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MeTor0 KOHCHEKTy JeKLId € O3HAaHOMHUTHU CTYIEHTIB 3 TEOPETUYHUMU
OCHOBaMH [IIJIOBOi KOMYHIKaIlii i1HO3€MHOI0 MOBOIO, HAJaTH CTYJAEHTaM JOMOMOTY
IpH MiJATOTOBII A0 MPAKTUYHUX 3aHATh 3 KypCy, aKTUBI3yBaTU CaMOCTIHHY poOoTy,
00 chopMyBaTH y HUX CTIMKI HABUYKH 1 BMIHHS YCHOTO 1 NMHUCEMHOI'O JI1JIOBOTO
CHOUIKYBaHHS B CHUTyaliax mpodeciitHoi chepu  AISUIBHOCTI  €KOHOMICTIB-
MDKHApOJIHUKIB. 3ampollOHOBaHI TeMH JIeKIid KopemwowTs 3 IIporpamoro,
Bi100OpakaroTh OCTaHHI BITYM3HAHI 1 3apyO1KHI TEOPETUYHI HAIPAIIOBaHHS B raiysi
JIJIOBOTO  CIUIKYBaHHsS, BpPaXOBYIOTh HOBITHI MAXOAU J0 3a0e3ledeHHs
KOMYHIKQTUBHOTO CHPAMYBaHHS HaBYAJIbHO1 A1SUTBHOCTI.



Module 1. CORE CONCEPTS IN BUSINESS COMMUNICATION
Topic 1. Basics of business communication

PLAN.

Communicating as part of a business.

A communication model. The components of commuroocat
Strategies for effective oral communication. Bagi® communication.
Peculiarities of written communication in business.

Ethics in business communication.

abrONE

1. Communicating as part of a businesEffective communication skills will help you
succeed in business. Communication means the egehah ideas using common
symbols. You communicate only when your audiencéewstands your message —
communication is a two-way street. Becoming a gbodiness communicator takes
practice, but it's worth the trouble.
When are managers and other employees communieatiingn they are reading reports,
drafting email messages, attending meetings, cdimducenterviews, conferring with
subordinates, holding business lunches, readindgj diatating correspondence, making
presentations, etc. Good communication skills aueial to your success.
Communicationis the means by which information is shared, ato#isiare coordinated,
and decision making is enhanced.
Communicationis the process of sending and receiving verbalreomyerbal messages —
sometimes through spoken or written words and somest through such nonverbal
means as facial expressions, gestures,, and voalies.
Typical characteristics of business communication:

e itis written for an audience who will find the armation useful;

* it is written under time and money constraints;

» it often has more than one purpose;

* tone and attitude towards the reader is as impbasthe information conveyed.

2. A communication model. Two basic elements are necessary before an
communication transaction can take place: a seaddra receiver. The channel is the
means by which the message is transmitted. Feedbable response or lack of it. The
filter is the total of the communicator’'s experieacdeading up to the communication.
Noise is anything that interferes with the freenlof information.

The components of communicatioconsist of the stimulus, filter, message, mediuma a
destination. Ideally, the process ends with feekllbache sender. Atimulus is an event
that creates within an individual the need to comitate. Our knowledge, experience,
and viewpoints act as fdter to help us interpret (decode) the stimulus. Wenfdate
(encode) a verbal or nonverbal responsedsage)to the stimulus. To transmit the
message to the receiver we must choosedium, or the form of message to send. The
message reaches dsstination and, if successful, is perceived accurately byréoeiver.
Decoding and encoding a message causes a loudiésin business communication.



« Denotation (dictionary meaning of the word) androatation (the meaning people
attach to the word).

» Cognitive dissonance.

» Cultural differences.

3. Strategies for effective oral communicationVerbal communication is composed of
words — either written or spoken. When managemndtimeetings, ask questions and
answer colleagues’ questions, make presentatiods agpraise performance, handle
customer complaints or give instructions — they eamicate and perform one of the most
common functions in business activity.
» Advantages of oral communication over written comioation.
» The importance of listening skills for effectiveabcommunication.
Directions of communication.Communication must flow freely through formal and
informal channels. The formal communication netwooksists of the following:
* Downward communication.
* Upward communication.
* Horizontal communication.
» Cross-channel communication.
The informal communication network consists of fibléowing:
* The grapevine.
» Advantages and disadvantages of the grapevine.
Pay attention to your audience. Remember:
* translate technical terms;
» adjust the amount and tone of information,;
* give answers to the following questions:
- Who is your audience?
- What information do they already have?
- How much information do they need?
- What technical information do they understand?
- What is their attitude toward your information?
- What is your relationship to your audience?
- What actions do you want your audience to taka @sult of your message?
Barriers to communication can create an impenadrdirick wall” that makes effective
communication impossible.
Verbal barriers:
» |nadequate knowledge or vocabulary;
» Differences in interpretation;
» Language differences;
= Qver abstraction and ambiguity;
» Polarization (i.e., inappropriatther/orlogic).
Nonverbal barriers:
» Inappropriate or conflicting signals;
= Difference in perception;



» |nappropriate emotions;
» Distractions.

4. Peculiarities of written communication in businags. Writing is more difficult than
speaking. Writing is crucial to the modern orgati@a because it serves as the major
source of documentation. Examples of written comication include emails, memos,
letters, reports, contracts, notices, sales lieeatetc. Also a crucial skill for managers
around the world is the ability to write clearlypegssed and logically argued reports,
letters, fax messages, minutes of meetings, andom@ma in English. The task is to
develop writing techniques in order to make thettemi transfer of this information as
smooth as possible, leaving no possibility thatréeaer might miss or misunderstand any
facts or points. When writing business documentsdnthe rules of sending information
directly and indirectly:

» Put your main idea up front.

« Concentrate on one or two subjects.

» Use emphasis and subordination of ideas.

« Explain terms.

» Use examples to explain.
Writing is a series of steps:

* Planning - 40 per cent of your time.

* Writing a rough draft - 20 per cent of your time.

* Revising your message - 40 per cent of your time.
Consider other ideas concerning writing process:

» Gather information before you begin writing.

» Revision - you can get down to details. Look atlifgepicture first.

« Consider the “you” attitude.

» Look at your paper personality.

» Consider the design of your layout.

* Proofread your message.

5. Ethics in business communicationThe matter of ethics governs not only one’s
behavior but also one’s communication of behavioother words, how we use language
involves ethical choices. Consider the following:

» Oral and written defamation (slander and libel).

* Invasion of privacy.

* Fraud (making a deliberately false statement ocealing some information).

» Misrepresentation (a false statement made inngcerith no intent to deceive the

other party).

» Other ethical considerations.
The matter of ethics governs not only one’s behabig also one’s communication of
behavior. In other words, how we use language wregkthical choices.
Six basic principles of business ethics:

1. Beintime.



Be discreet.

Be courteous, pleasant and positive.

Be concerned with others, not just yourself.
Dress appropriately.

Use proper written and spoken language.
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Module 1. CORE CONCEPTS IN BUSINESS COMMUNICATION
Topic 2. Writing with style
PLAN.
1. Style as the way to express an idea.
a) Adaptation and word choice.
b) Developing logical paragraphs.
c) Writing a complete message.
2. Overall tone and readability.
a) What do we mean by tone?
b) Keeping emphasis on the reader.
c) Effective document design.
3. An overview of the writing process.
a) Planning.
b) Drafting.
c) Revising.
d) Formatting.
e) Editing.
4. Different types of business letters.

1. Style as the way to express an idedio have style the complete message should b
readable, with clarified relationships among thetseces, concise, familiar language, and
ideas presented in logical order. By style, we ntbanway in which an idea is expressed.
A written message with a good style is consideceldet readable: it clarifies relationships
among the sentences, uses concise and familiandgeg presents ideas in logical order.
While writing the first draft of a message, you glibbe more concerned with content
than with style and mechanics — spelling, punctumatiabbreviations, capitalization,
number expression, and word division.

Adaptation and word choiceAdaptation in writing means a process of fittinge t
message to the specific reader or audience. Intiadajp multiple readers you need to
write to the lowest level you need to reach. Tin&t tep in adapting your message to the
reader is forming a mental picture of what the ezaid like. Adapting to the reader
supports the use of a writing style that stresseplity in word choice.

Building your business vocabulary is a big job. Yook at the meanings of frequently
occurring words in different subject areas in thentext of real examples from
newspapers and business books. You then go omptg apd develop your knowledge of
meaning and usage in specially designed languagatias to enrich your knowledge of
key business vocabulary and how to use it in dsogscurrent business topics.



Each language activity gets you to do one of thieisgs, or a combination of them:
* Find a word missing from a number of different es.

« Think about words and their meanings by puttingrtiveto an overall context.
* Match words to their definitions.

« Match sentences to take meaning, context, and gaanmo account.

» Re-order sentences and paragraphs to build logidalleloped texts.

» Look at networks of meaning, reusing the key vo&atywof the chapter.

» Test your knowledge of meaning and spelling of vsord

Individual words are our basic units of writing,ettbricks with which we build

meaningful messages. The care with which we saledtcombine words can make the

difference between a message that achieves itstodgeand one that does not. The given
below principles of word choice will help you writeore effectively.

1) Write clearly. You can achieve clarity by making uyomessageaccurate and
complete by using familiar words, and byavoiding dangling expressionsand
unnecessary jargon

2) Prefer short, simple wordShort and simple words are more likely to be understood.
less likely to be misused, and less likely to distithe reader.

3) Write with vigor (i.e., with mental or physical strgth; energy). Vigorous writing
holds your reader’s interest. Vigorous writing tentb lend vigor to the ideas
presented. Vigorous languagesgecific and concrete Avoid clichés, slang, and
buzz words(used to impress other people).

4) Write concisely. Avoidredundancy, wordy expressions, hidden verbs and nos,
and other “space-eaters.”

5) Prefer positive language. Words that create aipesinage are more likely to help
you achieve your objective than are negative words.

Writing effective sentenced\ sentence has a subject and predicate and ergrasteast
one complete thought. Sentences vary widely irest@ngth, and effect. They are also
very flexible to express different ideas and empeadifferent points. To build effective
sentences, follow some rules:
1) Use a variety of sentence types. There are threg Is®ntence types which are
appropriate for business writing. ?dmple sentencecontains one independent clause.
A compound sentencecontains two or more independent clauses.canplex
sentencecontains one independent clause and at least ependent clause. The
dependent clause providgsbordinatenformation related to the independent clause.
2) Use active and passive voice appropriately. Inatieve voice the subjecperforms
the action expressed by the verb. In plassive voicethe subjecteceivesthe action
expressed by the verb. Use active sentences motsteofime in business writing.
Passive sentences — when conveying negative infanma
There are some linguistic guidelines to develofisstor writing sentences:
« Limit a sentence to a single statement of factrar idea.
» The optimum sentence length is approximately twerdgds.
* Ensure that your sentences are properly linked.



» Check your pronouns and prepositions.

« Make a conscious choice between using active @iy@asentences.

» If you are not fully satisfied with a sentence, riéggvit completely.

» Reread everything you write, with the aim of renmgvambiguities.

» Learn to identify and avoid verbiage, jargon, cimboicution, clichés and slang.

» Check the word order of your sentences.

» Check all tenses and subject/verb agreementsjrgpatd punctuation.
Developing logical paragraphsA paragraph is a group of related sentences tleasfon
one main idea. The main idea is often identifiedhae first sentence of the paragraph,
which is then known as ®pic sentenceThe body of the paragraph supports the main
idea by giving more information. Paragraphs musubiied and coherent, be stated in
parallel structure, and be of an appropriate lengiere are some rules to follow:

1) Keep paragraphs unified and coherent. A paragraghumity when all its parts work
together to develop a single idea consistently #&wgically. A paragraph has
coherencewhen each sentence links smoothly to the sentdyefese and after it. The
major ways to achieve coherence are to use tranaltwords, repeat key words and
ideas.

2) Use parallel structure. Parallel structure smooliiiks ideas and adds a pleasing
rhythm to sentences and paragraphs, thereby emugaccherence.

3) Control paragraph length. Most paragraphs of gagdness writers fall into the 60- to
80-word range — long enough for a topic sentencd thimee or four supporting
sentences. Thus, your purpose and the needs of ngader should ultimately
determine paragraph length.

Writing a complete messagake into account the abovementioned principleshobsing

the right words, composing proper sentences andbicwng them into logically structured

paragraphs. When producing a business documenyahmato apply the techniques of

formal style: avoid redundancy; never use wordsatiy to conversation when more

formal words can be employed; remember that theipasoice helps to focus from the

writer to the message; for expressions of formanpid the use of personal pronouns;
never contract two words by using the apostrophejaen abbreviations or technical

words. The business text must therefore be easdyqaickly read and its message must
be understood exactly as intended.

