focus on
ideas when a speaker’s clothing or mannerisms are unusual?

You probably answered yes to one or more of these questions because many of
us have poor listening habits. In fact, some researchers suggest that we listen at only
25 to 50 percent efficiency. Such poor listening habits are costly in business and
affect professional relationships. Messages must be rewritten, shipments reshipped,
appointments rescheduled, contracts renegotiated, and directions restated.

To develop better listening skills, we must first recognize barriers that prevent
effective listening. Then we need to focus on specific techniques for improving
listening skills.

122 Overcoming Barriers to Effective Listening

As you have seen, bad habits and distractions can interfere with effective listening.
Have any of the following barriers and distractions prevented you from hearing
what has been said?

m Physical barriers. You cannot listen if you cannot hear what is being said.
Physical impediments include hearing disabilities, poor acoustics, and noisy
surroundings. It is also difficult to listen if you are ill, tired, or uncomfortable.

m Psychological barriers. Everyone brings to the communication process a
unique set of cultural, ethical, and personal values. Each of us has an idea of
what is right and what is important. If other ideas run counter to our precon-
ceived thoughts, we tend to “tune out” speakers and thus fail to receive their
messages.

m Language problems. Unfamiliar words can destroy the communication process
because they lack meaning for the receiver. In addition, emotion-laden, or
“charged,” words can adversely affect listening. If the mention of words such as
bankruptcy or real estate meltdown has an intense emotional impact, a listener
may be unable to focus on the words that follow.

m Nonverbal distractions. Many of us find it hard to listen if a speaker is different
from what we view as normal. Unusual clothing or speech mannerisms, body
twitches, or a radical hairstyle can cause enough distraction to prevent us from
hearing what the speaker has to say.

m Thought speed. Because we can process thoughts at least three times faster
than speakers can say them, we can become bored and allow our minds to
wander.

m Faking attention. Most of us have learned to look as if we are listening even
when we are not. Such behavior was perhaps necessary as part of our socializa-
tion. Faked attention, however, seriously threatens effective listening because it
encourages the mind to engage in flights of unchecked fancy. Those who fake
attention often find it hard to concentrate even when they want to.

m Grandstanding. Would you rather talk or listen? Naturally, most of us would
rather talk. Because our own experiences and thoughts are most important to
us, we grab the limelight in conversations. We sometimes fail to listen carefully
because we are just waiting politely for the next pause so that we can have our
turn to speak.
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1-2b  Building Powerful Listening Skills

You can reverse the harmful effects of poor habits by making a conscious effort to
become an active listener. This means becoming involved. You can’t sit back and
hear whatever a lazy mind happens to receive. The following keys will help you
become an active and effective listener:

“Listening is hard
work. Unlike hearing, it
demands total concen-

m Stop talking. The first step to becoming a good listener is to stop talking. Let tration. It is an active
others explain their views. Learn to concentrate on what the speaker is saying, search for meaning, while
not on what your next comment will be. hearing is passive.”

m Control your surroundings. Whenever possible, remove competing sounds. Close —ulienss [Buge, consl i

i and author
windows or doors, turn off TVs and smartphones, and move away from loud

people, noisy appliances, or engines. Choose a quiet time and place for listening.

m Establish a receptive mind-set. Expect to learn something by listening. Strive
for a positive and receptive frame of mind. If the message is complex, think of it
as mental gymnastics. It is hard work but good exercise to stretch and expand
the limits of your mind.

m Keep an open mind. We all sift through and filter information based on our
own biases and values. For improved listening, discipline yourself to listen
objectively. Be fair to the speaker. Hear what is really being said, not what you
want to hear.
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m Listen for main points. Heighten your concentration and satisfaction by looking
for the speaker’s central themes. Congratulate yourself when you find them!

m Capitalize on lag time. Make use of the quickness of your mind by reviewing
the speaker’s points. Anticipate what is coming next. Evaluate evidence the
speaker has presented. Don’t allow yourself to daydream. Try to guess what the
speaker’s next point will be.

m Listen between the lines. Focus both on what is spoken and what is unspoken.
Listen for feelings as well as for facts.

m Judge ideas, not appearances. Concentrate on the content of the message, not on
its delivery. Avoid being distracted by the speaker’s looks, voice, or mannerisms.

m Hold your fire. Force yourself to listen to the speaker’s entire argument or
message before responding. Such restraint may enable you to understand the
speaker’s reasons and logic before you jump to false conclusions.

m Take selective notes. In some situations thoughtful notetaking may be neces-
sary to record important facts that must be recalled later. Select only the most
important points so that the notetaking process does not interfere with your
concentration on the speaker’s total message.

m Provide feedback. Let the speaker know that you are listening. Nod your head and
maintain eye contact. Ask relevant questions at appropriate times. Getting involved
improves the communication process for both the speaker and the listener.

1-3 Learning Nonverbal Communication Skills LEARNING OBJECTIVE O

Und di ‘ . I h Iv 1; . K d Explain the importance of
nderstanding messages often involves more than merely listening to spoken words. | oo o oo i tion and

Nonverbal cues, in fact, can speak louder than words. These cues include eye contact,  of improving your nonverbal
facial expression, body movements, time, space, territory, and appearance. All of  communication skills.
these nonverbal cues affect how a message is interpreted, or decoded, by the receiver.

What Is Nonverbal Communication? Nonverbal communication includes all
unwritten and unspoken messages, whether intended or not. These silent signals
have a strong effect on receivers. However, understanding them is not simple.
Does a downward glance indicate modesty? Fatigue? Does a constant stare reflect
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coldness? Dullness? Aggression? Do crossed arms mean defensiveness, withdrawal,
or just that the person is shivering?

What If Words and Nonverbal Cues Clash? Messages are even harder to deci-
pher when the verbal and nonverbal cues do not agree. What will you think if
Scott says he is not angry, but he slams the door when he leaves? What if Alicia
assures the hostess that the meal is excellent, but she eats very little? The nonverbal
messages in these situations speak more loudly than the words. In fact, researchers
believe that the bulk of any message we receive is nonverbal.

Successful communicators recognize the power of nonverbal messages. Cues
broadcast by body language might be helpful in understanding the feelings and
attitudes of senders. It is unwise, however, to attach specific meanings to gestures
or actions because behavior and its interpretations strongly depend on context and
on one’s cultural background, as you will see.

1-3a  Your Body Sends Silent Messages

Psychologist and philosopher Paul Watzlawick claimed that we cannot not commu-
nicate.?® In other words, it’s impossible to not communicate. This means that every
behavior is sending a message even if we don’t use words. The eyes, face, and body
convey meaning without a single syllable being spoken.

Eye Contact. The eyes have been called the windows to the soul. Even if they
don’t reveal the soul, the eyes are often the best predictor of a speaker’s true feel-
ings. Most of us cannot look another person straight in the eyes and lie. As a
result, in North American culture we tend to believe people who look directly at
us. Sustained eye contact suggests trust and admiration; brief eye contact signals
fear or stress. Good eye contact enables the message sender to see whether a
receiver is paying attention, showing respect, responding favorably, or feeling
distress. From the receiver’s viewpoint, good eye contact, in North American
culture, reveals the speaker’s sincerity, confidence, and truthfulness.

Facial Expression. The expression on a person’s face can be almost as revealing of
emotion as the eyes. Experts estimate that the human face can display over 250,000
expressions.?’ To hide their feelings, some people can control these expressions and
maintain “poker faces.” Most of us, however, display our emotions openly. Raising
or lowering the eyebrows, squinting the eyes, swallowing nervously, clenching the
jaw, smiling broadly—these voluntary and involuntary facial expressions can add
to or entirely replace verbal messages.

Posture and Gestures. A person’s posture can convey anything from high status
and self-confidence to shyness and submissiveness. Leaning toward a speaker suggests
attentiveness and interest; pulling away or shrinking back denotes fear, distrust,
anxiety, or disgust. Similarly, gestures can communicate entire thoughts via simple
movements. However, the meanings of some of these movements differ in other
cultures. Unless you know local customs, they can get you into trouble. In the United
States and Canada, for example, forming the thumb and forefinger in a circle means
everything is OK. But in parts of South America, the OK sign is obscene.

What does your own body language say about you? To take stock of the kinds of
messages being sent by your body, ask a classmate to critique your use of eye contact,
facial expression, and body movements. Another way to analyze your nonverbal style
is to record yourself making a presentation. Then study your performance. This way
you can make sure your nonverbal cues send the same message as your words.

1-3p  Time, Space, and Territory Send Silent Messages

In addition to nonverbal messages transmitted by your body, three external elements
convey information in the communication process: time, space, and territory.

Chapter 1: Communicating in the Digital-Age Workplace

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



Time. How we structure and use time tells observers about our personalities and
attitudes. For example, when Warren Buffett, industrialist, investor, and philan-
thropist, gives a visitor a prolonged interview, he signals his respect for, interest in,
and approval of the visitor or the topic to be discussed.

Space. How we order the space around us tells something about ourselves and our
objectives. Whether the space is a bedroom, a dorm room, or an office, people reveal
themselves in the design and grouping of their furniture. Generally, the more formal
the arrangement, the more formal and closed the communication style. An executive
who seats visitors in a row of chairs across from his desk sends a message of aloofness
and a desire for separation. A team leader who arranges chairs informally in a circle
rather than in straight rows conveys her desire for a more open exchange of ideas.

Territory. Each of us has a certain area that we feel is our own territory, whether it is a
specific spot or just the space around us. Your father may have a favorite chair in which
he is most comfortable, a cook might not tolerate intruders in the kitchen, and veteran
employees may feel that certain work areas and tools belong to them. We all maintain
zones of privacy in which we feel comfortable. Figure 1.5 categorizes the four zones
of social interaction among Americans, as formulated by anthropologist Edward T.
Hall.*® Notice that North Americans are a bit standoffish; only intimate friends and
family may stand closer than about 1.5 feet. If someone violates that territory, North
Americans feel uncomfortable and may step back to reestablish their space.

1-3c  Appearance Sends Silent Messages

Much like the personal appearance of an individual, the physical appearance of
a business document transmits immediate and important nonverbal messages.
Ideally, these messages should be pleasing to the eye.

Eye Appeal of Business Documents. The way an e-mail, letter, memo, or report
looks can have either a positive or a negative effect on the receiver. Sloppy e-mails send
a nonverbal message that you are in a terrific hurry or that you do not care about the
receiver. Envelopes—through their postage, stationery, and printing—can suggest that
they are routine, important, or junk mail. Letters and reports can look neat, profes-
sional, well organized, and attractive—or just the opposite. In succeeding chapters you
will learn how to create business documents that send positive nonverbal messages
through their appearance, format, organization, readability, and correctness.

Personal Appearance. The way you look—your clothing, grooming, and posture—
telegraphs an instant nonverbal message about you. Based on what they see, viewers
make quick judgments about your status, credibility, personality, and potential. If
you want to be considered professional, think about how you present yourself. One

Figure Four Space Zones for Social Interaction
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ne of the latest fads is body art in the form of tat-
toos and piercings. Once seen primarily on bikers,

prisoners, and sailors, inked images increasingly
adorn the bodies of Americans today. The Food and
Drug Administration estimates that as many as 45 million
Americans have at least one tattoo. A Pew Research

study found the highest incidence of tattoos in eighteen-

to twenty-nine-year-olds (38 percent). Think twice,
however, before displaying “tats” and piercings at work.
Conspicuous body art may make you feel distinctive and
slightly daring, but how might it affect your career?

marketing manager said, “I’'m young and pretty. It’s
hard enough to be taken seriously, and if T show up
in jeans and a teeshirt, I don’t stand a chance.”' As
a businessperson, you will want to think about what
your appearance says about you. Although the rules
of business attire have loosened up, some workers
show poor judgment. You will learn more about
professional attire and behavior in later chapters.

-3¢ Building Strong Nonverbal Skills

Nonverbal communication can outweigh words in
the way it influences how others perceive us. You can
harness the power of silent messages by reviewing
the following tips for improving nonverbal commu-
nication skills:

Establish and maintain eye contact. Remember
that in North America appropriate eye contact
signals interest, attentiveness, strength, and
credibility.

m Use posture to show interest. Encourage inter-
action by leaning forward, sitting or standing
erect, and looking alert.

Reduce or eliminate physical barriers. Move out
from behind a desk or lectern; arrange meeting
chairs in a circle.

m Improve your decoding skills. Watch facial
expressions and body language to understand
the complete verbal and nonverbal messages
being communicated.

m Probe for more information. When you perceive nonverbal cues that contra-
dict verbal meanings, politely seek additional cues (I'm not sure I understand,
Please tell me more about . . ., or Do you mean that . . .).

m Interpret nonverbal meanings in context. Make nonverbal assessments only
when you understand a situation or a culture.

m Associate with people from diverse cultures. Learn about other cultures to
widen your knowledge and tolerance of intercultural nonverbal messages.

m Appreciate the power of appearance. Keep in mind that the appearance of your
business documents, your business space, and yourself sends immediate positive
or negative messages to receivers.

m Observe yourself on video. Ensure that your verbal and nonverbal messages are
in sync by recording and evaluating yourself making a presentation.

m Enlist friends and family. Ask friends and family to monitor your conscious
and unconscious body movements and gestures to help you become an effec-

tive communicator.

LEARNING OBJECTIVE 4

Explain five common dimen-
sions of culture, and understand

1-4 Recognizing How Culture Affects Communication

how culture affects communica-  Global business, new communication technologies, the Internet, and social media span
tion and the use of social media  the world, shrinking distances. However, cultural differences still exist and can cause
and communication technology.  significant misunderstandings. Comprehending the verbal and nonverbal meanings of
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a message is difficult even when communicators are from the same culture. When they
come from different cultures, special sensitivity and skills are necessary.

What Is Culture? For our purposes, culture may be defined as “the complex system
of values, traits, morals, and customs shared by a society, region, or country.”
Culture is a powerful operating force that molds the way we think, behave, and
communicate. The objective of this section is to broaden your view of culture and
open your mind to new attitudes so you can avoid frustration when cultural adjust-
ment is necessary. Despite globalization, growing diversity, and widespread social
networking, we need to make adjustments and adopt new attitudes.

So that you will better understand your culture and how it contrasts with other
cultures, we will describe five key dimensions of culture: context, individualism,
time orientation, power distance, and communication style. The section closes with
a look at the interaction between culture and social media.

1-4a Context

Context is probably the most important cultural dimension and also the most difficult
to define. In a model developed by cultural anthropologist Edward T. Hall, context
refers to the stimuli, environment, or ambience surrounding an event. Hall arranged
cultures on a continuum, shown in Figure 1.6, from low to high in relation to context.
This figure also summarizes key comparisons for today’s business communicators.

Figure Comparing Low- and High-Context Cultures

Arabian
European

American

I ower

Central
European

Context

Northern
European

m Tend to prefer direct verbal interaction
= Tend to understand meaning at only one

Tend to prefer indirect verbal interaction
Tend to understand meanings embedded

sociocultural level.

m Are generally less proficient in reading nonverbal cues

m Value individualism

m Rely more on logic

m Say no directly

m Communicate in highly structured, detailed messages
with literal meanings

m Give authority to written information

at many sociocultural levels

Are generally more proficient in reading nonverbal cues
Value group membership

Rely more on context and feeling

Talk around point, avoid saying no

Communicate in sometimes simple, sometimes
ambiguous messages

Understand visual messages readily
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Communicators in low-context cultures (such as those in North America,
Scandinavia, and Germany) depend little on the context of a situation to convey
their meaning. They assume that messages must be explicit, and listeners rely exclu-
sively on the written or spoken word. Low-context cultures tend to be logical,
analytical, and action oriented. Business communicators stress clearly articulated
messages that they consider to be objective, professional, and efficient. Words are
taken literally.

Communicators in high-context cultures (such as those in China, Japan, and
Arab countries) assume that the listener does not need much background infor-
mation.*> Communicators in high-context cultures are more likely to be intuitive
and contemplative. They may not take words literally. Instead, the meaning of a
message may be implied from the social or physical setting, the relationship of the
communicators, or nonverbal cues. For example, a Japanese communicator might
say yes when he really means #o. From the context of the situation, his Japanese
conversation partner would conclude whether yes really meant yes or whether it
meant no. The context, tone, time taken to answer, facial expression, and body
cues would convey the meaning of yes.>* Communication cues are transmitted by
posture, voice inflection, gestures, and facial expression.

1-44b Individualism

An attitude of independence and freedom from control characterizes individu-
alism. Members of low-context cultures, particularly North Americans, tend to
value individualism. They believe that initiative and self-assertion result in personal
achievement. They believe in individual action and personal responsibility, and they
desire much freedom in their personal lives.

Members of high-context cultures are more collectivist. They emphasize
membership in organizations, groups, and teams; they encourage acceptance of
group values, duties, and decisions. They typically resist independence because
it fosters competition and confrontation instead of consensus. In group-oriented
cultures such as those in many Asian societies, for example, self-assertion and indi-
vidual decision making are discouraged. “The nail that sticks up gets pounded
down” is a common Japanese saying.>* Business decisions are often made by all
who have competence in the matter under discussion. Similarly, in China managers
also focus on the group rather than on the individual, preferring a consultative
management style over an autocratic style.>

Many cultures, of course, are quite complex and cannot be characterized as
totally individualistic or group oriented. For example, European Americans are
generally quite individualistic, whereas African-Americans are less so, and Latinos
are closer to the group-centered dimension.>®

1-4c Time Orientation

North Americans consider time a precious commodity. They correlate time with
productivity, efficiency, and money. Keeping people waiting for business appoint-
ments is considered a waste of time and also rude.

In other cultures time may be perceived as an unlimited resource to be enjoyed.
A North American businessperson, for example, was kept waiting two hours past
a scheduled appointment time in South America. She wasn’t offended, though,
because she was familiar with South Americans’ more relaxed concept of time.

The perception of time and how it is used are culturally learned. In some
cultures time is perceived analytically. People account for every minute of the
day. In other cultures, time is holistic and viewed in larger chunks. People in
Western cultures tend to be more analytical, scheduling appointments at 15- to
30-minute intervals. Those in Eastern cultures tend to be more holistic, planning
fewer but longer meetings. People in one culture may look at time as formal and

Chapter 1: Communicating in the Digital-Age Workplace

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



task oriented. In another culture, time is seen as an opportunity to develop inter-
personal relationships.

1-4d Power Distance

One important element of culture is power distance, a concept first introduced by
influential social psychologist Geert Hofstede. The Power Distance Index measures
how people in different societies cope with inequality; in other words, how they relate
to more powerful individuals. In high power distance countries, subordinates expect
formal hierarchies and embrace relatively authoritarian, paternalistic power relation-
ships. In low power distance cultures, however, subordinates consider themselves as
equals of their supervisors. They confidently voice opinions and participate in deci-
sion making. Relationships between high-powered individuals and people with little
power tend to be more democratic, egalitarian, and informal in these cultures.

As you probably guessed, in Western cultures people are more relaxed about
social status and the appearance of power.?” Deference is not generally paid to
individuals merely because of their wealth, position, seniority, or age. In many
Asian cultures, however, these characteristics are important and must be respected.
Walmart, facing many hurdles in breaking into the Japanese market, admits having
had difficulty training local employees to speak up to their bosses. In the Japanese
culture, lower-level employees do not question management. Deference and respect
are paid to those in authority and power. Recognizing this cultural pattern, Marriott
Hotel managers learned to avoid placing a lower-level Japanese employee on a floor
above a higher-level executive from the same company.

-4 Communication Style

People in low- and high-context cultures tend to communicate differently with words.
To Americans and Germans, words are very important, especially in contracts and
negotiations. People in high-context cultures, on the other hand, place more emphasis
on the surrounding context than on the words describing a negotiation. A Greek
may see a contract as a formal statement announcing the intention to build a busi-
ness for the future. The Japanese may treat contracts as statements of intention, and
they assume changes will be made as projects develop. Mexicans may treat contracts
as artistic exercises of what might be accomplished in an ideal world. They do not
necessarily expect contracts to apply consistently in the real world. An Arab may be
insulted by merely mentioning a contract; a person’s word is more binding.3*

In communication style North Americans value straightforwardness, are suspi-
cious of evasiveness, and distrust people who might have a “hidden agenda” or who
“play their cards too close to the chest.”?” North Americans also tend to be uncom-
fortable with silence and impatient with delays. Some Asian businesspeople have
learned that the longer they drag out negotiations, the more concessions impatient
North Americans are likely to make.

1-4f  Intercultural Communication, Social Media,
and Communication Technology

Much has been made of the connectedness that social media and communication
technology provide today. With minimal resources, communicators can reach out
to larger and more varied audiences than ever before. Social media offer the poten-
tial for intercultural engagement. They may overcome cultural differences or rein-
force them, depending on their users.

Social Networking: Bridging Cultural Divides? What we make of the potential
for intercultural connectedness online is as much up to us as it would be at a dinner
party where we don’t know any of the other guests. “Digital media is an amplifier.
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Whether social media
networks will allow
business communicators
to engage across cultures
and bridge intercultural
differences will depend on
the users’ attitudes and
openness.

LEARNING OBJECTIVE 5

Discuss strategies that
help communicators
overcome negative cultural
attitudes and prevent
miscommunication in
today’s diverse networked
workplace.
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It tends to make extroverts more extroverted and intro-
verts more introverted,” says Clay Shirky, social media
expert at New York University.*’ At the same time, the
online environment may deepen feelings of isolation; it
can make interpersonal contact more difficult because all
contact is mediated electronically.*!

In real life, as online, we instinctively tend to gravitate
toward people who seem similar to us, believes Gaurav
Mishra, a social media strategist from India: “[HJuman
beings have a strong tendency to prefer the familiar, so we
pay attention to people with a shared context and treat the
rich Twitter public stream as background noise.”** Twitter
and other social media can boost intercultural communi-
cation; however, we must be willing to reach out across
the boundaries that separate us. Yet, the public around
the world is witnessing firsthand, real-time accounts of
political unrest and natural and human-caused disasters on social media—often long
before traditional media reporters arrive on the scene.

11

com
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Social Networking: Erasing Cultural Differences? Despite the equalizing influence
of globalization, regional and cultural differences persist, as those who design media
for markets in other countries know. Asian users may prefer muted pastel colors and
anime-style graphics that North Americans would find unusual. Conversely, Korean
and Japanese employees may balk at being compelled to post photos of themselves
on company intranet pages. They opt for avatars or pictures of pets instead, possibly
as an expression of personal modesty or expectations of privacy, whereas North
Americans believe photos promote cohesion and make them seem accessible.*

It remains to be seen whether social networking will slowly erase many of the
cultural differences present today or whether distinct national, even local, networks
will emerge.*

1-5 Building Intercultural Workplace Skills

Being aware of your own culture and how it contrasts with others is a first step in
learning intercultural skills. Another important step involves recognizing barriers
to intercultural accommodation and striving to overcome them. The digital age
economy needs workers who can thrive on diverse teams and interact effectively
with customers and clients at home and abroad. This section addresses how to
overcome barriers to productive intercultural communication, develop strong inter-
cultural skills, and capitalize on workplace diversity.

1-5a Curbing Ethnocentrism and Stereotyping

The process of understanding and interacting successfully with people from other
cultures is often hampered by two barriers: ethnocentrism and stereotyping. These
barriers, however, can be overcome by developing tolerance, a powerful and effec-
tive aid to communication.

Ethnocentrism. The belief in the superiority of one’s own culture is known as
ethnocentrism. This natural attitude is found in all cultures. Ethnocentrism causes
us to judge others by our own values. If you were raised in North America, values
such as punctuality and directness described previously probably seem “right” to
you, and you may wonder why the rest of the world doesn’t function in the same
sensible fashion. A North American businessperson in an Arab or Asian country
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might be upset at time spent over coffee or other social rituals before any “real”
business is transacted. In these cultures, however, personal relationships must be
established and nurtured before earnest talks may proceed.

Stereotypes. Our perceptions of other cultures sometimes cause us to form
stereotypes about groups of people. A stereotype is an oversimplified perception
of a behavioral pattern or characteristic applied to entire groups. For example,
the Swiss are hardworking, efficient, and neat; Germans are formal, reserved, and
blunt; Americans are loud, friendly, and impatient; Canadians are polite, trusting,
and tolerant; Asians are gracious, humble, and inscrutable. These attitudes may
or may not accurately describe cultural norms. When applied to individual busi-
ness communicators, however, such stereotypes may create misconceptions and
misunderstandings. Look beneath surface stereotypes and labels to discover indi-
vidual personal qualities.

Tolerance. As global markets expand and as our society becomes increasingly
multiethnic, tolerance is critical. Tolerance here means learning about beliefs and
practices different from our own and appreciating them. It means being open-
minded and receptive to new experiences. One of the best ways to develop tolerance
is to practice empathy, defined as trying to see the world through another’s eyes. It
means being less judgmental and more eager to seek common ground.

For example, BMW Group and the United Nations Alliance of Civilizations
jointly award projects around the world that promote international understanding
and the overcoming of religious and cultural boundaries. A pair of recent finalists, a
Palestinian school principal and an Israeli school principal, joined forces to counter
the political turmoil in Jerusalem with their peace-building project billed “an ark
of tolerance and understanding.” Students of both schools collaborate on environ-
mental protection activities and study each other’s languages. Getting along well with
others is always a good policy, but doubly so in the workplace. Some job descrip-
tions now include statements such as Must be able to interact with ethnically diverse
personnel.

The suggestions in the following section can help you prevent miscommunica-
tion in oral and written transactions across cultures.

1-5b  Successful Oral Communication With
Intercultural Audiences

When you have a conversation with someone from another culture, you can reduce
misunderstandings by following these tips:

m Use simple English. Speak in short sentences (under 20 words) with familiar,
short words. Eliminate puns, sport and military references, slang, and jargon
(special business terms). Be especially alert to idiomatic expressions that can’t
be translated, such as burn the midnight oil and throw a curve ball.

m Speak slowly and enunciate clearly. Avoid fast speech, but don’t raise your voice.
Overpunctuate with pauses and full stops. Always write numbers for all to see.

m Encourage accurate feedback. Ask probing questions, and encourage the
listener to paraphrase what you say. Don’t assume that a yes, a nod, or a smile
indicates comprehension or assent.

m Check frequently for comprehension. Avoid waiting until you finish a long
explanation to request feedback. Instead, make one point at a time, pausing to
check for comprehension. Don’t proceed to B until A has been grasped.

m Observe eye messages. Be alert to a glazed expression or wandering eyes. These
tell you the listener is lost.

m Accept blame. If a misunderstanding results, graciously accept the responsi-
bility for not making your meaning clear.
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“Not everyone can
travel, but since we live
and work in a global
economy, we should
expect undergraduate
programs to prepare
students with a funda-
mental understanding of
the cultural differences,
historical perspectives
and common business
practices employed by
all the major countries
within it.”
—Craig Cuyar, CIO, Cushman &
Wakefield Inc.
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m Listen without interrupting. Curb your desire to finish sentences or to fill out
ideas for the speaker. Keep in mind that North Americans abroad are often
accused of listening too little and talking too much.

m Smile when appropriate. The smile is often considered the single most under-
stood and most useful form of communication. In some cultures, however,
excessive smiling may seem insincere.*®

m Follow up in writing. After conversations or oral negotiations, confirm the
results and agreements with written messages—if necessary, in the local
language.

1-5¢  Successful Written Communication With
Intercultural Audiences

When you write to someone from a different culture, you can improve your chances
of being understood by following these suggestions:

m Consider local styles and conventions. Learn how documents are formatted
and how letters are addressed and developed in the intended reader’s country.
Decide whether to use your organization’s preferred format or adjust to local
styles. Observe titles and rank. Be polite.

m Hire a translator. Engage a professional translator if (a) your document is
important, (b) your document will be distributed to many readers, or (c) you
must be persuasive.

m Use short sentences and short paragraphs. Sentences with fewer than 20 words
and paragraphs with fewer than 8 lines are most readable.

m Avoid ambiguous wording. Include relative pronouns (that, which, who) for clarity
in introducing clauses. Stay away from contractions (especially ones such as Here’s
the problem). Avoid idioms (once in a blue moon), slang (my presentation really
bombed), acronyms (ASAP for as soon as possible), abbreviations (DBA for doing
business as), jargon (ROI, bottom line), and sports references (play ball, slam
dunk). Use action-specific verbs (buy a printer rather than get a printer).

m Cite numbers carefully. In international trade learn and use the metric system.
In citing numbers, use figures (15) instead of spelling them out (fifteen). Always
convert dollar figures into local currency. Spell out the month when writing
dates. In North America, for example, March 5, 2015, might be written as
3/5/15, whereas in Europe the same date might appear as 5.3.15.

1-5d Globalization and Workplace Diversity

While North American companies are expanding global operations and adapting
to a variety of emerging markets, the domestic workforce is also becoming more
diverse. This diversity has many dimensions—race, ethnicity, age, religion, gender,
national origin, physical ability, sexual orientation, and other qualities.

No longer, say the experts, will the workplace be predominantly male or
Anglo oriented. By 2020 many groups now considered minorities (African-
Americans, Hispanics, Asians, Native Americans) are projected to become 36
percent of the U.S. population. Between 2040 and 2050, these same groups will
reach the “majority—-minority crossover,” the point at which they will represent
the majority of the U.S. population.*” Women will comprise nearly 50 percent of
the workforce, and the number of workers aged fifty-five and older will grow to
20 percent.*

What do all these changes mean for you? Simply put, your job may require you
to interact with colleagues and customers from around the world. You will need
to cooperate with individuals and teams. What’s more, your coworkers may differ
from you in race, ethnicity, gender, age, and other ways.
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1-5¢ Benefits of a Diverse Workforce

As society and the workforce become more diverse, successful communication

among the various identity groups brings distinct advantages. Customers want to “I need t.o find the best
deal with companies that respect their values. They are more likely to say, “If you set _of skills to do the
are a company whose ads do not include me, or whose workforce does not include assignment rather than
me, I will not buy from you.” someone who looks like
A diverse staff is better able to respond to the increasingly diverse customer base in me, acts like me, or went

local and world markets. “We find that more and more of our clients are demanding e the same schoo,l, or fits
that our partners and staff—involved in securing new business as well as delivering inito theloldimald. _
the work—reflect diversity within their organizations,” said Toni Riccardi. She repre- _('j(ierz c':g? i?rlsagbg aa" igal?gnal
sents PricewaterhouseCoopers, the world’s largest accounting firm.* Theo Fletcher, a executive search firm
vice president at IBM, agrees: “It is important that we have a supply base that looks
like our employee base and that looks like the market we are trying to attract.”°

In addition, organizations that set aside time and resources to cultivate and
capitalize on diversity will suffer fewer discrimination lawsuits, fewer union
clashes, and less government regulatory action. Most important, though, is the
growing realization among organizations that diversity is a critical bottom-line
business strategy to improve employee relationships and to increase productivity.
Developing a diverse staff that can work together cooperatively is one of the
biggest challenges facing business organizations today.
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1.5t Tips for Communicating With Diverse Audiences on the Job

Harmony and acceptance do not happen automatically when people who are
dissimilar work together. This means that companies must commit to diversity.
Harnessed effectively, diversity can enhance productivity and propel a company to
success. Mismanaged, it can become a drain on a company’s time and resources.
How companies deal with diversity will make all the difference in how they compete
in a networked global environment. The following suggestions can help you find
ways to improve communication and interaction:

m Seek training. If your organization is experiencing diversity problems, it may
benefit from sensitivity training. Spend time reading and learning about work-
force diversity and how it can benefit organizations. Look upon diversity as an
opportunity, not a threat. Intercultural communication, team building, and
conflict resolution are skills that can be learned in diversity training programs.

m Understand the value of differences. Diversity makes an organization innovative
and creative. Sameness fosters an absence of critical thinking called groupthink.
Case studies, for example, of the Challenger shuttle disaster suggest that group-
think prevented alternatives from being considered. Even smart people working
collectively can make dumb decisions if they do not see different perspectives.®!
Diversity in problem-solving groups encourages independent and creative thinking.

m Learn about your cultural self. Begin to think of yourself as a product of your
culture, and understand that your culture is just one among many. Try to stand
outside and look at yourself. Do you see any reflex reactions and automatic
thought patterns that are a result of your upbringing? These may be invisible
to you until challenged by people who are different from you. Be sure to keep
what works and yet be ready to adapt as your environment changes.

m Make fewer assumptions. Be careful of seemingly insignificant, innocent
workplace assumptions. For example, don’t assume that everyone wants to
observe the holidays with a Christmas party and a decorated tree. Celebrating
only Christian holidays in December and January excludes those who honor
Hanukkah, Kwanzaa, and the Lunar New Year. Moreover, in workplace
discussions don’t assume anything about others’ sexual orientation or attitude
toward marriage. For invitations, avoid phrases such as managers and their
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wives. Spouses or partners is more inclusive. Valuing diversity means making
fewer assumptions that everyone is like you or wants to be like you.

m Build on similarities. Look for areas in which you and others not like you can
agree or at least share opinions. Be prepared to consider issues from many
perspectives, all of which may be valid. Accept that there is room for various
points of view to coexist peacefully. Although you can always find differences,
it is much harder to find similarities. Look for common ground in shared expe-
riences, mutual goals, and similar values.’? Concentrate on your objective even
when you may disagree on how to reach it.