Remember the following rules for creating an effest business message:

» keep it simple

* make it concise

* be sure it’'s complete

 think of your reader first

* run your spell-check program

» proofread

2. Overall tone and readability. What do we mean by toneHaving chosen the right
words to construct effective sentences and themnpasombined these sentences into
logical paragraphs, we now examine the tone ofcthraplete message. Tone in writing
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refers to the writer’s attitude toward both thederaand the subject of the message. The
overall tone of your written message affects y@aader just as your tone of voice affects
your listener in everyday exchanges. The businedgsrvghould strive for an overall tone
that is confident, courteous, and sincere; thatsusenphasis and subordination
appropriately; that contains nondiscriminatory laage; that stresses the “you” attitude;
and that is enhanced by effective design. Remethledollowing:
1) Write confidently.Confidence has a persuasive effect on your audidhgou believe
in what you have written, write in such a way thaitir reader will also.
2) Use a courteous and sincere tonk.builds goodwill for you and your organization
and increases the likelihood that your messageaeilieve its objective.
3) Use appropriate emphasis and subordinatidret your reader know which ideas you
consider most important. To do so, use approptesieniques.
4) Use nondiscriminatory languageCompetent communicators make sure that theil
writing is free of sexist language and free of hased on such factors as race, ethnicity,
religion, age, sexual orientation, and disability.
Keeping emphasis on the readefrhe style and tone must match the message and i
reader. It is therefore important for you to beeald analyze your relationship with your
reader(s) and then to choose the appropriate |gegarad tone for your message.
Stress the “you” attitudeThe“you” attitude emphasizes what threceiver(the listener
or the reader) wants to know and how he or she bell affected by the message.
Emphasize how theeader will benefit from doing as you ask. In some siioas,
however, you may want to avoid focusing on the eeathese situations all involve
conveying negative information.
Effective document resignThe physical appearance of your document also taffec
readability. Contemporary word processing software makes ¥ &aswriters todesign
their documents for maximum impact and effectivenéhere is no denying that an
attractively formatted document, with legible typed plenty of white space, will help
you achieve your communication objectives.
Design your documents for readabilityThe termreadability refers to the ease of
understanding a passage based on its style ohgiréind physical appearance. The most
important design guidelines can help you achieygarhand readability:

« Keep it simpleUse a simple, clean, and consistericfienoBarensusriii] design.

» Use white space to advantage.

» Select a suitable line length and type size.

« Determine an appropriate justification format /lergin/.

« Format paragraphs correctly /single spacing — itidgrhe first line/.

« Emphasize words and ideas appropriately /largee tsige, boldface lettering,

italic type, underlining, solid capitals/.

» Format lists for readability /numbered or bullelists/.

» Use graphics only when they help you achieve yeport objectives.
The more familiar you are with basic stylistic miples, the easier it will be to write your
first draft and the less editing you will need toldter.



3. An overview of the writing processThere is no single “best” writing process. In fact,
good writers develop their own process that siigsrtown ways of tackling a problem.
But competent communicators typically perform tbkofving five steps while writing:
Planning a message for your intended audience is a majbropgour writing process.
Planning involves making conscious decisions allo@itpurpose, audience, content, and
organization of the document. Many business messagee more than one purpose. The
purpose should be specific enough to serve asdstyek for judging the success of the
message. Start with a general purpose and therer#finto a specific one. The specific
purpose should indicate the response desired fnemeiader.
To perform an audience analysis means that youldhdentify the interests, needs, and
personality of your receiver.
 Who is the primary (the person whose cooperatioorugial if your message is to
achieve its objectives) and the secondary audiétbers who will also read and be
affected by your message)?
* What is your relationship with the audience?
* How will the audience react (reaction — positiveytnal, negative)?
* What does the audience already know?
* What is unique about the audience?

The role of persuasion in communicatindgevery document you write seeks to persuade -
through credibility, emotion, or logic. Your abylito persuade ultimately determines the
degree of success or failure that you will achielre.his work Rhetoric, Aristotle
identified three methods by which people can beymeted:Ethos,an appeal based on
credibility; Pathos,an appeal based on emotion; dmmbos,an appeal based on logic.
These methods remain relevant also today.

Content. The next step is to decide what information to udel. The trick is to include
enough information, yet to avoid including irrelevamaterial. Different writers use
different methods for identifying what informatiois needed. Useful strategies —
brainstorming and mind mapping or clustering.

Organizationdetermines in what order to discuss each topice Basir organization on
the expected reader reaction. Useful strategies:

» group related ideas,

» differentiate between the major and minor points

» choose direct or indirect approach.

Having now finished planning, you are finally readybegin drafting a message.

Drafting presupposes composing a first draft of the messéme needn’t write the parts
of a message in the order in which they will figadlppear. Begin with the easiest parts.
To have creativity and concentration on the procésirafting and to increase the ability
to focus on the writing process apply the followsttategies:

» Choose the right environment.

» Schedule a reasonable block of time.
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« State your purpose in writing.

« Engage in free writing (write continuously for fite ten minutes without stopping).
» Auvoid the perfectionism syndrome.

e Think out loud.

» Write the easiest parts first.

Separate the drafting stage from the revising lexthey involve two separate skills.
Revising. Here you pay attention toontent, style, and correctness You modify a
document to increase its effectiveness. When yowgen to details you should look at
thebig picturefirst:

* Have you met your planning goals elated to audigmegose, and organization?

» Is all the information covered?

* Is the message clear?

Then consider the “you” attitude:

* Have you put the reader first?

* Is you style appropriate for the reader?

Look at yourpaper personality

* Do you use too many or wrong words?

* Does your style sound like a person?

Formatting. The document should be arranged in an appropioateat. No one format
for any type of business document is universallgepted as standard. The important
point is to use the format that is appropriatedach specific message — a letter, a memo
an email.

Proofreading (editing)means that the document should be revised to clueatontent
and different errors: spelling, punctuation, agreetrof subjects and verbs, nouns and
pronouns.

Thus, we have considered the major items devoteldetproblem of writing all business
documents with style. Following the abovementiogedielines will make your writing
effective and efficient. Thus we can conclude thali-written letters can go a long way
to build relationships, assist others in solvinglpems, ease tense situations, clarify or
verify important information, and motivate otheosact.

4. Different types of business lettersA requestis routine if you anticipate that the
reader will readily do as you ask without havingbt® persuaded. The letter of inquiry
should make absolutely clear the information wankeshould leave no possibility of the
recipient’s having to write to ask for explanatimnextension of any of its parts. It should
be as brief as is in keeping with courtesy anditglalf it relates to matters of no interest
to the recipients, a stamped addressed envelopddshe enclosed for reply. Remember:
» Major idea first. When making a routine request, present the mdga + your request —
clearly and directly in the first sentence or two.
» Explanation and detailsExplain why you are making the request. Includg a@eded
background information or details.
* Friendly closing.
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A reply provides the information requested in the originessage. Like the original
request letters, replies are organized in a dioeganizational style, putting the “good
news” up front. All inquiries should be answeredgrethose that, for some reason, cannot
be given a complete response. An inquiry indicatesrest of the writer in the company
or its products, so an inquirer is a potential cosr. The inquiry reply should not only
increase that interest, but also inspire the irguio action. Thus, one who receives an
inquiry should reply promptly unless it is a typeimquiry out of keeping with business
ethics. Even when the matters of inquiry are ofrerest to the recipient, he should give
the information as courteously and as fully a$ mheant material profit to him. He should
give not only complete information for every detiithe inquiry but also should give any
additional information which the writer feels woulthke clearer the information desired.
In short, the writer should write just the kindreply he should wish were he the inquirer.
An inquiry reply should begin by thanking the readeknowledging the interest in your
company and end by offering further assistance t+ @NLY if you actually want
additional inquiries from this person. And finathanswer promptly.

A claim letteris written by the buyer to the seller, seeking sdype of action to correct a
problem with the seller's product or service. Airlaletter differs from a simple
complaint letter in that it requests some typedyfistment (such as repairing or replacing
the product). Write your claim letter promptly. Bmurteous and avoid emotional
language. A letter of complaint or claim should @& be courteous, dignified, and fair. It
should state exactly the cause for complaint aralishoutline clearly the reasonable
adjustment expected. If you want to write a letiecomplaint, do not delay and do not
apologize; delay not only weakens your case, butcoanplicate the matter as the people
you are dealing with might forget the details. Aqpking for the need to complain also
weakens your case. If you complain, make sure wwyagur facts right. The complainant
who imputes blame or becomes sarcastic or abusilye emphasizes his own lack of
refinement and makes less probable the adjustmendeleks. If the writer gives the
impression that he knows that he is dealing withbséhwho are absolutely honest and
eager to make any reasonable adjustment, he Wdlbisefail to get satisfaction. If he has
had previous satisfactory dealings with the compayis well to mention it to
substantiate his expressed confidence. It wouldamainworthy company indeed that
would not respond favorably to such a complaint.

An adjustment letteiis written to inform a customer of the action take response to the
customer’s claim letter. If the action taken is wiiee customer asked for or expected, a
routine adjustment letter using the direct orgamral plan would be written. The
writing of the letter of adjustment calls for diptacy. If you have to answer an
unjustified complaint, be polite and restrainedd aemember that we can all make
mistakes. Those who write letters of complaint oft® so while they are angry or in a
disagreeable mood, but those who answer them shilous in such a way as to allay all
il feeling. Even when the complainant is most @s@nable and abusive, a reply showing
courtesy and fairness is usually most effectiveeWhreplying to letters of complaint it is
necessary to acknowledge that you have receivedamplaint, and thank your customer
for informing you. Sometimes you cannot deal witlc@nplaint immediately, as the
matter needs to be looked into. Do not leave yostamer waiting, but tell him what you
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are doing straight away. If the complaint is justif explain how the mistake occurred but
do not blame your staff. Put matters right as sa®possible and tell your customer that
you are doing so. If you think that the complastnjustified, you can be firm but polite
in your answer. The structure of such a letterudek the following:

e Overall tone.

* Good news first.

« Explanation.

» Positive, forward-looking closing.
A goodwill messagés one that is sent strictly out of a sense oflkass and friendliness.
To ensure that your goodwill messages achieve thesired effect, follow these five
guidelines:

* Be prompt.

» Be direct.

» Be sincere.

» Be specific.

» Be brief.
The letter ofintroduction is used to introduce two of the friends or acqtaioes of the
writer. It may be given for either business or abceasons, but it should never be given
except in all seriousness. One should never givettar of introduction for business
purposes unless one is absolutely sure of theyahilid integrity of the person introduced.
It would be much better to refuse to give the letitan to give less than full approval of
the person or to run the risk of introducing oné¢ thmroughly competent and reliable.
The message should be simple and as brief as isistent with completeness and
courtesy. The letter, delivered in person by the mtroduced, should be enclosed in an
unsealed envelope, bearing in proper position #raenand full address of the one for
whom it is intended and in the lower left-hand @rthe words introducing the person.
Congratulatory messagesr notes should be sent for major business acherts. To
write a letter of congratulation is one of the b&ays to promote good will. The occasion
may be a promotion, a new appointment, the awaranolhonor, the establishment of a
new business, success in an examination, or evearaage or a birthday. Whatever the
occasion, your letter is sure to be well receivikdnay be either short and formal or
conversational and informal, depending on the omstiances and the relationships
between you and your reader. A short, straightfodwketter is usually all that is
necessary. Between persons in business, lettersngfratulation sent to mark the award
of a public honor need as a rule be only shortfandal. Courtesy requires that letters of
congratulation should be acknowledged. Like letteak condolence, letters of
congratulation should never be written on somedsesbehalf.
Thank-you notesor appreciations, especially handwritten, areroftelued more than a
monetary reward.
Sympathy notesor expressions of condolence to a person who kperienced pain,
grief, or misfortune are especially difficult toiter but are also especially appreciated.
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Module 2. WRITING BUSINESS DOCUMENTS
Topic 3. Writing routine messages

PLAN.
1. Planning the routine and persuasive messages.
2. Common types of routine messages.
3. Design and style of business letters.
4. Accessing and sharing electronic messages.
5. Using modern technologies in business communication

1. Planning the routine and persuasive messag@dere are business letters appropriate
to all phases of business; therefore it would Ineoat impossible to classify all types of
the business letter. Most of the typical managet®respondence consists of
communicating about routine matters.

When we convey routine information and are surd tha reader will probably be
interested in its contents, we useéiect organizational planthe main idea is stated first,
followed be any needed explanation, then a friemtthging. Using direct organizational
plan, when you put the major news first, saves thader time. Theindirect
organizational plan in which the reasons are presented before thernaga, is often
used for persuasive and bad-news messages.

Persuasionis the process of motivating someone to take aisp@ction or to support a
particular idea. Persuasion motivates someone ltevieesomething or to do something
that he or she would not otherwise have done. Thessuasion is necessary when the
other person initially resists the efforts. A pesive writing requires careful planning;
you need to define your purpose clearly and analgee audience.

The purposeof a persuasive message is to motivate the readsgree with you or to do
as you ask. Knowing your purpose lets you know viadl of information to include in
your persuasive message. The more you're ableamqte the features of your idea or
product as satisfying specificneed of your audience, the more persuasive yossage
will be. Use the “you” attitude to achieve the riesyou want. It means the following:

« Knowledge and attitude of the reader.

» Effect on the reader.

* Writer credibility.

2. Common types of routine messageslhe purpose of your message and your
knowledge of the reader will help determine the tenoh of your message and the
sequence in which you discuss each topic. In pengeidetters you should usesubject
line that doesn’t announce your purpose immediately.ofaning sentence should be
interesting enough to catch and keep the read@estn. The usual types of evidence
which will enable the reader to make an informedisien:

» Facts and statistics.

» Expert opinion.

« Examples.
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Ignoring any obvious obstacles to granting youuesq would provide the reader a ready
excuse to refuse your request. Make the specitiorathat you want clear and easy to
take.

Next we’ll consider specific strategies and exampier selling an idea, requesting a
favor, and writing a persuasive claim.