SUMMARY OF LEARNING OBJECTIVES

1-1

1-4

1-5

22

Describe how solid communication skills will improve your career prospects and help you succeed in
today’s challenging digital-age workplace.

® Employers hire and promote job candidates who have excellent communication skills; writing skills make or break careers.
® Because workers interact more than ever using communication technology, even technical fields require communication skills.
® New-hires and other employees must project a professional image and possess soft skills.

® Job challenges in the information age include changing communication technologies, mobile 24/7 offices, flatter
management, an emphasis on teams, and global competition.

Confront barriers to effective listening, and start building your listening skills.

® Most of us are poor listeners; we can learn active listening by removing physical and psychological barriers, overlooking
language problems, and eliminating distractions.

® A fast processing speed allows us to let our minds wander; we fake attention and prefer to talk than to listen.

® Poor listening can be overcome as long as we stop talking, focus fully on others, control distractions, keep an open mind,
and listen for the speaker’s main ideas.

® Capitalizing on lag time, listening between the lines, judging ideas instead of appearances, taking good notes, and
providing feedback are other methods for building listening skills.

Explain the importance of nonverbal communication and of improving your nonverbal communication skills.
® Be aware of nonverbal cues such as eye contact, facial expression, and posture that send silent, highly believable messages.

® Understand that how you use time, space, and territory is interpreted by the receiver, who also “reads” the eye appeal of
your business documents and your personal appearance.

® Build solid nonverbal skills by keeping eye contact, maintaining good posture, reducing physical barriers, improving your
decoding skills, and probing for more information.

® |nterpret nonverbal meanings in context, learn about other cultures, and understand the impact of appearance—of
documents, your office space, and yourself.

Explain five common dimensions of culture, and understand how culture affects communication and
the use of social media and communication technology.

® Culture is a complex system of values, traits, and customs shared by a society; culture molds the way we think, behave,
and communicate both offline and online.

® Culture can be described using key dimensions such as context, individualism, time orientation, power distance, and
communication style.

® Today’s communicators need to be aware of low- and high-context cultures, individualistic versus collectivist societies,
differing attitudes toward time, clashing perceptions of power, and varying reliance on the written word.

® Whether social media and technology can bridge cultural divides and erase differences will depend on the users as much
as it would among strangers who meet at a dinner party.

Discuss strategies that help communicators overcome negative cultural attitudes and prevent
miscommunication in today’s diverse networked workplace.
® Beware of ethnocentrism and stereotyping; instead, embrace tolerance and keep an open mind.

® When communicating orally, use simple English, speak slowly, check for comprehension, observe eye messages, accept
blame, don't interrupt, smile, and follow up in writing.
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® When writing, consider local styles, hire a translator, use short sentences, avoid ambiguous wording, and cite numbers
carefully.
® As the domestic workforce becomes more diverse, appreciate diversity as a critical business strategy.

® To communicate well with diverse audiences, seek training, understand the value of diversity, learn about your own
culture, make fewer assumptions, and look for similarities.

CHAPTER REVIEW

1. Based on what you have learned in this chapter, describe the kind of work environment you can expect to enter when you
graduate. (Obj. 1)

2. Why are writing skills more important in today’s workplace than ever before? (Obj. 1)

3. List six trends in the information-age workplace that affect business communicators. Be prepared to discuss how they might
affect you in your future career. (Obj. 1)

4. List bad habits and distractions that can act as barriers to effective listening. (Obj. 2)

5. List 11 techniques for improving your listening skills. Be prepared to discuss each. (Obj. 2)

6. What is nonverbal communication, and are nonverbal cues easy to read? (Obj. 3)
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7. How do we send messages to others without speaking? (Obj. 3)

8. Whatis culture, and what are five key dimensions that can be used to describe it? (Obj. 4)

9. Can social media connect cultures and bridge cultural divides? (Obj. 4)

10. List seven or more suggestions for enhancing comprehension when you are talking with nonnative speakers of English. Be
prepared to discuss each. (Obj. 5)

CRITICAL THINKING

11. Do you consider your daily texting, Facebook updates, blog entries, e-mails, and other informal writing to be “real writing”?
How might such writing differ from the writing done in business? (Obj. 1)

12. Why do executives and managers spend more time listening than do workers? (Obj. 2)

13. What arguments could you give for or against the idea that body language is a science with principles that can be interpreted
accurately by specialists? (Obj. 3)

14. Consider potential culture clashes in typical business situations. Imagine that businesspeople from a high-context culture, say,
Japan or China, meet their counterparts from a low-context culture, the United States, for the first time to negotiate and sign a
manufacturing contract. What could go wrong? How about conflicting perceptions of time? (Obj. 4)

15. A stereotype is an oversimplified perception of a behavioral pattern or characteristic applied to entire groups. For example, the
Germans are formal, reserved, and blunt; Americans are loud, friendly, and impatient; Asians are gracious, humble, and inscru-
table. In what way are such stereotypes harmless or harmful? (Obj. 5)

ACTIVITIES AND CASES

1.1 Test Your Communication Skills (ob. 1)
L Web

This course can help you dramatically improve your business communication skills. How much do you need to improve? This assess-
ment exercise enables you to evaluate your skills with specific standards in four critical communication skill areas: writing, reading,
speaking, and listening. How well you communicate will be animportant factor in your future career—particularly if you are promoted
into management, as many college graduates are.
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YOUR TASK. Either here or at www.cengagebrain.com, select a number from 1 (indicating low ability) to 5 (indicating high ability)
that best reflects your perception of yourself. Be honest in rating yourself. Think about how others would rate you. When you finish,
see a rating of your skills. Complete this assessment online to see your results automatically!

Writing Skills Low High
1. Possess basic spelling, grammar, and punctuation skills 1 2 3 45
2. Am familiar with proper e-mail, memo, letter, and report formats for business documents 12 3 45
3. Can analyze a writing problem and quickly outline a plan for solving the problem 1 2 3 45
4. Am able to organize data coherently and logically 12 3 45
5. Can evaluate a document to determine its probable success 1 2 3 45
Reading Skills

1. Am familiar with specialized vocabulary in my field as well as general vocabulary 12 3 45
2. Can concentrate despite distractions 1 2 3 45
3. Am willing to look up definitions whenever necessary 12 3 45
4. Am able to move from recreational to serious reading 1 2 3 45
5. Canread and comprehend college-level material 1 2 3 45
Speaking Skills

1. Feel at ease in speaking with friends 1 2 3 45
2. Feel at ease in speaking before groups of people 1 2 3 45
3. Can adapt my presentation to the audience 1 2 3 45
4. Am confident in pronouncing and using words correctly 1 2 3 45
5. Sense that | have credibility when | make a presentation 12 3 45
Listening Skills

1. Spend at least half the time listening during conversations 1 2 3 45
2. Am able to concentrate on a speaker’s words despite distractions 1 2 3 45
3. Can summarize a speaker’s ideas and anticipate what's coming during pauses 1 2 3 45
4. Provide proper feedback such as nodding, paraphrasing, and asking questions 1 2 3 45
5. Listen with the expectation of gaining new ideas and information 1 2 3 45

Total your score in each section. How do you rate?

22-25 Excellent! You have indicated that you have exceptional communication skills.
18-21  Your score is above average, but you could improve your skills.
14-17  Your score suggests that you have much room for improvement.

5-13 You need serious study, practice, and follow-up reinforcement.

Where are you strongest and weakest? Are you satisfied with your present skills? The first step to improvement is recognition of a
need. The second step is making a commitment to improve. The third step is following through, and this course will help you do that.

1.2 Pump Up Your Language Muscles (obj. 1)
{ __Web J

You can enlist the aid of your authors to help you pump up your basic language muscles. As your personal trainers, Drs. Guffey
and Loewy provide a three-step workout plan and hundreds of interactive questions to help you brush up on your grammar and
mechanics skills. You receive immediate feedback in the warm-up sessions, and when you finish a complete workout, you can
take a short test to assess what you learned. These workouts are completely self-taught, which means that you can review them at
your own pace and repeat them as often as you need. Your Personal Language Trainer is available at your premium website, www
.cengagebrain.com. In addition to pumping up your basic language muscles, you can also use Spell Right! and Speak Right! to
improve your spelling and pronunciation skills.

Chapter 1: Communicating in the Digital-Age Workplace 25

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



YOUR TASK. Begin using Your Personal Language Trainer to brush up on your basic grammar and mechanics skills by completing
one to three workouts per week, or as many as your instructor advises. Be prepared to submit a printout of your “fitness” (completion)
certificate when you finish a workout module. If your instructor directs, complete the spelling exercises in Spell Right! and submit a
certificate of completion for the spelling final exam.

1.3 Introduce Yourself (obj.1)
{ Communication Technology X Esmail )

Your instructor wants to know more about you, your motivation for taking this course, your career goals, and your writing skills.

YOUR TASK. Send an e-mail or write a memo of introduction to your instructor. See Chapter 5 for formats and tips on preparing
e-mails. In your message include the following:

a. Your reasons for taking this class

b. Your career goals (both short term and long term)

c. Abrief description of your employment, if any, and your favorite activities

d. An evaluation and discussion of your current communication skills, including your strengths and weaknesses

For online classes, write a message of introduction about yourself with the preceding information. Post your message (memo or
letter) to your discussion board. Read and comment on the posts of other students. Think about how people in virtual teams must
learn about each other through online messages.

Alternatively, your instructors may assign this task as a concise individual voice mail message to establish your telephone etiquette
and speaking skills.

1.4 Small-Group Presentation: Introduce Each Other (objs. 1,2

Many business organizations today use teams to accomplish their goals. To help you develop speaking, listening, and teamwork skills,
your instructor may assign team projects. One of the first jobs in any team is selecting members and becoming acquainted.

YOUR TASK. Your instructor will divide your class into small groups or teams. At your instructor’s direction, either (a) interview
another group member and introduce that person to the group or (b) introduce yourself to the group. Think of this as an informal
interview for a team assignment or for a job. You will want to make notes from which to speak. Your introduction should include
information such as the following:

a. Where did you grow up?

What work and extracurricular activities have you engaged in?

What are your interests and talents? What are you good at doing?

What have you achieved?

How familiar are you with various computer technologies?

What are your professional and personal goals? Where do you expect to be five years from now?

™ oo N T

To develop listening skills, practice the listening techniques discussed in this chapter and take notes when other students are
presenting. In addition to mentioning details about each speaker, be prepared to discuss three important facts about each speaker.

1.5 Rating Your Listening Skills (obj.2)
L Weh J

You can learn whether your listening skills are excellent or deficient by completing a brief quiz.

YOUR TASK. Take Dr. Guffey’s Listening Quiz at www.cengagebrain.com. What two listening behaviors do you think you need to
work on the most?

1.6 Remembering a Time When Someone Didn’t Listen to You (ov.2)
[ Communication Technology X8 Eemail X Team

Think of a time when you felt that someone didn’t listen to you—for example, on the job, at home, at the doctor’s office, or at a
store where you shop. Your instructor will split the class into pairs of speakers and listeners. The speakers will share their stories.
The listeners must try to recognize two things: (a) what the poor listener in the story did that demonstrated nonlistening and (b)
what impact this had on the speaker’s feelings. The speakers and listeners then reverse roles. After this second round, the class
compares notes to debrief. All ideas are collected to identify patterns of nonlistening behavior and its negative impact on the
speakers.
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YOUR TASK. In pairs or individually, identify behavior that would reverse what happened in the stories told in class. Based on your
insights, write an e-mail or memo that describes several principles of good listening illustrated with brief examples. You could end by
concisely telling of an encounter that shows ideal active listening.

1.7 Listening: An In-Person or Virtual Social Media Interview (oy;. 2)

How much and to whom do businesspeople listen?

YOUR TASK. Interview a businessperson about his or her workplace listening. Connect with a worker in your circle of friends, fam-
ily, and acquaintances; in your campus network; at a prior or current job; or via LinkedIn or Facebook. Come up with questions to ask
about listening, such as the following: (a) How much active listening do you practice daily? (b) To whom do you listen on the job? (c)
How do you know that others are listening or not listening to you? (d) Can you share anecdotes of poor listening that led to negative
outcomes? (e) Do you have tips for better listening?

1.8 Listening and Nonverbal Cues: Skills Required in Various Careers (0bjs. 2, 3)

Do the listening skills and behaviors of individuals differ depending on their careers?

YOUR TASK. Your instructor will divide you into teams and give each team a role to discuss, such as business executive, teacher,
physician, police officer, attorney, accountant, administrative assistant, mentor, or team leader. Create a list of verbal and nonverbal
cues that a member of this profession would display to indicate that he or she is listening.

1.9 Body Language (ob;.3)
Can body language be accurately interpreted?

YOUR TASK. What attitudes do the following body movements suggest to you? Do these movements always mean the same thing?
What part does context play in your interpretations?

Whistling, wringing hands

Bowed posture, twiddling thumbs
Steepled hands, sprawling sitting position
Rubbing hand through hair

Open hands, unbuttoned coat

Wringing hands, tugging ears

0 on oo

1.10 Nonverbal Communication: Universal Sign for I Goofed (ob;.3)

To promote tranquility on the highways and reduce road rage, motorists submitted the following suggestions. They were sent to a
newspaper columnist who asked for a universal nonverbal signal admitting that a driver had “goofed.”?

YOUR TASK. In small groups consider the pros and cons of each of the following gestures intended as an apology when a driver
makes a mistake. Why would some fail?

a. Lower your head slightly and bonk yourself on the forehead with the side of your closed fist. The message is clear: I'm stupid.
I shouldn’t have done that.

Make a temple with your hands, as if you were praying.

Move the index finger of your right hand back and forth across your neck—as if you were cutting your throat.

Flash the well-known peace sign. Hold up the index and middle fingers of one hand, making a V, as in victory.

Place the flat of your hands against your cheeks, as children do when they have made a mistake.

Clasp your hand over your mouth, raise your brows, and shrug your shoulders.

Use your knuckles to knock on the side of your head. Translation: Oops! Engage brain.

Place your right hand high on your chest and pat a few times, like a basketball player who drops a pass or a football player who
makes a bad throw. This says, I'll take the blame.

Place your right fist over the middle of your chest and move it in a circular motion. This is universal sign language for I'm sorry.
Open your window and tap the top of your car roof with your hand.

Smile and raise both arms, palms outward, which is a universal gesture for surrender or forgiveness.

Use the military salute, which is simple and shows respect.

m. Flash your biggest smile, point at yourself with your right thumb, and move your head from left to right, as if to say, / can't believe | did that.

Se mpoang
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1.11 Nonverbal Communication: Signals Sent by Casual Attire (obj.3)
 Communication Technology X8 Esmail X Team X Web

Although many employers allow casual attire, not all employers and customers are happy with the results. To learn more about the imple-
mentation, acceptance, and effects of casual-dress programs, select one of the following activities, all of which involve some form of
interviewing.

YOURTASK.

a. Inteams, gather information from human resources directors to determine which companies allow casual or dress-down days,
how often, and under what specific conditions. The information may be collected by personal interviews, e-mail, telephone,
instant messaging, or on the Web.

b. In teams, conduct inquiring-reporter interviews. Ask individuals in the community how they react to casual dress in the work-
place. Develop a set of standard interview questions.

c. Inteams, visit local businesses on both casual days and traditional business dress days. Compare and contrast the effects of business
dress standards on such factors as the projected image of the company, the nature of the interactions with customers and with fellow
employees, the morale of employees, and the productivity of employees. What generalizations can you draw from your findings?

1.12 Nonverbal Communication Around the World (objs. 3, 4
Intercultural X Web ]

Gestures play an important role when people communicate. Because culture shapes the meaning of gestures, miscommunication
and misunderstanding can easily result in international situations.

YOUR TASK. Use the Web to research the meanings of selected gestures. Make a list of ten gestures (other than those discussed in
the text) that have different meanings in different countries. Consider the fingertip kiss, nose thumb, eyelid pull, nose tap, head shake,
and other gestures. How are the meanings different in other countries?

1.13 Making Sense of Idioms (obj. 4)
 Intercultural ;

Many languages have idiomatic expressions that do not always make sense to outsiders.

YOUR TASK. Explain in simple English what the following idiomatic expressions mean. Assume that you are explaining them to non-
native speakers of English.
have an axe to grind
under wraps

come out of left field
hell on wheels

drop the ball

get your act together
stay the course

in the limelight

low on the totem pole

Se@ "o a0 oo

1.14 Examining Cultural Stereotypes (objs. 4,5)
| Team X Web

Generalizations are necessary as we acquire and categorize new knowledge. As long as we remain open to new experiences, we
won't be stymied by rigid, stereotypical perceptions of other cultures. Almost all of us are at some point in our lives subject to stereo-
typing by others, whether we are immigrants, minorities, women, members of certain professions, or Americans abroad. Generally
speaking, negative stereotypes sting. However, even positive stereotypes can offend or embarrass because they fail to acknowledge
the differences among individuals.

YOURTASK. Think about a nation or culture about which you have only a hazy idea. Jot down a few key traits that come to mind.
For example, you may not know much about the Netherlands and the Dutch people. You may think of gouda cheese, wooden
clogs, Heineken beer, tulips, and windmills. Anything else? Then consider a culture with which you are very familiar, whether it
is yours or that of a country you visited or studied. For each culture, in one column, write down a few stereotypical perceptions
that are positive. Then, in another column, record negative stereotypes you associate with that culture. Share your notes with
your team or the whole class, as your instructor may direct. How do you respond to others’ descriptions of your culture? Which
stereotypes irk you and why? For a quick fact check and overview at the end of this exercise, google the CIA World Factbook or BBC
News Country Profiles.
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1.15 Examining Diversity in Job Interviews (objs. 4,5)

Today's workforce benefits from diversity, and most businesses have embraced explicit nondiscrimination policies. The federal
government and many state governments have passed legislation that makes it illegal to discriminate based on race, color, creed,
ethnicity, national origin, disability, sex, age, and other factors such as sexual orientation and gender identity. Some public institu-
tions have the most far-reaching nondiscrimination policies on their books—for example, the Massachusetts Institute of Technology
(MIT): “The Institute does not discriminate against individuals on the basis of race, color, sex, sexual orientation, gender identity,
religion, disability, age, genetic information, veteran status, ancestry, or national or ethnic origin.”*

YOURTASK. Consider how such differences could affect the communication, for instance, between an interviewer and a job candi-
date. If negatively, how could the differences and barriers be overcome? Role-play or discuss a potential job interview conversation
between the following individuals. After a while summarize your findings, either orally or in writing:

a. Afemale top executive is interviewing a prospective future assistant, who is male.

A candidate with a strong but not disruptive foreign accent is being interviewed by a native-born human resources manager.

A manager dressed in a conventional business suit is interviewing a person wearing a turban.

A person over fifty is being interviewed by a hiring manager in his early thirties.

A recruiter who can walk is interviewing a job seeker who uses a wheelchair.

o n o

GRAMMAR/MECHANICS CHECKUP—1

These checkups are designed to improve your control of grammar and mechanics, which includes punctuation, spelling, capitaliza-
tion, and number use. The checkups systematically review all sections of the Grammar/Mechanics Handbook. Answers are provided
near the end of the book. You will find a set of alternate Bonus Grammar/Mechanics Checkups with immediate feedback at your
premium website (www.cengagebrain.com). These Bonus G/M Checkups use different exercises but parallel the items in the text-
book. Use the Bonus G/M Checkups to reinforce your learning.

Nouns

Review Sections 1.02-1.06 in the Grammar/Mechanics Handbook. Then study each of the following statements. Underscore any
inappropriate form, and write a correction in the space provided. Also record the appropriate G/M section and letter to illustrate the
principle involved. If a sentence is correct, write C. When you finish, compare your responses with those provided. If your answers
differ, study carefully the principles shown in parentheses.

sexes (1.05b) EXAMPLE The tennis match turned out to be a battle of the sex’s.

—_

American marketing efforts are increasing in all Pacific Rim countrys.

None of the CEO’s used their smartphones during the meeting.

We were surprised that the companies’ two highly paid attornies disagreed on the best defense.

That restaurant is open on Sunday’s but not on Monday's.

Many turkies had to be destroyed after the virus outbreak.

Only the Bushes and the Alvarez’s brought their entire families.

Congress established the Small Business Administration in the 1950's.

President Lincoln had four brother-in-laws serving in the Confederate Army.

© P N O U A W N

| have never seen so many klutz's on one dance floor.

)

. Congress conducted several inquirys regarding new taxes.

11. The instructor was surprised to have three Anthonies in one class.

12. All the mountains and valleys were visible on Google Earth.

13. The IRS required copies of all documents showing the company’s assets and liabilitys.

14. My tablet monitor makes it difficult to distinguish between i's and I's.

15. The four sisters-in-law joined many other woman in fighting for human rights.
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| EDITING CHALLENGE—1

To fine-tune your grammar and mechanics skills, in every chapter you will be editing a message. These are the skills that employers
frequently find lacking in employees. It’s during the revising process that you will put these skills to work. That’s why we provide a
completed message with errors in proofreading, grammar, spelling, punctuation, capitalization, word use, and number form. Your
job is to find and correct all errors. This first Editing Challenge focuses on nouns but other writing faults also need revision.

You can complete this exercise (a) by correcting errors in your textbook or on a photocopy using proofreading marks from Appendix
A or (b) by downloading the exercise from your premium website at www.cengagebrain.com and correcting at your computer. Your
instructor may show you a possible solution.

To: Amanda Stapleton <a.stapleton@dobbsmig.com>
From: Kevin Williams <k.williams@dobbsmfg.com>
Subject: Tip for Working From Home
Cc:
Bcc:

Hi, Amanda,

Because you will be working from home during the next 6 months, we have some tips

on how to do it efficiently while stay in touch with the office.

* Set boundarys for your work. Establish a starting and ending time, and when its
quitting time, wrap every thing up and shut down.

¢ Check your e-mail reqgularly. Such as 3 times a day. Answer all message promply,
and send copys of relevant messages to the appropriate office staif.

¢ Transmit all work order to Andrea. She will analyze each weeks activitys and update
all sales assignments and inventorys.

* Provide a end of week report. Send a summary of your weeks work to me indicating

the major accounts you serviced.

If your not a big e-mail user get acquainted with it right away and don't be afraid to
use it. Please shoot e-mails to any staff member. When you need clarification on a

project or if you just want to keep us updated.

We will continue to hold once a week staff meeting on Friday's at 10 a.m. in the
morning. Do you think it would be possible for you to attend 1 or 2 of these meeting.
The next one is Friday, May 5th.

I know you will enjoy working at home Amanda. Following these basic guideline
should help you complete your work, and provide the office with adequate contact

with you.

Kevin Williams

[Full contact information]
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COMMUNICATION
) WORKSHOP

Most job seekers today start with the Internet, whether searching
job boards or, increasingly, social media networks. This commu-
nication workshop will help you use the big job boards to study
openings in your field. Looking for jobs or internships online has
distinct advantages. For a few job hunters, the Internet delivers
with leads to bigger salaries, wider opportunities, and faster
hiring. The Internet, however, can devour huge chunks of time
and produce slim results.

Internet job searches seem to work best for professionals looking
for similar work in their current fields and for those who are totally
flexible about location. However, Internet job boards are an excel-
lent place for any job seeker to learn what is available, what quali-
fications are necessary, and what salaries are being offered. To
be sure, with tens of thousands of job boards and employment
websites deluging the Internet, it’s hard to know where to start.

CAREER APPLICATION. Assume that you are about to finish
your degree or certification program and you are now looking
for a job. At the direction of your instructor, conduct a survey of
online job advertisements in your field. What'’s available? How
much is the salary? What are the requirements?

YOUR TASK

- Visit Monster, one of the most popular job boards.

- Study the opening page. Ignore the clutter and banner ads
or pop-ups. Close any pop-up boxes.

- Select keyword, category, city, and state. Decide whether
you want to search by a job title (such as nurse, accountant,

Scouring Job Boards to Explore Career
Prospects in Your Field

project manager) or a category (such as Accounting/Finance,
Administrative/Clerical, Advertising/Marketing). Enter your
keyword job title or select a category—or do both. Enter a
city, state, or region. Click Search.

Study the job listings. Click the links to read more about
the job openings.

Refine your search techniques. For many helpful hints on
precise searching, click Search tips or Advanced Search.
Browsing this information may take a few minutes, but it is
well worth the effort to learn how to refine your search.

Select the best ads. In your career and geographical area,
select the three best ads and print them. If you cannot print,
make notes on what you find.

Visit another site. Try CollegeRecruiter, which claims to be
the leading internship and entry-level job site for students
and recent graduates, or CareerBuilder, which says it is the
largest online career site with more than 1.6 million jobs and
24 million unique visitors every month. Become familiar with
the site’s search tools, and look for jobs in your field. Select
and print three ads.

Analyze the skills required. How often do the ads you
printed mention communication, teamwork, computer skills,
or professionalism? What tasks do the ads mention? What is
the salary range identified in these ads for the positions they
feature? Your instructor may ask you to submit your findings
and/or report to the class.

Communication Workshops (such as the one on this page) provide insight into special business communication
topics and skills not discussed in the chapters. Topics include ethics, technology, career skills, and collabora-
tion. Each workshop includes a career application to extend your learning and help you develop skills relevant

to the workshop topic.
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Discuss the five steps in the
communication process.

Recognize the goals of
business writing, summarize
the 3-x-3 writing process, and
explain how it guides a writer.

Analyze the purpose of a
message, anticipate its
audience, and select the best
communication channel.

Employ adaptive writing
techniques such as
incorporating audience
benefits, developing

the “you” view, and
using conversational but
professional language.

Develop additional expert
writing techniques including
the use of a positive and
courteous tone, bias-free
language, plain language,
and precise words.
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Planning Business Messages

21 Understanding the Communication Process

The digital revolution has profoundly changed the way we live our lives, do business,
and communicate. People are sending more and more messages, and they are using
exciting new media as the world becomes increasingly interconnected. However,
even as we have become accustomed to e-mail, instant messaging, Facebook,
Twitter, and other social media, the nature of communication remains unchanged.
No matter how we create or send our messages, the basic communication process
consists of the same five steps. It starts with an idea that must be transmitted.

In its simplest form, communication may be defined as “the transmission of
information and meaning from a sender to a receiver.” The crucial element in this
definition is meaning. The process is successful only when the receiver understands
an idea as the sender intended it. How does an idea travel from one person to
another? It involves a sensitive process, shown in Figure 2.1. This process can be
easily sidetracked resulting in miscommunication. It is successful when both the
sender and the receiver understand the process and how to make it work. In our
discussion we will be most concerned with professional communication in the
workplace so that you can be successful as a business communicator in your career.

21a Sender Has Idea

The communication process begins when the sender has an idea. The form of the
idea may be influenced by complex factors surrounding the sender. These factors
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may include mood, frame of reference, background, culture, and physical makeup, 1
as well as the context of the situation and many other factors. Senders shape their ~ LEARNING O0BJECTIVE

ideas based on their own experiences and assumptions. Discuss the five steps in the
communication process.

216 Sender Encodes Idea

The next step in the communication process involves encoding. This means
converting the idea into words or gestures that will convey meaning. A major
problem in communicating any message verbally is that words have different
meanings for different people. Recognizing how easy it is to be misunderstood,
skilled communicators choose familiar, concrete words. In choosing proper words
and symbols, senders must be alert to the receiver’s communication skills, atti-
tudes, background, experiences, and culture. Including a smiley face in an e-mail
announcement to stockholders may turn them off.

21c  Sender Selects Channel and Transmits Message

The medium over which the message travels is the channel. Messages may be deliv-
ered by computer, wireless network, smartphone, letter, memorandum, report,
announcement, image, spoken word, fax, Web page, or some other channel. Today’s
messages are increasingly carried over digital networks with much opportunity for
distraction and breakdown. Receivers may be overloaded with incoming messages

Figure@ The Communication Process

encodes Sender selects Feedback
has idea channel Receiver
message ’ returns to

transmits decodes
sender
message message

se ®e
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LEARNING OBJECTIVE 2

Recognize the goals of
business writing, summarize
the 3-x-3 writing process, and
explain how it guides a writer.
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or unable to receive messages clearly on their devices. Only well-crafted messages
may be accepted, understood, and acted on. Anything that interrupts the trans-
mission of a message in the communication process is called zoise. Channel noise
may range from a weak Internet signal to sloppy formatting and typos in e-mail
messages. Noise may even include the annoyance a receiver feels when the sender
chooses an improper channel for transmission or when the receiver is overloaded
with messages and information.

214 Receiver Decodes Message

The individual to whom the message is intended is the receiver. Translating the
message from its symbol form into meaning involves decoding. Only when the
receiver understands the meaning intended by the sender—that is, successfully
decodes the message—does communication take place. Such success is often diffi-
cult to achieve because of a number of barriers that block the process.

21e  Feedback Returns to Sender

The verbal and nonverbal responses of the receiver create feedback, a vital part
of the communication process. Feedback helps the sender know that the message
was received and understood. Senders can encourage feedback by asking ques-
tions such as Am I making myself clear? and Is there anything you don’t under-
stand? Senders can further improve feedback by timing the delivery appropriately
and by providing only as much information as the receiver can handle. Receivers
improve the communication process by providing clear and complete feedback.
In the business world, one of the best ways to advance understanding is to para-
phrase the sender’s message with comments such as Let me try to explain that in
my own words.

2-2 Using the 3-x-3 Writing Process as a Guide

Today’s new media and digital technologies enable you to choose from innumer-
able communication channels to create, transmit, and respond to messages. Nearly
all business communication, however, revolves around writing. Whether you are
preparing a message that will be delivered digitally, orally, or in print, that message
requires thinking and writing.

Many of your messages will be digital. A digital message may be defined
as “one that is generated, stored, processed, and transmitted electronically by
computers using strings of positive and nonpositive binary code (0s and 1s).” That
definition encompasses many forms, including e-mail, Facebook posts, tweets,
and other messages. For our purposes, we will focus primarily on messages
exchanged on the job. Because writing is central to all business communication,
this chapter presents a systematic plan for preparing business messages in the
digital age.

222 Defining Your Business Writing Goals

One thing you should immediately recognize about business writing is that it differs
from other writing you have done. In preparing high school or college compositions
and term papers, you probably focused on discussing your feelings or displaying
your knowledge. Your instructors wanted to see your thought processes, and they
wanted assurance that you had internalized the subject matter. You may have had
to meet a minimum word count. Business writing is definitely not like that! It also
differs from personal texts you may exchange with your friends and family. These
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messages enable you to stay connected and express your feelings. In the workplace,
however, you will want your writing to be:

m Purposeful. You will be writing to solve problems and convey information. You
will have a definite strategy to fulfill in each message.

m Economical. You will try to present ideas clearly but concisely. Length is not
rewarded.

m Audience oriented. You will concentrate on looking at a problem from the
perspective of the audience instead of seeing it from your own.