Selling an idea.On the job you will frequently write messages @m&ipg one alternative
over another, suggesting a new procedure, or inesother way recommending some
course of action. Organize such messages logicstiigying what the problem is, how
you intend to solve the problem, and why your sofuts sound.

Requesting a favorA request for a favor differs from a routine resua that routine
requests are granted almost automatically, whdesass require persuasion, because the
reader gets nothing tangible in return. Discusle@$t one reader benefit before making
your request. Keep a positive, confident tone thhmut, and make the action clear and
easy to take. Keep your request reasonable.

The letter ofrecommendationmay be either personal or general. The persompa ity
addressed to some person or firm by some writer iwhecommending someone for a
position. It may be written at the request of tine @eeking the position or in answer to
inquiry of the prospective employer. It should golefinitely and clearly the information
which would help the employer most in determinirgg tapplicant’s fithess for the
position. There should be no vague statements aralar-stressing of good qualities to
make the applicant seem super-human. The gengral dff recommendation, which is
placed in the hands of the one recommended, isnooh in favor at present and does not
carry much weight because the tendency of the wiste®o give only favorable facts. The
employer of today prefers to send a questionnaireferences furnished by the applicant.
In this way he gets information which might be dedt from the regular letter of
recommendation. Of course, he interprets failure aofreference to answer the
guestionnaire or any item of it as unfavorableh® ¢andidate.

The goal of youpersuasive claim letteis not to vent your anger but to solve a problem.
And that is more likely to happen when a calm aghese prevails. For that you will
need to explain in sufficient detail precisely whia problem is, how it came about, and
how you want the reader to solve the problem.

Writing a sales letterMuch of a company’s sales effort is accomplishedugh the
writing of effective sales letters — either indivad letters for individual sales or form
letters for large-scale sales. The indirect orgational plan is used for sales letters. It is
sometimes called th&IDA plan, because you first gain the readattention then create
interestin anddesirefor the benefits of your product, and finally nvatieaction

Selecting a central selling themé&.our first step is to become thoroughly familiarthvi
your product, its competition, and your intendedliance. Then, you must select a
central selling themefor your letter. Two means of achieving emphasespasitionand
repetition

Gaining the reader’s attentionA reply to a request for product information from a
potential customer is calledsmlicited sales letter An unsolicited sales letter,on the
other hand, is a letter promoting a firm’s produitiat is mailed to potential customers
who have not expressed any interest in the proéiactopening sentences you may use a
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rhetorical question, a though-provoking statemant,unusual fact, a current event, an
anecdote, or a direct challenge. This techniqué mike the opening of a sales letter
interesting, short, and original. Nevertheless, idviorelevant, obvious, or timeworn
statements.

Creating interest and building desiréf your opening sentence is directly related toryou
product, the transition to the discussion of feaguand reader benefits will be smooth and
logical.

* Interpreting features.

» Using vivid language.

» Using objective, ethical language.

» Focusing on the central selling theme.

» Mentioning price.

» Referring to enclosures.

Motivating action. Although the purpose of your letter should be apparight from the
start, delay making your specific request untiélat the letter — after you have created
interest and build desire for the product. Thertestdne specific action you want.
However, make your push for actigently Use confident language when asking for
action.

Thus, we can see that the ability to write persugdgiis crucial for success in business.
To write persuasively, you must overcome the réadaitial resistance, establish your
own credibility, and develop an appeal that meeteed of the reader. You must also
become thoroughly familiar with your reader so thati can translate the advantages of
your idea or the features of your product into gpereader benefits.

3. Design and style of business letter&orrespondence is essential in establishing anc
confirming transactions in commerce, because lecef you or your business. Therefore
what is written and how it is expressed is muclad pf a business education.

1. Sender’s addresdt is not usual to write the sender’'s name befbeesender’s address.
2. Date. The date is written below the sender’s addresseimes separated from it by a
space.

3. Inside (or receiver’s) addresslhis is written below the sender’s address andhen
opposite side of the page. Courtesy titles usedidresses are as follows:

o Mr (with or without a full stop) — for a man

e Mrs — for a married woman

e Miss — for an unmarried woman

e Ms — for both married and unmarried woman

* Messrs — for two or more men, but more commonlynfopart of the name of a firm
(Messrs Collier&Clerke&Co).

4. Order of inside addressAfter the name of the person and/or company reugithe
letter, the order and style of addresses in thad &s follows:

* Name of house or building;

* Number of building and name of street, etc.;

* Name of town or city and postcode;
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* Name of country.
If punctuation is used, each line of the addredsllewed by a comma, except the last
line. But majority of firms now use open punctuatioe. without any commas.
5. ‘For the attention of’. An alternative to including the recipient’s nanreposition in
the address is to use an “attention line”.
6. Salutations:

Dear Sir opens a letter to a man whose namealo not know.

Dear Sirs is used to address a company.

Dear Madam is used to address a woman,h@hesingle or married, whose name
you do not know.

Dear Sir or Madam is used to address aopers whom you know neither the name
nor the sex.

Note that in the USA a letter to a compasyally opens with Gentlemen, followed
by a colon, not with Dear Sirs.
7. The body of the letterThis may be indented or blocked. It is usual svéea line space
between paragraphs in the body of the letter;aflitocked style is used, this is essential.
8. Complimentary closedf the letter begins Dear Sir, Dear Sirs, Dear Btadr Dear Sir
or Madam, it will close with Yours faithfully. Ifhe letter begins with a personal name —
Dear Mr James — it will close with Yours sincerely
Avoid closing with old-fashioned phrases.
The comma after the complimentary close is optional
Note that Americans tend to close even formal ietteith Yours truly or_Truly yours,
which is unusual in the UK in commercial correspemck. But a letter to a friend or
acquaintance may end with Yours truly or the caBest wishes.
9. Signatures.Always type your name after your handwritten stgnaand your position
in the firm after typed signature.
10. References. References are quoted to indidaa¢ thve letter refers to (your Ref-) and
the correspondence to refer to when replying (Gefj R
11. Per pro. The term_per pro (p.p.) is sometimes used in sigea and means for and
behalf of .
12.Enclosures.Many firms write Enc. or Encl. at the bottom oétletter if these are any
enclosures and list the number of documents.
13. Private and confidential!' This phrase may be written at the head of there#nd
more importantly on the envelope, in a case thaesletter is intended only for the eyes
of the named recipient.
14. Subject titles.Some firms open their letters with a subject tittas not necessary to
begin the subject title with Re:
15. Copies.C.C. is written usually at the end of the lette@hen copies are sent to people
other than the named recipient.
16. Addressing envelope€nvelope addresses are written in a similar wayngide
addresses, but for letters in or going to the W€, jostcode is usualyritten on a line by
itself at the end of the address, and the nametbf the town andhe country are written
in capital letters.
Now let's consider thetylefor writing business letters.
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1. The length.The length of the letter depends on the subjedhefletter. The right
length includes the right amount of information.uy detter should be neither too long nor
too short. It is better to include too much infotioa than too little. Your reader cannot
read your mind.

2. Order and sequenceYour letter should make all the necessary points ilogical
sequence, with each idea or piece of informatiakitig up with the previous one in a
pattern that can be followed.

3. Planning your letter.The way to get the right amount of information ouy letter, and
to get it in the right order, is by planning yoattér in advance.

a) First paragraph

The first sentence or paragraph of a letter isngportant one since it sets the tone of the
letter and gives your reader his first impressibyon and your company.

b) Middle paragraph

This is the main part of your letter and will contehe points that need to be made,
answers you wish to give, or questions you waiatsta

c) Final paragraph

When closing the letter, you should thank the pefeo writing, if your letter is a reply
and if you have not done so at the beginning. Eragmi further enquiries or
correspondence.

4. Style and language.

a) Simplicity

b) Courtesy

c) ldioms and colloquial language

5. Clarity. Confusion in correspondence often arises throutgitka of thought and care,
and there are a number of ways in which it can aapp

a) Abbreviations

b) Figures

c) Prepositions

6. Accuracy.Careless mistakes in a letter can create a badession on your reader.
Spelling, punctuation, and grammar should all becklkd carefully.

4. Accessing and sharing electronic messagé&snail may be your most frequent form
of written communication on the job. Email is a sege sent both internally and
externally through computers. It is a fast and pesive way to communicate and a less
formal method of correspondence. There are us@igltyparts toan email messagethe
sender’s name, the date and the time, the addfélss person receiving the message, the
subject, and the message. Follow the rules of etigsuggested below.

The Good E-mailer The Bad E-mailer
+ Keeps messages short. % Writes too informally.
+ Presents information clearly with bullet points % Writes in capitals for effect.
« Enters a precise subject in the subject box. % Sends huge attachments.
« Doesn't over-use the reply function. % Loves abbreviations / symbols.
+ Checks their mail box at least three times daily. <+ Uses e-mail to avoid phoning.
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+« Limits personal mail and small talk. % Sends offensive material.
« Gives people time to reply. % Prints every e-mail.

« Doesn't forward mail without thinking.

+ Creates a filing system for mail attachments.
+ Reports offensive mail.

+ Adds key information in the e-mail signature.
+ Never abuses the system for private messages.
+« Thinks twice about attaching very large files.
+ Telephones if an immediate answer is required.
+ Keeps address book up-to-date.
+ Is professional at all times.

5. Using modern technologies in business communican. The Internet gives us an
access to information stored in thousands of coerputorldwide and provides us with
the ability to chat with anyone around the globeaay hour of the day. Much of the
information we need is too new and more current {ranted databases because they are
updated weekly or monthly. Finally, electronic detses are extremely flexible,
economical, and easy to use. A mailing list is scdssion group in which messages are
sent directly to members via email. A newsgrou@ discussion group in which messages
are posted at the newsgroup site.

Browsing and searching the internefThe massive amount of information available on
the Internet is not neatly and logically organiZed easy search and retrieval. Don't
believe everything you read! You are responsibletifie@ quality of retrieved from the
Internet information you include in your correspende, reports, and presentations. You
will often incorporate the information you acce$sceonically into your own electronic
communications — correspondence, reports, phote eald the like.

Fax communication. Fax machines are fast, inexpensive, easy to usk,amailable
worldwide. In addition, personal computers with fasodems allow computer users to
send and receive documents through their persongbaters. Follow these guidelines:

» Always use a cover sheet when you send a fax.

* Ensure that the document to be faxed is legible.

» Be mindful of the cost of faxing.

* Be courteous.

Groupwareis a form of software that automates informatibarsig between two or more
remote users and enables them to communicate @iezitly and coordinate their efforts
easily. For example, groupware can function quffecéively for editing team writing
projects.

Teleconferencing and videoconferencing. teleconference is a meeting of three or more
people, at least some of whom are in differenttiooa, who communicate via telephone.
A videoconference is an interactive meeting betwewam or more people using video
linkups at two or more sites.
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Module 2. WRITING BUSINESS DOCUMENTS
Topic 4. Writing bad-news messages

PLAN.
1. Negative business situations.
2. Planning the bad-news messages.
3. Psychological reasons for indirectness.
4. Bad-news replies and announcements.
5. Handling negative and sensitive information.

1. Negative business situation§Some common negative or sensitive situationsdabetir

in business are refusals, adjustments and clairdsy @roblems, personal problems, etc.
The basic skill of a good communicator is the skillsay no without actually saying so.
Saying “thanks, but no thanks” (TNT in brief) mayild goodwill and preserve potential
customers for your business.

Order. The letter ordering goods should be made so chesrit could not possibly be
misunderstood. It should be exact and completevaryedetail as to quantity, quality,
size, number, catalogue page and number, shape, aor, price of each, or other item
(e.g., sample of paper, cloth). If the buyer ispty transportation charges, he should
specify how the order is to be shipped — mail, egpy or freight — unless he leaves this
matter to the one who ships. Give complete instwastfor shipping. Printed order forms,
which have a date and a reference number that ghomuljuoted in any correspondence
connected with the definite order, may be used,ibwny case few words should be
written in addition to those giving the items an@@& instructions relative to the order.
Write each item on a separate line beginning atpmagraph margin. Also a covering
letter may accompany the order form as it allows ybe opportunity to make any
necessary points and confirm the terms that haee bgreed (for example, the terms of
payment, discounts, delivery dates, etc.). If payme enclosed, state the exact amount
and the form in which it is sent — stamps, curreratyeck, draft, or money order. An
enclosure should be clipped to the letter, andhm lbwer left-hand corner should be
written ‘Enclosure’. Orders should be acknowledgsdsoon as received. If there are
problems with delivery, tell your customer immedigitwhat you intend to do to correct
them. Apologize for the inconvenience. In caseunhing an order down, be polite, and
generalize the terms you use so that the custooes dot think this refusal only applies
to him or her.