These distinctions actually ease your task. You won’t be searching your
imagination for creative topic ideas. You won’t be stretching your ideas to make
them appear longer. Writing consultants and businesspeople complain that many
college graduates entering industry have a conscious—or perhaps unconscious—
perception that quantity enhances quality. Wrong! Get over the notion that longer
is better. Whether you are presenting your message in an e-mail message, in a busi-
ness report, or at a wiki site, conciseness and clarity are what count in business.

The ability to prepare purposeful, concise, and audience-centered messages
does not come naturally. Very few people, especially beginners, can sit down and
compose an effective e-mail message, letter, or report without training. However,
following a systematic process, studying model messages, and practicing the craft
can make nearly anyone a successful business writer or speaker.

226 Introducing the 3-x-3 Writing Process

Regardless of what you are writing, the process will be easier if you follow a
systematic plan. The 3-x-3 writing process breaks the entire task into three phases:
prewriting, drafting, and revising, as shown in Figure 2.2.

To illustrate the writing process, let’s say that you own a popular local
McDonald’s franchise. At rush times, you face a problem. Customers complain
about the chaotic multiple waiting lines to approach the service counter. You once
saw two customers nearly get into a fistfight over cutting into a line. What’s more,
customers often are so intent on looking for ways to improve their positions in
line that they fail to examine the menu. Then they are undecided when their turn
arrives. You want to convince other franchise owners that a single-line (serpentine)
system would work better. You could telephone the other owners. However, you
want to present a serious argument with good points that they will remember and
be willing to act on when they gather for their next district meeting. You decide to
send a persuasive e-mail that you hope will win their support.

Prewriting. The first phase of the writing process prepares you to write. It involves
analyzing the audience and your purpose for writing. The audience for your message
will be other franchise owners, some highly educated and others not. Your purpose
in writing is to convince them that a change in policy would improve customer
service. You think that a single-line system, such as that used in banks, would
reduce chaos and make customers happier because they would not have to worry
about where they are in line.

Prewriting also involves anticipating how your audience will react to your
message. You are sure that some of the other owners will agree with you, but others
might fear that customers seeing a long single line might go elsewhere. In adapting
your message to the audience, you try to think of the right words and the right tone
that will win approval.

Drafting. The second phase involves researching, organizing, and then drafting
the message. In researching information for this message, you would probably
investigate other kinds of businesses that use single lines for customers. You might
check your competitors. What are Wendy’s and Burger King doing? You might do
some calling to see whether other franchise owners are concerned about chaotic
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“Writing in the Harvard
Business Review, David
Silverman blasts “an
educational system that
rewards length over
clarity.” Students learn
to overwrite, he says, in
hopes that at least some
of their sentences “hit
the mark.” Once on the
job, they continue to act
as if they were paid by
the word, a perception
that must be unlearned.”

—David Silverman, business-
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» What is your purpose?

» What do you want the receiver to do or - Search company files, previous corre-

believe? spondence, and the Internet.

» What channel should you choose: face- + What do you need to know to write this
to-face conversation, group meeting, message?
e-mail, memo, letter, report, blog, wiki, + How much does the audience already
tweet, etc. e

Anticipate Organize

- Profile the audience.

» What does the receiver already know?

- Will the receiver’s response be neutral,
positive, or negative? How will this
affect your organizational strategy?

Adapt Draft

- What techniques can you use to adapt - Prepare a first draft, usually quickly.
your message to its audience? « Focus on short, clear sentences using

» How can you promote feedback? the active voice.

- Strive to use positive, conversational, - Build paragraph coherence by

and courteous language.

The 3-x-3 Writing Process

_— g
3 Revising

Research
- Gather data to provide facts.

» Organize direct messages with the big
idea first, followed by an explanation in
the body and an action request in the
closing.

- For persuasive or negative messages, use
an indirect, problem-solving strategy.

repeating key ideas, using pronouns,
and incorporating appropriate transi-
tional expressions.

lines. Before writing to the entire group, you might brainstorm with a few owners
to see what ideas they have for solving the problem.

Once you have collected enough information, you would focus on organizing
your message. Should you start out by offering your solution? Or should you work
up to it slowly, describing the problem, presenting your evidence, and then ending
with the solution? The final step in the second phase of the writing process is actu-
ally drafting the letter. At this point many writers write quickly, realizing that they
will polish their ideas when they revise.

Revising. The third phase of the process involves editing, proofreading, and evalu-
ating your message. After writing the first draft, you will spend considerable time
editing the message for clarity, conciseness, tone, and readability. Could parts of
it be rearranged to make your point more effectively? This is the time when you
look for ways to improve the organization and tone of your message. Next, you
will spend time proofreading carefully to ensure correct spelling, grammar, punc-
tuation, and format. The final phase involves evaluating your message to decide
whether it accomplishes your goal.

2-2c Pacing the Writing Process

The time you spend on each phase of the writing process varies depending on
the complexity of the problem, the purpose, the audience, and your schedule. On
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Figure @ Scheduling the Writing Process

.
Prewriting Drafting

Although the writing process looks like a
A. A, linear set of steps, it actually is recursive,
L ] [ ] - - . .
o o enabling writers to revise their work

average, you should expect to spend about 25 percent of your time prewriting,
25 percent drafting, and 50 percent revising, as shown in Figure 2.3.

These are rough guides, yet you can see that good writers spend most of their
time on the final phase of revising and proofreading. Much depends, of course,
on your project, its importance, and your familiarity with it. What is critical to
remember, though, is that revising is a major component of the writing process even
if the message is short.

It may appear that you perform one step and progress to the next, always
following the same order. Most business writing, however, is not that rigid. Although
writers perform the tasks described, the steps may be rearranged, abbreviated, or
repeated. Some writers revise every sentence and paragraph as they go. Many find
that new ideas occur after they have begun to write, causing them to back up, alter
the organization, and rethink their plan. Beginning business writers often follow
the writing process closely. With experience, though, they will become like other
good writers and presenters who alter, compress, and rearrange the steps as needed.

2-3 Analyzing and Anticipating the Audience

Surprisingly, many people begin writing and discover only as they approach the end of
a message what they are trying to accomplish. If you analyze your purpose before you
begin, you can avoid backtracking and starting over. The remainder of this chapter
covers the first phase of the writing process: analyzing the purpose for writing, antici-
pating how the audience will react, and adapting the message to the audience.

2-3a Determining Your Purpose

As you begin to compose a workplace message, ask yourself two important ques-
tions: (a) Why am I sending this message? and (b) What do I hope to achieve? Your
responses will determine how you organize and present your information.

Your message may have primary and secondary purposes. For college work your
primary purpose may be merely to complete the assignment; secondary purposes
might be to make yourself look good and to earn an excellent grade. The primary
purposes for sending business messages are typically to inform and to persuade. A
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. o continually as they progress. However,
A. careful planning can avoid wasted time
and frustration caused by rethinking and
reorganizing during drafting.
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message, anticipate its

audience, and select the best

communication channel.
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secondary purpose is to promote goodwill. You and your organization want to look
good in the eyes of your audience.

Many business messages do nothing more than inform. They explain proce-
dures, announce meetings, answer questions, and transmit findings. Some business
messages, however, are meant to persuade. These messages sell products, convince
managers, motivate employees, and win over customers. Persuasive and informative
messages are developed differently.

2-3v  Anticipating and Profiling the Audience

A good writer anticipates the audience for a message: What is the reader or listener
like? How will that person react to the message? Although one can’t always know
exactly who the receiver is, it is possible to imagine some of that person’s character-
istics. A copywriter at Lands’ End, the shopping and Internet retailer, pictures his
sister-in-law whenever he writes product descriptions for the catalog.

Profiling your audience is a pivotal step in the writing process. The questions in
Figure 2.4 will help you profile your audience.

How much time you devote to answering these questions depends on your
message and its context. An analytical report that you compose for management
or an oral presentation that you deliver to a big group would, of course, demand
considerable audience anticipation. An e-mail message to a coworker or a message
to a familiar supplier might require only a few moments of planning.

Preparing a blog on an important topic to be posted to a company website
would require you to think about the people in local, national, and international
audiences who might read that message. Similarly, posting brief messages at social
media sites such as Facebook, Twitter, and Tumblr should make you think about
who will read the messages. How much of your day and life do you want to share?
Will customers and business partners be reading your posts?

No matter how short your message, though, spend some time thinking about
the audience so that you can tailor your words to your readers. Remember that
they will be thinking, What’s in it for me (WIIFM)? One of the most important
writing tips you can take away from this book is recognizing that every message
you write should begin with the notion that your audience is thinking WIIFM?

Figure Asking the Right Questions to Profile Your Audience
C )
Primary Audience Secondary Audience
® Who is my primary reader or listener? ® Who might see or hear this message in
® \What are my personal and professional addition to the primary audience?
relationships with this person? ® How do these people differ from the
® What position does this person hold in the primary audience?
organization? ® Do | need to include more background
® How much does this person know about information?
the subject? ® How must | reshape my message to make it
® \What do | know about this person's understandable and acceptable to others to
education, beliefs, culture, and attitudes? whom it might be forwarded?

® Should | expect a neutral, positive, or
negative response to my message?

> &
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2-3c Making Choices Based on the Audience Profile

Profiling your audience helps you make decisions about shaping the message. You
will discover what language is appropriate, whether you are free to use specialized
technical terms, whether you should explain the background, and so on. Profiling
the audience helps you decide whether your tone should be formal or informal and
whether the receiver is likely to feel neutral, positive, or negative about your message.

Another advantage of profiling your audience is considering the possibility of
a secondary audience. For example, let’s say you start to write an e-mail message
to your supervisor, Sheila, describing a problem you are having. Halfway through
the message you realize that Sheila will probably forward this message to her boss,
the vice president. Sheila will not want to summarize what you said; instead she
will take the easy route and merely forward your e-mail. When you realize that
the vice president will probably see this message, you decide to back up and use
a more formal tone. You remove your inquiry about Sheila’s family, you reduce
your complaints, and you tone down your language about why things went wrong.
Instead, you provide more background information, and you are more specific in
explaining issues with which the vice president is unfamiliar. Analyzing the task
and anticipating the audience help you adapt your message so it is effective for both
primary and secondary receivers.

230 Selecting the Best Channel

After identifying the purpose of your message, you’ll want to select the most appro-
priate communication channel. In this digital age, the number of channels continues
to expand, as shown in Figure 2.5. Whether to send an e-mail message, schedule a

Figure Comparing Rich and Lean Communication Channels

Ten Levels of Richness in Today’s Workplace Communication Channels—Richest to Leanest

1 Face-to-Face 3 Video Chat 5 IM 7 Memo
Conversation

Richest medium. Best for group Best for short To distribute

Best for persuasive, interaction and online messages interoffice information,

bad-news, and consensus building thét need a especially when

personal messages when members are quick response e-mail is unavailable

dispersed
2 Telephone 4 E-mail 6 Letter 8 Blog
Best choice when Best for routine For external To share ideas
two people cannot messages that messages that with a wide
meet in person do not require require formality, Internet audience
immediate feedback sensitivity, or a and encourage

written record responses
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Employ adaptive writing
techniques such as
incorporating audience
benefits, developing the “you”
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but professional language.
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video conference, or have a face-to-face conversation or group meeting depends on
some of the following factors:

Importance of the message

Amount and speed of feedback and interactivity required
Necessity of a permanent record

Cost of the channel

Degree of formality desired

Confidentiality and sensitivity of the message

Receiver’s preference and level of technical expertise

In addition to these practical issues, you will also consider how rich the
channel is. The richness of a channel involves the extent to which it recre-
ates or represents all the information available in the original message. A
richer medium, such as a face-to-face conversation, permits more interactivity
and feedback. A leaner medium, such as a letter or an e-mail, presents a flat,
one-dimensional message. Richer media enable the sender to provide more
verbal and visual cues, as well as allow the sender to tailor the message to the
audience.

Choosing the wrong medium can result in the message being less effective or
even misunderstood. If, for example, marketing manager Connor must motivate
the sales force to increase sales in the fourth quarter, he is unlikely to achieve his
goal if he merely posts an announcement on the office bulletin board, writes a
memo, or sends an e-mail. He could be more persuasive with a richer channel such
as individual face-to-face conversations or a group meeting to stimulate sales. For
sales reps on the road, a richer medium would be a videoconference. Keep in mind
the following tips for choosing a communication channel:

m Use the richest media available.

m Employ richer media for more persuasive or personal communications.

2-4 Using Expert Writing Techniques to Adapt to
Your Audience

After analyzing the purpose and anticipating the audience, writers begin to
think about how to adapt a message to the task and the audience. Adaptation is
the process of creating a message that suits the audience. Skilled communicators
employ a number of expert writing techniques such as featuring audience bene-
fits, cultivating a “you” view, and sounding conversational but professional.

2-4a Spotlighting Audience Benefits

Focusing on the audience sounds like a modern idea, but actually one of America’s
early statesmen and authors recognized this fundamental writing principle over
200 years ago. In describing effective writing, Ben Franklin observed, “To be
good, it ought to have a tendency to benefit the reader.”! These wise words
have become a fundamental guideline for today’s business communicators.
Expanding on Franklin’s counsel, a contemporary communication consultant
gives this solid advice to his business clients: “Always stress the benefit to the
audience of whatever it is you are trying to get them to do. If you can show them
how you are going to save them frustration or help them meet their goals, you
have the makings of a powerful message.”? Remember, WIIFM!
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Adapting your message to the receiver’s needs means putting yourself in that
person’s shoes. It’s called empathy. Empathic senders think about how a receiver will
decode a message. They try to give something to the receiver, solve the receiver’s

problems, save the receiver’s money, or just understand the feelings and position of "Wh?” it comes to
that person. Which version of each of the following messages is more appealing to writing engaging
the audience? content, ‘you’ is the

most powerful word in
the English language,

%Q%'\ SENDER FOCUS OQJ AUDIENCE FOCUS because people are
. - . ultimately interested
x All employees are instructed here- v’ By filling out the enclosed question- . " .
. . . ) in fulfilling their own
with to fill out the enclosed ques- naire, you can be one of the first needs.”
tionnaire so that we can allocate our employees to sign up for our training — Brian Clark, founder of a
training funds to employees. funds. top marketing blog called
......................................................................................... Copyblogger
% Our warranty becomes effective v Your warranty begins working for
only when we receive an owner’s you as soon as you return your
registration. owner’s registration.

2-4b Developing the “You” View

In concentrating on audience benefits, skilled communicators naturally develop
the “you” view. They emphasize second-person pronouns (you, your) instead of
first-person pronouns (I/we, us, our). Whether your goal is to inform, persuade, or
promote goodwill, the catchiest words you can use are you and your. Compare the
following examples.
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QQ\X\ “I/WE” VIEW 00'/ “YOU” VIEW
% We are requiring all employees to v’ Because your ideas count, please
respond to the attached survey complete the attached survey about
about health benefits. health benefits.
% | need your account number before | v’ Please give me your account number
can do anything. so that | can locate your records and

help you solve this problem.

Although you want to focus on the reader or listener, don’t overuse or misuse
the second-person pronoun you. Readers and listeners appreciate genuine interest;
on the other hand, they resent obvious attempts at manipulation. The authors of
some sales messages, for example, are guilty of overkill when they include you
dozens of times in a direct-mail promotion. What’s more, the word can some-
times create the wrong impression. Consider this statement: You cannot return
merchandise until you receive written approval. The word you appears twice,
but the reader may feel singled out for criticism. In the following version, the
message is less personal and more positive: Customers may return merchandise
with written approval.

Another difficulty in emphasizing the “you” view and de-emphasizing we/I
is that it may result in overuse of the passive voice. For example, to avoid writing
We will give you (active voice), you might write You will be given (passive
voice). The active voice in writing is generally preferred because it identifies
who is doing the acting. You will learn more about active and passive voice in
Chapter 3.
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GLOBAL STRENGTHS

hile addressing a panel at the 2014 Consumer

Electronics Show, Ford marketing chief Jim

Farley stirred controversy in comments
meant to showcase the automaker’s advanced GPS
features. Instead of selling consumers on the benefits
of in-dash computers, Farley confirmed their worst
suspicions: “We know everyone who breaks the law,
and we know when you’re doing it,” he said. “We have
GPS in your car, so we know what you’re doing.” The
remark startled listeners and violated nearly every
rule of audience-focused communication. Ford quickly
denounced the comments. How might automakers
adopt the “you” view to emphasize the benefits of
in-dash navigation services to customers?*

Jeff Kowalsky/Bloomberg/Getty Images

I3

In recognizing the value of the “you” view,
however, you don’t have to sterilize your writing
and totally avoid any first-person pronouns or
words that show your feelings. You can convey
sincerity, warmth, and enthusiasm by the words
you choose. Don’t be afraid of phrases such as
I'm happy or We're delighted, if you truly are.
When speaking face-to-face, you can show
sincerity and warmth with nonverbal cues such
as a smile and a pleasant voice tone. In letters,
e-mail messages, memos, and other digital
messages, however, only expressive words and
phrases can show your feelings. These phrases
suggest hidden messages that say, You are
important, 1 hear you, and I'm honestly trying
to please you.

2-4c Sounding Conversational but
Professional

Most business messages replace conversation.
That’s why they are most effective when they
convey an informal, conversational tone instead
of a formal, pretentious tone. Just how informal
you can be depends greatly on the workplace.
At Google, casual seems to be preferred. In a
short message to users describing changes in its
privacy policies, Google recently wrote, “we
believe this stuff matters.”® In more traditional
organizations, that message probably would have
been more formal. The dilemma for you, then, is
knowing how casual to be in your writing. We
suggest that you strive to be conversational but
professional, especially until you learn what your
organization prefers.

E-mail, instant messaging, chat, Twitter, and
other short messaging channels enable you and
your coworkers to have spontaneous conversa-

tions. Don’t, however, let your messages become sloppy, unprofessional, or even
dangerous. You will learn more about the dangers of e-mail and other digital chan-
nels later. At this point, though, we focus on the tone of the language.

To project a professional image, you want to sound educated and mature.
Overuse of expressions such as totally awesome, you know, and like, as well as
a reliance on unnecessary abbreviations (BTW for by the way), make a business-
person sound like a teenager. Professional messages do not include texting-style
abbreviations, slang, sentence fragments, and chitchat. We urge you to strive for a
warm, conversational tone that avoids low-level diction. Levels of diction, as shown
in Figure 2.6, range from unprofessional to formal.

Your goal is to convey a warm, friendly tone that sounds professional.
Although some writers are too casual, others are overly formal. To impress
readers and listeners, they use big words, long sentences, legal terminology,
and third-person constructions. Stay away from expressions such as the under-
signed, the writer, and the affected party. You will sound friendlier with familiar
pronouns such as I, we, and you. The following examples illustrate a profes-

sional yet conversational tone:
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QQQ'\ UNPROFESSIONAL 00\, PROFESSIONAL

x Hey, boss, Gr8 news! Firewall now installed!! BTW, v Mr. Smith, our new firewall software is now installed.
check with me b4 announcing it. Please check with me before announcing it.

% Look, dude, this report is totally bogus. And the v’ Because the figures in this report seem inaccurate,
figures don’t look kosher. Show me some real stats. please submit the source statistics.

Got sources?

QQ\X\ OVERLY FORMAL 00\, CONVERSATIONAL
% All employees are herewith instructed to return the v’ Please return your contracts to me.

appropriately designated contracts to the undersigned.

% Pertaining to your order, we must verify the sizes v" We will send your order as soon as we confirm the

that your organization requires prior to consign- sizes you need.
ment of your order to our shipper.

Figure@ Levels of Diction

Unprofessional Conversational Formal

(Low-level diction) (Middle-level diction) (High-level diction)
badmouth criticize denigrate

quts nerve courage

pecking order line of command dominance hierarchy

ticked off upset provoked

rat on inform betray

rip off steal expropriate

If we just hang in there, we'll snag the contract.  If we don't get discouraged, we'll win the contract. If the principals persevere, they will secure the contract.

2-5 Developing Additional Expert Writing Techniques

As you continue to improve your writing skills, you can use additional expert tech-
niques that improve the clarity, tone, and effectiveness of a message. These skillful
techniques include using a positive and courteous tone, bias-free language, simple
expression, and precise words. Take a look at Figure 2.7 to see how a writer can
improve an e-mail message by applying numerous expert writing techniques.

2-5a  Being Positive Rather Than Negative

One of the best ways to improve the tone of a message is to use positive rather
than negative language. Positive language generally conveys more information than
negative language does. Moreover, positive messages are uplifting and pleasant to
read. Positive wording tells what is and what can be done rather than what isn’t
and what can’t be done. For example, Your order cannot be shipped by January 10

Chapter 2: Planning Business Messages

LEARNING OBJECTIVE 5

Develop additional expert
writing techniques including
the use of a positive and
courteous tone, bias-free
language, plain language, and
precise words.
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Figure Applying Expert Writing Techniques to Improve an E-Mail Message
bx Message Transfer Special Tools Window Help
|[E =|5] a|a| 8| |5E] 0| | _ send |
To: All BioTech Team Members
From: Christina Watkins <cwatkins@biotech.com>
Subject: Company Needs to Reduce Employee Driving Trips to Office
Cc:
Bec:
Focuses on sender ————+4» Our company faces harsh governmental penalties if we fail to comply with the Air Quality
rather than Management District’s program to reduce the number of automobile trips made by
presenting ideas with employees.

audience benefits
The aforementioned program stipulates that we offer incentives to entice employees to e———— Uses unfamiliar words

discontinue driving their vehicles as a means of transportation to and from this place of (aforementioned,
employment. stipulates, entice)

Presents ideas —————————-» First, we are prepared to offer a full day off without penalty. However, the employee must not

negatively (penalty, drive to work and must maintain a 75 percent vanpool participation rate for six months.

must not drive, Second, we offer a vanpool subsidy of $100 a month, and the vanpool driver will not be

will not be limited, will limited in the personal use he makes of the vehicle on his own time. Third, employees in Doesn’t use plain

not be forced) and the vanpool will not be forced to park in outlying lots. English or

assumes driver will be conversational tone

male Pertaining to our need to have you leave your cars at home, all employees are herewith e——+— (pertaining to,
instructed to communicate with Saul Salazar, who will be facilitating the above-referenced herewith, facilitating,
program. above-referenced)

¢ Message Transfer Special Tods Window Help 18] x|
= =|5| «|&] &< |EF] & _ send |
To: All BioTech Team Members

— From: Christina Watkins <cwatkins@biotech.com>
Subject: Great Perks for Driving Less

Ce:
Bcce:
Hi, Team,
Opens with “you”———te Want to earn a full day off with pay, reduce the stress of your commute, and pay a lot less
view and audience for gas? You can enjoy these and other perks if you make fewer driving trips to the office.

benefits
As part of the Air Quality Management District’s Trip Reduction Plan, you can enjoy the

following benefits by reducing the number of trips you make to work:

e o Full Day Off. If you maintain a 75 percent participation rate in our ride-share program

Phrases option in for a six-month period, you will receive one day off with pay.

bulleted list with

“you” view ¢ Vanpool Subsidy. By joining a vanpool, you will receive assistance in obtaining a van
highlighting benefits along with a monthly $100 subsidy. Even better, if you become a vanpool driver, you will
(day off, less driving also have unlimited personal use of the vehicle off company time.

stress, lower gas bill
g ) * Preferential Parking. By coming to work in vanpools, you can park close to the building

® inreserved spaces.

Repeats audience————1e Why not help the environment, reduce your gas bill, and enjoy other perks by joining
benefits with this program? For more information and to sign up, please contact Saul Salazar at
conversational tone ssalazar@biotech.com before February 1.
and familiar words

Chris

Christina Watkins

Senior Coordinator, Human Resources

cwatkins@biotech.com

(818) 349-5871

=l

is not nearly as informative as Your order will be shipped January 15. An office
supply store adjacent to an ice cream parlor in Portland, Maine, posted a sign on
its door that reads: Please enjoy your ice cream before you enjoy our store. That
sounds much more positive and inviting than No food allowed?’
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Using positive language also involves avoiding negative words that create ill
will. Some words appear to blame or accuse your audience. For example, opening
a letter to a customer with You claim that suggests that you don’t believe the
customer. Other loaded words that can get you in trouble are complaint, criticism,
defective, failed, mistake, and neglected. Also avoid phrases such as you appar-
ently are unaware of or you did not provide or you misunderstood or you don’t
understand. Often you may be unaware of the effect of these words. Notice in the
following examples how you can revise the negative tone to create a more positive
impression.

N NEGATIVE 004 POSITIVE

)
v' This plan definitely can succeed if we
obtain management approval.

% This plan definitely cannot succeed
if we don’t obtain management
approval.

% You failed to include your credit card v" We look forward to completing your

number, so we can’t mail your order. order as soon as we receive your

credit card number.

x Your letter of May 2 claims that you v Your May 2 letter describes a

returned a defective headset.

x Employees cannot park in Lot H until
April 1.

headset you returned.

v' Employees may park in Lot H starting
April 1.

2-5b  Expressing Courtesy

Maintaining a courteous tone involves not just guarding against rudeness but also
avoiding words that sound demanding or preachy. Expressions such as you should,
you must, and you have to cause people to instinctively react with Ob, yeah? One
remedy is to turn these demands into rhetorical questions that begin with Will you
please. . . . Giving reasons for a request also softens the tone.

Even when you feel justified in displaying anger, remember that losing your
temper or being sarcastic will seldom accomplish your goals as a business commu-
nicator: to inform, to persuade, and to create goodwill. When you are irritated,
frustrated, or infuriated, keep cool and try to defuse the situation. In dealing with
customers in telephone conversations, use polite phrases such as these: I would be
happy to assist you with that, Thank you for being so patient, and It was a pleasure
speaking with you.

QQQ'\ LESS COURTEOUS

x Can’t you people get anything right? This is
the second time I’'ve written!

x Stewart, you must complete all performance
reviews by Friday.

% Am | the only one who can read the operating

reviews by Friday.

manual?

Chapter 2: Planning Business Messages

“Negative tone can

hurt your company

in many ways. It can
lose customers, it can
generate lawsuits and,
if inflammatory rhetoric
is found in a discover-
able e-mail or log notes,
a few words might

cost your company a
whopping settlement and
punitive damages in a

bad-faith lawsuit.”

—Gary Blake, National
Underwriter Life & Health-
Financial Services
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QQJ MORE COURTEOUS AND HELPFUL

v’ Please credit my account for $340. My latest statement
shows that the error noted in my letter of May 15 has not
yet been corrected.

v’ Stewart, will you please complete all performance

v’ Let’s review the operating manual together so that you
can get your documents to print correctly next time.
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2-5c  Employing Bias-Free Language

In adapting a message to its audience, be sure your language is sensitive and bias-
free. Few writers set out to be offensive. Sometimes, though, we all say things that
we never thought could be hurtful. The real problem is that we don’t think about
the words that stereotype groups of people, such as the boys in the mail room or the
girls in the front office. Be cautious about expressions that might be biased in terms
of gender, race, ethnicity, age, and disability.

Generally, you can avoid gender-biased language by choosing alternate language
for words involving man or woman, by using plural nouns and pronouns, or by
changing to a gender-free word (person or representative). Avoid the his or her
option whenever possible. It’s wordy and conspicuous. With a little effort, you can
usually find a construction that is graceful, grammatical, and unself-conscious.

Specify age only if it is relevant, and avoid expressions that are demeaning or
subjective (such as spry old codger). To avoid disability bias, do not refer to an
individual’s disability unless it is relevant. When necessary, use terms that do not
stigmatize people with disabilities. The following examples give you a quick look
at a few problem expressions and possible replacements. The real key to bias-free
communication, though, lies in your awareness and commitment. Be on the lookout
to be sure that your messages do not exclude, stereotype, or offend people.

QQ\X\ GENDER BIASED QQJ BIAS FREE
% female doctor, woman attorney, cleaning woman v' doctor, attorney, cleaner

server, author, flight attendant

humanity, working hours, artificial

office workers

doctors.. .. they

v
v
v
v
% the teacher... she v’ teachers. .. they
v
v
v
v

executives and their spouses

lead worker, flagger, worker, artisan

businessperson, sales representative

% Each employee had his picture taken. Each employee had a picture taken.
All employees had their pictures taken.

Each employee had his or her picture taken.

QQQ'\ RACIALLY OR ETHNICALLY BIASED 00‘/ BIAS FREE
% An Indian accountant was hired. v An accountant was hired.
X James Lee, an African-American, applied. v’ James Lee applied.
QY
Q“\\ AGE BIASED 00’/ BIAS FREE
% The law applied to old people. v The law applied to people over sixty-five.
% Sally Kay, 55, was transferred. v’ Sally Kay was transferred.
X a sprightly old gentleman v aman
% a little old lady v awoman
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QQQ'\ DISABILITY BIASED QQJ BIAS FREE

x afflicted with arthritis, crippled by arthritis v’ has arthritis

x confined to a wheelchair v’ uses a wheelchair

254 Preferring Plain Language and Familiar Words

In adapting your message to your audience, use plain language and familiar words
that you think audience members will recognize. Don’t, however, avoid a big word
that conveys your idea efficiently and is appropriate for the audience. Your goal is
to shun pompous and pretentious language. Instead, use GO words. If you mean
begin, don’t say commence or initiate. If you mean pay, don’t write compensate. By
substituting everyday, familiar words for unfamiliar ones, as shown here, you help
your audience comprehend your ideas quickly.

%' UNFAMILIAR OQJ FAMILIAR

x commensurate v equal

X interrogate v question
% materialize v’ appear

% obfuscate v’ confuse

% remuneration v’ pay, salary
% terminate v end

At the same time, be selective in your use of jargon. Jargon describes technical
or specialized terms within a field. These terms enable insiders to communicate
complex ideas briefly, but to outsiders they mean nothing. Human resources profes-
sionals, for example, know precisely what’s meant by cafeteria plan (a benefits
option program), but most of us would be thinking about lunch. Geologists refer to
plate tectonics, and physicians discuss metastatic carcinomas. These terms mean
little to most of us. Use specialized language only when the audience will under-
stand it. In addition, don’t forget to consider secondary audiences: Will those poten-
tial receivers understand any technical terms used?

2-5e  Using Precise, Vigorous Words

Strong verbs and concrete nouns give receivers more information and keep them
interested. Don’t overlook the thesaurus (also available online or on your computer)
for expanding your word choices and vocabulary. Whenever possible, use precise,
specific words, as shown here:

QQ\X\ IMPRECISE, DULL 00\, MORE PRECISE
% achange in profits v’ a 25 percent hike in profits

a 10 percent plunge in profits

X to say v’ to promise, confess, understand
to allege, assert, assume, judge

% to think about v’ to identify, diagnose, analyze
to probe, examine, inspect

Chapter 2: Planning Business Messages

“Simple changes can
have profound results. . . .
Plain talk isn't only
rewriting. It's rethinking
your approach and

really personalizing your
message to the audience
and to the reader.”

—Janet Shimabukuro, manager,
Taxpayers Services,
Department of Revenue,
Washington State

~
O
<}
S
17}
~
=
=
=
=
=
o
<}
S
z
=
)
[
=
=
o
o

51

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



SUMMARY OF LEARNING OBJECTIVES

21

2-2

2-3

52

Discuss the five steps in the communication process.

® A sender encodes (selects) words or symbols to express an idea in a message.

® The message travels over a channel (such as an e-mail, website, tweet, letter, or smartphone call).
® “Noise” (loud sounds, misspelled words, or other distractions) may interfere with the transmission.
® The receiver decodes (interprets) the message and may respond with feedback.

Recognize the goals of business writing, summarize the 3-x-3 writing process, and explain how it
guides a writer.

® Business writing should be purposeful, economical, and audience oriented.

® The 3-x-3 writing process helps writers create efficient and effective messages.

® Phase 1 (prewriting): analyze the message, anticipate the audience, and consider how to adapt the message to the
audience.

® Phase 2 (drafting): research the topic, organize the material, and draft the message.
® Phrase 3 (revising): edit, proofread, and evaluate the message.

Analyze the purpose of a message, anticipate its audience, and select the best communication
channel.

® Before composing, decide what you hope to achieve.

® Select the appropriate channel to inform, persuade, or convey goodwiill.

® After identifying the purpose, visualize both the primary and secondary audiences.

® Remember that receivers will usually be thinking, What’s in it for me (WIIFM)?

® Select the best channel by considering (a) the importance of the message, (b) the amount and speed of feedback
required, (c) the necessity of a permanent record, (d) the cost of the channel, (e) the degree of formality desired,
(f) the confidentiality and sensitivity of the message, and (g) the receiver’s preference and level of technical
expertise.

Employ adaptive writing techniques such as incorporating audience benefits, developing the “you”
view, and using conversational but professional language.

® | ook for ways to shape the message from the receiver’s, not the sender’s, view.

® Apply the “you” view without attempting to manipulate.

® Use conversational but professional language.

Develop additional expert writing techniques including the use of a positive and courteous tone,
bias-free language, plain language, and precise words.

® Use positive language that tells what can be done rather than what can’t be done
(The project will be successful with your support rather than The project won't be successful without your support).

® Be courteous rather than rude, preachy, or demanding.
® Provide reasons for a request to soften the tone of a message.

® Avoid biased language that excludes, stereotypes, or offends people (lady lawyer, spry old gentleman, confined to a
wheelchair).

® Strive for plain language (equal instead of commensurate), familiar terms (end instead of terminate), and precise words
(analyze instead of think about).
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CHAPTER REVIEW

1. Define communication. When is it successful? (Obj. 1)

2. List the five steps in the communication process. (Obj. 1)

3. Inwhat ways is business writing different from school essays and private messages? (Obj. 2)

4. Describe the components in each stage of the 3-x-3 writing process. Approximately how much time is spent on each stage?
(Obj. 2)

5. What does WIIFM mean? Why is it important to business writers? (Obj. 3)

6. What seven factors should writers consider in selecting an appropriate channel to deliver a message? (Obj. 3)

7. What s the “you” view? When can the use of the pronoun you backfire? (Obj. 4)

8. How can a business writer sound conversational but also be professional? (Obj. 4)
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9. Why is positive wording more effective in business messages than negative wording? (Obj. 5)

10. What are three ways to avoid biased language? Give an original example of each. (Obj. 5)

CRITICAL THINKING

11. Has digital transmission changed the nature of communication? (Obj. 1)

12. Why do you think employers prefer messages that are not written like high school and college essays? (Obj. 2)

13. Why should business writers strive to use short, familiar, simple words? Does this “dumb down” business messages? (Obj. 5)
14. A wise observer once said that bad writing makes smart people look dumb. Do you agree or disagree, and why? (Objs. 1-5)

15. In a letter to the editor, a teacher criticized an article in USA Today on autism because it used the term autistic child rather than
child with autism. She championed people-first terminology, which avoids defining individuals by their ability or disability.®
For example, instead of identifying someone as a disabled person, one would say, she has a disability. What does people-first
language mean? Can language change perceptions? (Obj. 5)

WRITING IMPROVEMENT EXERCISES

Audience Benefits and the “You” View (ovj. 4)
YOUR TASK. Revise the following sentences to emphasize the perspective of the audience and the “you” view.

16. We have prepared the enclosed form that may be used by victims to report identity theft to creditors.

17. To help us process your order with our new database software, we need you to go to our website and fill out the customer
information required.

18. We are now offering RapidAssist, a software program we have developed to provide immediate technical support through our
website to your employees and customers.

19. We find it necessary to restrict parking in the new company lot to those employee vehicles with “A” permits.

20. To avoid suffering the kinds of customer monetary losses experienced in the past, our credit union now prohibits the cashing of
double-endorsed checks presented by our customers.
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21. Our warranty goes into effect only when we have received the product’s registration card from the purchaser.

22. Unfortunately, you will not be able to use our computer and telephone systems on Thursday afternoon because of upgrades to
both systems.

23. As part of our company effort to be friendly to the environment, we are asking all employees to reduce paper consumption by
communicating by e-mail and avoiding printing.

Conversational but Professional (ovj.4)
YOUR TASK. Revise the following to make the tone conversational yet professional.

24. Per your recent e-mail, the undersigned takes pride in informing you that we are pleased to be able to participate in the Toys for
Tots drive.

25. Pursuant to your message of the 15th, please be advised that your shipment was sent August 14.

26. Yo, Jeff! Look, dude, I need you to sweet talk Ramona so we can drop this budget thingy in her lap.

27. BTW, Danika was totally ticked off when the manager accused her of ripping off office supplies. She may split.

28. He didn't have the guts to badmouth her 2 her face.

29. The undersigned respectfully reminds affected individuals that employees desirous of changing their health plans must do so
before November 1.

Positive and Courteous Expression (0. 5)
YOUR TASK. Revise the following statements to make them more positive.

30. Employees are not allowed to use instant messaging until a company policy is established.

Chapter 2: Planning Business Messages 55

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



31. We must withhold authorizing payment of your consultant’s fees because our CPA claims that your work is incomplete.

32. Plans for the new health center cannot move forward without full community support.

33. This is the last time I'm writing to try to get you to record my October 3 payment of $359.50 to my account! Anyone who can
read can see from the attached documents that I've tried to explain this to you before.

34. Although you apparently failed to read the operator’s manual, we are sending you a replacement blade for your food processor.
Next time read page 18 carefully so that you will know how to attach this blade.

35. Everyone in this department must begin using new passwords as of midnight, June 15. Because of flagrant password misuse,
we find it necessary to impose this new rule so that we can protect your personal information and company records.

Bias-Free Language (0b;.5)
YOUR TASK. Revise the following sentences to reduce gender, racial, ethnic, age, and disability bias.

36. Every employee must wear his photo identification on the job.

37. The conference will offer special excursions for the wives of executives.

38. Does each salesman have his own smartphone loaded with his special sales information?

39. Alittle old lady returned this item.

40. Serving on the panel are a lady veterinarian, an Indian CPA, two businessmen, and a female doctor.

41. Each nurse is responsible for her patient’s medications.
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Plain Language and Familiar Words (0b;.5)
YOUR TASK. Revise the following sentences to use plain language and familiar words.

42. The salary we are offering is commensurate with remuneration for other managers.

43. To expedite ratification of this agreement, we urge you to vote in the affirmative.

44. In a dialogue with the manager, | learned that you plan to terminate our contract.

45. Did your car’s braking problem materialize subsequent to our recall effort?

46. Pursuant to your invitation, we will interrogate our agent.

Precise, Vigorous Words (ob;.5)
YOUR TASK. From the choices in parentheses, select the most precise, vigorous words.

47. Government economists (say, hypothesize, predict) that employment will (stabilize, stay the same, even out) next year.

48. The growing number of (people, consumers, buyers) with (devices, gadgets, smartphones) provides an (idea, indicator, picture)
of economic growth.

49. Although international trade can (get, offer, generate) new profits and (affect, lower) costs, it also introduces a (different, higher,
new) level of risk and complexity.

50. The World Bank sees international trade as a (good, fine, vital) tool for (decreasing, changing, addressing) poverty.
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RADICAL
REWRITES

In most chapters you will find Radical Rewrite cases, poorly written messages that invite you to apply the writing techniques you have
been learning. Rewriting is an excellent way to help you build writing skills. It enables you to focus on revising and not on supplying
a context or generating imaginary facts. Your instructor’s feedback regarding your strengths and challenges will speed your growth
as a business communicator.

Note: Radical Rewrites are provided at www.cengagebrain.com for you to download and revise. Your instructor may show a
suggested solution.

2.1 Radical Rewrite: Watch Your Tone! (objs. 4,5)

The following demanding message to be sent by the vice president to all employees suffers from many writing faults, requiring a
radical rewrite.

YOUR TASK. Analyze the message and list at least five writing faults. Pay special attention to its tone. Your instructor may ask you to
revise the message so that it reflects some of the expert writing techniques you learned in this chapter. How can you make this mes-
sage more courteous, positive, and precise? In addition, think about using familiar words and developing the “you” view.

To: All Staff
From: Sybil Montrose <smontrose@syracuse.com>
Subject: Problematic Online Use by Employees
Cc:
Bcc:
Attached: E-Mail and Internet Policy

Once again I have the decidedly unpleasant task of reminding all employees that you may NOT utilize company computers or
the Internet other than for work-related business and essential personal messages. Effective immediately a new policy must be
implemented.

Our guys in IT tell me that our bandwidth is now seriously compromised by some of you boys and girls who are using company
computers for Facebooking, blogging, shopping, chatting, gaming, and downloading streaming video. Yes, we have given you the
right to use e-mail responsibly for essential personal messages. That does not, however, include checking your Facebook or other
social accounts during work hours or downloading shows or sharing music.

We distributed an e-mail policy a little while ago. We have now found it necessary to amplify and extrapolate that policy to include
use of the Internet. If our company fails to control its e-mail and Internet use, you will continue to suffer slow downloads and
virus intrusions. You may also lose the right to use e-mail altogether. In the past every employee has had the right to send a
personal e-mail occasionally, but he must use that right carefully. We don’t want to prohibit the personal use of e-mail entirely.
Don’t make me do this!

You will be expected to study the attached E-Mail and Internet policy and return the signed form with your agreement to adhere to
this policy. You must return this form by March 1. No exceptions!

List at least five specific writing faults and include examples.
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ACTIVITIES

2.2 Channel Selection: Various Business Scenarios (ob;. 3)

YOUR TASK. Using Figure 2.5 on page 43, suggest the best communication channels for the following messages. Assume that all
channels shown are available, ranging from face-to-face conversations to instant messages, blogs, and wikis. Be prepared to justify
your choices based on the richness of each channel.

a. Aspartofataskforce to investigate cell phone marketing, you need to establish a central location where each team member can
see general information about the task as well as add comments for others to see. Task force members are located throughout
the country.

b. You're sitting on the couch in the evening watching TV when you suddenly remember that you were supposed to send Jeremy
some information about a shared project. Should you text him right away before you forget?

¢. As an event planner, you have been engaged to research sites for a celebrity golf tournament. What is the best channel for
conveying your findings to your boss or planning committee?

You want to persuade your manager to change your work schedule.

e. Asa sales manager, you want to know which of your sales reps in the field are available immediately for a quick teleconference
meeting.

f.  You need to know whether Amanda in Reprographics can produce a rush job for you in two days.

g. Your firm must respond to a notice from the Internal Revenue Service announcing that the company owes a penalty because it
underreported its income in the previous fiscal year.

GRAMMAR/MECHANICS CHECKUP—2

Pronouns

Review Sections 1.07-1.09 in the Grammar/Mechanics Handbook. Then study each of the following statements. In the space provided,
write the word that completes the statement correctly and the number of the G/M principle illustrated. When you finish, compare
your responses with those provided near the end of the book. If your responses differ, study carefully the principles in parentheses.

its 1.09d EXAMPLE The Employee Development Committee will make (its, their) recommendation soon.

1. The manager said that Elena would call. Was it (she, her) who left the message?

Every member of the men'’s soccer team must have (his, their) medical exam completed by Monday.

Even instant messages sent between the CEO and (he, him) were revealed in the court case.

(Who, Whom) have you hired to create cutting-edge ads for us?

It looks as if (yours, your’s) is the only report that cites electronic sources correctly.

Mark asked Catherine and (I, me, myself) to help him complete his research.

My friend and (I, me, myself) were interviewed for the same job.

To park the car, turn (it’s, its) wheels to the left.

© P N O v A W N

Give the budget figures to (whoever, whomever) asked for them.

]

. Everyone except the interviewer and (I, me, myself) noticed the alarm.

11. No one knows that case better than (he, him, himself).

12. A proposed budget was sent to (we, us) owners before the vote.

13. One of the female travelers left (their, her) smartphone on the seat.

14. Neither the glamour nor the excitement of the Vegas job had lost (its, it's, their) appeal.

15. If neither Cory nor | receive confirmation of our itinerary, (him and me, him and |, he and I)
cannot make the trip.
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EDITING CHALLENGE—2

To fine-tune your grammar and mechanics skills, in every chapter you will be editing a message. This e-mail message is a short report
about beverage sweeteners from a researcher to his boss. However, the message suffers from proofreading, spelling, grammar, punc-
tuation, and other writing faults that require correction. Study the guidelines in the Grammar/Mechanics Handbook. as well as the
lists of Confusing Words and Frequently Misspelled Words at the end of the book to sharpen your skills.

YOUR TASK. Edit the following message (a) by correcting errors in your textbook or on a photocopy using proofreading marks from
Appendix A or (b) by downloading the message from www.cengagebrain.com and correcting at your computer. Your instructor may
show you a possible solution.

To: Vicky Miranda <v.miranda@dino.com>
From: Aliriza Kasra <a.kasra@dino.com>
Subject: Sending Information on Beverage Sweeteners
Cc:
Bcec:

Vicky,

Per your request, herewith is a short report of the investigation you assigned to Oliver
Orenstein and I pertaining to sweeteners. As you probaly already know, Coca-Cola co.
and PepsiCo inc. market many drinks using sweeteners that are new to the market.

Totally awesome!

Coca-Cola brought out Sprite Green, a reduced calorie soft drink that contains Truvia.
Which it considers a natural sweetener because it is derived from an herb. The initial
launch focused on locations and events oriented to teenagers and young adults.
According to inside information obtained by Ollie and I, this product was tested on

the shelfs of grocerys, mass merchants, and conveience stores in 5 citys in Florida.

PepsiCo has it's own version of the herbal sweetener, however it was developed in
collaboration with Green earth sweetener co. Its called Pure Via. The first products
that contained the sweetener were 3 flavors of zero-calorie SoBe Lifewater. It may
also be used in a orange-juice drink with half the calorys and sugar of orange juice.
Another new sweetener is Nectresse, marketed by Splenda. It comes from the monk
fruit. Which has been cultivated for centurys, and only recently rediscovered as a

source of natural sweetness.

BTW, approval by the Food and drug administration did not materialize automatically
for these new sweeteners. FDA approval was an issue because studys conducted in
the early 1990s suggested that their was possible adverse health effects from the use

of stevia-based products. However the herb has been aproved for use in 12 countrys.

Both companys eventually received FDA approval and there products are all ready on

the market. We cannot submit our full report until October 15.

Al

Aliriza Kasra
a.kasra@dino.com
Research and Development
Office: (927) 443-9920

Cell: (927) 442-2310
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COMMUNICATION
() WORKSHOP

Gone are the days when management expected workers to
check their brains at the door and do only as told. Today, you
will be expected to use your brain and think critically. You will
be solving problems and making decisions. Much of this book is
devoted to helping you solve problems and communicate those
decisions to management, fellow workers, clients, the govern-
ment, and the public. Faced with a problem or an issue, most of
us do a lot of worrying before identifying the issues or making a
decision. You can convert all that worrying to directed thinking
by channeling it into the following procedure:

- Identify and clarify the problem. Your first task is to
recognize that a problem exists. Some problems are big and
unmistakable, such as failure of an air-freight delivery service
to get packages to customers on time. Other problems may
be continuing annoyances, such as regularly running out of
toner for an office copy machine. The first step in reaching a
solution is pinpointing the problem.

« Gather information. Learn more about the problem situation.
Look for possible causes and solutions. This step may mean
checking files, calling suppliers, or brainstorming with fellow
workers. For example, the air-freight delivery service would
investigate the tracking systems of the commercial airlines
carrying its packages to determine what is going wrong.

- Evaluate the evidence. Where did the information come
from? Does it represent various points of view? What biases
could be expected from each source? How accurate is the
information gathered? Is it fact or opinion? For example, it is
a fact that packages are missing; it is an opinion that they are
merely lost and will turn up eventually.

- Consider alternatives and implications. Draw conclu-
sions from the gathered evidence and pose solutions. Then
weigh the advantages and disadvantages of each alternative.
What are the costs, benefits, and consequences? What are
the obstacles, and how can they be handled? Most impor-
tant, what solution best serves your goals and those of your

Chapter 2: Planning Business Messages

Get Ready for Critical Thinking, Problem
Solving, and Decision Making!

organization? Here is where your creativity is especially
important.

+ Choose the best alternative and test it. Select an alterna-
tive, and try it out to see if it meets your expectations. If it
does, put your decision it into action. If it doesn’t, rethink your
alternatives. The freight company decided to give its unhappy
customers free delivery service to make up for the lost pack-
ages and downtime. Be sure to continue monitoring and
adjusting the solution to ensure its effectiveness over time.

CAREER APPLICATION. Let's return to the McDonald's prob-
lem (discussed on page 39) in which customers and some fran-
chise owners are unhappy with the multiple lines for service.
Customers don't seem to know where to stand to be the next
served. Tempers flare when aggressive customers cut in line, and
other customers spend so much time protecting their places in
line that they are not ready to order. As a franchise owner, you
want to solve this problem. Any new procedures, however, must
be approved by a majority of McDonald’s owners in your district.
You know that McDonald’s management feels that the multi-
line system accommodates higher volumes of customers more
quickly than a single-line system does. In addition, customers are
turned off when they see a long line.

YOURTASK

« Individually or with a team, use the critical-thinking steps
outlined here. Begin by clarifying the problem.
+ Where could you gather information? Would it be wise to

see what your competitors are doing? How do banks handle
customer lines? Airlines?

« Evaluate your findings and consider alternatives. What are
the pros and cons of each alternative?

+ With your team, choose the best alternative. Present your
recommendation to your class and give your reasons for
choosingit.
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Organizing and Drafting
Business Messages

3-1 Drafting Workplace Messages

Who me? Write on the job? Not a chance! With today’s advances in technology,
lots of people believe they will never be required to write on the job. The truth is,
however, that business, technical, and professional people in this digital age are
exchanging more messages than ever before. The more quickly you can put your
ideas down and the more clearly you can explain what needs to be said, the more
successful and happy you will be in your career.

Being able to write clearly is also critical to promotions. That’s why we devote
three chapters to teaching you a tried-and-true writing process, summarized in
Figure 3.1 This process guides you through the steps necessary to write rapidly but,
more important, clearly. Instead of struggling with a writing assignment and not
knowing where to begin or what to say, you can use this effective process both in
school and on the job.

Chapter 2 focused on the prewriting stage of the writing process. You studied
the importance of using a conversational tone, positive language, plain and cour-
teous expression, and familiar words. This chapter addresses the second stage of
the process, which involves gathering information, organizing it into outlines, and
drafting messages.

Chapter 3: Organizing and Drafting Business Messages

Apply Phase 2 of the 3-x-3
writing process, which
begins with formal and
informal research to collect
background information.

Organize information into
strategic relationships.

Compose the first draft of

a message using a variety

of sentence types while
avoiding sentence fragments,
run-on sentences, and
comma splices.

Improve your writing by
emphasizing important
ideas, employing the active
and passive voice effectively,
using parallelism, and
preventing dangling and
misplaced modifiers.

Draft well-organized
paragraphs that incorporate
(a) topic sentences,

(b) support sentences, and
(c) transitional expressions
to build coherence.
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“With the fast pace of
today’s electronic commu-
nications, one might
think that the value of
fundamental writing
skills has diminished in
the workplace. Actually
the need to write clearly
and quickly has never
been more important
than in today’s highly
competitive, technology-
driven global economy.”

—Joseph M. Tucci, president
and chief executive officer of
EMC Corporation
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LEARNING OBJECTIVE 1

Apply Phase 2 of the 3-x-3
writing process, which begins
with formal and informal
research to collect back-
ground information.

31a Getting Started Requires Researching Background
Information

No smart businessperson would begin drafting a message before gathering background
information. We call this process research, a rather formal-sounding term. For our
purposes, however, research simply means “collecting information about a certain
topic.” This is an important step in the writing process because that information helps
the writer shape the message. Discovering significant information after a message is half
completed often means having to start over and reorganize. To avoid frustration and
inaccurate messages, writers collect information that answers several questions:

What does the receiver need to know about this topic?
What is the receiver to do?

| |

| |

m How is the receiver to do it?
m When must the receiver do it?
| |

What will happen if the receiver doesn’t do it?

Whenever your communication problem requires more information than you have
in your head or at your fingertips, you must conduct research. This research may
be informal or formal.

3-1b Informal Research Methods

Many routine tasks—such as drafting e-mails, memos, letters, informational
reports, and oral presentations—require information that you can collect infor-
mally. Where can you find information before starting a project? The following
techniques are useful in informal research:

m Search your company’s files. If you are responding to an inquiry or drafting a
routine message, you often can find background information such as previous
correspondence in your own files or those of the company. You might consult the
company wiki or other digital and manual files. You might also consult colleagues.

m Talk with the boss. Get information from the individual making the assignment.
What does that person know about the topic? What slant should you take?
What other sources would that person suggest?

m Interview the target audience. Consider talking with individuals at whom
the message is aimed. They can provide clarifying information that tells

Figure@ The 3-x-3 Writing Process

1 Prewriting

A A

2 Drafting 3 Revising

Analyze: Decide on the message
purpose. What do you want the
receiver to do or believe?

Anticipate: What does the audience
already know? How will it receive this
message?

Adapt: Think about techniques
to present this message most
effectively. Consider how to elicit
feedback.

64

Research: Gather background data
by searching files and the Internet.

Organize: Arrange direct messages
with the big idea first. For persua-
sive or negative messages, use an
indirect, problem-solving strategy.

Draft: Prepare the first draft, using
active-voice sentences, coherent
paragraphs, and appropriate transi-
tional expressions.

Edit: Eliminate wordy fillers,

long lead-ins, redundancies, and
trite business phrases. Strive for
parallelism, clarity, conciseness, and
readability.

Proofread: Check carefully for errors
in spelling, grammar, punctuation,
and format.

Evaluate: Will this message achieve
your purpose? Is the tone pleasant?
Did you encourage feedback?
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you what they want to know and how you
should shape your remarks. Suggestions
for conducting more formal interviews are
presented in Chapter 10.

m Conduct an informal survey. Gather
unscientific but helpful information through
questionnaires, telephone surveys, or online
surveys. In preparing a report predicting the
success of a proposed company fitness center,
for example, circulate a questionnaire asking
for employee reactions.

m Brainstorm for ideas. Alone or with others,
discuss ideas for the writing task at hand, and
record at least a dozen ideas without judging
them. Small groups are especially fruitful in
brainstorming because people spin ideas off
one another.

3-1c  Formal Research Methods

Long reports and complex business problems
generally require formal research methods. Let’s
say you are part of the management team for an
international retailer such as Forever 21 and you
have been asked to help launch a new store in
Canada. Or, let’s assume you must write a term
paper for a college class. Both tasks require more
data than you have in your head or at your finger-
tips. To conduct formal research, consider the
following research options:

m Access electronic sources. College and public
libraries provide digital retrieval services
that permit access to a wide array of books,
journals, magazines, newspapers, and other
online literature. In this information age,
you also could conduct an online Google
search turning up thousands of hits, which

© wavebreakmedia/Shutterstock.com

t Jump Associates, a San Francisco growth strat-

egy firm, brainstorming may devolve into a kind of

competitive-idea tennis match. One “Jumpster”
starts with the first idea, and the next Jumpster says,
“Yes, and?” which leads to another “Yes, and?” bounc-
ing around its Black Box idea room. Once a storytelling
method, this technique became an effective collabora-
tion procedure and a core element of scrum, a daily
standing meeting where the same “yes, and” principle is
applied in improv games that prepare the company for
its unique approach to brainstorming. For its megaclient
Target, Jump helped create a product called “Kitchen in
a Box,” which became a phenomenal success. How does
the “Yes, and” concept improve brainstorming?*

can be overwhelming. Expect to be deluged with torrents of information,
presenting a troubling paradox: research seems to be far more difficult

to conduct in the digital age than in previous times.? With so much data
drowning today’s researchers, they struggle to sort through it all, trying to
decide what is current, relevant, and credible. Help is on the way, however!
You’ll learn more about researching and using electronic sources effectively

in Chapter 10.

m Search manually. Valuable background and supplementary information
is available through manual searching of resources in public and college
libraries. These traditional paper-based sources include books and newspaper,
magazine, and journal articles. Other sources are encyclopedias, reference
books, handbooks, dictionaries, directories, and almanacs.

m Investigate primary sources. To develop firsthand, primary information for a
project, go directly to the source. In helping to launch a new Forever 21 outlet
in Canada, you might travel to possible sites and check them out. If you need
information about how many shoppers pass by a location or visit a shopping

Chapter 3: Organizing and Drafting Business Messages
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LEARNING OBJECTIVE 2

Organize information into
strategic relationships.

center, you might conduct a traffic count. If you need information about
consumers, you could search blogs, Twitter, wikis, and Facebook fan pages. To
learn more about specific shoppers, you could use questionnaires, interviews, or
focus groups. Formal research often includes scientific sampling methods that
enable investigators to make accurate judgments and valid predictions.

m Conduct scientific experiments. Another source of primary data is experimen-
tation. Instead of merely asking for the target audience’s opinion, scientific
researchers present choices with controlled variables. Assume, for example, that
the management team at Forever 21 wants to know at what price and under
what circumstances consumers would purchase jeans from Forever 21 instead
of from Abercrombie & Fitch. Instead of jeans, let’s say that management
wants to study the time of year and type of weather conditions that motivate
consumers to begin purchasing sweaters, jackets, and cold-weather gear. The
results of such experimentation would provide valuable data for managerial
decision making. Because formal research techniques are particularly necessary
for reports, you will study resources and techniques more extensively in Unit 4.

3-2 Organizing Information to Show Relationships

Once you have collected data, you must find some way to organize it. Organizing
includes two processes: grouping and strategizing. Well-organized messages
group similar items together; ideas follow a sequence that helps the reader under-
stand relationships and accept the writer’s views. Unorganized messages proceed
free-form, jumping from one thought to another. Such messages fail to emphasize
important points. Puzzled readers can’t see how the pieces fit together, and they
become frustrated and irritated. Many communication experts regard poor orga-
nization as the greatest failing of business writers. Two simple techniques can help
you organize data: the scratch list and the outline.

Some writers make a quick scratch list of the topics they wish to cover in a
message. They then compose the message on a computer directly from the scratch
list. Most writers, though, need to organize their ideas—especially if the project is
complex—into a hierarchy such as an outline. The beauty of preparing an outline
is that it gives you a chance to organize your thinking before you get bogged down
in word choice and sentence structure. Figure 3.2 shows an outline format.

Direct Strategy for Receptive Audiences. After preparing a scratch list or an
outline, think about how the audience will respond to your ideas. When you expect
the reader to be pleased, mildly interested, or, at worst, neutral—use the direct
strategy. That is, put your main point—the purpose of your message—in the first
or second sentence. Dianna Booher, renowned writing consultant, pointed out that
typical readers begin any message by thinking, “So what am I supposed to do with
this information?” In business writing you have to say, “Reader, here is my point!”?
As quickly as possible, tell why you are writing. Compare the direct and indirect
strategies in the following e-mail openings. Notice how long it takes to get to the
main idea in the indirect opening.

Qg\i\ INDIRECT OPENING QOJ DIRECT OPENING
% Our company has been concerned with attracting better-qualified v' The Management Council has voted to
prospective job candidates. For this reason, the Management begin a college internship pilot program
Council has been gathering information about an internship next fall.

program for college students. After considerable investigation, we

have voted to begin a pilot program starting next fall.

66

Chapter 3: Organizing and Drafting Business Messages

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



Figure Format for an Outline

Title: Major Idea or Purpose

Tips for Making Outlines

I. First major component

A. First subpoint ¢ Define the main topic in the title.
1. Detail, illustration, evidence ¢ Divide the main topic into major components or
2. Detail, illustration, evidence classifications (preferably three to five).
3. Detail, illustration, evidence ¢ Break the components into subpoints.
B. Second subpoint « Don't put a single item under a major component;
é' if you have only one subpoint, integrate it with the
i, Segamd moer Gomemet main item above it or reorganize. _
A. First subpoint » Strive to make each component exclusive (no
1. overlapping).
2. e Use detalils, illustrations, and evidence to support
B. ?econd subpoint subpoints.
2.
38

Explanations and details follow the direct opening. What’s important is getting
to the main idea quickly. This direct method, also called frontloading, has at least
three advantages:

m Saves the reader’s time. Many of today’s businesspeople can devote only a few
moments to each message. Messages that take too long to get to the point may
lose their readers along the way.

m Sets a proper frame of mind. Learning the purpose up front helps the reader
put the subsequent details and explanations in perspective. Without a clear
opening, the reader may be thinking, “Why am I being told this?”

m Reduces frustration. Readers forced to struggle through excessive verbiage
before reaching the main idea can become frustrated and begin to resent the
writer. Poorly organized messages create a negative impression of the writer.

Typical business messages that follow the direct strategy include routine requests
and responses, orders and acknowledgments, nonsensitive memos, e-mails, infor-
mational reports, and informational oral presentations. All these tasks have one
element in common: none has a sensitive subject that will upset the reader. It should
be noted, however, that some business communicators prefer to use the direct
strategy for nearly all messages.

Indirect Strategy for Unreceptive Audiences. When you expect the audi-
ence to be uninterested, unwilling, displeased, or perhaps even hostile, the indirect
strategy is more appropriate. In this strategy you reveal the main idea only after
you have offered an explanation and evidence. This approach works well with three
kinds of messages: (a) bad news, (b) ideas that require persuasion, and (c) sensitive
news, especially when being transmitted to superiors. The indirect strategy has
these benefits:

m Respects the feelings of the audience. Bad news is always painful, but the
trauma can be lessened by preparing the receiver for it.

m Facilitates a fair hearing. Messages that may upset the reader are more likely to
be read when the main idea is delayed. Beginning immediately with a piece of
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bad news or a persuasive request, for example, may cause the receiver to stop
reading or listening.

m Minimizes a negative reaction. A reader’s overall reaction to a negative message
is generally improved if the news is delivered gently.

Typical business messages that could be developed indirectly include e-mails,
memos, and letters that refuse requests, deny claims, and disapprove credit.
Persuasive requests, sales letters, sensitive messages, and some reports and oral
presentations may also benefit from the indirect strategy. You will learn more about
using the indirect strategy in Chapters 7 and 8.

In summary, business messages may be organized directly (with the main idea
first) or indirectly. How you expect the audience to respond determines which
strategy to use, as illustrated in Figure 3.3. Although these two strategies cover
many communication problems, they should be considered neither universal nor
inviolate. Every business transaction is distinct. Some messages are mixed: part
good news, part bad; part goodwill, part persuasion. In upcoming chapters you
will practice applying the direct and indirect strategies in typical situations. Then,
you will have the skills and confidence to evaluate communication problems and
vary these strategies depending on the goals you wish to achieve.

Figure @ Audience Response Determines Direct or Indirect Strategy

(019
00 20

Message

m Good news
or main idea

Indirect
Strategy
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3-3 Composing the First Draft With Effective Sentences wearns ossecrve 3

. . Compose the first draft of a
Once you have researched your topic, organized the data, and selected a strategy,  message using a variety of

you’re ready to begin drafting. Many writers have trouble getting started, especially  sentence types while avoiding
if they haven’t completed the preparatory work. Organizing your ideas and working  sentence fragments, run-on
from an outline are very helpful in overcoming writer’s block. Composition is also  sentences, and comma splices.
easier if you have a quiet environment in which to concentrate, if you set aside time
to concentrate, and if you limit interruptions.
As you begin writing, think about what style fits you best. Some experts suggest
that you write quickly (freewriting). Get your thoughts down now and refine them in
later versions. As you take up each idea, imagine that you are talking to the reader.
Don’t let yourself get bogged down. If you can’t think of the right word, insert a
substitute or type find perfect word later. Freewriting works well for some writers,
but others prefer to move more slowly and think through their ideas more deliber-
ately. Whether you are a speedy or a deliberate writer, keep in mind that you are
writing the first draft. You will have time later to revise and polish your sentences.