When a thorough response to an incoming letter rbastlelayed, receipt of the letter
must be acknowledged. These acknowledgement ledtersalledstopgap lettersThey

let your customer know that the inquiry will not lgmored and that it will be responded
to as soon as possible. A stopgap letter informs ymstomer that you need time to
process the request. Necessary information or rakterfor example, may not be
immediately available. Or your company may have metcedures for responding to
certain inquiries. Credit applications and insugctaims, for instance, take time to be
processed. They are often answered promptly wstiopgap acknowledgement.
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AcknowledgementThe receipt of an order or a remittance should dden@wvledged at
once. If the acknowledgement is of order, it shaelér to the date of the order with other
definite reference to identify it clearly. Detaileaplanation should be given if there is
any delay in filling the order. If the order lackecessary details or specifications, the
writer of the acknowledgement should refer to th@ssion without showing impatience.
In short, the acknowledgement should reflect secgopreciation and should foster a
spirit of good will. An acknowledgement of remittan should be made promptly,
accompanied be receipted bill in case of final paytit should always express sincere
appreciation which encourages further businesticaR

Confirmations are routine for such businesses as hotels anéltemencies, but other
businesses may also need to send them. For exadugutgrs and repair services can
avoid wasted time by contacting patients and custena day or so in advance of
scheduled appointments. Such confirmations areiéeily made by telephone, but a form
letter or postcard also effectively transmits cleeorrect, and complete information,
particularly when the type of business requires Ioens of confirmations. As it is often
the case, however, a letter written to a specifdividual, can turn this customer into a
regular customer be adding a personal touch. Whaeaoeting an appointment, you should
say why you are unable to keep it.

Order problems fall into three main groups:

» Back orders.

* Missing information.

» Substitutions.

2. Planning the bad-news messagé.ike persuasive messages, bad-news message

require careful planning. Your purpose in writingoad-news message is twofold. To

communicate these goals, you must communicate yoessage politely, clearly, and

firmly. Sometimes you can achieve your purposeebetith a phone call or personal visit

than with a written message. Frequently, a writt&ssage is most appropriate.

Organizing to suit your audiencelhe reader’'s needs, expectations, and persoralsy

well as the writer’s relationship with the readewil largely determine the content and

organization of a bad-news message. Put yoursethenplace of the reader. Decide

whether to use the direct or the indirect plan. Eweer, messages written to one’s superior

are typically written in the direct style.

Direct plan — present the bad news immediatélge this plan when

1. The bad news can be considered routine.

2. The reader prefers directness.

3. The reader expects a “no” response.

4. The writer wants to emphasize the negative news.

5. The reader — writer relationship is at either axiee

Indirect plan — buffer the bad new3Nhen giving bad news to subordinates, customers

readers who prefer the indirect approach and reagrr don’t know, you will often want

to use an indirect plan. Auffer between the reader and the bad news that wilbvoll

lessens the impact of bad news and it should b&aletelevant, supportive, interesting,

and short. Ethical communicators use a buffer n@n attempt to manipulate or confuse
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the reader but in a sincere effort to help the eeadcept the disappointing information in
an objective manner.

Justifying your decision.For routine bad-news messages the reasons caalbyolre
stated concisely. Indirectly written messages, h@nerequire more careful planning.
Provide a smooth transition from the opening buéfied present the reasons honestly anc
convincingly. If possible, explain how the reasbesefit the reader. Show the reader that
your decision was &usinessdecision, not a personal one. Show that the reéquas
taken seriously, and don’t hide behind companycyoliThe reasons justifying your
decision should take up the major part of the ngessa

Giving the bad newsThe bad news is communicated up front in directiytten
messages. To retain the reader’s goodwill, stageltihd news in positive or neutral
language. When using the indirect plan, phraseb#itenews in impersonal language. In
this case the bad news will not be perceived arsopal rejection.

Closing on a pleasant noteEnd your message on a more pleasant note. Make yol
closing original, friendly, and positive. Avoid exfing again to the bad news.

3. Psychological reasons for indirectnesdndirect message softens the blow and can
prepare your audience for your explanation. When gefuse someone’s request, you
need to consider the human interaction that’s takiace. You need to say “no” tactfully.
Give priority to the priority to the human considgons of the situation. When writing a
bad-news message, your goal is to convey the bad aad, at the same time, keep the
reader’s goodwill. Depending on the individual amtstances, either the direct or the
indirect organizational pattern may be used tocteg@ idea, refuse a favor, deny a claim,
or present bad news about the organization itself.

Audience analysisin indirect messages, you need to prove your baf@e offering your
conclusion or action to allow the reader time toegt your point of view.

4. Bad-news replies and announcements.

a) Bad-news replies.

Rejecting an ideaA bad news message which rejects someone’s idpeoposal is very
challenging. Put yourself in the role of the persmaking the suggestion.

Refusing a favor.Many favors are asked and granted almost autortigitiddne type of
message written to refuse a favor depends on thecydar circumstances. Remember
that although the refusal itself might not lose tlkader's goodwill, a poorly written
refusal message might.

Refusing a claim.The indirect plan is almost always used when refyisin adjustment
request because the reader is emotionally involwethe situation. The tone of your
refusal must convey respect and considerationm®ictistomer — even when the customer
Is at fault. To separate the reader from the ré&flsgin with a buffer. Use impersonal,
neutral language to explain the basis for the efuSlose your message on a friendly
note.

b) Bad-News Announcements.

Bad news about normal operation#. the reader will not be personally disappointad i
the bad news, present it directly — in the firsiteace of your message, followed by the
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details. If you need to justify your bad news, whould present the reason for it — even in
a message written in a direct pattern. If the reawlest be persuaded of your bad-news
decision, use the indirect approach.

Another situation that calls for indirect organimat is one in which a change in
organizational policy will adversely affect. Wheealing with issues that are of such
personal interest to the reader, don’t hurry yoscussion. Deliberate use of language
does not manipulate the reader; it simply uses dmwmdan relations to bring the reader to
an understanding and appreciation of the writeo'sitpon.

Bad news about the organizatioftf. your organization is experiencing serious praoise
your employees, customers, and stockholders shmadthe news from you. Throughout
your message, choose each word with care. In gema@d using words with negative
connotations and emphasize those with positive a@tions. If the reader has already
learned about the bad situation in your compangmfodher sources, your best strategy is
to use a direct organizational pattern. If the ezad hearing the news for the first time,
you best strategy is to use the indirect pattesmgua buffer opening and stressing the
most positive aspects.

5. Handling negative and sensitive information.

A conventional outline for an indirect messagesisalows:

« Begin with a buffer to set up the situation.

Explain the problem.

Imply or imbed the negative message.

Get the necessary or desired action.

End on a positive tone.

How to convey negative information@se passive voice to describe problem areas rathe
than active voice, which places responsibility miomaly. Emphasize the positive side of
things. Tools of (1) emphasis and (2) subordinatieas follows:

(1) More words on the subject; active voice verbs; ggeaouns; bold print, lists,
headings.

(2) Fewer words; passive voice; general nouns; straigirative.

For emphasis use pronouns and people while forrdutaiion mention things, ideas.

Module 3. ORAL BUSINESS COMMUNICATION
Topic 5. Interpersonal communication in business pactice
PLAN
1. Communicating at work in a diverse environment.
2. Developing good listening skills.
3. Telephoning in business.
4. Nonverbal communication.

1. Communicating at work in a diverse environmentA team is a group of individuals
who depend on one another to accomplish a commyattoke. Successful interpersonal
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behavior in organizations depends on communicataridingness to work toward
openness, cooperation, trust, teamwork, and groopganizational goals.
e Teams versus individuals.
» The danger o$ocial loafing
The variables of group communication.
» Conflict. Groups can use conflict productively to generaig &@st ideas before
they are implemented. Conflict, then, is the essarigroup interaction.
« Conformity. It is an agreement with regard to ideas, rulegrimciples.
» ConsensusConsensus means reaching a decision that besttsettee thinking
of all team members. Consensus does not mean anmavote.
The initial group goalis to get to know one another. We cannot infornmeghunless we
know who they are, what they already know, whay theed, and why they need it. When
we receive, process, and evaluate incoming infoomadccurately, we begin to know
how to influence and inform.
Giving and receiving feedbacK.he guidelines for giving feedback:
» Be descriptive and give specific examples.
* Avoid using labels, such amprofessional, irresponsible, etc.
* Don’'t exaggerate and be exact.
» Speak for yourself and don’t refer to anonymousppeo
» Use “I” statements to tell specifically how somesreehavior affects you.
Conflict resolution. If a group develops itself into a team, most caitdlican be
prevented.
* Think of each problem as a group problem.
» Examine how to encourage constructive behavior.
» Consider how to contribute more to the collaboeg¥fort.
» Be realistic — you are responsible for behavingdcatly, but not for the solving
other people’s personal problems.
Cultural differences.International business would not be possible withoternational
communication. Ethnocentrism and cultural diffeesclo have profound effects on our
lives and diversity poses a growing challenge famagers. Cultures differ not only in
their verbal language but also in their nonverbagluage. Also cultures differ in the traits
they value:

« emphasis on individualism;

« time orientation;

» power distance (decisions are made by the bos3;only

» uncertainty avoidance (people want predictablecanthin future);
« formality (importance to tradition, ceremony, sdcides, rank);

* materialism (the acquisition of money and matestgects);

» context-sensibility (emphasizing the surroundingrcumstances to build
relationships and establish trust).
Strategies for communicating across cultures.
« Maintain formality. Most cultures value a formal approach to busigesdings.
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» Show respectListen carefully; learn about your host country.

« Communicate clearlyAvoid slang; be specific; encourage questions;ausariety
of media; avoid attempts at humor; speak plainty siowly.

» Value diversity. Cultural diversity provides a rich environment fgeplving
problems and for expanding horizons.

2. Developing good listening skillsThere is a difference between hearing and listening
For oral communication to be effective we requioedj listening skills because nearly
60% of all communication problems in business anesed by poor listening. The good
listener is much more likely
» To receive useful information;
* To learn how to meet expectations
* To learn how to avoid career-limiting errors.
Keys to better listening:
 Give the speaker your undivided attention: physidatractions; mental
distractions; avoid dismissing a topic.
« Stay open-minded: listen objectively; be willing &@cept new information;
concentrate on the content of the message; danj fio conclusions too quickly.
« Don't interrupt: interruptions are rude; they irfiezge with the speaker’s train of
thought and hinder communication.
* Involve yourself: summarize to yourself what theaer is saying; jot down
points; concentrate on the main ideas; evaluatedheity of the overall argument.

3. Telephoning in businessTelephoning in business has been largely replagethd
email correspondence, but still 26% of executivesfgs the phone for management
communication. Your company will be judged on youryour people telephone manner.
So it is very important that the first contact tballer has is with someone who is
courteous, happy, and ever so willing to help. Tisathy it is necessary to polish up your
telephone techniques.
Structural elements of phone communication:

» (greetings and identifying the participants of tbewersation;

» explaining the reason for calling;

« discussing the main theme;

e summarizing the theme;

e expressing appreciation, saying goodbye.
Taking messagedt is important that you get the following detaitem the caller: name,
phone number, what the call is about. Your writteessage should also contain date,
time, and your name or the name of the person wb& the call. If you are having
difficulty understanding what the caller is sayitny spelling out the particular words.
Making a call. Always announce yourself and either say who youhvits speak to or
what the matter is about. If the caller isn’t imdf out the most convenient time to try
again, or have them return your call.
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Leaving a phone messag8ometimes there may not be anyone to answer tbphtethe
call and you will need to leave a message recomtethe answering machine. Follow
these guidelines:

* Introduce yourself.

« State the reason for calling.

» Leave your telephone number.

* End your call with a “goodbye” message.
Making a call it would be reasonable if you:

« Try not to ramble, mumble, hesitate or whisper.

* Prepare beforehand what you want to say.

* Sound businesslike — state your name and the rd¢astre call.

* Never feel compelled to tell all to the machine.

* Include a time when you can be reached for a retalin
Competent communicators use technology to full athge to accomplish their
communication goals but are mindful of the needsfuared personal interactions as well.
In short, they practice both high-teahd high-touch communication.

4. Nonverbal communication. Nonverbal messages are unwritten and unspoker
Nonverbal communication implies the following:

* Body movement. Facial expressions. Eye contactu@es

* Physical appearance.

» Voice gqualities (volume, speed, pitch, tone, accent

* Time.

* Touch.

» Space and territory (intimate zone; personal zeaeial zone; public zone).
We cannot but communicate nonverbally. Evaluatergmonverbals cautiously. Control
the nonverbal signals you send. They carry higis&srof ambiguity for several reasons.

* Nonverbals occur in clusters — in endless comlmnati(eye muscles, hands,

surrounding space).

» Different cultures’ meanings for nonverbal signadiféer.

* When a nonverbal message contradicts a verbakeoeyers tend to believe the

nonverbal message.

» The same nonverbal signal can send different messag

* The same nonverbal message can be sent by thepsasos in multiple ways.
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Module 3. ORAL BUSINESS COMMUNICATION
Topic 6. Communicating in organizations

PLAN.

Corporate culture.

Power in organizations.

Organizational communication networks.
Small group meetings.

Business etiquette.

akrownNE

1. Corporate culture. The corporate culture can be relatively formaindormal, open or
close-mouthed, punitive or indulgent, innovative aamservative. Some organizations
create their cultures deliberately.
« Training of newcomers.
* Policy of the firm.
* The plans, goals, and objectives cover what tmesfiand their employees are to do.
Often other kinds of policies and rules cover hbeytare to do it.

2. Power in organizations.Much communication and much influence travel along
informal lines. There are five kinds of power:
» Position power.
* Reward power.
* Punitive power.
* Expert power.
* Referent power.
Both organization and employee prosper when thel®mee’'s personal goals are well
matched with the organization’s goals. Power aredahility to persuade are intricately
linked. Power adds weight to persuasion and ofterability to persuade increases power.
Means of building power in organizations:
« Environmental scanning.
« Boundary spanning.
» Networking.
People make serious political mistakes when thdytdgpay attention to power factors.
Somebody who knows everything but does nothingnatlbe esteemed.
You can empower (=give authority to) peers and siibates.

3. Organizational communication networks.A classic definition states that a formal
organization is “a system of coordinated activities a group of people working
cooperatively toward a common goal under authartg leadership” (William G. Scott,
Organization theory. Homewood, Ill., Richard D. imw1967).
The typical business organizatioraipyramid-shaped hierarchywith

» A president or CEO at the top.

» Several vice presidents reporting to the preside@EO.

« Several managers reporting to each vice president.
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e Supervisors reporting to each manager.
* A number of workers reporting to each supervisor.
The sequence of reporting relationships, from lawhigh, is called thechain of
commandThe number of people reporting directly to anwndlial is called that person’s
span of control.
Informal networks.
Grapevine.
Transfer stations.
Information overload.
Bottlenecks.
Information is an organization’s life blood.
Withholding information.
Clique groups.
LANS - local area networks.
WANS - wide area networks.

4, Small-group meetings. Before meetings take place, it is important to invite
participants to propose items or points for thenage Drawing up the agenda is usually
the responsibility of the secretary or the chaihéW the chair opens the meeting, it is
usual to run through the agenda quickly. The ftest is usually Matters Arising to allow
participants to go through the minutes of the masimeeting. After this, the discussion
of the other points can begin. During the discusgarticipants make recommendations
and proposals in order to solve problems. At thee @rthe meeting the last or next-to-last
point is often AOB (Any Other Business) which giyegticipants the opportunity to raise
other issues not included in the main agenda. [Quitie meeting someone is nominated
to take the minutes and after the meeting this quensill write up the minutes for
circulation to the other participants before thatrmaeeting. Finally, the chair will close
the meeting.
The ability to conduct and patrticipate in meetimgi® crucial managerial skill. To use
meetings as an effective managerial tool, you riedshow not only how to run them but
also when to call them and how to follow up aftemiva
Planning the meeting.Managers must make sure they're getting their ryisneorth
from a meeting, and that guarantee requires capéuahing:

 identifying the purpose of the meeting;

» determining whether a meeting is necessary;

* preparing an agenda for the meeting;

» deciding who should attend;

» determining logistics.

Conducting the meetingA manager must be a leader during the meeting,ikgdhe
group focused on the point and encouraging padimp. An efficient leader keeps in
mind the following:

e punctuality;
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following the agenda,;
leading the meeting;
parliamentary procedure — the min

ority is heard thiedmajority prevails.

Following up the meetinglf the meeting was routine and informal, followup with a
memo summarizing the major points of the meetirggnfal meetings or meetings where
controversial ideas were discussed require formalutas of what took placéMinutes
are an official record of the proceedings; they mamze what was discussed and what
decisions were mad&Vhile chairing the meetingfollow the guidelines given in tables.

While participating in the meetingfollow the

guidelines given below.

Chairing the meeting

DO

DON'T

» Plan the meeting thoroughly: agenda, format,
people, minutes.

> Begin by reviewing objectives.

» Encourage ideas from all the participants.

» Listen: clarify, summarize and focus the
discussion.

» Impose control on strong personalities.

» Respect time: maintain pace but slow down fo
analysis.

» Guarantee result: identify the issues and find
consensus.

» Summarize decisions at the end.

» Implement any action plan and organize the ng

> Forget the environment: you may need
name cards, flipcharts, refreshments.
» Dominate and bully people with your
authority.
» Allow over-elaboration or irrelevance.
» Postpone decisions too quickly to anothe
meeting.

r > Close a meeting without reviewing
decisions.

Xt

meeting.

Participating in the meeting

DO

DON'T

» Read the agenda before and bring supporting
documentation.

» Speak with sufficient volume and clarity for
everyone to hear you.

» Respect and support other speakers: develop
ideas.

> Be flexible and willing to improvise.

» Listen and check to make sure that you
understand.

» Give direct replies: don’t digress.

» Leave meetings to make “important” phor
calls.
> Interrupt too much or disagree too strongl|

threirUse over-complex language.
» Pretend to understand.
» Leave meeting without clearly
understanding the decision.

» React personally to differences of opinion|.

e

» Build to a consensus.

5. Business etiquettas the practice of polite and appropriate behaunothe business

setting. Each organization has its own rules albdt is and is not considered fitting in
terms of dress, ways of addressing superiors, itapoe of punctuality, and the like. In
addition, every country and every culture hasws oules. Etiquette is important when

meeting and greeting;
dining;
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» giving gifts;

» dressing appropriately;

« around the office.
Etiquette of the business communication plays gromant role in the success or failure
in business. Good manners, being polite and corsileusing appropriate language and
dressing are some of the traits which generallyangdople likely to succeed.

Module 3. ORAL BUSINESS COMMUNICATION
Topic 7. Communication in managing and supervising
PLAN

Managerial interviewing.

Appraising performance.

Disciplining and motivating.

Communication and conflict.

Communicating with publics and shareholders.

gk

1. Managerial interviewing. An interview is a meeting in which two or more ividiuals
give and receive information. In a business in@myithe participants typically serve both
the organization’s goals and their own goals. B@ninterview beforehand. Make at least
a mental agenda. A manager mentally lists whatéady known and what must be learnt
from the persons in conflict.

Negotiating.Most managers are involved in negotiating. Succésefgotiation is where
you get what you want. There are a number of fadioat affect the negotiating process.
All these factors - attitudes, personal needs, suof power - should be considered
before the negotiations. Your attitude means yogh laspiration for good results, your
commitment to the deal and determination to winu¥ahould encourage and take into
account the personal needs of the other party. Tleaple will be more willing to go
along with you. The more you know about the othartyyp the more time you have to
negotiate, the more power you'll have. Start negans with a firm demand, but don’t be
hostile. You may refer to the policy of your compaor regulations. Before making
concessions, find out what the other party want® [6nger you hold out, the more likely
you are to get something in exchange. Don’t bedfshreaching a deadlock, but do it in
a way that doesn’t reduce your credibility. Trykeep the relationship friendly. It's easier
to get the agreement you want when the other partyell-disposed towards you. It's
essential to maintain trust and integrity.

The art of negotiation incorporates the following:

PLANNING

o Read and gather pre-negotiation documentation.

Clarify important questions prior to the negotiatio

Know the other party: business and culture.

Decide objectives, strategy and agenda.

Specify roles and responsibilities within the team.

Inform people about date, location, and time.

OO O0Oo0ooo
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o0 Prepare and rehearse your opening statement.
BEGINNING THE NEGOTIATION
o Create a positive atmosphere quickly.
Respect cultural expectations of behavior.
Establish a framework: agenda, procedure, roles.
Agree on a timetable.
State your position.
Stress common interests.
ING THE NEGOTIATION
Listen and clarify the objectives of the other part
Check to make sure they understand you.
Focus initially on areas of agreement.
Make constructive proposals.
Be clear, firm and to the point.
Handle conflict positively.
Be creative and flexible when bargaining.
Reach a position of mutual advantage.
o Establish a positive working relationship at thésett
ENDING THE NEGOTIATION
0 Summarize and confirm the deal.
o Clarify future responsibilities.
o End positively.
AFTER THE NEGOTIATION
0 Recognize successes.
o Learn from failure and improve for next time.
o Build up and extend the new relationship.

©O OO0 O0o0Oo

DU

Py

O O0OO0OO0OO0OO0O0Oo

Watch nonverbals. Do not judge anything too sobrs & good idea to list the questions
in writing and to make notes of the applicant'p@sses. BFOQ (bona fide occupational
qualification). Use the interview time efficiently.

Handling complaints.Managers would prefer to avoid complaints, butaict fa complaint
should be welcomed. Any contact with a custome@mni®pportunity to improve business,
and even a dissatisfied customer is no exceptionomplaint can be turned into good
public relations. In case of complaint try to sée tsituation from the customer’s
viewpoint. Show the customer that you're concerndidht you take his complaint
seriously. You can always show sympathy for theamsr’'s problem without actually
accepting responsibility for it. Show the custonteat you understand him, negotiate
patiently and make some concession. Complaints|dhioe dealt with as quickly as
possible, but avoid making a decision right awayniitse to investigate the matter and
arrange meeting with the customer. It's a good tdetake notes because this shows you
think the customer’'s complaint is important. If ybave to reject the complaint, you
should show that the rejection is in no way due tack of respect. If the complaint is
justified, you should accept responsibility, apategand compensate. Finally, always
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investigate the causes of complaint. Find out wirait wrong and make sure it doesn’t
happen again.
A problem-solving interviewSteps:

* recognizing and defining the problem;

» determining source or cause;

« considering alternative means of solution;

» determining objectives to be achieved;

» choosing a means of solution;

» devising means of implementing the solution;

* monitoring and following up.

2. Appraising performance.Try to make daily contact with your subordinatesm® experts
call this processanaging by walking aroun@MBWA). Advantages:
 avoids the halo or horns effect;
» makes the appraisal task less heavy.

Consulting staff. The main concern of managers is getting things dinether people. For
this the managers should have the skills to makesidas, to see that the decisions are carriec
out and to get people to go along with your deaisiadConsultation is an essential part of this
process. Before consultation the manager shouldidenthe company’s policy and objectives,
the available resources, the deadline for reachidgcision and people who will be affected by
your decision. Consultation isn’'t a matter of colieg facts but the consequences of your
decision. For this you must gather opinions andd#ewhich facts are relevant. The purpose of
consultation is to get assistance in making thasaet and acceptance of the decision once
made. Getting assistance means getting ideasgisinty each other’s suggestions, generating
dissention. To get such productive disagreement gtaff must have no fear of saying what
they think. When the time comes to make the detjsieview your priorities, consider the
alternatives, weigh up the pros and cons of easnTecide what action is to be taken, who is
to take it and who must be informed of it. Commaitigcyour decision and check that everyone
has understood. Finally, follow up the implememtatof your decisions. Remember that others
may carry out the work but the responsibility isigg That's why:

» Schedule the interview several days in advance.

 Fill out your company’s appraisal form carefully.

» Do document the appraisal. These records mightuozad.
Staff assessmenhhas great potential for improving the efficienclyam organization. Staff
assessment requires a well thought-out and systemagproach. The purpose of staff
assessment is not to make immediate decisions glrombotion or salary increases. The
primary purpose is to improve the performance efitidividual and the whole organization.
The annual staff assessment interview is an exdetipportunity to resolve problems and
develop possibilities. At the beginning of the mtew encourage an employee to speak openly
of his successes and failures, let him analyzevbr&. When you come to give your own views
treat the interview as a two-way discussion. Foensthe performance in the job, not on
personality traits that have no connection with Wwark. Don’t compare him with other
employees. When criticizing his performance, donv#ih reference to concrete examples and
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with the focus on the future. Don’t dwell on mistak but praise his achievements. He must
know that his successes have been recognizedlitiere should be an agreement on a plar
of actions to improve performance. Assure him afrysupport in carrying out the plan. The
employee should know what to do to improve his wamkl feel confident that he can do it.

3. Disciplining and motivating. Written documentation is essential. Managers camlahat
rewards employees value and offer those rewardstumn for improvement. Listen and coach.
Document what you said.

The discipline interviewOne of the least pleasant duties of a managerl@snigpa discipline
interview. It is done if the employees break thieswr do not meet the performance standards
The penalties may be the following: reprimand, singemotion, and dismissal. Before holding
the interview, get the full facts of the mattern@aout the discipline interview in private. The
dignity of an employee must be respected. The mamd discipline interview is to improve
behavior rather than to punish. Disciplinary actghould not be delayed. If you need some
time to investigate the matter, do it as quicklypmssible. At the actual interview tell the
employee at once why the interview is being helthdFout why the offence took place.
Encourage the employee to speak openly about thatisin. Ask him open-ended questions,
wait for his reply. Keep the conversation to thenpoBe polite but firm. The outcome of the
interview should be constructive. Try to agree anrmprovement plan. Fix a review date and
explain what will happen if there is no improvement

Motivating employeesHuman resource management is the job of hiringitrg, motivating,
compensating, and establishing fringe benefitseimployees. It is not easy to find good,
qualified help, even when unemployment is hightakes time and patience to train new
employees. The owner/manager is forced to take fioma operating the business to handle
personal problems. That is why employee relatisnguch an important part of small business
management. A dedicated, hard-working, honesgbldiwork force is an invaluable resource
and one that demands great attention. One waytteugh a commitment from employees is to
let them share in the profits. Often, it is theanttive of ownership that encourages workers in
organizations to work 60 or more hours a week. €helso have an ownership interest tend to
be more careful, more involved, more committed. Kbg to success in any corporation is
people, and people need to be motivated. The bagttevmotivate people is to give them as
much freedom as possible, and some incentive tk wéfectively and efficiently, such as
partial ownership in the firm.

4. Communication and conflict. Conflicts: constructive and creative, damaging and
destructive. Organizational conflict may be latgmérceived or felt, or manifested. Human

nature itself creates conflict. The conflict getsalved in one of several ways. Resolution is
not always fair. Conflict should not get personadl ahould not promote aims unbeneficial to
the organization. Theorists on conflict describeeficommon means by which managers
address conflict in their departments: withdrawstmoothing, forcing, compromise, and

optimizing.