3-3a Achieving Variety With Four Sentence Types

Messages that repeat the same sentence pattern soon become boring. To avoid
monotony and to add spark to your writing, use a variety of sentence types. You
have four sentence types from which to choose: simple, compound, complex, and
compound-complex.

Simple Sentence

Contains one complete thought (an independent clause) with a subject and
predicate verb:
The entrepreneur saw an opportunity.

Compound Sentence

Contains two complete but related thoughts. May be joined by (a) a conjunction
such as and, but, or or; (b) a semicolon; or (c) a conjunctive adverb such as however,
consequently, and therefore:

The entrepreneur saw an opportunity, and she responded immediately.
The entrepreneur saw an opportunity; she responded immediately.

The entrepreneur saw an opportunity; consequently, she responded
immediately.

Complex Sentence

Contains an independent clause (a complete thought) and a dependent clause (a
thought that cannot stand by itself). Dependent clauses are often introduced by
words such as although, since, because, when, and if. When dependent clauses
precede independent clauses, they always are followed by a comma:

When the entrepreneur saw the opportunity, she responded immediately.

Compound-Complex Sentence
Contains at least two independent clauses and one dependent clause:

When the entrepreneur saw the opportunity, she responded immediately;

however, she needed capital.
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3-3v Avoiding Three Common Sentence Faults

As you craft your sentences, beware of three common traps: fragments, run-on

“TF you think an (fus.ed) sentences, and co.mm'a—splin.: sentences. If any .of these faults appears in a
business message, the writer immediately loses credibility.

One of the most serious errors a writer can make is punctuating a fragment as

if it were a complete sentence. A fragment is usually a broken-off part of a complex

sentence. Fragments often can be identified by the words that introduce them—words

apostrophe was one of
the 12 disciples of Jesus,
you will never work

for me. If you think a

semicolon is a reqular such as although, as, because, even, except, for example, if, instead of, since, such
colon with an identity as, that, which, and when. These words introduce dependent clauses, as italicized in
crisis, I will not hire you.  the following fragment examples. They should not be punctuated as sentences. Make
If you scatter commas sure such clauses always connect to independent clauses, as shown in the revisions.
into a sentence with all
the discrimination of a Q%s\&'\ FRAGMENT 00‘, REVISION
shotgun, you might make
it to the foyer before we % Because most transactions require v’ Because most transactions require
politely escort you from a permanent record. Good writing a permanent record, good writing
the building.” skills are critical. skills are critical.
Kyle Wians, CEO, fFixit, | e
the largest online repair % The recruiter requested a writing v' The recruiter requested a writing
community sample. Even though the candidate sample even though the candidate

seemed to communicate well. seemed to communicate well.

A second serious writing fault is the run-on (fused) sentence. A sentence with
two independent clauses must be joined by a coordinating conjunction (and, or,
nor, but) or by a semicolon (;) or separated into two sentences. Without a conjunc-
tion or a semicolon, a run-on sentence results.
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%Q\(\ RUN-ON SENTENCE QOJ REVISION
% Many job seekers prepare traditional v' Many job seekers prepare traditional
résumés some also use websites as résumés. Some also use websites as
electronic portfolios. electronic portfolios.
% One candidate sent an e-mail résumé v' One candidate sent an e-mail résumé;
another sent a link to her Web portfolio. another sent a link to her Web portfolio.

A third sentence fault is a comma splice. It results when a writer joins (splices
together) two independent clauses with a comma. Independent clauses may be
joined with a coordinating conjunction (and, or, nor, but) or a conjunctive adverb
(however, consequently, therefore, and others). Notice that clauses joined by a
coordinating conjunctions require only a comma. Clauses joined by a conjunctive
adverb require a semicolon and a comma. To rectify a comma splice, try one of
the possible revisions shown here:

%%Q'\ COMMA SPLICE 00\, REVISIONS
x Some employees prefer their v Some employees prefer their desktop
desktop computers, others computers, but others prefer their tablets.
prefer their tablets. v/ Some employees prefer their desktop
computers; however, others prefer their
tablets.

v' Some employees prefer their desktop
computers; others prefer their tablets.
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33c Favoring Short Sentences

Because your goal is to communicate clearly, you should strive for sentences
that average 20 words. Some sentences will be shorter; some will be longer. The
American Press Institute reports that reader comprehension drops off markedly as
sentences become longer.® Therefore, in crafting your sentences, think about the
relationship between sentence length and comprehension.

Sentence Length Comprehension Rate
8 words 100%
15 words 90%
19 words 80%
28 words 50%

Instead of stringing together clauses with and, but, and however, break some
of those complex sentences into separate segments. Business readers want to grasp
ideas immediately. They can do that best when thoughts are separated into short
sentences. On the other hand, too many monotonous short sentences will sound
“grammar schoolish” and may bore or even annoy the reader. Strive for a balance
between longer sentences and shorter ones. Your grammar-checker and spell-
checker can show you readability statistics that flag long sentences and give you an
average sentence length.

3-4 Developing Business Writing Techniques

Business writers can significantly improve their messages by working on a few
writing techniques. In this section we focus on emphasizing and de-emphasizing
ideas and using active and passive voice strategically.

3-4a Developing Emphasis

When you are talking with someone, you can emphasize your main ideas by saying
them loudly or by repeating them slowly. You could even pound the table if you
want to show real emphasis! Another way you could signal the relative importance
of an idea is by raising your eyebrows or by shaking your head or whispering in a
low voice. But when you write, you must rely on other means to tell your readers
which ideas are more important than others. Emphasis in writing can be achieved
primarily in two ways: mechanically and stylistically.

Achieving Emphasis Through Mechanics. To emphasize an idea in print, a
writer may use any of the following devices:
Underlining Underlining draws the eye to a word.

Italics and boldface ~ Using italics or boldface conveys special meaning.

Font changes Selecting a large, small, or different font draws interest.
All caps Printing words in ALL CAPS is like shouting them.
Dashes Dashes—used sparingly—can be effective.

Tabulation Listing items vertically makes them stand out:

1. First item
2. Second item
3. Third item

Chapter 3: Organizing and Drafting Business Messages

On the topic of comma
splices, one well-known
writing coach says, “Why
do intelligent people
make the error? I think
people worry that they
will come across too
informally or too plainly
if they use [two] short
sentences. They believe
using 4-to-6-word
sentences, especially

two of them in a row,
can't be professional. But
two short, crisp, clear
sentences in a row are
professional and punchy.

—Lynn Gaertner Johnson,
business writing trainer,
coach, blogger
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LEARNING OBJECTIVE 4
Improve your writing by
emphasizing important ideas,
employing the active and
passive voice effectively, using
parallelism, and preventing
dangling and misplaced
modifiers.
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Other means of achieving mechanical emphasis include the arrangement of space,
color, lines, boxes, columns, titles, headings, and subheadings. Today’s software
and color printers provide a wonderful array of capabilities for setting off ideas.
More tips on achieving emphasis are coming in Chapter 4, in which we cover docu-
ment design.

Achieving Emphasis Through Style. Although mechanical devices are occasion-
ally appropriate, more often a writer achieves emphasis stylistically. That is, the
writer chooses words carefully and constructs sentences skillfully to emphasize
main ideas and de-emphasize minor or negative ideas. Here are four suggestions for
emphasizing ideas stylistically:

Use vivid, not general, words. Vivid words are emphatic because the reader can
picture ideas clearly.

A\ J
%QQ GENERAL 00 VIVID
x The way we seek jobs has v’ The Internet has dramatically changed
changed. how job hunters search for positions.

% Someone will contact you as soon v Ms. Rivera will telephone you before
as possible. 5 p.m. tomorrow, May 3.

Label the main idea. If an idea is significant, tell the reader.

QQQ'\ UNLABELED 00‘, LABELED
x Consider looking for a job online, v’ Consider looking for a job online; but,
but also focus on networking. most important, focus on networking.
% We shop here because of the v" We like the customer service, but the
customer service and low prices. primary reason for shopping here is the
low prices.

Place the important idea first or last. Ideas have less competition from
surrounding words when they appear first or last in a sentence. Observe how the
concept of productivity can be emphasized by its position in the sentence:

MAIN IDEA LOST oJ MAIN IDEA EMPHASIZED
% Profit-sharing plans are more v’ Productivity is more likely to be
effective in increasing productivity increased when profit-sharing plans
when they are linked to individual are linked to individual performance
performance rather than to group rather than to group performance.
performance.

Give the important idea the spotlight. Don’t dilute the effect of the main idea by
making it share the stage with other words and clauses. Instead, put it in a simple
sentence or in an independent clause.
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' MAIN IDEA LOST 0°J MAIN IDEA CLEAR

x Although you are the first trainee we have hired for v' You are the first trainee we have hired for this
this program, we had many candidates and expect program. (Simple sentence)
to expand the program in the future. (The main idea

is lost in a dependent clause.)

De-emphasizing When Necessary. To de-emphasize an idea, such as bad news,
try one of the following stylistic devices:
Use general words.

Q%'\ EMPHASIZES HARSH STATEMENT DE-EMPHASIZES HARSH STATEMENT

)
% Our records indicate that you were recently fired. v Our records indicate that your employment status
has recently changed.

Place the bad news in a dependent clause connected to an independent clause
that contains something positive. In sentences with dependent clauses, the main
empbhasis is always on the independent clause.

$Q§\ EMPHASIZES BAD NEWS QOJ DE-EMPHASIZES BAD NEWS

% We cannot issue you credit at this time, but we have v Although credit cannot be issued at this time, you
a special plan that will allow you to fill your imme- can fill your immediate needs on a cash basis with
diate needs on a cash basis. our special plan.

3-4b Using the Active and Passive Voice Effectively

In active-voice sentences, the subject, the actor, performs the action. In passive-
voice sentences, the subject receives the action. Active-voice sentences are more
direct because they reveal the performer immediately. They are easier to under-
stand and usually shorter. Most business writing should be in the active voice.
However, passive voice is useful to (a) emphasize an action rather than a person,
(b) de-emphasize negative news, and (c) conceal the doer of an action.

Active Voice Passive Voice
Actor —> Action Reciiver <—Ac§\ion
Justin must submit a tax return. The tax return was submitted [by Justin].
Actor —>Action Reciiver <—Ac§\ion
Officials reviewed all tax returns. All tax returns were reviewed [by officials].
Actor —-Action Rec}giver R — Action
We cannot make cash refunds. /Cash refunds\ éannot be madt\e.
Actor —>Action Receiver «—Action
Our CPA made a big error in the budget. A big error was made in the budget.

3-4c Developing Parallelism

Parallelism is a skillful writing technique that creates balanced writing. Sentences
written so that their parts are balanced, or parallel, are easy to read and understand.
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Good writers don't let
their modifiers dangle in
public. “Always suspect
an -ing word of dangling
if it’s near the front of
a sentence; consider

it guilty until proved
innocent.”

—Patricia T. 0'Conner, author,
Woe Is I: The Grammarphobe’s
Guide to Better English in
Plain English
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To achieve parallel construction, use similar structures to express similar ideas. For
example, the words computing, coding, recording, and storing are parallel because
the words all end in -ing. To express the list as computing, coding, recording, and
storage is disturbing because the last item is not what the reader expects. Try to
match nouns with nouns, verbs with verbs, and clauses with clauses. Avoid mixing
active-voice verbs with passive-voice verbs. Your goal is to keep the wording
balanced in expressing similar ideas.

QQ%'\ LACKS PARALLELISM 00\, ILLUSTRATES PARALLELISM

% The policy affected all vendors, v’ The policy affected all vendors,
suppliers, and those involved with suppliers, and consultants. (Matches
consulting. nouns.)

X Our primary goals are to increase v’ Our primary goals are to increase
productivity, reduce costs, and the productivity, reduce costs, and improve
improvement of product quality. product quality. (Matches verbs.)

x We are scheduled to meet in v/ We are scheduled to meet in Atlanta
Atlanta on January 5, we are on January 5, in Montreal on March 15,
meeting in Montreal on the 15th of and in Chicago on June 3. (Matches
March, and in Chicago on June 3. phrases.)

x Shelby audits all accounts v’ Shelby audits all accounts lettered A
lettered A through L; accounts through L; Andrew audits accounts
lettered M through Z are lettered M through Z. (Matches
audited by Andrew. clauses.)

% Our Super Bowl ads have three v" Our Super Bowl ads have three
objectives: objectives:

1. We want to increase product use. 1. Increase product use

2. Introduce complementary 2. Introduce complementary products
products. 3. Enhance our corporate image

3. Our corporate image will be (Matches verbs in listed items.)
enhanced.

3-4d Escaping Dangling and Misplaced Modifiers

For clarity, modifiers must be close to the words they describe or limit. A modi-
fier dangles when the word or phrase it describes is missing from its sentence—for
example, After working overtime, the report was finally finished. This sentence
says that the report was working overtime. Revised, the sentence contains a logical
subject: After working overtime, we finally finished the report.

A modifier is misplaced when the word or phrase it describes is not close enough
to be clear—for example, Firefighters rescued a dog from a burning car that had a
broken leg. Obviously, the car did not have a broken leg. The solution is to position
the modifier closer to the word(s) it describes or limits: Firefighters rescued a dog
with a broken leg from a burning car.

Introductory verbal phrases are particularly dangerous; be sure to follow them
immediately with the words they logically describe or modify. Try this trick for
detecting and remedying many dangling modifiers. Ask the question Who? or
What? after any introductory phrase. The words immediately following should tell
the reader who or what is performing the action. Try the Who? test on the first
three danglers here:
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DANGLING OR MISPLACED MODIFIER CLEAR MODIFICATION

x Skilled at graphic design, the contract went to v' Skilled at graphic design, DesignOne won the
DesignOne. contract.

% Working together as a team, the project was finally v" Working together as a team, we finally completed
completed. the project.

x To meet the deadline, your Excel figures must be v To meet the deadline, you must send your Excel
sent by May 1. figures by May 1.

% The recruiter interviewed candidates who had v In the morning the recruiter interviewed candidates
excellent computer skills in the morning. with excellent computer skills.

X As an important customer to us, we invite you to v As you are an important customer to us, we invite
our spring open house. you to our spring open house. OR:

v’ As an important customer to us, you are invited to

our spring open house.

3-5 Drafting Well-Organized, Effective Paragraphs

Good business writers develop well-organized paragraphs by focusing on a single
main idea. The sentences in their paragraphs cohere, or stick together, by using
transitional expressions.

3-5a Crafting Topic Sentences

A paragraph is unified when it develops a single main idea. That idea is usually
expressed in a topic sentence, which may appear at the beginning, in the middle,
or at the end of the paragraph. Business writers generally place the topic sentence
first in the paragraph. It tells readers what to expect and helps them understand the
paragraph’s central thought immediately.

350 Developing Support Sentences

Support sentences illustrate, explain, or strengthen the topic sentence. One of the
hardest things for beginning writers to remember is that all support sentences in
the paragraph must relate to the topic sentence. Any other topics should be treated
separately. Support sentences provide specific details, explanations, and evidence.
The following example starts with a topic sentence about flexible work scheduling
and is followed by three support sentences that explain how flexible scheduling
could work. Transitional expressions are italicized:

Topic sentence: Flexible work scheduling could immediately increase
productivity and enhance employee satisfaction in our organization.

Support sentences: Managers would maintain their regular hours. For
many other employees, however, flexible scheduling provides extra time
to manage family responsibilities. Feeling less stress, employees are able to
focus their attention better at work; therefore, they become more relaxed
and more productive.

3-5¢c Building Paragraph Coherence

Paragraphs are coherent when ideas are linked—that is, when one idea leads logi-
cally to the next. Well-written paragraphs take the reader through a number of

Chapter 3: Organizing and Drafting Business Messages

LEARNING OBJECTIVE 5

Draft well-organized
paragraphs that incorporate

() topic sentences, (b) support
sentences, and (c) transitional
expressions to build coherence.
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Figure @ Transitional Expressions to Build Coherence

To Add or
Strengthen

additionally
accordingly
again

also

beside
indeed
likewise

moreover

To Show Time
or Order

after
before
earlier
finally

first
meanwhile
next

now

To Clarify

for example

for instance

| mean

in other words
put another way
that is

this means

thus

To Show Cause
and Effect

accordingly

as a result
consequently
for this reason
hence

so

therefore

thus

To Contradict
actually

but

however

in fact
instead

rather

still

yet

To Contrast

as opposed to

at the same time
by contrast
conversely

on the contrary
on the other hand
previously

similarly

steps. When the author skips from Step 1 to Step 3 and forgets Step 2, the reader is
lost. Several techniques allow the reader to follow the writer’s ideas:

m Repeat a key idea by using the same expression or a similar one: Employees
treat guests as VIPs. These VIPs are never told what they can or cannot do.

m Use pronouns to refer to previous nouns: All new employees receive a two-
week orientation. They learn that every staffer bas a vital role.

m Show connections with transitional expressions: Hospitality is our busi-
ness; consequently, training is critical. (Use transitions such as consequently,
howeuver, as a result, and meanwhile. For a complete list, see Figure 3.4.)

35 Controlling Paragraph Length

Although no rule regulates the length of paragraphs, business writers recognize the
value of short paragraphs. Paragraphs with eight or fewer printed lines look inviting
and readable. Long, solid chunks of print appear formidable. If a topic can’t be covered
in eight or fewer printed lines (not sentences), consider breaking it into smaller segments.

SUMMARY OF LEARNING OBJECTIVES

3-1 Apply Phase 2 of the 3-x-3 writing process, which begins with formal and informal research to collect
background information.

® Apply the second phase of the writing process (prewriting) by researching, organizing, and drafting.

® Collect information by answering questions about what the receiver needs to know and what the receiver is to do.

® Conduct informal research for routine tasks by looking in the company'’s digital and other files, talking with the boss,
interviewing the target audience, organizing informal surveys, and brainstorming for ideas

® Conduct formal research for long reports and complex problems by searching electronically or manually, investigating

primary sources, and organizing scientific experiments.

3-2 Organize information into strategic relationships.

® For simple messages, make a quick scratch list of topics; for more complex messages, create an outline.

® To prepare an outline, divide the main topic into three to five major components.
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3-3

3-5

® Break the components into subpoints consisting of details, illustrations, and evidence.

® Organize the information using the direct strategy (with the main idea first) when audiences will be pleased, mildly
interested, or neutral.

® Organize information using the indirect strategy (with explanations preceding the main idea) for audiences that will be
unwilling, displeased, or hostile.

Compose the first draft of a message using a variety of sentence types while avoiding sentence
fragments, run-on sentences, and comma splices.
® Decide whether to compose quickly (freewriting) or to write more deliberately—but remember that you are writing a first draft.

® Employ a variety of sentence types including simple (one independent clause), complex (one independent and one
dependent clause), compound (two independent clauses), and compound-complex (two independent clauses and one
dependent clause).

® Avoid fragments (broken-off parts of sentences), run-on sentences (two clauses fused improperly), and comma splices
(two clauses joined improperly with a comma).

® Remember that sentences are most effective when they are short (20 or fewer words).

Improve your writing by emphasizing important ideas, employing the active and passive voice
effectively, using parallelism, and preventing dangling and misplaced modifiers.

® Emphasize an idea mechanically by using underlining, italics, boldface, font changes, all caps, dashes, tabulation, and
other devices.

® Emphasize an idea stylistically by using vivid words, labeling it, making it the sentence subject, placing it first or last, and
removing competing ideas.

® For most business writing, use the active voice by making the subject the doer of the action (the company hired the student).

® Use the passive voice (the student was hired) to de-emphasize negative news, to emphasize an action rather than the doer,
or to conceal the doer of an action.

® Employ parallelism for balanced construction (jogging, hiking, and biking rather than jogging, hiking, and to bike).

® Avoid dangling modifiers (sitting at my computer, the words would not come) and misplaced modifiers (I have the report you
wrote in my office).

Draft well-organized paragraphs that incorporate (a) topic sentences,
(b) support sentences, and (c) transitional expressions to build
coherence.

® Build well-organized, unified paragraphs by focusing on a single idea.

® Always include a topic sentence that states the main idea of the paragraph.

® Develop support sentences to illustrate, explain, or strengthen the topic sentence.

® Build coherence by repeating a key idea, using pronouns to refer to previous nouns, and showing connections with transi-
tional expressions (however, therefore, consequently).

® Control paragraph length by striving for eight or fewer lines.

CHAPTER REVIEW

1. What s research, and how do informal and formal research methods differ? (Obj. 1)

2. Before drafting a message, what questions should writers ask as they collect information? (Obj. 1)
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3. Why do writers need to outline complex projects before beginning? (Obj. 2)

4. What business messages are better organized directly, and which are better organized indirectly? (Obj. 2)

5. What are the four sentence types? Provide an original example of each. (Obj. 3)

6. What is the relationship between sentence length and comprehension? (Obj. 3)

7. How is a sentence fragment different from a comma splice? (Obj. 3)

8. What is the difference between active-voice and passive-voice sentences? Give an original example of each. When should busi-
ness writers use each? (Obj. 4)

9. How are topic sentences different from support sentences? (Obj. 5)

10. Name three techniques for building paragraph coherence. (Obj. 5)
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CRITICAL THINKING

11.
12.

13.

14.
15.

What trends in business and developments in technology are forcing workers to write more than ever before? (Obj. 1)

Molly, a twenty-three-year-old college graduate with a 3.5 GPA, was hired as an administrative assistant. She was a fast learner
on all the software, but her supervisor had to help her with punctuation. On the ninth day of her job, she resigned, saying:

“l just don't think this job is a good fit. Commas, semicolons, spelling, typos—those kinds of things just aren’t all that important
to me. They just don’t matter.” For what kind of job is Molly qualified? (Objs. 1-5)

Why is audience analysis so important in the selection of the direct or indirect organization strategy for a business
message? (Obj. 2)

How are speakers different from writers in the way they emphasize ideas? (Obj. 4)

Now that you have studied the active and passive voice, what do you think when someone in government or business says,
“Mistakes were made”? Is it unethical to use the passive voice to avoid specifics?

WRITING IMPROVEMENT EXERCISES

Sentence Type (0bj.3)

For each of the following sentences, select the letter that identifies its type:

a. Simple sentence c. Complex
b. Compound sentence d. Compound-complex

16. Many companies are now doing business in international circles.

17. If you travel abroad on business, you may bring gifts for business partners.

18. In Latin America a knife is not a proper gift; it signifies cutting off a relationship.

19. When Arabs, Middle Easterners, and Latin Americans talk, they often stand close to each other.

20. Unless they are old friends, Europeans do not address each other by first names; consequently,
businesspeople should not expect to do so.

21. In the Philippines men wear a long embroidered shirt called a barong, and women wear a dress called

a terno.

Sentence Faults (obj.3)

In each of the following sentences, identify the sentence fault (fragment, run-on, comma splice). Then revise it to remedy the fault.

22.

23.

Because 90 percent of all business transactions involve written messages. Good writing skills are critical.

Darcy agreed to change her password. Even though she thought her old one was just fine.

24. Major soft-drink companies considered a new pricing strategy, they tested vending machines that raise prices in hot weather.
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25. Thirsty consumers may think that variable pricing is unfair they may also refuse to use the machine.

26. About half of Pizza Hut's 7,600 outlets make deliveries, the others concentrate on walk-in customers.

27. McDonald’s sold its chain of Chipotle Mexican Grill restaurants the chain’s share price doubled on the next day of trading.

Emphasis (0bj. 4)
For each of the following sentences, circle (a) or (b). Be prepared to justify your choice.

28. Which is more emphatic?
a. Ourdress code is fine.
b. Our dress code reflects common sense and good taste.

29. Which is more emphatic?
a. Abudgetincrease would certainly improve hiring.
b. A budgetincrease of $70,000 would enable us to hire two new people.

30. Which is more emphatic?
a. The committee was powerless to act.
b. The committee was unable to take action.

31. Which de-emphasizes the refusal?
a. Although our resources are committed to other projects this year, we hope to be able to contribute to your worthy cause
next year.
b. We can't contribute to your charity this year.

32. Which sentence places more emphasis on the date?
a. The deadline is November 30 for health benefit changes.
b. November 30 is the deadline for health benefit changes.

33. Which is less emphatic?
a. Onedivision’s profits decreased last quarter.
b. Profits in beauty care products dropped 15 percent last quarter.

34. Which sentence de-emphasizes the credit refusal?
a. We are unable to grant you credit at this time, but we welcome your cash business and encourage you to reapply in the
future.

b. Although credit cannot be granted at this time, we welcome your cash business and encourage you to reapply in the
future.

35. Which sentence gives more emphasis to leadership?
a. Jason has many admirable qualities, but most important is his leadership skill.
b. Jason has many admirable qualities, including leadership skill, good judgment, and patience.

36. Which is more emphatic?
a. We notified three departments: (1) Marketing, (2) Accounting, and (3) Distribution.
b. We notified three departments:
1. Marketing
2. Accounting
3. Distribution
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Active Voice (obj. 4)

Business writing is more forceful when it uses active-voice verbs. Revise the following sentences so that verbs are in the active voice.
Put the emphasis on the doer of the action.

Passive:  Antivirus software was installed by Craig on his computer.
Active: Craig installed antivirus software on his computer.

37. Employees were given their checks at 4 p.m. every Friday by the manager.

38. New spices and cooking techniques were tried by McDonald’s to improve its hamburgers.

39. Our new company logo was designed by my boss.

40. The managers with the most productive departments were commended by the CEO.

Passive Voice (obj. 4)
Revise the following sentences so that they are in the passive voice.

41. The auditor discovered a computational error in the company’s tax figures.

42. We discovered the error too late to correct the balance sheet.

43. Stacy did not submit the accounting statement on time.

44. The Federal Trade Commission targeted deceptive diet advertisements by weight-loss marketers.

Parallelism (obj.4)
Revise the following sentences so that their parts are balanced.

45. (Hint: Match adjectives.) To be hired, an applicant must be reliable, creative, and show enthusiasm.

46. (Hint: Match active voice.) If you have decided to cancel our service, please cut your credit card in half and the pieces should be
returned to us.
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47. (Hint: Match verbs.) Guidelines for improving security at food facilities include inspecting incoming and outgoing vehicles,
restriction of access to laboratories, preventing workers from bringing personal items into food-handling areas, and inspection
of packaging for signs of tampering.

48. (Hint: Match adjective-noun expressions.) The committee will continue to monitor merchandise design, product quality, and
check the feedback of customers.

49. (Hint: Match verb clauses.) To use the fax copier, insert your meter, the paper trays must be loaded, indicate the number of
copies needed, and your original sheet should be inserted through the feeder.

50. (Hint: Match ing verbs.) Sending an e-mail establishes a more permanent record than to make a telephone call.

Dangling and Misplaced Modifiers (0. 4)
Revise the following sentences to avoid dangling and misplaced modifiers.

51. After leaving the midtown meeting, Angela’s car would not start.

52. Walking up the driveway, the Hummer parked in the garage was immediately spotted by the detectives.

53. To complete the project on time, a new deadline was established by the team.

54. Acting as manager, several new employees were hired by Mr. Lopez.

55. Michelle Mitchell presented a talk about workplace drug problems in our boardroom.
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Organizing Paragraph Sentences (0.5

In a memo to the college president, the athletic director argues for a new stadium scoreboard. One paragraph will describe the old
scoreboard and why it needs to be replaced. Study the following list of ideas for that paragraph.

1. Theold scoreboard is a tired warhorse that was originally constructed in the 1970s.

It is now hard to find replacement parts when something breaks.

The old scoreboard is not energy efficient.

Coca-Cola has offered to buy a new sports scoreboard in return for exclusive rights to sell soda pop on campus.
The old scoreboard should be replaced for many reasons.

It shows only scores for football games.

When we have soccer games or track meets, we are without a functioning scoreboard.

NouaswN

56. Which sentence should be the topic sentence?

57. Which sentence(s) should be developed in a separate paragraph?

58. Which sentences should become support sentences?

Building Coherent Paragraphs (ob;.5)

59. Use the information from the preceding sentences to write a coherent paragraph about replacing the sports scoreboard. Strive
to use three devices to build coherence: (a) repetition of key words, (b) pronouns that clearly refer to previous nouns, and
(c) transitional expressions.

60. Revise the following paragraph. Add a topic sentence and improve the organization. Correct problems with pronouns, paral-
lelism, wordiness, and misplaced or dangling modifiers. Add transitional expressions if appropriate.

You may be interested in applying for a new position within the company. The Human Resources Department has a number of jobs
available immediately. The positions are at a high level. Current employees may apply immediately for open positions in production,
for some in marketing, and jobs in administrative support are also available. To make application, these positions require inmediate
action. Come to the Human Resources Department. We have a list showing the open positions, what the qualifications are, and job
descriptions are shown. Many of the jobs are now open. That’s why we are sending this now. To be hired, an interview must be scheduled
within the next two weeks.

61. Revise the following paragraph. Add a topic sentence and improve the organization. Correct problems with pronouns, paral-
lelism, wordiness, and misplaced or dangling modifiers.

As you probably already know, this company (Lasertronics) will be installing new computer software shortly. There will be a demonstra-
tion April 18, which is a Tuesday. You are invited. We felt this was necessary because this new software is so different from our previous
software. It will be from 9 to 12 a.m. in the morning. This will show employees how the software programs work. They will learn about
the operating system, and this should be helpful to nearly everyone. There will be information about the new word processing program,
which should be helpful to administrative assistants and product managers. For all you people who work with payroll, there will be
information about the new database program. We can’t show everything the software will do at this one demo, but for these three areas
there will be some help at the Tuesday demo. Presenting the software, the demo will feature Paula Roddy. She is the representative from
Quantum Software.
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62. From the following information, develop a coherent paragraph with a topic and support sentences. Strive for conciseness and
coherence.

+ Car dealers and lenders offer a variety of loan terms.

+ To get the best deal, shop around when buying a new or used car.

-+ You have two payment options: you may pay in full or finance over time.

+ You should compare offers and be willing to negotiate the best deal.

- If you are a first-time buyer—or if your credit isn’t great—be cautious about special financing offers.
+ Buying a new or used car can be challenging.

- Financing increases the total cost of the car because you are also paying for the cost of credit.

- If you agree to financing that carries a high interest rate, you may be taking a big risk. If you decide to sell the car before the
loan expires, the amount you get from the sale may be far less than the amount you need to pay off the loan.

- If money is tight, you might consider paying cash for a less expensive car than you originally had in mind.
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RADICAL
REWRITES

Note: Radical Rewrites are provided at www.cengagebrain.com for you to download and revise. Your instructor may provide a
suggested solution.

3.1 Radical Rewrite: Seattle Health Club Offers Ailing E-Mail Message (objs. 2-5)

In Seattle the 24-Hour Gym promises to strengthen bodies. However, its weak e-mail to its clients needs a radical rewrite to improve
its effectiveness.

YOUR TASK. The following e-mail suffers from numerous writing faults such as dangling modifiers, overuse of the passive voice,
and fragments. Notice that small superscript numbers identify each sentence or group of words. Individually or in a group, analyze
this message and list the faulty sentences or groups of words. Be sure your group agrees on its analysis. Your instructor may ask you
to revise the message to remedy its faults.

To: Tyler.Long <tlong@cox.org>
From: Janice Rivera <jrivera@24hourgym.com>
Subject: Expanding Your Workouts at 24-Hour Gym
Ce:
Bcc:

Dear Mr. Long,

124-Hour Gym here in Seattle was probably selected by you because it is one of the top-rated gyms in the Northwest. ?Our principal
goal has always been making your workouts productive. 3To continue to provide you with the best equipment and programs, your
feedback is needed.

“An outstanding program with quality equipment and excellent trainers has been provided by 24-Hour Gym. *However, more
individual attention could be given by us to our customers if our peak usage time could be extended. *You have probably noticed
that attendance at the gym increases from 4 p.m. to 8 p.m. "We wish it were possible to accommodate all our customers on their
favorite equipment during those hours. 8Although we can't stretch an hour. *“We would like to make better use of the time between
8 p.m. and 11 p.m. If more members came later, the gym would have less crush from 4 p.m. to 8 p.m.