5. Communicating with publics and shareholdersThe task of business is to create value,
and this value passes to many people in many foBusinesses enable employees to earr
livelihoods, buyers to obtain products or servitesy need, and communities to grow in size
and importance. For these benefits to occur, basineeeds the support of its many
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constituencies, or ‘publics’. Businesspeople havkd careful not just about what they do and
say but also about how it looks and sounds to tAeyngroups observing their behavior, each
group with motives of its own. The fewer peopleusibess displeases, however, the fewer ill
effects on the business. Keep in mind the perceptaf groups, or publics, both inside and
outside the organization.

Human relations within an organization.To ensure good human relations within an
organization three components are particularly irtgyd: leadership, communication, and
motivation. Leadership is the ability to influengeople to work toward accomplishing a goal.
A leader’'s approach is determined by the demandshef situation, by the needs and
personalities of the followers, and by the cultof¢he organization. The manager who inspires
enthusiasm and who works alongside employees iallysmore effective than the boss who
invokes authority and takes all the credit for treup’s accomplishments. Managers must
learn to distinguish between authority - the apilib make someone do something, and
leadership - the ability to inspire someone to dmathing. A leader has to create “a sense of
excitement” in the organization, and convince stiafit he knows where the business is going.
Effective leadership depends on matching the letm¢he task and the situation. Effective
leadership might be a crucial factor in the sucadéghe organization. Internal publics include
management — which contains various subgroups —eamaoyees. Employees need upward
and downward communication with management.

Communication skills A very important component of good organizationaman relations is
communication. Through speaking and listening, imgitand reading, managers and lower-
level employees not only share crucial job-relat@@rmation but also build interpersonal
networks and patterns of interaction. Effectiveibess communication should be clear but
free of ambiguity. At the same time it must incalgde courtesy and respect, which help to
keep lines of communication open and effective. Gnaly found that 90 per cent of the
people who report good communication with theirdessare satisfied with their jobs. When
giving instructions, managers must make sure ti@gd instructions have been understood anc
interpreted correctly. Studies show that physicataindings and physical distance limit or
encourage communication. Another important bamoeeffective communication is selective
perception that is people perceive things in deiferways. The world of the sender is not the
same as the world of the receiver. To minimize spiblems, managers should encourage
staff to ask questions and to react to what theagears are saying. Communication should be &
two-way process to ensure success of the companpng an organization’s external publics
are customers, the community, the stockholdersyisicgroups, the government, the industry,
competitors, and the mass media. A communicatiatitasl a systematic review of all the
company’s communication practices to see whether tommunication is actually doing what
the firm intends it to do and believes it is doidgcompany’s communication should further
the company’s objectives.
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Module 4. ARGUMENTATION AND DEBATING
Topic 8. Argumentation in business communication

PLAN.
1. Argumentation: its definition, purpose and forms.
2. The structure of argumentation. The Toulmin model.
3. Methods to analyze argumentation.
4. Fallacies in argumentation.
5. Writing argumentative essays.

The major objectives of this topic are as follows:
* Prove the importance of argumentation in businessacts.
» Define the argument and state its purpose.
» Differentiate the main forms of arguments and defime task of each form.
* Name and evaluate types of argumentations.
Problems to be discussed:
* What is argument? What is its purpose and rolaugiriess communication?
« What are major components of arguments? How dodiifar?
» What are the conditions which help the argumenictueve its purpose?
* What are the conditions which diminish the impoc&nf argument?
* How can you assess the completeness and quahtgoments?
 How do arguments differ from fallacies?

1. Argumentation: its definition, purpose and forms Argumentation is a circular process
leading to greater understanding and clarificatiofEffective argumentation does not attempt
to declare a “winner” but present a valid and resgade point of view. Effectively argued
views allow the public to make up their own minfism their own opinions. If you know how
to analyze an argumentation, you will be able $teh to another person’s argumentation anc
criticize it in systematic way. Thuthe purpose of argumentationis to convince the
listener/reader by means of arguments that a oesf@nion is correct.
There are different methodis convincethe listener or reader:

» Appealing to his/her needs, emotions or wisheadwertising, for example).

» Exerting pressure (parents, teachers use pressutipJomacy).

» Making use of one’s authority in certain mattergp@t’s opinion is valuable).
It is not always easy to recognize argumentatioeople can disagree and quarrel over
anything. Howeveran argument is a rational presentation of a respanle opinion about an
opposing viewpoint, supported by reasons and eviden
An argumentation is a combination of statementa/oith one (the opinion or conclusion) is
supported by one or more other statements. For @eafirhe weather is going to be fine today
[OPINION], the swallows are flying high up in the PARGUMENT].

Some things cannot be argued reasonably.
» Factsare indisputable and cannot be argued.
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* Impossibilities are not arguable.

» Preferencesare very similar to opinions, but are neither fedmor changed by logic,
and not a suitable matter for rational debate.

» Beliefswhich lie beyond rational or empirical truth, cainé argued.

2. The structure of argumentation. The Toulmin modé As it was mentioned above,
argumentation consists of TWO PARTS: an opinion ¢onclusion) and one or more
arguments supporting the opinion. The combinatiénopinion and argument(s) can be
different:
1. SIMPLE argumentation — an opinion is supportedrbargument.
2. MULTIPLE argumentation — one opinion is supportgdtlwo or more arguments
But don’t give more than three arguments.
3. SUBORDINATE argumentation — an argument suppori@mpther argument is
called a subordinate argument, or sub argument.

3. Methods to analyze argumentationOne way to determine whether a statement is ar
argument or an opinion is by carrying out the {djyso test. Sometimes we can analyze
argumentation using different words, word grouppants of the sentence which are called (2)
signals of the relation between statements. Such signalglm (2a)kignals of opinionsand
(2b) signals of arguments.

Assessing argumentation completenes®nce you have found the arguments, the next step |
to assesghem. First of all you can assess toenpletenessf a text. For this you may use a
set of standard questions (the standard mattedsspute). So, if a person is making a policy
proposal, he/she considers a certain measure bliesitais possible to give arguments for its
desirability by answering six questions in theraffative:

Is there a problem?

Are the problems serious?

Are the problems caused by the current policy?

Is the policy proposal feasible?

Is the policy proposal effective?

. Do the advantages of the policy proposal balarscdigadvantages, if any?

All questlons are closely connected and refethtosame problem(coherence). Thenus of
the proof falls on the person making the proposal.

Assessing argumentation quality Without explainingwhy you think that argumentation is
bad, i.e. without giving arguments, you cannoti@gé it. That's why for each type of
argumentation there arevaluative questionsthat you may use to determine whether an
argumentation is convincing or not. Arguments #rat not factual indicate an opinion. It is not
possible to determine whether they are true orimgtyou may judge theplausibility.

oA~ ONE

4. Fallacies in argumentation. Mw we will discuss some types of argumentation Hrat

quite common and that often degenerate ifdlacies If the answers to the evaluative
guestions are predominantly NEGATIVE, you may statth reasonable certainty that the
argumentation is a fallacy. Fallacies fall into twajor categories: fallacies of relevance and
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fallacies of ambiguityFallacies of relevanceoccur when the premises of an argument are
irrelevant to the conclusiorrallacies of ambiguityoccur whernthe premises of an argument
are ambiguous to the conclusion.

ANALOGY - if something happened in a certain sitoiat the same will happen in a similar
situation.

GENERALIZATION - if something holds good for casé€ba c etc.), then it holds good for all
cases. In a generalization there is alwagermeral statementwhereas in an analogy there is a
comparison betweandividual cases

CAUSALITY ARGUMENTATION - from a certain situatioithe cause) a certain result is
expected (conclusion). The reverse is possible &k the argument states the result of the
situation mentioned in the conclusion.

AUTHORITY ARGUMENTATION - if authority X says A, As true. So the conclusion is
supported to an authoritative source who confitms i

ARGUMENTATION FROM QUALITY TO JUDGEMENT - if someihg/someone shows
guality/property X, judgment Y on this thing/persinjustified. Such type of argumentation
should always be critically considered because lgé&ojpudgments are often based on mere
rumors.

ARGUMENTATION FROM PURPOSE TO MEANS - if you wanugpose X to be reached,
you must take measure/means Y.

OTHER FALLACIES - these fallacies are argumentatitimat should be always rejected on
the basis of logic or ethics. They are as follows:

Personal attack (ad hominem);

Manipulating the audience (ad populum);

Straw man: twisting someone’s opinion;

Evading or shifting the onus of proof;

Circular argument.

5. Writing argumentative essaysAn argument is the logical presentation of a tauipported
by reasons. The ternargument’ has two meanings. First, it means @ssay that takes a
position on one side of a controversial issue. For exama, might write an argument (an
essay) against the death penalty in some countagainst cloning people etc., or for
censorship of pornography, for abolishing drugs etc

But argument has another meaning, too. It meanssaay that simply argues a poiritfou
might construct an argument about the meaning ghfitndreams in some cultures? Or you
might write an argument defending tour interpretatof a book. You are not necessarily
taking one side of a controversial issue, but yoa r@quired to defend your points with
persuasive evidence. You are taking a position.

An argumentative essayresents one side of an issue using evidence toremnthe reader to
draw the same conclusions as the author. Persgnalons may be the foundation of an
argumentative thesis, but reason, evidence anddhactformation must support the personal
opinions to prove the argument. The process oftiogga supported argument leads to further
understanding and clarification of ideas presentedthe essay. Through engaging in
argumentation with others, opinions are refined aheé decision-making process is
strengthened. This circular process is argumemtatio
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An argument needs to be narrow enough for you tendkin the length of essay assigned. You
need to be able to find enough evidence to supmant assertions. You need to make a point
worth arguing. A “so what?” question from your readavill not generate a strong essay. The
“so what?” question is a good test for your argument.
There aredifferent components of the argument outline: claim, evidence, reasgnin
qualifiers, definition of terms etc. The three migparts of an argument? According to Stephen
Toulmin, are the CLAIM, the SUPPORT, and the WARRF along with three additional,
optional parts. Let’'s consider each of them.
CLAIM or thesisis the main point, the controlling idea of an angunt. An argument seeks to
instill a belief or an idea. This idea is the claif claim must be debatableA claim is an
expressed opinion or a conclusion that the argamts\to be accepted.
SUPPORT: these are the reasons given in support of the cldimy are also known as
evidence, premise, or groundgvidence consists dhcts or conditionghat are objectively
observablepeliefs or statementgenerally accepted as true by the recipientgonoclusions
previously established. Thus, these are the ideata form of facts and statistics, expert
opinion, examples, explanations that lesugbport to the claim and make us believe the claim
These may or may not be debatable. While findindence for your argument is important, it
Is also important to evaluate the credibility ofiyinformation.
WARRANTSare generally accepted believes and values (alaislys unstated and implied)
our society view things. These represent the lofihe argument — the rules of inference that
lead us to conclude the claim, being given one muloor a set of grounds. Warrants provide
the reasons linking the claim and the support. ®&&ag constructs a rational link between the
evidence and the claim and authorizes the step wakemvhen we draw a conclusion.
Reasoning answers the question “How did you gen fitte evidence to the claim?” Reasoning
assumes that if both premises are accepted agharethe conclusion must also be accepted a
true.
Additional parts are the QUALIFIERS, the REBUTTABNd the BACKING.Qualifiers
modify the claim by reducing its scope of applioati
Rebuttal is considerationof counter-arguments, or opposing clainfg. this you show your
reader why these are weak and why your claim egtr
Backing or reasoningusually cites an authoritative source, or givessoea to make the
warrant more believable.
Testing the strength of your argument

» Make sure your presentationlagical.

» Look at youruse of evidence

» Do you answer th&so what” question?
The process of creating an argumentative essay:

» Decide upon a topic and state the central prenmiieesis.

» Relate the theses to prior knowledge.

» |dentify key words and names.

* Integrate concepts and state the main topics in gan words.

» Develop questions to organize your search for eleinformation.

» Re-explore general resources, if needed.
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* Organize information; discard non-pertinent infotimia.

* Write an essay using the source information to sttppain topics.
* Read your paper.

» Share your essay with others.

« Evaluate the effectiveness through feedback.

» Create a Works Cited Page.

Thus we have analyzed the components of the argumehne, described the process of
creating and argumentative essays.

Module 4. ARGUMENTATION AND DEBATING
Topic 12. Debating

PLAN.

What is debating? Types of debates.

Debate structure. Participants of the debate.
How to get started in debate. Rules for debates.
Research and organization of the debate.
Constructive speeches.

Rebuttals.

ouhkONE

1. What is debating? Types of debate®\ debate is a formal intellectual contest, or, ppd)
like a game, where two or more speakers presemt #iguments with the intention of
persuading one another. A debate is, basicallyargament which determines how change
should come about. Debating has strict rules ofdaonh and quite sophisticated arguing
techniques and you will often be in a position véhgou will have to argue the opposite of
what you believe in. Debate is an ultimate mindreise, a discussion that resolves an issue
which will determine whether change is good or bad.

Types of debates:

Parliamentary debatesare modeled on the British House of Parliamene Government
team consists of a Prime Minister and a Memberhef Government. The opposition has a
Leader of the Opposition and a Member of the Opjmwsi

Lincoln-Douglas Debatesare called “values” debates which center on treasdand spirit
governing the political, economic, social, morainpiples we hold. In LD debates two
contestants debate moral issues concerning sudbstogs capital punishment, abortion,
euthanasia, etc.

Cross-Examination debatesare the ones in which affirmative and negativeakpes outline
the resolution being debated and present argunegthes in favor of the change or against it.
Each speech — one representing the affirmativetipnsand one representing the negative
position — is cross-examined during which the pnése evidences are doubted and rejected
the opposition’s ideas are criticized and attacked.
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Academic debatesare debates of a purely academic nature in calagd universities. During
academic debates participants, who are assignéaffirenative” or “negative” roles, publicly
exchange their ideas on a point of view accordingetrtain rules.

2. Debate structure. Participants of the debate.

The elements of debatelhere are six stock issues to be considered inatiadysis of
proposition of policy. Both the affirmative and a¢ge will need to defend their position on
the basis of these issues.

1) Problem or Needls there a problem in existence which needs tedbe=d? Before we
change to a new way of doing things, we normallyehto be convinced that there is
something wrong at the present with the old waythat the old way may cause
difficulty in the future. Such an analysis ordimamincovers any problems related to
the present, and why these problems came abouit.

2) Inherency s the problem an inherent part of the status ddat?only must we be able
to visualize a problem before we make a changewasutilso must realize that we
cannot overcome the problem with our present polidye issue of inherency deals
with the relationship which exists between the enéproblem and the present policy.

3) Plan. After deciding that there is an inherent needdahange in the present policy,
you must determine what type of policy relatedn® proposition can be proposed.

4) Practicality. Is it reasonable to assume that the plan impliethbyresolution could be
implemented if it were found desirable? It is nmd difficult to figure out answers to
solve problems. It is quite another thing to pusk solutions into practice.

5) Advantages-DisadvantageBhe basis upon which many people decide to acepiv
policy in preference to an old one is that theydwe the effect of their decision will
be advantageous in the long run.

6) Counter plan Affirmative debaters are obliged to show thatr¢his a need for a new
policy, and that it would be advantageous if addptéhey also are obliged to
demonstrate, if challenged, that no other altevegiolicy would be as good as the one
which they propose. Be able to attack any coun@ngpproposed.

Participantsof the constructive speeches:

ACL. The first affirmative speaker — presents a caskaaplan which falls under the current
resolution and is the basis for the debate.

NC1. The first negative speaker — presents negativenaggts, shows disadvantages of the
suggested by the first affirmative speaker policyposal.

AC2. The second affirmative speaker — answers the agtsrput out by the first negative
speaker.

NC2. The second negative speaker — enters new arguméntihe round, points out errors in
the arguments presented by the affirmative speakasspossible also to extend the arguments
generated by the first negative speaker and toresio the second affirmative speaker.

Participantsof the rebuttal speeches:
NR1. The first negative rebuttal speech covers whatsbeond negative speaker did not
answer that the negative team feels is important.
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ARL1. The first affirmative rebuttal speech covers &k taffirmative arguments and gives
answers to all previously stated negative arguméinis one of the most difficult speeches in
the debate round.

NR2. The second negative rebuttal speaker explaineequidge why he/she should vote for
the negative rather than the affirmative team. Jwaker also emphasizes the arguments fron
the NC2 speaker and the NR1 speaker.

AR2. The second affirmative rebuttal speaker presdmdast opportunity for the affirmative
team to make an impression on the judge. At thisitpihe affirmative team should have
explained why they have won the round, and why ¢hse outweighs the harms of the
disadvantages.

3. How to get started in debate. Rules for debate¥here are two things you will have to
study if you want to participate in debate:
a) the principles of debate — logic, evidence, casesttaction, proof, refuting arguments,
rebuttal, the brief, etc.;
b) the current debate topic — you must study the stuliproughly, to learn all that is to be
known about it.
Something to argue about is called tbpic. All topics begin with the word “That.” Deciding
and explaining what the debate is going to be al®walled “defining the topic.” When
defining the topic the affirmative team should #smselves:
- Is this definition reasonable?
- Is it something the average person might expect?
In your definition explain the meaning of the whadpic rather than each separate word. The
negative team may agree with or chose to challéngealefinition presented. If the negative
team chooses to challenge the definition, it shdadddone by the first speaker who should
clearly outline why the negative is challenging &émen propose a better definition.
Theteam lineis the basic statement of “why the topic is trg@t the affirmative team) and
“why the topic is false” (for the negative teant)should be a short sentence, presented by th
first speaker of each team and used by the otleakgps to enforce the idea of teamwork. Each
member of the team needs to reinforce the teamalimtebe consistent with what has already
been said and what will be said by the other membgtheir team.
Rules for debates.
For proponents:
» Choose a definite formulation of the thesis (togod are proposing, and communicate
this formulation to your opponents at least seveags beforehand.
» State this formulation of the thesis at the begignand end of your presentation, and
several times in the middle.
» Make it clear what the theoretical background afry@argument is.
« Attempt to trap your opponent, by anticipating Aiguments beforehand and showing
what is wrong with them.
* Do not be afraid to use visual aids to make youmtpo
For proponents and opponents:
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* Include aconclusionin which you demonstrate how you have establisiragfuted the
thesis.

» Avoid lengthy and repetitive presentations of famtstories. Concentrate @mguments
and on thinking through to basic presuppositions.

» Usenotes Do not attempt to write out every word of youegentation beforehand.

» Speak loudly and clearly, and address your rentarkise audience.

» Speak confidently; always sound as if you reallydve in what you are saying.

» Always preparamore notes than you think you will need. If you thinkuy have said
enough, move directly to you conclusion. Do notéethe audience with the impression
that you have not said enough.

 Leave your personal views and your personal expee® out of account; what is
important is exclusively the quality of your argum=

* Never concede that yoagree with the other side or suggest compromise postion
Preserve a clear opposition between the viewsaggrents and opponents throughout.

 Use radical and imaginative gambits to keep then&itin and sympathy of your
audience. For example, pretend to agree with alewstything the opposing side says,
but then reveal how what your opponents say imphasthey are in fact quite wrong.

General rules for debate

Rule 1. There are two teams. Each team consistgoobr three speakers.

Rule 2a. The speeches and speaking time are dieqgieally between the two teams.

Rule 2b. Each team has two or three constructieedpes.

Rule 2c. Each team has from one to three rebyiedches.

Rule 2d. The affirmative gives the first construetispeech, and the constructive speeche:
alternate: affirmative, negative, affirmative, nega.

Rule 2e. The negative gives the first rebuttal spe@nd the rebuttals alternate: negative,
affirmative, negative, affirmative.

Rule 2f. In some debates each team has one or qu&sioning periods, in addition to the
constructive speeches and rebuttals.

Rule 3a. When worded as a proposition of policg, tthpic requires the affirmative to support
some specified action by some particular individuagroup.

Rule 3b. The affirmative has the right to make segsonable definition of each of the terms of
the proposition.

Rule 3c. If the negative challenges the reasonabkewf a definition by the affirmative, the
judge must accept the definition of the team tihais better grounds for its interpretation of
the term.

Rule 3d. Once the negative has accepted the affirem definitions, it may not later object to
them, even though it later develops that they areasonable. Failure of the negative to object
to the affirmative’s definitions in the first consttive speech following the definitions is
equivalent to acceptance of them by the negative.

Rule 3e. The phrase “should adopt” or its equiviate@ans that the affirmative must show that
the plan, if adapted, would be desirable. It doe& iIm any way obligate the affirmative to
show that the necessary approvals could be obtained
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Rule 3f. The phrase “should adopt” or its equivalebligates the affirmative to recommend
that action be taken in the reasonable near future.

Rule 4a. The affirmative must advocate everythieguired by the topic itself. It must also
explain the major features and policies under whiadh proposed plan is to operate. If the
negative recommends a counter plan, it has the datge

Rule 4b. No revision of position of a team is peted during the debate.

Rule 5a. He who asserts must prove. To establishsaartion the team must support it with
enough evidence and logic to convince the oppagsanty.

Rule 5b. Facts or quotations in a debate must barate.

Rule 6a. No new constructive arguments may bednired in the rebuttal period.

Rule 6b. Refutation may take place in any parhefdebate.

Rule 7a. The team doing the better debating isvihaer.

Rule 7b. The decision is given to the affirmati¥dt isucceeds in showing that the proposed
plan should be adopted. The decision is given ¢ontbgative if the affirmative fails to show
that the proposal should be adopted.

Rule 7c. The judge must not accept ideas whicimardacked by reasonable proof.

Rule 8. Any gains made outside of the establismedgqulure are disallowed.

4. Research and organization of the debat®esearch is crucial if we want to lend credibility

to our arguments during debates. Our capacity toedearch has a great deal to do with our
capacity to participate and succeed in debates.fif$teguideline for debate research is to

know what you are looking for. Second, you oughbecable to visualize the kind of argument
you are trying to develop and imagine what the ewed in that argument would have to look
like. Third, you need to make sure that you hapéaa of action. Begin by making a list of the

research resources (libraries; web pages; peoplecgn speak with). Also think about time

allocation for your research. A plan should bedatd by recording as well as tracking down
evidences. Eventually all notes should be typetjmda a common pool, sorted, and placed in
small filing cans, one can for the affirmative casel one for the negative.

As you begin the process of recording evidence nelmee to do the following:
* Try to record only thoughts that make arguments.
* Never record one sentence — it rarely makes aargaiment. Instead, try to record as
least a paragraph, so there is a context for ttieods ideas.
» Recordings on the cards should contain completegtis.

Evidences with attack and defense arguments stradwlays have full and complete citation.

The rules for citation don’t change when citing iMerld Wide Web. There still must be an

author of the article, qualification of the documepublication date, and a full web site

address. If you can’t find the full information aliothe source, don’'t use it as evidence.
Needless to say, research should continue througheuentire debate year, with new notes
being added regularly and old ones periodicallyaesal.

One of the most important goals a debater has betable to present material in a way that
makes logical sense, relates ideas to each othmeaningful ways, and allows the judge to
connect your responses to the arguments they aveeaing.
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Remember the basic outlining techniques:
« Major points.
» Subordination.
* Notation.

5. Constructive speeche# the debates araffirmative andnegative The first affirmative
constructive speech is concerned not with attacedense but with building the affirmative
case. The points developed in this speech influgmeatly the course of the entire debate.
These points include a definition of key terms, explanation of the affirmative plan,
description of the evils of the present situatithe causes of these evils, and a demonstratiol
of how the suggested plan or policy proposal waukkt the needs of the people. The first
affirmative speaker need not consider disadvantafjdee plan, but additional advantages may
be included in the first speech. Every word andreyeece of evidence must be carefully
chosen to increase the effectiveness of this speedebate is often won or lost in this first
speech. Therefore it should be compact, meaty egah@ed properly.

After the first affirmative constructive speechriaenust be a negative one to counter previous
arguments of the opposition. For the most partusinbe constructed extemporaneously. It
means that the speaker must master the art of ngpon the spot a speech tailored to
answer the proceeding one. Although the main p@rpafsthe negative is to attack the
affirmative case, the negative should not arguelgabn affirmative points; it should also
initiate the issues of impractibility and disadweggs of the affirmative plan. The negative
speaker casts doubts as to whether the propost [affirmative speaker plan would meet the
minimal need. If the first affirmative speaker didt introduce any plan, the negative should
introduce certain general disadvantages of the niyideg principle of the affirmative policy,
delaying its attack on the plan after it has begianed. Thus, the recommended procedure is
to introduce all the negative objections (suchnagractibility and disadvantages) in this first
speech after a brief statement of negative issuésa attack on affirmative case.

The main purpose of the second affirmative spegth reconstruct the affirmative case and to
bring the judge back to the affirmative point oéwi The speaker must adapt his material to
the previous speech and emphasize issues in accerdath the emphasis they received in the
proceeding speech. The second affirmative spedkerd point out the failures of the negative
speaker and deny his conclusions. Answers to negahjections must be given and additional
advantages of the affirmative plan should be empblds Summarizing the entire case, there
should be made a reference to the negative speech.

The second negative constructive speech shoulddwelyran attack upon the reconstructed
affirmative case and upon any additional advantdgas may have been introduced by the
proceeding affirmative speaker. If the second aqonstre speech is combined with the first
negative rebuttal speech, the next negative spedgeotes himself almost exclusively to
reinforcing and rebuilding negative objections. gonegative teams abandon the affirmative
issues completely and open their speech with aclatin the practicability of the affirmative
plan — particularly if the latter was introducedie proceeding speech — and then solidly build
negative objections for the remainder of the speech
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6. Rebuttals.In debating each team will present points in fasbtheir case. They will also
spend some time criticizing the arguments presengetthe other team. This is callexbuttal.

A rebuttal is a speech in which debaters resporadgaments and summarize why the judge(s)
should vote affirmative or negative. Unlike constives, debaters should refrain from making
new arguments in this part of the debate.

There are a few things to remember about rebuttal:

1) Logic — to say that the other side is wrong is not ehotf@u have to show why
the other side is wrong. This is best done by gkimain point of the other side’s
argument and showing that it does not make sense.

2) Pick the important points- try to rebut the most important points of theewoth
side’s case. One obvious spot to find them is wthenfirst speaker of the other
team outlines briefly what the rest of the team wéy. But do not rebut those
points until after they have actually been presgbtethe other team.

3) “Play the ball” — do not criticize the individual speakers, crieiwhat they say.
To call someone fat or ugly does not make what #sywrong and it will also
lose you marks.