To encourage you to stay later, security cameras for our parking area are being considered by my partner and me. **Cameras for
some inside facilities may also be added. *This matter has been given considerable thought. *#Although 24-Hour Gym has never
had an incident that endangered a member.

Please fill in the attached interactive questionnaire. *Which will give us instant feedback about scheduling your workouts. By
completing this questionnaire, your workouts and training sessions can be better planned so that you can enjoy exactly the equip-
ment and trainers you prefer.

Cordially,

What three sentences have dangling modifiers?
What eight sentences exhibit passive voice?

Which three groups of words represent fragments?
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GRAMMAR/MECHANICS CHECKUP—3

Verbs

Review Sections 1.10-1.15 in the Grammar Review section of the Grammar/Mechanics Handbook. Then study each of the following
statements. Underline any verbs that are used incorrectly. In the space provided, write the correct form (or C if correct) and the
number of the G/M principle illustrated. When you finish, compare your responses with those provided near the end of the book. If
your responses differ, study carefully the principles in parentheses.

has (1109 examPpLE Every one of the top-ranking executives have been insured.

1. Are you convinced that Google’s database of customers’ messages and private information
are secure?

2. Google's data team have been carefully studying how to shield users from unwarranted
government intrusion.

Wells-Fargo, along with most other large national banks, offer a variety of savings plans.

In the next building is the administrative staff and our marketing people.

The city council have unanimously approved the parking fee hike.

If you was in my position, you might agree with my decision.

N o v~ w

Everyone except the temporary workers employed during the past year has become eligible
for health benefits.

©

All employees should have went to the emergency procedures demonstration.

9. The reports have laid on his desk for 11 days and are now overdue.

10. Either of the flight times are fine with me.

11. Some of the jury members believes that the prosecution’s evidence is not relevant.

In the space provided, write the letter of the sentence that illustrates consistency in subject, voice, tense, and mood.

12. a. By carefully following the instructions, much time can be saved.
b. By carefully following the instructions, you can save much time.

13. a. All employees must fill out application forms; only then will you be insured.
b. All employees must fill out application forms; only then will they be insured.

14. a. First, advertise the position; then, evaluate applications.
b. First, advertise the position; then, applications must be evaluated.

15. a. Our manager was a computer whiz who was always ready to help.
b. Our manager was a computer whiz who is always ready to help.

86 Chapter 3: Organizing and Drafting Business Messages

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



EDITING CHALLENGE—3

To fine-tune your grammar and mechanics skills, in every chapter you will be editing a message. This message is from a financial
planner answering an inquiry about eBay profits. However, the message suffers from proofreading, spelling, grammar, punctuation,
wordiness, and other writing faults that require correction. Study the guidelines in the Grammar/Mechanics Handbook.

YOUR TASK. Edit the following message (a) by correcting errors in your textbook or on a photocopy using proofreading marks from
Appendix A or (b) by downloading the message from www.cengagebrain.com and correcting at your computer. Your instructor may
show you a possible solution.

ANDALUZ FINANCIAL PLANNING
CERTIFIED FINANCIAL PLANNERS

2230 GissoN BouLEvARD SE

ALBUQUERQUE, NM 87108

505.256.1002

marcy.martinez@andaluz.com

September 12, 2016

Ms. Stephanie Jimenez
2509 Blake Road NW
Albuquerque, NM 87110

Dear Stephany:

I just wanted to let you know that, as your Financial Planner, I'm happy to respond to

your request for more information and clarification on the Tax status of eBay profits.

As you in all probability are all ready aware of, you can use eBay to clean out your
closets or eBay can be used to run a small business. Your smart to enquire about your
tax liability. Although there is no clear line that separates fun from profit or a hobby

from a business. One thing is certin, the IRS taxs all income.

There are a number of factors that help determine whether or not your hobby should
or should not be considered a business. To use eBay safely, the following questions

should be considered:

1. Do you run the operation in a businesslike manner? Do you keep records, is your

profit and loss tracked, and how about keeping a seperate checking account?

2. Do you devote alot of time and effort to eBay? If you spend eighteen hours a day

selling on eBay the IRS would tend to think your in a business.
3. Some people depend on the income from their eBay activitys for their livelihood.

Are you selling items for more then they cost you? If you spend five dollars for a
Garage Sale vase and sell it for fifty dollars the IRS would probably consider this a

business transaction.

All profits is taxable. Even for eBay sellers who are just playing around. If you wish to

discuss this farther please call me at 256-1002.

Sincerely,

Marcy Martinez

Certified Financial Planner
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COMMUNICATION
() WORKSHOP

More and more people are becoming accustomed to communi-
cating and sharing information, both business and personal, on
Facebook, Twitter, Instagram, Tumblr, and other social media
sites. As the popularity of these social networks grows, so do the
risks. Savvy business communicators can protect themselves by
employing smart practices such as the following:

- Establish boundaries. Don't share information, images, and
media online that you would not be comfortable sharing
openly in the office.

- Be cautious in clicking links. Treat links on social media
sites with the same caution you use with e-mail messages.
Cyber criminals are eager for you to “like” them or open their
links.

- Remember that Big Data is watching you. Whether you
are making business contacts or visiting fun sites, you are
leaving a digital trail.

- Distrust privacy settings. Even privacy settings don’t guar-
antee complete protection from prying eyes. Facebook has
repeatedly come under fire for changing privacy settings and
opening unwitting users’ profiles for the world to see.

- Beware of oversharing. If your employer visits your
Facebook page and notices a flurry of activity while you
should be working, you might land on the hot seat. If you
report that you're sick and then your Facebook location
shows you posting from the local movie theater, this could
reveal that you're playing hooky.

- Doubt suspicious messages. Even if a strange message
looks as if it’s from a friend, remember that hackers may have

88

Guidelines for Safe Social Networking

broken into that person’s account. Use an alternate method
to reach your friend to find out.

+ Rein in your friends. One of your 500 Facebook friends
may tag you in an inappropriate photograph. Tags make
pictures searchable, so that an embarrassing college inci-
dent may resurface years later. Always ask before tagging
someone.

- Expect the unexpected. Recruiters now routinely check
applicants’ online presence. Some employers have gone so
far as to demand that candidates disclose their Facebook
login information. Facebook and lawmakers have criticized
the practice.

+ Beware of “friending.” Don't reject friend requests
from some coworkers while accepting them from others.
Snubbed workers may harbor ill feelings. Don't friend your
boss unless he or she friends you first. Send friend requests
only once.

CAREER APPLICATION. Office workers and businesspeople
are using more and more technology to complete their work.
Best practices and netiquette rules are still evolving. We've pre-
sented nine tips here for smart use of social media.

YOUR TASK. In teams discuss the tips presented here. From
your own experience, add more suggestions that can make
social media users safer. What risky behavior have you experi-
enced or learned about? What violations of netiquette have you
seen? Prepare a list of additional helpful tips. Show them using
the format shown here, with each statement a command. Sub-
mit your list to your instructor and discuss it in class.
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Complete business messages
by revising for conciseness,
which includes eliminating
flabby expressions, long
lead-ins, there is/are and it
is/was fillers, redundancies,
and empty words, as

well as condensing for
microblogging.

Improve clarity in business
messages by keeping the
ideas simple, dumping trite
business phrases, dropping
clichés, avoiding slang

and buzzwords, rescuing
buried verbs, controlling
exuberance, and choosing
precise words.

Enhance readability by
understanding document
design including the use
of white space, margins,
typefaces, fonts, numbered
and bulleted lists, and
headings.

Recognize proofreading
problem areas, and apply
effective techniques to
catch mistakes in both
routine and complex
documents.

Evaluate a message to judge
its effectiveness.

920

Revising Business Messages

%

41 Taking Time to Revise: Applying Phase 3
of the Writing Process

In this digital age of e-mailing, texting, and tweeting, the idea of stopping to revise
a message seems almost alien to productivity. What? Stop to proofread? Crazy
idea! No time! However, sending quick but sloppy business messages not only
fails to enhance productivity but also often produces the opposite result. Those
rushed messages can be confusing and frustrating. They often set into motion a
maddening series of back-and-forth queries and responses seeking clarification. To
avoid messages that waste time, create confusion, and reduce your credibility, take
time to slow down and revise—even for short messages.

The final phase of the 3-x-3 writing process focuses on editing, proofreading,
and evaluating. Editing means improving the content and sentence structure of
your message. Proofreading involves correcting its grammar, spelling, punctua-
tion, format, and mechanics. Evaluating is the process of analyzing whether your
message achieves its purpose.

Rarely is the first or even second version of a message satisfactory. Only amateurs
expect writing perfection on the first try. The revision stage is your chance to make
sure your message says what you mean and makes you look good. Many professional
writers compose the first draft quickly without worrying about language, precision,
or correctness. Then they revise and polish extensively. Other writers, however,
prefer to revise as they go—particularly for shorter business documents.
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Whether you revise immediately or after a break, you will want to examine
your message critically. You should be especially concerned with ways to improve
its conciseness, clarity, and readability.

i1a Tightening Your Message by Revising for Conciseness

In business, time is indeed money. Translated into writing, this means that concise
messages save reading time and, thus, money. In addition, messages that are written
directly and efficiently are easier to read and comprehend. In the revision process,
look for shorter ways to say what you mean. Examine every sentence that you write.
Could the thought be conveyed in fewer words? Your writing will be more concise
if you eliminate flabby expressions, drop unnecessary introductory words, get rid
of redundancies, and purge empty words.

Eliminating Flabby Expressions. As you revise, focus on eliminating flabby
expressions. This takes conscious effort. As one expert copyeditor observed, “Trim
sentences, like trim bodies, usually require far more effort than flabby ones.”?
Turning out slim sentences and lean messages means that you will strive to “trim
the fat.” For example, notice the flabbiness in this sentence: Due to the fact that
sales are booming, profits are strong. It could be said more concisely: Because sales
are booming, profits are strong. Many flabby expressions can be shortened to one
concise word as shown here and illustrated in Figure 4.1. Notice in this figure how
you can revise digital documents with strikethrough formatting and color. If you
are revising print documents, use proofreading marks.

o FLaBBY oY conaise

% asageneral rule v’ generally

% at a later date v later
% at this point in time v now, presently
% despite the fact that v although
% due to the fact that, inasmuch as, in view of v’ because
the fact that
x feel free to v please
x for the period of, for the purpose of v for
% in addition to the above v also
% in all probability v’ probably
% in the event that v if
% in the near future v’ soon
% in very few cases v’ seldom, rarely
% until such time as v’ until

Limiting Long Lead-Ins. Another way to create concise sentences is to delete
unnecessary introductory words. Consider this sentence: I am sending you this
e-mail to announce that a new manager has been hired. A more concise and more
direct sentence deletes the long lead-in: A new manager has been hired. The meat
of the sentence often follows the long lead-in.

Chapter 4: Revising Business Messages

“Regardless of what

you may have been
taught in school, writing
more doesn’t neces-
sarily equate to writing
better—especially in

a business environ-
ment, where time is
precious. Don't bury your
important points under
unnecessary verbiage.”

—Edwin Powell, business writ-
ing expert and senior editor,
Office Solutions magazine
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LEARNING OBJECTIVE 1

Complete business messages by
revising for conciseness, which
includes eliminating flabby
expressions, long lead-ins,
there is/are and it is/was fillers,
redundancies, and empty
words, as well as condensing
for microblogging.
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Figure@ Revising Digital and Print Documents

Revising Digital Documents Using Strikethrough and Color

As you requested, I made-an
-investigationof-investigated several of our competitors’ websites.
Attached-hereto-is a summary of my findings —ef-my-investigation—1 was

reatly-most interested in-making-a-ecomparison-of the-employmentof-
-strategies-for-comparing marketing strategies as well as-thease-of—

navigational graphics-used-to guide visitors through the sites—Ia—riewof
-the-faet-that-Because we will be revising our own website-in-thenear-
—fature-soon, I was-extremely-intrigued by the organization, kind-eof
marketing tactics, and navigation at each-arnd-every-site I visited.

Revising Printed Documents Using Proofreading Symbols
When revising printed documents, use standard symbols to manually show your revisions.

%ﬁs—is—a—sheﬁ—ﬂeﬁe—te—}es—yeu—kﬂew—th&s,j/ as you requested, I m&de—emj/
1 =
investigat%eﬁ—eﬁ/several of our competitors’ websites. Attached hereto-is a
summary of my ﬁndmgseef—ﬁay—ﬁwesﬂg&ﬁeﬂj/l was 11e&1:1-y71;105t interested in
CornPaying mquetmg
strategiesfef—mﬁkeﬁmgja/us well
as %heﬁs&efjflavigational graphics ﬁsed%o guide visitors through the sites.
Recaunse
—}n—v&ew—ef—%heﬂfaet—th&ty/ will be revising our own website; m—theaea.r—ﬁj
%ut.ufe?i was %Peme}y%ntrig‘ued by the organization, k‘méreffmarketing

tactics, and navigation at eaeh—ane?évery site I visited.

CONCISE

When revising digital
documents, you can use
simple word processing
tools such as strikethrough
and color. In this example,
strikethroughs in red
identify passages to be
deleted. The strikethrough
function is located on the
Font tab. We used blue to
show inserted words, but
you may choose any color
you prefer.

Popular Proofreading Symbols
Delete o/
Capitalize =
Insert A

Insert comma /7\

Insert period @

Start paragraph ]

x We are sending this announcement to let everyone know that
we expect to change Internet service providers within six weeks.

x This is to inform you that you may find lower airfares at our

website. website.

% | am writing this letter because Professor Brian Wilson
suggested that your organization was hiring trainees.

v We expect to change Internet service
providers within six weeks.

v You may find lower airfares at our

v' Professor Brian Wilson suggested that
your organization was hiring trainees.

Dropping Unnecessary There is/are and It is/was Fillers. In many sentences
the expressions there is/are and it is/was function as unnecessary fillers. In addition
to taking up space, these fillers delay getting to the point of the sentence. Eliminate
them by recasting the sentence. Many—but not all—sentences can be revised so
that fillers are unnecessary.
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& worby oY concise

* There are more women than men v' More women than men are enrolled . .
enrolled in college today. in college today. Clutter.ls the c{;s'ease
......................................................................................... OfAmeI’]CGn Wr]t]ng, We
X There is an aggregator that collects v An aggregator collects and organizes are a society strangling
and organizes blogs. blogs. in unnecessary words,

circular constructions,
x |t was a Facebook post that revealed v A Facebook post revealed the news.

pompous frills, and
meaningless jargon.”

—William Zinsser, esteemed
writer, editor, literary critic,

Rejecting Redundancies. Expressions that repeat meaning or include unnec- Ef::;i’b;";r?t‘;;hiile"t{ i
essary words are redundant. Saying unexpected surprise is like saying surprise I
surprise because unexpected carries the same meaning as surprise. Excessive
adjectives, adverbs, and phrases often create redundancies and wordiness.
Redundancies do not add emphasis, as some people think. Instead, they identify
a writer as inexperienced. As you revise, look for redundant expressions such as
the following;:

the news.
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o' REDUNDANT 0°J CONCISE
x absolutely essential v’ essential
x adequate enough v adequate
% basic fundamentals v' fundamentals or basics
% big in size v’ big
x combined together v combined
x exactly identical v identical
% each and every v’ each or every
X necessary prerequisite v’ prerequisite
% new beginning v’ beginning
% refer back v refer
x repeat again v’ repeat
% true facts v facts

Purging Empty Words. Familiar phrases roll off the tongue easily, but many
contain expendable parts. Be alert to these empty words and phrases: case, degree,
the fact that, factor, instance, nature, and quality. Notice how much better the
following sentences sound when we remove all the empty words:

Fir-the-case-of Facebookst increased users but lost share value.
Because of the-degree-of support from upper management, the plan worked.

We are aware of the-fact that sales of new products soar when pushed by social
networking.

Except for the-instanee-of Toyota, Japanese imports sagged.
She chose a career in a field that was analytical i#nnature. [OR: She chose a
career in an analytical field.|

Student writing in that class is excellent iguatity.
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Also avoid saying the obvious. In the following examples, notice how many unnec-
essary words we can omit through revision:

When-it-arriveds I cashed your check immediately. (Announcing the check’s

arrival is unnecessary. That fact is assumed in its cashing.)

As consumers learn more about ingredients and-as-they-beecomemore-knorwi-
edgeable, they are demanding fresher foods. (Avoid repeating information.)

Look carefully at clauses beginning with that, which, and who. They can often be
shortened without loss of clarity. Search for phrases such as it appears that. These
phrases often can be reduced to a single adjective or adverb such as apparently.

successful

Changing the name of ancompany that-issnceessfud is always risky.
All emplloyees who-are-amongthose completing the course will be reimbursed.
Our]zz?oposal, whichwas slightly altered initsfinalfornt, was approved.

weekly )
We plan to schedulemeetings oratveekly-basis.

41b Writing Concisely for Microblogging and Posting
on Social Media Networks

Concise expression is especially important in microblogging. As its name suggests,
microblogging consists of short messages exchanged on social media networks such
as Twitter, Facebook, and Tumblr. Many businesses are eagerly joining these micro-
blogging networks to hear what’s being said about them and their products. When
they hear complaints, they can respond immediately and often solve customer prob-
lems. Companies are also using microblogging to make announcements, promote
goodwill, and sell their products.

Microblogging may be public or private. Twitter and similar social networks are
predominantly public channels with messages broadcast externally to the world.
Twitter limits each post (“tweet”) to 140 characters, including spaces, punctuation,
and links. Recognizing the usefulness of microblogging but desiring more confi-
dentiality and security, some companies prefer to keep their messaging internal.
IBM, for example, employs Blue Twit, a tool that enables IBMers to share real-time
news and get help from colleagues without going outside the organization. BlueTwit
extends the length of messages to 400 characters.

Regardless of the microblogging network, conciseness is critical. Your messages
must be short—without straying too far from conventional spelling, grammar, and
punctuation. Sound difficult? It is, but it can be done, as shown in the following
140-character examples of workplace tweets:

Sample Response to Customer Complaint
@complainer Our manual can be confusing about that problem. Call me at
800-123-4567 or see http://bit.ly/xx for easy fix. Thanks, Henry?

Zappos CEO Announces Meeting
Livestreaming the Zappos Family quarterly all hands meeting 1-5 PM Pacific
today! Tune in: bttp://on.fb.melallhandslive’

Southwest Airlines Explains
Southwest Airlines responds to loss of pressurization event on flight from PHX
to SMF [with a link to a Southwest statement about the event|*

Starbucks Thanks Customers
Throughout April, you contributed 231,000+ hours of community service in
34 countries across five continents. Thank You! #monthofservice’
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When microblogging, (a) include only main ideas, (b) choose descriptive but short
words, (c) personalize your message if possible, and (d) be prepared to write several
versions striving for conciseness, clarity, and, yes, even correctness. It’s like playing
a game: can you get your message across in only 140 characters?

4-2 ‘Making Your Message Clear

A major revision task involves assessing the clarity of your message. A clear message
is one that is immediately understood. Employees, customers, and investors increas-
ingly want to be addressed in a clear and genuine way. Fuzzy, long-winded, and
unclear writing prevents comprehension. Readers understand better when infor-
mation is presented clearly and concisely, as a Dartmouth study about drug facts
illustrates in Figure 4.2. Three techniques can improve the clarity of your writing:
applying the KISS formula (Keep It Short and Simple), dumping trite business
phrases, and avoiding clichés and slang.

42a Keep It Short and Simple

To achieve clarity, resist the urge to show off or be fancy. Remember that your goal
is not to impress a reader. As a business writer, your goal is to express, not impress.
One way to achieve clear writing is to apply the familiar KISS formula. Use active-
voice sentences that avoid indirect, pompous language.

%Q\&\ WORDY AND UNCLEAR 00\, IMPROVED
x Employees have not been made sufficiently v" Warn your employees about
aware of the potentially adverse consequences these dangerous chemicals.

regarding the use of these perilous chemicals.

% In regard to the matter of obtaining optimal v' To get the best results, give
results, it is essential that employees be employees the tools they
given the implements that are necessary for need to do the job.

jobs to be completed satisfactorily.

Figure@ Conciseness Aids Clarity in Understanding Drug Facts

FullPage Ad

Concise
Fact Box

People who correctly People who correctly
quantified a heart drug’s quantified a heart drug’s
benefits after reading benefits after reading
concise fact box. the company’s long ad.
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“Good writing is brevity,
and brevity is marketing.
Want to lose me as a
customer, forever, guar-
anteed? Have a grammar
error on any form of
outward communication.”

—Peter Shankman, founder of
Geek Factory, blogger, angel
investor, author
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LEARNING 0BJECTIVE 2

Improve clarity in business
messages by keeping the ideas
simple, dumping trite business
phrases, dropping clichés,
avoiding slang and buzzwords,
rescuing buried verbs, control-
ling exuberance, and choosing
precise words.

Consumers understand
drug effects better

when the information

is presented concisely
and clearly. A Dartmouth
University study revealed
that concise fact boxes
were superior to the
tiny-type, full-page DTC
(direct-to-consumer)
advertisements that drug
manufacturers usually
publish.
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“I took a two-day class
in business writing

that taught me how to
write direct sentences
and to avoid extra

words. Simplicity makes
ideas powerful. Want
examples? Read anything
by Steve Jobs or Warren

Buffet.”

—Scott Adams, Dilbert
cartoonist
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420 Dumping Trite Business Phrases

To sound “businesslike,” some business writers repeat the same stale expressions
that others have used over the years. Your writing will sound fresher and more
vigorous if you eliminate these trite phrases or find more original ways to convey
the idea.

$Q§\ TRITE PHRASE OOJ IMPROVED
% as per your request v’ as you request

at your request

enclosed is

we’ll try

as you wish

have received

respond immediately
thank you

v

v

v

v

v

v please
v

v

v’ separately
v

x with reference to about

4-2c Dropping Clichés

Clichés are expressions that have become exhausted by overuse. Many cannot be
explained, especially to those who are new to our culture. Clichés lack not only
freshness but also clarity. Instead of repeating clichés such as the following, try to
find another way to say what you mean.

below the belt last but not least
better than new make a bundle
beyond a shadow of a doubt pass with flying colors
easier said than done quick as a flash
exception to the rule shoot from the hip

fill the bill step up to the plate
first and foremost think outside the box
good to go true to form

420 Avoiding Slang and Buzzwords

Slang is composed of informal words with arbitrary and extravagantly changed
meanings. Slang words quickly go out of fashion because they are no longer
appealing when everyone begins to understand them. If you want to sound profes-
sional, avoid expressions such as snarky, lousy, blowing the budget, bombed,
getting burned, and other slangy expressions.

Chapter 4: Revising Business Messages

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



Buzzwords are technical expressions that have become fashionable and often
are meant to impress rather than express. Business buzzwords include empty terms
such as optimize, incentivize, innovative, leveraging, right-size, and paradigm shift.
Countless businesses today use vague rhetoric in the form of phrases such as cost
effective, positioned to perform, solutions-oriented, and value-added services with
end-to-end fulfillment.

Consider the following statement of a government official who had been asked
why his department was dropping a proposal to lease offshore oil lands: The
Administration has an awful lot of other things in the pipeline, and this has more
wiggle room so they just moved it down the totem pole. He added, however, that
the proposal might be offered again since there is no pulling back because of hot-
potato factors. What exactly does this mean?

422 Rescuing Buried Verbs

Buried verbs are those that are needlessly converted to wordy noun expressions.
Verbs such as acquire, establish, and develop are made into nouns such as acquisi-
tion, establishment, and development. Such nouns often end in -tion, -ment, and
-ance. Sometimes called zombie nouns because they cannibalize and suck the life
out of active verbs,® these nouns increase sentence length, slow the reader, and
muddy the thought. Notice how you can make your writing cleaner and more
forceful by avoiding buried verbs and zombie nouns:

QQQ'\ BURIED VERBS 00\, UNBURIED VERBS

% conduct a discussion of v  discuss
x create a reduction in v reduce
x engage in the preparation of v’ prepare
x give consideration to v’ consider
% make an assumption of v/ assume
x make a discovery of v’ discover
% perform an analysis of v’ analyze
% reach a conclusion that v’ conclude
% take action on v act

42t Controlling Exuberance

Occasionally, we show our exuberance with words such as very, definitely, quite,
completely, extremely, really, actually, and totally. These intensifiers can empha-
size and strengthen your meaning. Overuse, however, makes your writing sound
unbusinesslike. Control your enthusiasm and guard against excessive use.

%Q\&\ EXCESSIVE EXUBERANCE

% The manufacturer was extremely upset to learn that its
smartphones were definitely being counterfeited.

x We totally agree that we actually did not give his

proposal a very fair trial. fair trial.

Chapter 4: Revising Business Messages

QoJ BUSINESSLIKE

“If you could taste
words, most corporate
websites, brochures, and
sales materials would
remind you of stale,
soggy rice cakes: nearly
calorie free, devoid of
nutrition, and completely
unsatisfying. . . .
Unfortunately, years

of language dilution

by lawyers, marketers,
executives, and HR
departments have turned
the powerful, descriptive
sentence into an empty
vessel optimized for
buzzwords, jargon, and
vapid expressions.”

—Jason Fried, software devel-
oper and cofounder of the
company 37signals
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v" The manufacturer was upset to learn that its
smartphones were being counterfeited.

v' We agree that we did not give his proposal a
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429 Choosing Clear, Precise Words

As you revise, make sure your words are precise so that the audience knows exactly
what you mean. Clear writing creates meaningful images in the mind of the reader.
Such writing is sparked by specific verbs, concrete nouns, and vivid adjectives.
Foggy messages are marked by sloppy references that may require additional inqui-
ries to clarify their meaning.

%Q\(\ LESS PRECISE 00\, MORE PRECISE

v Our manager begged each team member to volunteer.

% She requested that everyone help out.

v’ Our steering committee will consider the recruitment
problem on May 15.

x They will consider the problem soon.

x We received many responses.

v" Russell Vitello called about the June 12 sales meeting

% Someone called about the meeting.

LEARNING OBJECTIVE 3
Enhance readability by

EI Enhancing Readability Through Docume

understanding document
design including the use
of white space, margins,
typefaces, fonts, numbered
and bulleted lists, and
headings.
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Well-designed documents improve your messages in two important ways. First, they
enhance readability and comprehension. Second, they make readers think you are a
well-organized and intelligent person. In the revision process, you have a chance to
adjust formatting and make other changes so that readers grasp your main points
quickly. Significant design techniques to improve readability include the appro-
priate use of white space, margins, typefaces, fonts, numbered and bulleted lists,
and headings for visual impact.
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&-3a Employing White Space

Empty space on a page is called white space. A page crammed full of text or
graphics appears busy, cluttered, and unreadable. To increase white space, use
headings, bulleted or numbered lists, and effective margins. Remember that short
sentences (20 or fewer words) and short paragraphs (eight or fewer printed lines)
improve readability and comprehension. As you revise, think about shortening long
sentences. Consider breaking up long paragraphs into shorter chunks.

43b Understanding Margins and Text Alignment

Margins determine the white space on the left, right, top, and bottom of a block
of type. They define the reading area and provide important visual relief. Business
letters and memos usually have side margins of 1 to 1.5 inches.

Your word processing program probably offers four forms of margin align-
ment: (a) lines align only at the left, (b) lines align only at the right, (c) lines align at
both left and right (justified), and (d) lines are centered. Nearly all text in Western
cultures is aligned at the left and reads from left to right. The right margin may be
either justified or ragged right. The text in books, magazines, and other long works
is often justified on the left and right for a formal appearance.

Justified text, however, may require more attention to word spacing and
hyphenation to avoid awkward empty spaces or “rivers” of spaces running through
a document. When right margins are ragged—that is, without alignment or justi-
fication—they provide more white space and improve readability. Therefore, you
are best served by using left-justified text and ragged-right margins without justifi-
cation. Centered text is appropriate for headings and short invitations but not for
complete messages.

43¢ Choosing Appropriate Typefaces

Business writers today may choose from a number of typefaces on their word
processors. A typeface defines the shape of text characters. A wide range of type-
faces, as shown in Figure 4.3, is available for various purposes. Some are decorative
and useful for special purposes. For most business messages, however, you should
choose from serif or sans serif categories.

Figure @ Typefaces With Different Personalities for Different Purposes

All-Purpose Happy, Creative ~ Assertive, Bold
Sans Serif Traditional Serif Script/Funny Modern Display
Arial Century Brast Senipt Britannic Bold
Calibri Garamond Comic Sans broadway
Helvetica Georgia Gigh Elephant
Tahoma Goudy Jobermen  IMpact
Univers Palatino Lucinda Bauhaus 93
Verdana Times New Roman  Kristen SHOWCARD
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Serif typefaces have small features at the ends of strokes. The most common
serif typeface is Times New Roman. Other popular serif typefaces are Century,
Georgia, and Palatino. Serif typefaces suggest tradition, maturity, and formality.
They are frequently used for body text in business messages and longer
documents. Because books, newspapers, and magazines favor serif typefaces,
readers are familiar with them.

Sans serif typefaces include Arial, Calibri, Gothic, Tahoma, Helvetica, and
Univers. These clean characters are widely used for headings, signs, and material
that does not require continuous reading. Web designers often prefer sans serif type-
faces for simple, pure pages. For longer documents, however, sans serif typefaces
may seem colder and less appealing than familiar serif typefaces.

For less formal messages or special decorative effects, you might choose one
of the “happy” fonts such as Comic Sans or a bold typeface such as Impact. You
can simulate handwriting with a script typeface. Despite the wonderful possibili-
ties available on your word processor, don’t get carried away with fancy type-
faces. All-purpose sans serif and traditional serif typefaces are most appropriate
for your business messages. Generally, use no more than two typefaces within one
document.

4-3d Capitalizing on Type Fonts and Sizes

Font refers to a specific style within a typeface family. Here are examples of font
styles in the Verdana font family:

CAPITALIZATION underline
SMALL CAPS Outline
boldface Shadow
italics Embaoss

Font styles are a mechanical means of adding emphasis to your words.
ALL CAPS, SmaLL Caprs, and bold are useful for headings, subheadings, and
single words or short phrases in the text. ALL CAPS, HOWEVER, SHOULD
NEVER BE USED FOR LONG STRETCHES OF TEXT BECAUSE ALL THE
LETTERS ARE THE SAME HEIGHT. This makes it difficult for readers to
differentiate words. In addition, excessive use of all caps feels like shouting and
irritates readers.

Boldface, italics, and underlining are effective for calling attention to important
points and terms. Be cautious, however, when using fancy or an excessive number
of font styles. Don’t use them if they will confuse, annoy, or delay readers.

As you revise, think about type size. Readers are generally most comfortable
with 10- to 12-point type for body text. Smaller type enables you to fit more words
into a space. Tiny type, however, makes text look dense and unappealing. Slightly
larger type makes material more readable. Overly large type (14 points or more)
looks amateurish and out of place for body text in business messages. Larger type,
however, is appropriate for headings.

43¢ Numbering and Bulleting Lists for Quick Comprehension

One of the best ways to ensure rapid comprehension of ideas is through the use
of numbered or bulleted lists. Lists provide high “skim value.” This means that
readers can browse quickly and grasp main ideas. By breaking up complex infor-
mation into smaller chunks, lists improve readability, understanding, and retention.
They also force the writer to organize ideas and write efficiently.
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When revising, look for ideas that could be converted to lists, and follow these
techniques to make your lists look professional:

m Numbered lists: Use for items that represent a sequence or reflect a numbering
system.

m Bulleted lists: Use to highlight items that don’t necessarily show a chronology.

m Capitalization: Capitalize the initial word of each line.

m Punctuation: Add end punctuation only if the listed items are complete
sentences.

m Parallelism: Make all the lines consistent; for example, start each with a verb.
In the following examples, notice that the list on the left presents a sequence

of steps with numbers. The bulleted list does not show a sequence of ideas; there-

fore, bullets are appropriate. Also notice the parallelism in each example. In the

numbered list, each item begins with a verb. In the bulleted list, each item follows

an adjective/noun sequence. Business readers appreciate lists because they focus

attention. Be careful, however, not to use so many that your messages look like
grocery lists.

Numbered List

Our recruiters follow these steps when
hiring applicants:

Bulleted List

To attract upscale customers, we feature
the following:

1. Examine the application.
2. Interview the applicant.
3. Check the applicant’s references.

e Quality fashions
e Personalized service
e Generous return policy

43t Adding Headings for Visual Impact

Headings are an effective tool for highlighting information and improving read-
ability. They encourage the writer to group similar material together. Headings
help the reader separate major ideas from details. They enable a busy reader to
skim familiar or less important information. They also provide a quick preview
or review. Headings appear most often in reports, which you will study in greater
detail in Chapters 9 and 10. However, headings can also improve readability in
e-mails, memos, and letters. In the following example, notice how category head-
ings highlight the listings:

Our company focuses on the following areas in the employment process:

m Attracting applicants. We advertise for qualified applicants, and we also
encourage current employees to recommend good people.

m Interviewing applicants. Our specialized interviews include simulated
customer encounters as well as scrutiny by supervisors.

m Checking references. We investigate every applicant thoroughly. We contact
former employers and all listed references.

In Figure 4.4 the writer converts a dense, unappealing e-mail message into
an easier-to-read version by applying professional document design. Notice that
the all-caps font shown earlier makes its meaning difficult to decipher. Justified
margins and lack of white space further reduce readability. In the revised version,
the writer changed the all-caps font to upper- and lowercase and also used ragged-
right margins to enhance visual appeal. One of the best document design tech-
niques in this message is the use of headings and bullets to help the reader see
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An advocate for plain
English, Arthur Levitt
champions readability

in investor documents.
He advocates using the
active voice, familiar
words, and graphic tech-
niques such as boldface,
headings, and lists.
However, he has been
only partially successful,
he complains, because
such efforts “get tugged
into the ditch by the
irresistible pull of legal
Jjargon” with documents
“buried in an avalanche
of impenetrable
verbiage.”

—Arthur Levitt, former chair,
U.S. Securities and Exchange
Commission
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Message Transfer Special Tools Window Help

= 2a| clal 5] |w] al

To: Managers, Supervisors
From: Justin Jarvis <jjarvis@texas-investments.com>
Subject: Announcing Web Conferencing Service
Cc:
Bec:

Send I

Hi, folks,

GREAT NEWS! WE CAN NOW SCHEDULE TELECONFERENCES BECAUSE WE HAVE /
HIRED INTERCALL TO BE OUR WEB CONFERENCING PROVIDER!

To help everyone get going, please call or write Gina at Ext. 498 to establish your personal e—
calling code. Do this before August 1. We have also arranged a practice session, and if you
would like to participate to gain practice, ask Gina for details.

For those of you unfamiliar with running a Web conference, here are a few guidelines. e——
Before your Web conference, establish an agenda. You can e-mail the agenda package to all
attendees, or you can upload it to a central distribution point, such as our intranet or wiki.
During your conference you should greet participants as their names pop up or a chime
announces their arrival. It's a good idea to be prepared with a slide presentation that everyone
will see on their computer screens. However, you will also want to encourage participants

to interact on the virtual whiteboard by drawing or writing comments. It is important that
everyone state his name before speaking. Finally, I've seen a lot of conferences ruined by e——
ringing cell phones or inattentive people who are multitasking during the meeting and not
paying attention.

Justin

Message Transter Specidl Toolk Window Help

Reduces readability
with all-caps font
and justified margins

Puts action items in
wrong place

Groups too much
information without
white space; fails to
organize for quick
comprehension

Does not end
with action request
and details

- .!.lil _‘il;_ﬁl_l &< | B gl Send

To: Managers, Supervisors
From: Justin Jarvis <jjarvis@texas-investments.com>
Subject: Announcing Web Conferencing Service

Ce:
Bec:
Uses upper- and
lowercase fonts plus
left-aligned and Staff Members,
ragged-right margins
throughout for easy ————+4-e Great news! You may now schedule teleconference meetings because we have

reading
with running a Web conference, here are a few guidelines.

Before Your Web Conference

Improves readability
with side headings
and ample white

space such as our intranet or wiki.

participants.

During Your Web Conference

Groups information ———4-e o

hired InterCall to be our Web conferencing provider. For those of you unfamiliar

* Establish an agenda covering all the topics to be discussed.
® Gather all the relevant files and documents in one package to be distributed to all

* E-mail the package to all attendees, or upload it to a central distribution point

® Greet participants as their names pop up or a chime announces their arrival.
Be prepared with a slide presentation that all participants will see on their

into chunks and
bulleted list for
quick “skim value”

Puts action
information at end
of message and
uses boldface to
emphasize
important date

computer screens.
* Encourage participants to interact on the virtual whiteboard by drawing or writing
comments.
® Be sure that everyone states his or her name before speaking.
Encourage participants to turn off cell phones and other devices so they can give
their full attention to the meeting.

Getting Started

Please call Gina at Ext. 498 or write to her at g.gordon@texas-investments.com to
establish your personal calling code before August 1. If you would like to participate
in a practice session, ask Gina for details.

Justin A. Jarvis, Director

Computer Information Systems
E-Mail: jjarvis@texas-investments.com
Office: (405) 545-4480

Cell: (435) 694-2281

==l
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chunks of information in similar groups. All of these improvements are made in the
revision process. You can make any message more readable by applying the docu-
ment design techniques presented here.

4-4 Proofreading to Catch Errors Learnivg oBJecrive b

. . . . Recognize proofreadin
Alas, none of us is perfect, and even the best writers sometimes make mistakes. The problgem arEas, and apr?ly

problem, however, is not making the mistakes; the real problem is not finding and  effective techniques to catch
correcting them. Documents with errors affect your credibility and the success of  mistakes in both routine and
your organization, as illustrated in Figure 4.5. complex documents.
Once the message is in its final form, it’s time to proofread. Don’t proofread
earlier because you may waste time checking items that eventually will be changed
or omitted. Important messages—such as those you send to
management or to customers or turn in to instructors for
grades—deserve careful revision and proofreading. When Figure @ Why Proofread?
you finish a first draft, plan for a cooling-off period. Put
the document aside and return to it after a break, preferably
after 24 hours or longer. Proofreading is especially difficult WHY PROOFREAD? IN BUSINESS,
because most of us read what we thought we wrote. That’s ACCURACY MATTERS

why it’s important to look for specific problem areas.

A survey of business professionals

44 What to Watch for in Proofreading revealed the following: 579, €

Careful proofreaders check for problems in the following will stop considering
areas: ® 1 00% a company ifits print %
. . . .. i brochure has one
m Spelling. Now is the time to consult the dictionary. Is &writizglgr:r;:: writing error.
recommend spelled with one or two ¢’s? Do you mean influenced their
? 11-check opinions about
affect or effect? Use your computer spell-checker, but p ions about 770/0 v

, .
don’t rely on it totally. eliminated a prospective

company from consideration in
part because of writing errors.

m Grammar. Locate sentence subjects; do their verbs agree
with them? Do pronouns agree with their antecedents?
Review the principles in the Grammar/Mechanics ,
Handbook if necessary. Use your computer’s grammar- __ R~ thought

checker, but be suspicious. It’s not always correct. misspelled
i ] . ol words were
m Punctuation. Make sure that introductory clauses "o | inexcusable.

are followed by commas. In compound sentences put
commas before coordinating conjunctions (and, or, but,
nor). Double-check your use of semicolons and colons.

309% crwen

visitors will leave if
a website contains
writing errors.

m Names and numbers. Compare all names and numbers
with their sources because inaccuracies are not always
visible. Especially verify the spelling of the names of
individuals receiving the message. Most of us immedi-

.- . © h .com: © 201 Learning®
ately dislike someone who misspells our name. Goodluz/Shutterstock.com; © 2016 Cengage Learning

m Format. Be sure that your document looks balanced on the page. Compare its
parts and format with those of standard documents shown in Appendix B. If
you indent paragraphs, be certain that all are indented and that their spacing is
consistent.

4-4b How to Proofread Routine Documents

Most routine documents require a light proofreading. If you read on screen, use
the down arrow to reveal one line at a time. This focuses your attention at the
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bottom of the screen. A safer proofreading method, however, is reading from a
printed copy. Regardless of which method you use, look for typos and misspellings.
Search for easily confused words, such as to for too and then for than. Read for
missing words and inconsistencies. For handwritten or printed messages, use stan-
dard proofreading marks, shown briefly in Figure 4.6 or completely in Appendix A.
For digital documents and collaborative projects, use the simple word processing
tools also shown in Figure 4.1 or use the Comment and Track Changes functions
discussed in the Communication Workshop at the end of this chapter.

i-.c How to Proofread Complex Documents

Long, complex, or important documents demand careful proofreading. Apply the
previous suggestions but also add the following techniques:

m Print a copy, preferably double-spaced, and set it aside for at least a day. You
will be more alert after a breather.

m Allow adequate time to proofread carefully. A common excuse for sloppy
proofreading is lack of time.

m Be prepared to find errors. One student confessed, “I can find other people’s
errors, but I can’t seem to locate my own.” Psychologically, we don’t expect to
find errors, and we don’t want to find them. You can overcome this obstacle by
anticipating errors and congratulating, not criticizing, yourself each time you
find one.

m Read the message at least twice—once for word meanings and once for
grammar and mechanics. For very long documents (book chapters and long
articles or reports), read a third time to verify consistency in formatting.

m Reduce your reading speed. Concentrate on individual words rather than ideas.

Figure @ Most Common Proofreading Marks

s D
o/ Delete A Insert
_ o *#
= Capitalize A Insert space
/ Jc Lowercase (don’t capitalize) /,\ Insert punctuation
) Transpose O Insert period
Z  Close up & start paragraph

Marked Copy

—’Ph%s—'xs—se—mfem—yau%hasjbeginnmg september lAthe doors

(Pleading to the West51de of the bu11d1ng will have alarms.
ooY‘.S
Because ef—&hefaeﬁ—sh&ty these exrﬁsy also function as fire ex1ts/\
2
they caﬂ\ not &eﬁi’&rﬂy?/ be locked consequently/\we are mstal)ing

alPpjms. Please &t—rhze?)the east side ex@ts to avoid setting off

the earvsplitting alarms.
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m For documents that must be perfect, enlist a proofreading buddy. Have
someone read the message aloud, spelling names and difficult words, noting
capitalization, and reading punctuation.

m Use the standard proofreading marks shown in Appendix A to indicate changes.

Many of us struggle with proofreading our own writing because we are seeing
the same information over and over. We tend to see what we expect to see as our eyes
race over the words without looking at each one carefully. We tend to know what is
coming next and glide over it. To change the appearance of what you are reading,
you might print it on a different colored paper or change the font. If you are proofing
on screen, enlarge the page view or change the background color of the screen.

4-5 Evaluating the Effectiveness of Your Message

As you apply finishing touches, take a moment to evaluate your writing. Remember
that everything you write, whether for yourself or someone else, takes the place
of a personal appearance. If you were meeting in person, you would be certain to
dress appropriately and professionally. The same standard applies to your writing.
Evaluate what you have written to be sure that it attracts the reader’s attention. Is
it polished and clear enough to convince the reader that you are worth listening
to? How successful will this message be? Does it say what you want it to? Will it
achieve its purpose? How will you know whether it succeeds?

The best way to judge the success of your communication is through feedback.
For this reason you should encourage the receiver to respond to your message. This
feedback will tell you how to modify future efforts to improve your communication
technique.

Your instructor will also be evaluating some of your writing. Although any
criticism is painful, try not to be defensive. Look on these comments as valuable
advice tailored to your specific writing weaknesses—and strengths. Many businesses
today spend thousands of dollars bringing in communication consultants to improve
employee writing skills. You are getting the same training in this course. Take advan-
tage of this chance—one of the few you may have—to improve your skills. The best
way to improve your skills, of course, is through instruction, practice, and evaluation.

In this class you have all three elements: instruction in the writing process,
practice materials, and someone to guide you and evaluate your efforts. Those three
elements are the reasons this book and this course may be the most valuable in your
entire curriculum. Because it’s almost impossible to improve your communication
skills alone, take advantage of this opportunity.

SUMMARY OF LEARNING OBJECTIVES

LEARNING OBJECTIVE 5

Evaluate a message to judge its

effectiveness.

4-1 Complete business messages by revising for conciseness, which includes eliminating flabby
expressions, long lead-ins, there is/are and it is/was fillers, redundancies, and empty words,

as well as condensing for microblogging.

® Revise for conciseness by eliminating flabby expressions (as a general rule, at a later date, at this point in time).

® Exclude opening fillers (there is, there are), redundancies (basic essentials), and empty words (in the case of, the fact that).
® |n microblogging messages, include only main ideas, choose descriptive but short words, personalize your message if

possible, and be prepared to write several versions striving for conciseness, clarity, and correctness.
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4-2

45

Improve clarity in business messages by keeping the ideas simple, dumping trite business phrases,
dropping clichés, avoiding slang and buzzwords, rescuing buried verbs, controlling exuberance, and
choosing precise words.

® To be sure your messages are clear, apply the KISS formula: Keep It Short and Simple.

® Avoid foggy, indirect, and pompous language.

® Do notinclude trite business phrases (as per your request, enclosed please find, pursuant to your request), clichés (better than
new, beyond a shadow of a doubt, easier said than done), slang (snarky, lousy, bombed), and buzzwords (optimize, paradigm
shift, incentivize).

® Avoid burying nouns (to conduct an investigation rather than to investigate, to perform an analysis rather than to analyze).
® Don't overuse intensifiers that show exuberance (totally, actually, very, definitely) but sound unbusinesslike.
® Choose precise words (the report was well-organized rather than the report was great).

Enhance readability by understanding document design including the use of white space, margins,
typefaces, fonts, numbered and bulleted lists, and headings.

® Enhance readability and comprehension by using ample white space, appropriate side margins, and ragged-right (not
justified) margins.

® Use serif typefaces (fonts with small features at the ends of strokes, such as Times New Roman, Century, and Palatino) for
body text; use sans serif typefaces (clean fonts without small features, such as Arial, Helvetica, and Tahoma) for headings
and signs.

® Choose appropriate font styles and sizes for business messages.
® Provide high “skim value” with numbered and bulleted lists.
® |nclude headings to add visual impact and aid readability in business messages as well as in reports.

Recognize proofreading problem areas, and apply effective techniques to catch mistakes in both
routine and complex documents.
® |n proofreading be especially alert to spelling, grammar, punctuation, names, numbers, and document format.

® Proofread routine documents immediately after completion by reading line by line on the computer screen or, better yet,
from a printed draft.

® Proofread more complex documents after a breather.

® Allow adequate time, reduce your reading speed, and read the document at least three times—for word meanings, for
grammar and mechanics, and for formatting.

Evaluate a message to judge its effectiveness.
® Encourage feedback from the receiver so that you can determine whether your communication achieved its goal.
® Welcome any advice from your instructor on how to improve your writing skills.

CHAPTER REVIEW

1. What's involved in the revision process? Is revision still necessary in a digital age when workplace messages fly back and forth in
split seconds? (Obj. 1)

2. What's wrong with a message that begins, | am writing this announcement to let everyone know that ... ? (Obj. 1)

106

Chapter 4: Revising Business Messages

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



3. What is microblogging, and why is conciseness especially important in microblogging messages and social media posts? (Obj. 1)

4. What's wrong with familiar business phrases such as as per your request and enclosed please find? (Obj. 2)

5. Why should writers avoid expressions such as first and foremost and think outside the box? (Obj. 2)

6. What are buried verbs and zombie nouns? Give an original example of each. Why should they be avoided? (Obj. 2)

7. How do bulleted and numbered lists improve readability? (Obj. 3)

8. In proofreading, why is it difficult for writers to find their own errors? How could they overcome this barrier? (Obj. 4)

9. What are five items to check in proofreading? Be ready to discuss methods you find useful in spotting these errors. (Obj. 4)

10. How can you overcome defensiveness when your writing is criticized constructively? (Obj. 5)

CRITICAL THINKING

11. In this digital age of rapid communication, how can you justify the time it takes to stop and revise a message? (Objs. 1-5)

12. Assume you have started a new job in which you respond to customers by using boilerplate (previously constructed) para-
graphs. Some of them contain clichés such as pursuant to your request and in accordance with your wishes. Other paragraphs are
wordy and violate the principle of using concise and clear writing that you have learned. What should you do? (Obj. 2)

13. Because business writing should have high “skim value,” why not write everything in bulleted lists? (Obj. 3)
14. Conciseness is valued in business. However, can messages be too short? (Obj. 1)

15. What advice would you give in this ethical dilemma? Brittani is serving as interim editor of the company newsletter. She
receives an article written by the company president describing, in abstract and pompous language, the company’s goals for
the coming year. Brittani thinks the article will need considerable revising to make it readable. Attached to the president’s
article are complimentary comments by two of the company vice presidents. What action should Brittani take?
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WRITING IMPROVEMENT EXERCISES

Flabby Expressions (obj. 1)
YOUR TASK. Revise the following sentences to eliminate flabby expressions.

16. We are sending a revised proposal at this point in time due to the fact that building costs have jumped at a considerable rate.

17. In the normal course of events, we would seek additional funding; however, in view of the fact that rates have increased, we
cannot.

18. In very few cases has it been advisable for us to borrow money for a period of 90 or fewer days.

19. Inasmuch as our Web advertising income is increasing in a gradual manner, we might seek a loan in the amount of $50,000.

20. Despite the fact that we have had no response to our bid, we are still available in the event that you wish to proceed with your
building project.

Long Lead-Ins (0bj.1)
YOUR TASK. Revise the following to eliminate long lead-ins.

21. This is an announcement to tell you that all computer passwords must be changed every six months for security purposes.

22. We are sending this memo to notify everyone that anyone who wants to apply for telecommuting may submit an application
immediately.

23. 1 am writing this letter to inform you that your new account executive is Edward Ho.

24. This is to warn you that cyber criminals use sophisticated tools to decipher passwords rapidly.

25. This message is to let you know that social media services can position your company at the forefront of online marketing
opportunities.
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There is/are and It is/was Fillers (ob;. 1)
YOUR TASK. Revise the following to avoid unnecessary there is/are and it is/was fillers.

26. There is a password-checker that is now available that can automatically evaluate the strength of your password.

27. ltis careless or uninformed individuals who are the most vulnerable to computer hackers.

28. There are computers in Internet cafes, at conferences, and in airport lounges that should be considered unsafe for any personal use.

29. A computer specialist told us that there are keystroke-logging devices that gather information typed on a computer, including
passwords.

30. If there are any questions that you have about computer safety, please call us.

Redundancies (obj. 1)
YOUR TASK. Revise the following to avoid redundancies.

31. Because his laptop was small in size, he could carry it everywhere.

32. A basic fundamental of computer safety is to avoid storing your password on a file in your computer because criminals will look
there first.

33. The manager repeated again his warning that we must use strong passwords.

34. Although the two files seem exactly identical, we should proofread each and every page.

35. The computer specialist combined together a PowerPoint presentation and a handout.
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Empty Words (0bj.1)

YOUR TASK. Revise the following to eliminate empty words.

36.

37.

38.

39.

40.

Co

Are you aware of the fact that social media can drive brand awareness and customer loyalty?

Except for the instance of MySpace, social networking sites are booming.

If you seek to build an online community that will support your customers, social media services can help.

With such a degree of active participation in Facebook and Twitter, it's easy to understand why businesses are flocking to social
media sites.

We plan to schedule online meetings on a monthly basis.

ndensing for Microblogging (obj. 1)

YOUR TASK. Read the following real Twitter messages and write a 140-character microblog reply to each. Be selective in what you
include. Your instructor may show you the actual responses that the company wrote.

41.

42.

43.

110

@HTWilson94 asks whether grocer Whole Foods stocks Whole Trade-certified flowers all year long.? Prepare a response
(140 or fewer characters) based on the following information: Yes, at Whole Foods stores we do indeed offer Whole Trade-certified
flowers the entire year. We strongly advocate and support the Whole Trade movement, which strives to promote quality, premium
price to the producer, better wages and working conditions, and the environment. However, we can't tell you exactly which
certified flowers will be available at our stores and when. You would have to check with your local store for its specific selection.

@AmyJean64 sent Bank of America a tweet saying she was frustrated with a real estate short sale. “Have a contract on
a house and cannot get them to return calls to finalize.” Prepare a response based on the following information: You work
for Bank of America, and you would very much like to help her, but you can’t without certain information. You need her to send
you the property address along with her name and phone number so that you can call to see how you can help. She should
probably DM (direct message) you with this crucial information.

@VickiK wrote to JetBlue: “l have booked a flt in July, CA-VT. Wondering about flying my wedding dress w/me. Is there
a safe place to hang it on the plane?”'’ Prepare a response based on the following information: We congratulate you on your
coming wedding! We bet your wedding dress is beautiful. We don’t have special closets on our planes and certainly nothing big
enough for a wedding dress. But here’s a suggestion: Have you considered having it shipped ahead of time? All the best wishes
on your upcoming happy event!
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44. @ChrisC sent a message to Southwest Airlines saying, “This is extremely frustrating, how is it possible for your website
to be down the entire day?”" Prepare a response based on the following information: Southwest is very, very sorry! It's
extremely frustrating to us also. We realize that you are accustomed to using this site to book flights. Our IT people tell us that
the website functionality is getting better. We are not sure exactly what that means in terms of availability, but we are very
hopeful that customers will be able to book their flights soon.

45. @JamesR. sent a message to the delivery service UPS complaining, “Holy XXX. It’s after 6 pm and UPS still hasn’t
delivered my pkg yet.” Prepare a response based on the following information: UPS makes every effort to deliver all packages
promptly. For packages destined for offices, we must deliver by 3 p.m. However, for packages going to residences, our goal is to
deliver by 7 p.m. But we can't always make it, so our drivers can sometimes run later. We're sorry about the wait.

46. @calinelb sent a message to H&R Block: “YOU SUCK! I've been waiting for my return more than 3.5 months.”" Prepare
a response based on the following: We are sorry that you feel that way. We certainly can’t understand the reason for this long
delay. We would like to look into the matter, but before we can respond, we need you to send a DM (direct message) to our
customer service desk at @HRBlockAnswers. We will definitely check on this and get back to you.

Trite Business Phrases (0vj.2)
YOUR TASK. Revise the following sentences to eliminate trite business phrases.

47. Pursuant to your request, | will submit your repair request immediately.

48. Enclosed please find the list of customers to be used in our promotion.

49. As per your request, we are sending the contract under separate cover.

50. Every effort will be made to proceed in accordance with your wishes.

51. If we may help in any way, please do not hesitate to call.

Clichés, Slang, Buzzwords, and Wordiness (ob;.2)
YOUR TASK. Revise the following sentences to avoid confusing clichés, slang, buzzwords, and wordiness.

52. Our manager insists that we must think outside the box in promoting our new kitchen tool.
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53. Although we got burned in the last contract, you can be sure we will stand our ground this time.

54. Beyond the shadow of a doubt, our lousy competitor will make another snarky claim that is below the belt.

55. If you refer back to our five-year plan, you will see that there are provisions for preventing blowing the budget.

56. BTW, have you heard the latest buzz about hackers ripping off customer info from Best Buy?

Buried Verbs (0. 2)
YOUR TASK. Revise the following sentences to recover buried verbs.

57. After making an investigation, the fire department reached the conclusion that the blaze was set intentionally.

58. Our committee made a promise to give consideration to your proposal at its next meeting.

59. When used properly, zero-based budgeting can bring about a reduction in overall costs.

60. Did our department put in an application for increased budget support?

61. The budget committee has not taken action on any projects yet.

62. Homeowners must make a determination of the total value of their furnishings.
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Lists, Bullets, and Headings (ob;.3)

YOUR TASK. Revise the following poorly written sentences and paragraphs. Use lists, bullets, and category headings, if appropriate.

Improve parallel construction and reduce wordiness.

63. Three Best Twitter Practices. There are three simple ways you can build an online following, drive your reputation, and
develop customers’ trust by using these uncomplicated and simple Twitter practices. First off, share some of your photos and
information about your business from behind the scenes. Sharing is so important! Next, listen. That is, you should regularly
monitor the comments about your company, what'’s being said about your brand, and any chatter about your products. And,
of course, you should respond. In real time it is necessary to respond to statements that are compliments and just general
feedback.

64. Revise the following by incorporating a numbered list.

Computer passwords are a way of life at this point in time. In the creation of a strong password, you should remember a few
things. First, you should come up with an eight-word phrase that is easy to remember, such as this: my goal is a degree in 4 years.
Then take each of those words and the first letter should be selected, such as this: mgiadi4y. The last step for creating a really

strong password is to exchange—that is, swap out—some of those letters for characters and capital letters: MgiaSin4Y.

65. Revise the following paragraph by incorporating a bulleted list with category headings. Eliminate all the wordiness.

In response to your inquiry with questions about how credit scores are made, this is to let you know that there are four important
factors that make up your credit score. Because you say you are interested in improving your score so that it reaches the highest
level, you will be interested in this. One of the most important items lenders consider before approving anyone for a loan is your
payment history. It is important that you have a long history of making payments on time. Almost as important is the amount of
available credit that you have. If you are close to maxing out your accounts, you are a higher risk and will have a lower score. How
long you have had accounts is also important. Accounts that have been open for ten years will help your credit score. Finally, if

you are opening lots of new accounts, you can lower your credit score.
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RADICAL
REWRITES

Note: Radical Rewrites are provided at www.cengagebrain.com for you to download and revise. Your instructor may show a
suggested solution.

4.1 Radical Rewrite: Information E-Mail—Wretched Invitation (objs. 1-5)

The following wordy, inefficient, and disorganized message invites department managers to three interviewing sessions to select
student interns. However, to be effective, this message desperately needs a radical rewrite.

YOUR TASK. Study the message and list at least five weaknesses. Then revise to avoid excessive wordiness and repetition. Also
think about how to develop an upbeat tone and improve readability. Can you reduce this sloppy 15-sentence message to 6 efficient
sentences plus a list—and still convey all the necessary information?

To: List - Department Managers
From: Aaron Alexander <aalexander@vasco.com>
Subject: Upcoming Interviews
Cc:
Bcc:

For some time our management team has been thinking about hiring several interns. We decided to offer compensation to the
interns in our internship program because in two fields (computer science and information systems) interns are usually paid, which
is the norm. However, you may be disappointed to learn that we can offer only three internships.

In working with our nearby state university, we have narrowed the field to six excellent candidates. These six candidates will be
interviewed. This is to inform you that you are invited to attend three interviewing sessions for these student candidates. Your
presence is required at these sessions to help us avoid making poor selections.

Mark your calendars for the following three times. The first meeting is May 3 in the conference room. The second meeting is May 5
in Office 22 (the conference room was scheduled). On May 9 we can finish up in the conference room. All of the meetings will start
at 2 p.m. In view of the fact that your projects need fresh ideas and talented new team members, I should not have to urge you to
attend and be well prepared.

Please examine all the candidates’ résumés and send me your ranking lists.
Aaron Alexander

[Full contact information]

List at least five weaknesses.
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GRAMMAR/MECHANICS CHECKUP—4}

Adjectives and Adverbs

Review Sections 1.16 and 1.17 of the Grammar/Mechanics Handbook. Then study each of the following statements. Underscore
any inappropriate forms. In the space provided, write the correct form (or C if correct) and the number of the G/M principle
illustrated. You may need to consult your dictionary for current practice regarding some compound adjectives. When you
finish, compare your responses with those provided at the end of the book. If your answers differ, carefully study the principles
in parentheses.

cost-effective (1.17e)

EXAMPLE We need a cost effective solution for this continuing problem.

1. The newly opened restaurant offered many tried and true menu items.

Amazingly, most of the ten year old equipment is still working.

Although purchased ten years ago, the equipment still looked brightly.

> woN

Global messages today are exchanged so quick that international business moves
more rapidly than ever.

The president’s veto of the tax plan couldn’t have sent a more clearer message.

You may submit only work related expenses to be reimbursed.

Amanda and Max said that they're planning to open there own business next year.

Haven't you ever made a spur of the moment decision?

© P N o

Not all decisions that are made on the spur of the moment turn out badly.

10. The committee offered a well thought out plan to revamp online registration.

11. You must complete a change of address form when you move.

12. Each decision will be made on a case by case basis.

13. I could be more efficient if my printer were more nearer my computer.

14. If you reject his offer to help, Kurt will feel badly.

15. The truck’s engine is running smooth after its tune-up.
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EDITING CHALLENGE—<}

This message transmits a suggestion from an employee to her boss. However, the message suffers from proofreading, wordiness,
spelling, punctuation, and other writing faults that require correction.

YOUR TASK. Edit the following message (a) by correcting errors in your textbook or on a photocopy using proofreading marks from
Appendix A or (b) by downloading the message from the premium website at www.cengagebrain.com and correcting at your com-
puter. Your instructor may show you a possible solution.

To: Daniel R. Kesling <daniel . kesling@federalsavings.com>
From: Misty McKenney<misty.mckenney@federalsavings.com>
Subject: My Idea
Cc:
Bec:

Mr. Kesling,

Due to the fact that you recently asked for ideas on how to improve customer relations
I am submitting my idea. This message is to let you know that I think we can improve

customer satisfaction easy by making a change in our counters.

Last June glass barriers were installed at our branch. There are tellers on one side
and customers on the other. The barriers, however, do have air vents to be able to
allow we tellers to carry on communication with our customers. Management thought
that these bullet proof barriers would prevent and stop thiefs from jumping over the

counter.

I observed that there were customers who were surprised by these large glass
partitions. Communication through them is really extremely difficult and hard. Both
the customer and the teller have to raise there voices to be heard. Its even more

of a inconvenence when you are dealing with an elderly person or someone who
happens to be from another country. Beyond a shadow of a doubt, these new barriers

make customers feel that they are being treated impersonal.

I made an effort to research the matter of these barriers and made the discovery that
we are the only bank in town with them. There are many other banks that are trying

casual kiosks and open counters to make customers feel more at home.
Although it may be easier said than done, I suggest that we actually give serious
consideration to the removal of these barriers as a beginning and initial step toward

improving customer relations.

Misty McKenney

E-mail: misty.mckenney@federalsavings.com
Support Services
(316) 448-3910
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TECHNOLOGY

COMMUNICATION
WORKSHOP

Collaborative writing and editing projects are challenging. For-
tunately, Microsoft Word offers many useful tools to help team
members edit and share documents electronically. Three simple
but useful editing tools are text highlight color, font color, and
strikethrough, which you learned about earlier in this chapter.
These tools enable reviewers to point out editing changes. Com-
plex projects, however, may require more advanced editing tools
such as Track Changes and Insert Comments, as illustrated in
Figure 4.7.

TRACK CHANGES. To suggest specific editing changes
to other team members, Track Changes is handy. When this
command is in effect, all changes to a document are recorded
in a different color, with one color for each reviewer. New text
is underlined, and a vertical line appears in the margin to show
where changes were made. Text that has been deleted is crossed
out. Suggested revisions offered by different team members are
identified and dated. The original writer may accept or reject
these changes. In Word 2007, 2010, and 2013, you will find Track
Changes on the Review menu.

INSERT COMMENTS. By using Insert Comments, you can
point out problematic passages or errors, ask or answer ques-
tions, and share ideas without changing or adding text. When
more than one person adds comments, the comments appear

Figure

Revising and Editing Documents in MS Word

in different colors and are identified by the individual writers’
names and date/time stamps.

CAREER APPLICATION. On the job, you will likely be working
with others on projects that require written documents. During
employment interviews, employers may ask whether you have
participated in team projects using collaborative software. To be
able to answer that question favorably, take advantage of this
opportunity to work on a collaborative document using some of
the features described here.

YOUR TASK. Divide into two-person teams to edit the Editing
Challenge document. One partner downloads the file from www
.cengagebrain.com or retypes it from the textbook. That partner
makes all necessary changes using font color, strikethrough, and
the Comment feature and then saves the file with a file name such
as PartnerName-Editing4. The first partner then sends an e-mail to
the second partner with the attached file and asks the partner
to make further edits. The receiving partner prints a copy of the
sending partner’s file before editing the message further using
font color, strikethrough, and the Comment feature. The second
partner approves or rejects the first partner’s edits and then sub-
mits the edited copy along with a copy of the message with both
partners’ edits. Be sure to name each file distinctly. Your instructor
will decide whether to require hard copies or e-mail copies.

Track Changes and Comment Features Aid Revision Process
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Understand the professional
standards for the usage,
structure, and format of
e-mails and interoffice
memos in the digital-era
workplace.

Explain workplace instant

messaging and texting as

well as their liabilities and
best practices.

Identify professional
applications of podcasts and
wikis.

Describe how businesses
use blogs to connect with
internal and external
audiences, and list best
practices for professional
blogging.

Address business uses of
social media networks, and
assess their advantages as
well as risks.

120

short Workplace Messages
and Digital Media

51 Preparing Digital-Age E-Mail Messages
and Memos

The world of communication is rapidly changing in this digital age. The Web has
evolved from mere storage of passively consumed information to Web 2.0—a
dynamic, hyperconnected environment. Users are empowered, active participants
who create content, review products, and edit and share information. They are
increasingly adopting mobile electronic devices. Messages are shorter and more
frequent, and response time is much speedier. Social media networks such as
Facebook, Twitter, and Pinterest have transformed communication from one-on-
one conversations to one-to-many transmissions. Social media have also revolution-
ized the way we keep in touch with friends and family.

In many businesses, desktop computers are being replaced by ever-smaller laptops,
netbooks, smartphones, and tablets. These and other mobile devices access data and
applications stored in the cloud, in remote networks, not individual computers.

Doubtless you are already connecting digitally with your friends and family.
However, chances are that you need to understand how businesses transmit
information electronically and how they use communication technologies. This
chapter explores short forms of workplace communication, beginning with
e-mail, which everyone loves to hate, and memos, which are disappearing but
still necessary in many organizations. Moving on to newer media, you will learn
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about workplace functions of instant messaging, text messaging, podcasts,
wikis, corporate blogs, and social networking sites. Understanding these work-
place technologies and best procedures can save you time, reduce blunders, and
help you excel as a professional.

5-1a  E-Mail: Love It or Hate It—But It’s Not Going Away

Critics say that e-mail is outdated, inefficient, and slowly dying. They complain
that it takes too much time, increases stress, and leaves a dangerous “paper” trail.
However, e-mail in the workplace is here to stay. Despite the substantial atten-
tion that social media receive in the news, most business messages are still sent by
e-mail.! In the next three to five years, we may see more business messages being
sent by social media platforms, predicts Dr. Monica Seeley, author of Brilliant
Email. “But email will remain a bedrock of businesses for some time to come,” she
maintains.? Typical businesspeople spend at least two hours a day—perhaps much
more—writing and replying to e-mail.

E-mail has replaced paper memos for many messages inside organizations and some
letters to external audiences. In addition to accessing e-mail in the office, increasing
numbers of businesspeople check their e-mail on mobile devices. Because you can
expect to use e-mail extensively to communicate at work, it’s smart to learn how to do
it expertly. You may have to adjust the writing practices you currently use for texting
and Facebook, but turning out professional e-mails is an easily attainable goal.

51b Why People Complain About E-Mail

Although e-mail is recognized as the mainstay of business communication, it’s
not always done well. In a recent study of 1,800 global knowledge workers, 40
percent confessed that “they had received e-mails that made no sense whatsoever.”*
A Wall Street Journal article reported that many business schools were ramping
up their writing programs or hiring writing coaches because of complaints about
their graduates’ skills.* Adding to the complaints, Chris Carlson, recruiting officer
at the consulting firm of Booz Allen Hamilton Inc., said that new MBA graduates
exchange more than 200 e-mails a day, and some read like text messages. “They’re
not [even] in complete sentences,” he said.’

E-Mail Overload. In addition to the complaints about confusing and poorly
written e-mails, many people are overwhelmed with too many messages. Currently,
the average worker receives 11,680 e-mails per year.® Some of those messages are
unnecessary, such as those that merely confirm receipt of a message or ones that
express thanks. The use of “Reply All” adds to the inbox, irritating those who
have to plow through dozens of messages that barely relate to them. Others blame
e-mail for eliminating the distinction between work life and home life. They feel an
urgency to be available 24/7 and respond immediately.

E-Mail—Everlasting Evidence. Still other e-mail senders fail to recognize how
dangerous e-mail can be. After deletion, e-mail files still leave trails on servers within
and outside organizations. Messages are also backed up on other servers, making
them traceable and recoverable by forensic experts. Long-forgotten messages may
turn up in court cases as damaging evidence. Even writers with nothing to hide
should be concerned about what may come back to haunt them. Your best bet is to
put nothing in an e-mail message that you wouldn’t post on your office door. Also,
be sure that you know your organization’s e-mail policy before sending personal
messages. Estimates suggest that as many as a quarter of bosses have fired an
employee for an e-mail violation.”

Despite its dark side, e-mail has many advantages and remains a prime commu-
nication channel. Therefore, it’s to your advantage to learn when and how to use it
efficiently and safely.

Chapter 5: Short Workplace Messages and Digital Media

“E-mail is not dead,
it’s just evolving. It's
becoming a searchable
archive, a manager’s
accountability source,
a document courier.

. .. Three-quarters of
all e-mail is junk, and
we're wasting lots of
time dealing with less
important messages. But
it remains the mule of
the information age—
stubborn and strong.”

—Barry Gill, enterprise consul-
tant and product marketing
manager with Mimecast
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LEARNING OBJECTIVE 1

Understand the professional
standards for the usage,
structure, and format of
e-mails and interoffice memos
in the digital-era workplace.
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“E-mail is the digital
equivalent of DNA
evidence, the smoking
gun. E-mail has become
the place where

everybody loves to look.”

—Irwin Schwartz, president of
the National Association of
Criminal Defense Lawyers
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51c  Knowing When E-Mail Is Appropriate

E-mail is appropriate for short, informal messages that request information and
respond to inquiries. It is especially effective for messages to multiple receivers and
messages that must be archived (saved). An e-mail is also appropriate as a cover
document when sending longer attachments.

E-mail, however, is not a substitute for face-to-face conversations or telephone
calls. These channels are much more successful if your goal is to convey enthusiasm
or warmth, explain a complex situation, present a persuasive argument, or smooth
over disagreements. One expert gives this wise advice: “Sometimes it’s better to get
off the computer and make a phone call. If e-mails are getting too complicated, if
the tone is degenerating, if they’re just not getting the job done, call or walk over
to that colleague.”® Managers and employees echo this advice, as revealed in recent
research. They were adamant about using face-to-face contact, rather than e-mail,
for critical work situations such as human resources annual reviews, discipline, and
promotions.’

5-1d Drafting Professional E-Mails

Professional e-mails are quite different from messages you may send to friends.
Instead of casual words tossed off in haste, professional e-mails are well-considered
messages that usually carry nonsensitive information unlikely to upset readers.
Therefore, these messages should be organized directly with the main idea first.
The following writing plan will help you create information messages quickly.

WRITING PLAN FOR INFORMATIONAL E-MAILS

m Subject line: Summarize the main idea in condensed form.
m Opening: Reveal the main idea immediately but in expanded form.

m Body: Explain and justify the main idea using headings, bulleted lists, and
other high-skim techniques when appropriate.

m Closing: Include (a) action information, dates, or deadlines; (b) a summary of
the message; or (c) a closing thought.

Craft a Compelling Subject Line. The most important part of an e-mail is its
subject line. Avoid meaningless statements such as Help, Important, or Meeting.
Summarize the purpose of the message clearly and make the receiver want to
open the message. Try to include a verb (Need You to Attend Las Vegas Trade
Show). Remember that in some instances the subject line can be the entire message
(Meeting Changed from May 3 to May 10). Also be sure to adjust the subject line if
the topic changes after repeated replies. Subject lines should appear as a combina-
tion of uppercase and lowercase letters—never in all lowercase letters.

Include a Greeting. To help receivers see the beginning of a message and to
help them recognize whether they are the primary or secondary receiver, include

@&’\ POOR SUBJECT LINES 00" IMPROVED SUBJECT LINES

% Trade Show

v" Need You to Showcase Two Items at Our Next Trade Show

v’ Staff Meeting Rescheduled for May 12

v Please Respond to Job Satisfaction Survey

x Parking Permits

v" New Employee Parking Permits Available From HR
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a greeting. The greeting sets the tone for the message and reflects your audience
analysis. For friends and colleagues, try friendly greetings (Hi, Julie; Thanks, Julie;
Good morning, Julie; or Greetings, Julie). For more formal messages and those to
outsiders, include an honorific and last name (Dear Ms. Stevens).

Organize the Body for Readability and Tone. After drafting an e-mail, ask
yourself how you can make your message more readable. Did you start directly?
Did you group similar topics together? Could some information be presented with
bulleted or numbered lists? Could you add headings—especially if the message
is more than a few paragraphs? Do you see any phrases or sentences that could
be condensed? Get rid of wordiness, but don’t sacrifice clarity. If a longer sentence
is necessary for comprehension, then keep it. To convey the best tone, read the
message aloud. If it sounds curt, it probably is.

Close Effectively. At the end of your message, include an action statement with
due dates and requests. Although complimentary closes are unnecessary, you might
include a friendly closing such as Many thanks or Warm regards. Do include your
name because messages without names become confusing when forwarded or when
they are part of a long string of responses.

For most messages, include full contact information in a signature block, which
can be inserted automatically. Figure 5.1 illustrates a typical e-mail with proper
formatting.

5-1e  Controlling Your Inbox

Business communicators love to complain about e-mail, and some young people
even deny its existence. In the business world, however, e-mail writing IS business
writing.!! Instead of letting your inbox consume your time and crimp your produc-
tivity, you can control it by observing a few time management strategies.

The most important strategy is checking your e-mail at set times, such as first
thing in the morning and again after lunch or at 4 p.m. To avoid being distracted, be
sure to turn off your audio and visual alerts. No fair peeking! If mornings are your
best working times, check your e-mail later in the day. Let your boss and colleagues
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Figure Formatting an E-Mail Message That Makes a Request

& I [=] 3
(b File Edt Malbox Message Tiansfer Special Tools Window Help =181 x|

B|7|u|@|[= 2|2 o7& | |E|.]| &] send |

Provides concise,
clear subject line
and REQ to remind
receiver that a
response is required

To: Elizabeth Sommer <esommer@diago.com>
From: Aiden Rebol<arebol@diago.com>
—* Subject: REQ: Please Answer Questions About Our Casual-Dress Policy
Cc:
Bcc:

Opens with receiver’s ——
name and greeting to
express friendliness

and to mark beginning

of message

e Good morning, Liz,

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

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

Uses bullets
to improve
readability

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

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

¢ How should supervisors react when clothing is offensive, tasteless, revealing, or sloppy?
¢ Is it possible to develop a uniform definition of acceptable casual attire?

¢ Do the disadvantages of a dress-down policy outweigh the advantages?

Closes with full
contact information

¢ Should we refine our dress-down policy or eliminate it?

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

Aiden

—* Aiden Rebol, President

Diago Enterprises

9300 Valley View Blvd., Suite 250

Cypress, CA 90630

Phone: 213-439-9080 | Fax: 213-439-7819 | Cell: 213-336-6535

Tips for Formatting E-Mail Messages

o After To, insert the receiver’s electronic address.

124

In most e-mail programs, this task is automated.
If done manually, enclose the receiver’s address
in angle brackets.

* After From, type your name and electronic
address, if your program does not insert it
automatically.

o After Subject, present a clear description of the
message.

* Insert the addresses of anyone receiving courtesy
or blind copies.

* Include a salutation (Liz; Hi, Liz) or honorific and
last name (Dear Ms. Sommer), especially in
messages to outsiders.

* Double-space (skip one line) between paragraphs.

* Do not type in all caps or in all lowercase letters.

* Include full contact information in the signature
block.

know about your schedule for responding. Another excellent time-saver is the two-
minute rule. If you can read and respond to a message within two minutes, then
take care of it immediately. For messages that require more time, add them to your
to-do list or schedule them on your calendar. To be polite, send a quick note telling
the sender when you plan to respond.
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51f Replying Efficiently With Down-Editing
When answering e-mail, a neat skill to develop is down-editing. This involves
inserting your responses to parts of the incoming message. After a courteous
opening, your reply message will include only the parts of the incoming message to
which you are responding. Delete the sender’s message headers, signature, and all
unnecessary parts. Your responses can be identified with your initials, if more than
one person will be seeing the response. Another efficient trick is to use a different
color for your down-edits. It takes a little practice to develop this skill, but the
down-edited reply reduces confusion, saves writing and reading time, and makes
you look super savvy.

Figure 5.2 shows a number of additional best practices for managing your
e-mail.

513 Writing Interoffice Memos

In addition to e-mail, you should be familiar with another workplace document
type, the interoffice memorandum. Although e-mail has largely replaced memos,
you may still be called on to use the memo format in specific instances. Memos
are necessary for important internal messages that (a) are too long for e-mail, (b)
require a permanent record, (¢c) demand formality, or (d) inform employees who
may not have access to e-mail. Within organizations, memos deliver changes in
procedures, official instructions, and reports.

The memo format is particularly necessary for complex, lengthy internal
messages. Prepared as memos, long messages are then delivered as attachments to
e-mail cover messages. Memos seem to function better as permanent records than
e-mail messages because the latter may be difficult to locate and may contain a trail
of confusing replies. E-mails also may change the origination date whenever the
file is accessed, thus making it impossible to know the original date of the message.

When preparing e-mail attachments, be sure that they carry sufficient iden-
tifying information. Because the cover e-mail message may become separated
from the attachment, the attachment must be fully identified. Preparing the e-mail
attachment as a memo provides a handy format that identifies the date, sender,
receiver, and subject.

Figure @ Best Practices for Better E-Mail

“E-mail is today’s version
of a business letter or
interoffice memo. Think
accordingly. Make it look
professional.”

—Tennille Robinson, editor,
Black Enterprise
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Getting Started

e Don't write if another
channel—such as IM,
social media, or a phone
call—might work better.

e Send only content you
would want published.

o Write compelling subject
lines, possibly with
names and dates:

Jake: Can You Present at
January 10 Staff Meeting?

Replying

e Scan all e-mails, especially
those from the same
person. Answer within 24
hours or say when you will.

e Change the subject line if
the topic changes. Check
the threaded messages
below yours.

e Practice down-editing;
include only the parts from
the incoming e-mail
to which you are
responding.

e Start with the main idea.

e Use headings and lists.

Chapter 5: Short Workplace Messages and Digital Media

Observing Etiquette

e Obtain approval before
forwarding.

e Soften the tone by including
a friendly opening and
closing.

o Resist humor and sarcasm.
Absent facial expression
and tone of voice, humor
can be misunderstood.

o Avoid writing in all caps,
which is like SHOUTING.

Closing Effectively

e End with due dates, next
steps to be taken, or a
friendly remark.

e Add your full contact
information including social
media addresses.

o Edit your text for readability.
Proofread for typos or
unwanted auto-corrections.

e Double-check before hitting
Send.
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Figure

Aligns all
heading words
with those
following
Subject

Leaves side ———e

margins of
1to 1.25 inches

Omits a closing ——

and signature
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Comparing Memos and E-Mails. Memos have much in common with e-mails.
Both usually carry nonsensitive information that may be organized directly with
the main idea first. Both have guide words calling for a subject line, a dateline, and
the identification of the sender and receiver. To enhance readability, both should be
organized with headings, bulleted lists, and enumerated items whenever possible.

Formatting a Memo That Responds to a Request

1 inch
Hollywood Audience Services
¢ 2 blank lines

MEMORANDUM
¢ 2 blank lines
—=o Date:  November 11, 2016
1 blank line
To: Stephanie Sato, President .
y 1 blank line
From:  Sundance Richardson, Special Events Manager
1 blank line

Subject: Improving Website Information
1 or 2 blank lines

In response to your request for ideas to improve our website, I am submitting the e———
following suggestions. Because interest in our audience member, seat-filler, and
usher services is growing constantly, we must use our website more strategically.
Here are three suggestions.

First, our website should explain our purpose. We specialize in providing customized
and responsive audiences for studio productions and award shows. The website
should distinguish between audience members and seat fillers. Audience members
have a seat for the entire taping of a TV show. Seat fillers sit in the empty seats of
celebrity presenters or performers so that the front section does not look empty to
the home audience.

Second, I suggest that our Web designer include a listing such as the following so

that readers recognize the events and services we provide: o
Audience Members Seat Fillers and Ushers -~
Event Provided Last Year Provided Last Year
Daytime Emmy Awards 58] 15 —
Grammy Awards 34 17
Golden Globe Awards 29 22
Screen Actors Guild Awards S 16 —

Third, our website should provide answers to commonly asked questions such as
the following:

¢ Do audience members or seat fillers have to pay to attend the event?
* How often do seat fillers have to move around?
¢ Will seat fillers be on television?

Our website can be more informative and boost our business if we implement some
of these ideas. Are you free to talk about these suggestions at 10 a.m. on Tuesday,
November 19?

Tips for Formatting Memos

Provides
writer’s initials
after printed
name and title

Uses ragged line
endings—not
justified margin

Lists data in
columns with
headings and
white space for
easy reading

e On plain paper, set 1-inch top and bottom margins.

¢ Set left and right margins of 1 to 1.25 inches.

¢ Include an optional company name and the word
MEMO or MEMORANDUM as a heading. Leave 2

blank lines after this heading.

* Set one tab to align entries evenly after Subject.
e Leave 1 or 2 blank lines after the subject line.
¢ Single-space all but the shortest memos.

Double-space between paragraphs.

For a two-page memo, use a second-page heading
with the addressee’s name, page number, and date.
Handwrite your initials after your typed name.
Place bulleted or numbered lists flush left or indent
them 0.5 inches.
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Similarities. E-mails and memos both generally close with (a) action informa-
tion, dates, or deadlines; (b) a summary of the message; or (c) a closing thought. An
effective memo or e-mail closing might be, Please submit your written report to me
by June 15 so that we can review your data before our July planning session. In
more detailed messages, a summary of main points may be an appropriate closing.
If no action request is made and a closing summary is unnecessary, you might
end with a simple concluding thought (I'm glad to answer your questions or This
sounds like a useful project).

Differences. You need not close messages to coworkers with goodwill state-
ments such as those found in letters to customers or clients. However, some closing
thought is often necessary to avoid sounding abrupt. Closings can show gratitude
or encourage feedback with remarks such as I sincerely appreciate your help or
What are your ideas on this proposal? Other closings look forward to what’s next,
such as How would you like to proceed? Avoid closing with overused expressions
such as Please let me know if I may be of further assistance. This ending sounds
mechanical and insincere.

In Figure 5.3, notice how memos are formatted and how they can be created to
improve readability with lists and white space.

52 Workplace Messaging and Texting

Instant messaging (IM) and text messaging have become powerful communica-
tion tools, not only among teens and twentysomethings. IM enables two or more
individuals to use the Internet or an intranet (an internal corporate communication
platform) to “chat” in real time by exchanging brief text-based messages. One such
intranet chat window is captured in Figure 5.4.

Companies large and small now provide live online chats with customer service
representatives, in addition to the usual contact options, such as telephone and
e-mail. The free IM apps most popular among mobile device users are Skype,
Facebook Messenger, WhatsApp, and Hangouts.

Text messaging, or texting, is another popular means for exchanging brief
messages in real time. Usually delivered by or to a smartphone, texting requires a

Figure Instant Messaging for Brief, Fast Communication

# Ryan Mlodzik - Conversation
File Edit View Actions Help

To: Ryan Mlodzik <mlodzik@armour.com>

Camille Montano says:

Hi, Ryan, are you free for a quick question? | Want To ..

@ [nvite Someone to
this Conversation

"4 send a File or Photo

.~ send E-mail

@ Ask for Remote
Assistance

Start Application
Sharing

Start Whiteboard

Ryan Mlodzik says:
Sure thing. What have you got?

Camille Montano says:
I just finished my meeting with the folks at Zymak Enterprises,
and they've agreed to the deal we discussed yesterday, but they
want 45-day terms instead of 30.

Ryan Mlodzik says:
Did they agree to a 2-year or 3-year contract?

Camille Montano says:
3-year.

Ryan Mlodzik says:
OK, let's go with it. I approve the 45-day adjustment. Good
work!

@ Block A Font & ~Emoticons

Send

© 2013 Cengage Learning®

Last message received on 8/4/1x at 1:26 PM.
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LEARNING OBJECTIVE 2

Explain workplace instant
messaging and texting as well
as their liabilities and best
practices.

Brief instant messages or
texts can provide quick
answers to coworkers who
need responses immediately.
For security reasons,

most large companies use
proprietary communication
systems behind firewalls.
These enterprise-grade
communication platforms—
for example, Adobe’s
Unicom—combine
functions such as IM,
e-mail, voicemail, phone
directory, videochat, and
presence technology.
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“[B]ear in mind that
messaging sessions can
be stored, then copied
and pasted elsewhere. . . .
The term ‘confidential’ is
somewhat rubbery these
days, so . . . think before
you hit that enter key.”

—Michael Bloch, Taming
the Beast, e-commerce
development and Web
marketing consultant

~
[v]
<]
o
a
X
c
=
=
=
=
o]
<]
=
]
=
)
7]
=
=
o
o

Responding to the

H1N1 flu virus threat,

the Centers for Disease
Control (CDC) launched

a concerted Web 2.0
campaign employing
several social networking
channels, its website, and
texting.
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short message service (SMS) supplied by a cell phone service provider or a voice over
Internet protocol (VoIP) service. Some of the most common apps for unlimited mobile
text messaging are Facebook Messenger, WhatsApp, LINE, KakaoTalk, and WeChat.

Texting usually requires a smartphone, and users pay for the service, often
choosing a flat rate for a certain number of text or media messages per month. VoIP
providers such as Skype and Jaxtr also offer texting. For a small fee, subscribers
can send text messages to SMS-enabled cell phones in the United States and IM
messages both domestically and internationally.

522 Impact of Instant Messaging and Texting

Text messaging and IM are convenient alternatives to the telephone and are
replacing e-mail for short internal communication. French IT giant Atos switched
its in-house communication entirely from e-mail to a Facebook-style interface and
instant messaging.!> More than 2.7 billion IM accounts worldwide'? attest to IM’s
popularity. Sixty-four percent of business professionals use IM."

Benefits of IM and Texting. The major attraction of instant messaging is real-
time communication with colleagues anywhere in the world—so long as a cell phone
signal or a Wi-Fi connection is available. Because IM allows people to share infor-
mation immediately and make decisions quickly, its impact on business commu-
nication has been dramatic. Group online chat capabilities in enterprise-grade IM
applications allow coworkers on far-flung project teams to communicate instantly.
Many people consider instant messaging and texting productivity boosters because
they enable users to get answers quickly and allow multitasking.'®

Low cost, speed, and unobtrusiveness. Both IM and texting can be low-cost
substitutes for voice calls, delivering messages between private mobile phone users
quietly and discreetly. Organizations around the world provide news alerts, finan-
cial information, and promotions to customers via text. Credit card accounts can
be set up to notify account holders by text or e-mail of approaching payment dead-
lines. Verizon Wireless sends automated texts helping customers track their data
usage. The Centers for Disease Control started an SMS text messaging program
that now has 15,000 participants receiving regular health alerts and tips on their
mobile phones.’® A few of these text alerts are shown in Figure 5.5.

Figure @ Centers for Disease Control Text Alerts

safe Summer Travel

CDC: Summer trip? Get shots for
int'l travel. Developing countries:
stick to bottled water and fully
cooked food, skip raw fruits/
veggies unless you peel them.

New Tobacco Regulatipns
CDC: What happened to light,
low & mild? As of July 22, tobacco
companies are N0 |onge|r allowed
to distribute products with these
labels. http://m.cdc.gov/light

ent Rabies .
|ErDeCV Hiking outdoors? Avoid wild
animals to prevent rabies. Repgrt
animals acting strangely (drOQIlng,
biting, trouble moving) to animal
control. 800-232-4636

Protect from Ticks .
CDC: Protect yourself from ticks!
Avoid high grasses & forests,
wear light-colored clothes so you
can see ticks, use repellent with
20-50% DEET. 800-232-4636
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Immediacy and efficiency. The immediacy of instant and text messaging
has created many fans. A user knows right away whether a message was deliv-
ered. Messaging avoids phone tag and eliminates the downtime associated with
personal telephone conversations. Another benefit includes presence functionality.
Coworkers can locate each other online, thus avoiding wild goose chases hunting
someone who is out of the office.

Risks of IM and Texting. Despite their popularity among workers, some organi-
zations forbid employees to use instant and text messaging for a number of reasons.
Employers consider instant messaging yet another distraction in addition to the tele-
phone, e-mail, and the Web. Some organizations also fear that employees using free
consumer-grade instant messaging systems will reveal privileged information and
company records. One UK study found that 72 percent of businesses have banned
IM, although 74 percent of the respondents believed that IM could boost collabora-
tion in their organizations. I'T directors worried about security risks posed by free
consumer IM services, with loss of sensitive business data a primary concern."”

Liability burden. A worker’s improper use of mobile devices while on company
business can expose the organization to staggering legal liability. A jury awarded
$18 million to a victim struck by a transportation company’s big rig whose driver
had been checking text messages. Another case resulted in a $21 million verdict to
a woman injured by a trucker who had used a cell phone while driving a company
truck.’ Over a third of Americans admit to having texted while driving. In one
year alone, 1.3 million crashes, or 23 percent of all collisions, involved cell phones."’

Security and compliance. Companies also worry about phishing (fraudulent
schemes), viruses, malware (malicious software programs), and spim (IM spam).
Like e-mail, instant and text messages as well as all other electronic records are
subject to discovery (disclosure); that is, they can become evidence in lawsuits.
Wall Street regulatory agencies NASD, SEC, and NYSE require that IM exchanged
between brokers and clients be retained for three years, much like e-mail and
printed documents.?’ Businesses must track and store messaging conversations to
comply with legal requirements. Finally, IM and texting have been implicated in
inappropriate uses such as bullying and the notorious sexting.

520 How to Use Instant Messaging and Texting on the Job

In today’s workplace instant messaging and texting can definitely save time and
simplify communication with coworkers and customers. However, before using
IM or text messaging on the job, be sure you have permission. Do not download
and use software without checking with your supervisor. If your organization does
allow IM or texting, you can use it efficiently and professionally by following these
best practices:

m Follow company policies: netiquette rules, code of conduct, ethics guidelines, as
well as harassment and discrimination policies.?!

m Don’t disclose sensitive financial, company, customer, employee, or executive
data.

m Don’t forward or link to inappropriate photos, videos, and art.

m Don’t text or IM while driving a car; pull over if you must read or send a
message.

m Separate business contacts from family and friends.
m Avoid unnecessary chitchat and know when to say goodbye.

m Keep your presence status up-to-date, and make yourself unavailable when you
need to meet a deadline.

m Use good grammar and correct spelling; shun jargon, slang, and abbreviations,
which can be confusing and appear unprofessional.
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Figure @ Texting Etiquette

Addressing

Introducing

5-2c Text Messaging and Business Etiquette

Texting is quick and unobtrusive, and for routine messages it is often the best alter-
native to a phone call or e-mail. Given the popularity of text messaging, etiquette
experts are taking note.?? Figure 5.6 summarizes the suggestions they offer for the
considerate and professional use of texting.

LEARNING OBJECTIVE O EIMaklng Podcasts and Wikis Work for

Identify professional .. T . . .
applications of podcasts In the digital age, individuals wield enormous influence because they can potentially

and wikis. reach huge audiences. Far from being passive consumers, today’s Internet users
have the power to create Web content; interact with businesses and each other;
review products, self-publish, or blog; contribute to wikis; or tag and share images
and other files. Businesses often rightly fear the wrath of disgruntled employees
and customers, or they curry favor with influential plugged-in opinion leaders, the
so-called influencers. Like social media networks, communication technologies
such as podcasts and wikis are part of the new user-centered virtual environment
called Web 2.0.
This section addresses prudent business uses of podcasts and wikis because
you are likely to encounter these and other electronic communication tools on

the job.

130 Chapter 5: Short Workplace Messages and Digital Media

Copyright 2016 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



5-3a Business Podcasts or Webcasts

Perhaps because podcasts are more elaborate to produce and require quality hardware,
their use is lagging behind that of other digital media. However, they have their place
among Web 2.0 business communication strategies. Although the terms podcast and
podcasting have caught on, they are somewhat misleading. The words broadcasting
and iPod combined to create the word podcast; however, audio and video files can be
played on any number of devices, not just Apple’s. Webcasting for audio and vcasting
for video content would be more accurate terms. Podcasts can extend from short clips
of a few minutes to 30-minute or longer digital files. Most are recorded, but some are
live. They can be streamed on a website or downloaded as media files.

How Organizations Use Podcasts. Podcasting has found its place among
various user groups online. Major news organizations and media outlets podcast
radio shows (e.g., National Public Radio) and TV shows, from ABC to Fox. You
may have heard of TED Talks, the subject of Figure 5.7. These thought-provoking
podcasts on any imaginable topic in technology, entertainment, and design (TED)
are delivered by an intriguing mix of entrepreneurs, scientists, and other opinion
leaders. Podcasts are also common in education. You can access instructors’
lectures, interviews, and other media files. Apple’s iTunes U is perhaps the best-
known example of free educational podcasts from prestigious universities.

Delivering and Accessing Podcasts. Businesses have embraced podcasting for
sending audio and video messages that do not require a live presence yet offer a
friendly human face. Because they can broadcast repetitive information that does
not require interaction, podcasts can replace costlier live teleconferences. Podcasts
are featured on media websites and company portals or shared on blogs and social
networking sites, often with links to YouTube and Vimeo.

For example, The Corcoran Group’s channel on YouTube features profession-
ally produced videos of luxurious properties in New York. Buyers can enjoy virtual
walking tours of available properties at their leisure. IBM’s acclaimed massive
employee training effort is largely facilitated by podcasts and other media. HR poli-
cies can also be presented in the form of podcasts for unlimited viewing on demand.

To browse and learn from popular favorites, search on the Podcast Awards website
for podcasts in various categories, including business, science, and technology.

Figure TED Talks Media Podcasts
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Figure@ Four Main Uses for

Business Wiki

The global wiki

For companies with a global reach, a wiki is an ideal
tool for information sharing between headquarters
and satellite offices. Far-flung team members can
easily edit their work and provide input to the home
office and each other.

The wiki knowledge base

Teams or departments use wikis to collect and
disseminate information to large audiences creating
a database for knowledge management. For
example, human resources managers may update
employee policies, make announcements, and
convey information about benefits.

Wikis for meetings

Wikis can facilitate feedback from employees before
and after meetings and serve as repositories of
meeting minutes. In fact, wikis may replace some
meetings, yet still keep a project on track.

Wikis for project management

Wikis offer a highly interactive environment for
project information with easy access and user input.
All participants have the same information, templates,
and documentation readily available.

5-3b Collaborating With Wikis

Wikis are another important feature of the interactive, partici-
patory Web 2.0 environment. A wiki is a Web-based tool that
employs easy-to-use collaborative software to allow multiple
users collectively to create, access, and modify documents.
Think Wikipedia, the well-known online encyclopedia. You
will find wikis in numerous subject categories on the Internet.
Wiki editors may be given varying access privileges and control
over the cloud-based material.

Advantages of Wikis. Two major advantages of wikis come
to mind. First, wikis capitalize on crowdsourcing, which
can be defined as the practice of tapping into the combined
knowledge of an online community to solve problems and
complete assignments. Second, working on the same content
jointly eliminates the infamous problem of version confu-
sion. Most wikis store all changes and intermediate versions
of files, so that users can return to a previous st