The first negative rebuttal speecfihe first negative rebuttal speaker presentsed bummary

of what has gone before and devotes the remairfdas speech to further substantiating the
negative’'s objections. The aim is that the judgeusth have the impression that the
disadvantages of the affirmative program far ougneany accruing advantages. Thus the
emphasis is made on the impracticability and diaathges of the affirmative case.

The first affirmative rebuttal speechThe affirmative speaker must not go on the defensi
The mind of the judge must be brought back to fifierative position. The first affirmative
rebuttalist should also deal with the negative cipms without appearing to be on the
defensive.

The second negative rebuttal speedthe final speech should bring into focus the nieies

of argument which have been pursued throughoutiéiiate, with emphasis upon one’s own
case. The second negative speaker should analydeathack the important affirmative
contentions, refute the opposition and successtldfgend his own case.

The second affirmative rebuttal speechihe affirmative speaker gets the last speechen th
debate. His task is to reestablish affirmative cbeantages and minimize the impacts of the
negative arguments.
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ADDITIONAL MATERIALS FOR INDIVIDUAL WORK
Report Writing

PLANNING THE REPORT

PLAN.

Who reads and writes reports?
Characteristics of business reports.
Common types of reports.

Purposes of reports.

Audience analysis.

Searching for data and managing reports.

ok wNE

1. Who reads and writes reports?A wide variety of reports has become a basic plart o
the typical management information system and &lue help managers solve business
problems. Using prepared by other people reportsagers must rely on others to provide
the information they need for making decisions. &mse reports travel within the
organization, reading and writing reports is a d¢gpipart of nearly every manager’'s
duties.

Report can range from a fill-in form to a one-pdgtter or memo to a multi-volume
manuscript. A business report id defined as an rtydebjective presentation of
information that helps in decision making and peoblsolving. Business reports must
provide the specific and objective information toakle the management to make a
decision or solve a problem. This goal should begenmost in the writer’'s mind during all
phases of the reporting process.

2. Characteristics of business reportsConsider the four characteristics of business
reports:
Reports vary widely- in length, complexity, formality, and format. dile isn’t such a
document as a standard report — in length, conmylefarmality, or format. The typical
business report is one to three pages long antdewrih narrative format. Many reports
are first written and then presented orally.
The quality of the report processffects the quality of the final product. If atyastep you
make a mistake, your report will be useless, defecincomplete, or erroneous.
Accuracyis the most important trait of a report. Your mimgportant job is to ensure that
the information you present is correct. Communigatinaccurate information leads to
bad decisions. To achieve accuracy, follow theseeajunes:

e Report all relevant facts.

e Use emphasis and subordination appropriately.

e Give enough evidence to support your conclusions.

e Avoid personal biases and unfounded opinions.
Reports are often aollaborative effort Such joint efforts require well-defined
organizational skills, time management, close cioattbn, and a spirit of cooperation.
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3. Common types of reports.The most common types of business reports are gerio
reports, proposals, policies and procedures, dondtginal reports.
Periodic reports are recurring routine reports submitted at regufdervals. Three
common types of periodic reports are as follows:
* Routine management reports;
« Compliance reports;
* Progress reports.
Proposals (solicited and unsolicited) seek to persuade thedee (from an external
audience) to accept a suggested plan of action.cbromon types of proposals:
* Project proposals;
» Research proposals.
Policiesare broad operating guidelines that govern the rgémkrection and activities of
an organizatiorand proceduresare the recommended methods or steps to follownwhe
performing a specific activity. Avoid making poks so general that they are of little
practical help. Write procedures in a businesskkep-by-step format.
Situational reportsare used when there appear unique problems arartopgies. Many
of these situations call for information to be gadd and analyzed and for
recommendations to be made.

4. Purposes of reportsBusiness reports generally aim to inform, analgzegecommend.
Informational reports present information without analyzing Analytical reports
interpret the informationRecommendatiorreports propose a course of action. If the
report’s purpose is to present a specific decisiorpiece of information to specific
people, the writer may choose to write an inforneglort. However, if the purpose of the
report is to convey a decision or information tdigerse audience for making a decision
with significant financial impact, the writer wilkely choose to write the report in a more
formal style.

5. Audience analysisMany times the audience consists of people withlamtevels of
expertise, background knowledge, and the like. Thaa should develop your report to
take into account the needs of your reader. Inglem consider the following elements:
Internal versus external audiencesnternal reports are generally less formal andaian
less background information than external reports.

Authorized versus voluntary reportsVoluntary reports require more background
information and more persuasion than authorizedrtep

Level of knowledge and interesAdjust the amount of information presented and the
order in which it is presented to the needs ofrtagler.

6. Searching for data and managing reportsBefore collecting any data, you must
define the report purpose and analyze the interdellence. Then you must determine
what data is needed to solve the problem. You shasg data-collection method that will
provide the needed data with the least expendidtitane and money but at the level of
completeness, accuracy, and precision neededue gour problem.

48



The two major types of data you will collect are@edary and primary dat&econdary
datais data collected by someone else for some othgyoge; it may be published or
unpublishedPrimary datais collected by the researcher to solve the sigegrbblem at
hand. The three main methods of primary data diblecare surveys (questionnaires,
interviews, and telephone inquiries), observateomy experimentation. Secondary data is
neither better nor worse than primary data; itte@y different. The major advantages of
using secondary data are economic: using secordigey is less costly and less time-
consuming than collecting primary data. The disatvge relate not only to the
availability of sufficient secondary data but atedhe quality of the data that is available.
Never use any data before you have evaluated msoppateness for the intended
purpose.
When evaluating secondary data take into accoentaifowing:

» What was the purpose of the study?

 How was the data collected?

* How was the data analyzed?

* How consistent is the data with that from otherrses?

 How old is the data?
With the increasing availability of data managewsmstimes tend to generate every type
of report possible and then submit them all to biglevel management. Some managers
seem to devote more energy to generating repaoats tilh analyzing and making use of
their contents. Thus, someone in the organizatiboulsl be assigned the task of
controlling reports. This will guarantee that bwss reports continue to serve
management rather than the reverse.

Report Writing
COLLECTING AND ANALYZING DATA

PLAN.
1. Collecting data through questionnaires.
2. Collecting data through interviews.
3. Constructing tables and preparing charts.
4. Interpreting data.

1. Collecting data through questionnaireslf available high-quality secondary data for
your report is not enough, to solve your problem wall probably need to collect primary
data. A survey is a data-collection method that gathers inforamatithrough
guestionnaires, telephone inquiries, or intervieWwdie questionnaire (a written
instrument containing questions designed to obtdormation from the individual being
surveyed) is the most frequently used method imiess research.

» A representative sampling over a large geograplaics.

» The validity of some responses.

* The main disadvantage — a low response rate.
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Constructing the questionnaire. Your language must be clear, precise, and
understandable. Each question must be neutraldsed)). Be certain that each question
contains a single idea. Recognize that respondeais be hesitant to answer sensitive
guestions (age, salary, and the like). Draft qoestire and revise it as necessary. Unless
you intend to distribute the questionnaires perbpnaite a cover letter to convince the
reader that it's worth taking the time to complite questionnaire.

2. Collecting data through interviews.Personal interviews are generally considered tc
be the most valid method of survey research, eslheavhen in-depth information is
desired.
Problems with interviews:

* Interview research is expensive.

e Itis time consuming.

« Trained and experienced interviewers are required.
Types of questions.
Open-ended versus closed questions.
Direct versus indirect questions.
Conducting the interview.
As an interviewer you must perform two roles — tlohtan observer and that of a
participant. You participate by asking questions, ypu must also analyze the responses
and determine whether follow-up questions are netede
One of the barriers to effective listening duringiaterview is the need for note taking.
Keep note taking to a minimum by using a small golg cassette recorder when possible.
Always use an interview guide — a list of questibomsask, with suggested wording and
possible follow-up questions. Provide smooth triamss when moving from topic to topic
by using periodic summaries of what has been covdralicate when the interview is
over and express appreciation for the time granted.

3. Constructing tables and preparing charts.In addition to interpreting data in
narrative form you will also prepare some visualsa+ tables, charts, photographs, or
other graphic materials. The more insight you cavide the reader about the meaning of
the data you've collected and presented, the melgfui your report will be. Tables are
often the most economical way of presenting nurakidata. A table also permits easy
comparison of figures. Your reader must be ablariderstand each table on its own,
without having to read the surrounding text or retie it. If the table is based on
secondary data, type a source note below the bgiding the appropriate citation.
Common abbreviations and symbols are acceptaléblas.

The appropriate use of well-designed charts andhgraan aid in reader comprehension,
emphasize certain data, create interest, and gaeeand space. Because of their visual
impact, charts receive more emphasis than tablesmwative text. Therefore, you should
save them for presenting information that is im@gottand that can best be grasped
visually.

The cardinal rule for designing charts is to kdsgnt simple. The reader shouldn’'t have
to study the chart at length or refer to the sunthog text.
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The main types of charts used in business repadspaesentations are line charts, bar
charts, and pie charts. Do not overuse visual-attiey will detract from your message.

4. Interpreting data. When analyzing the data, you must first determihetier the data
does, in fact, solve your problem. It would makesease to prepare elaborate tables anc
other visual aids if your data is irrelevant, inqaete, or inaccurate. Don'’t just present
tables and figures. Interpret their important peimaking sense of the collected data.

First, look at each piece of data in isolation. f\dwok at each piece of data in
combination with the other bits. Finally, synthesall the information you've collected.
Thus, you must determine whether all the data tdkegether provide an accurate and
complete answer to you problem statement. Everyovaved in the reporting situation
has a responsibility to act in an ethical manner.dxample, the researcher has the right
to expect that respondents will be truthful in thelsponses and has an obligation not to
deceive the respondent. Similarly, the organizatiat is paying for the research has the
right to expect that the researcher will providédvand reliable information and has an
obligation not to misuse that data. All partiesalwed must use common sense, good
judgment, goodwill, and an ethical mindset to mtiesproject successful.

Report Writing
WRITING THE REPORT

PLAN.
1. Planning.
2. Drafting.
3. Reuvising.
4. Formatting.
5. Proofreading.

1. Planning. The writing process consists of planning, draftireyising, formatting, and
proofreading. You should follow the same procesemtwriting a report. The stage of
planning requires that you make decisions about dtracture of the report, the
organization of the content, and the frameworkhefheadings before and as you write.
Determining the report structureThe physical structure of the report and such gegner
traits as complexity, degree of formality, and lendepend on the audience for the report
and the nature of the problem that the report asdei® The three most common formats
for a report are manuscript, memorandum, and Idtienat. Manuscript reports are
formatted in narrative style, with headings and h&anlings separating the different
sections, and supplementary parts are included. dveemdum and letter reports contain
the standard correspondence parts.

Organizing the reportPlanning your report to show unity, order, logindaven beauty
involves selecting an organizational basis fordhta you've collected and analyzed and
developing an outline. The four most common basesiganizing your findings artéme,
location, importanceand criteria. The purpose of the report, the nature of the bl
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and your knowledge of the reader will help you setbe organizational framework that
will be most useful.

Once you've decided how to organize the findingyaifr study, you must decide where
to present the conclusions and any recommendatioats have resulted from these
findings. Academic reports and many business repaoate traditionally presented the
conclusions and recommendations of a study atrideoéthe report, because conclusions
cannot logically be drawn until the data has beessgnted and analyzed; similarly,
recommendations cannot be made until conclusiome baen drawn. In general, prefer
the direct plan (conclusions and recommendatiasg fior business reports.

Outlining the report.The outline provides a concise visual picture efstructure of your
report. A formal outline provides an orderly viswuapresentation of the report, showing
clearly which points are to be covered, in whateorithey are to be covered, and what the
relationship of each is to the rest of the report.

Headingsplay an important role in helping to focus thededs attention and in helping
your report achieve unity and coherence, so plamtlcarefully, and revise them as
needed as you work toward a final version of yeyort.

Talking headingsidentify not only the topic of the section butalkie major conclusion.
They are especially useful when directness is éési the reader can simply skim the
headings in the report and get an overview of ty@cts covered and each topic’'s
conclusionsGeneric headingson the other hand, identify only the topic of gextion,
without giving the conclusion. Most formal repoaisd any report written in an indirect
pattern would use generic headings.

Parallelism.Regardless of the form of heading you select,dmsistent within each level
of heading. The heading within the same level rhagparallel.

Length and number of headingsHeadings that are too long lose some of their
effectiveness; yet headings that are too shorirefective because they do not convey
enough meaning. Similarly, choose an appropriatsbas of headings. In general,
consider having at least one heading or visualaliteak up each single-spaced page.
Balance.Maintain a sense of balance within and among @estilt would be unusual to
have one section ten pages long and another samtigrhalf a page long. If you divide a
section into subsections, it must have at leastsiwsections.

2. Drafting. The final product — the written report — is theyoalidence the reader has of
your efforts. The success or failure of all yourrkvdepends on this physical evidence.
Everything that you learned about the writing psscapplies directly to report writing —
choosing a productive work environment; scheduéimgasonable block of time to devote
to the drafting phase; letting ideas flow quicklyrihg the drafting stage, without
worrying about style, correctness, or format; aeasing for content, style, correctness,
and readability. However, report writing requiresveral additional considerations as
well.

Drafting the body.The report body consists of the introduction; thmdihgs; and the
summary, conclusions, and recommendations. Ea¢hagrbe a separate chapter in long
reports or a major section in shorter reports.
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Theintroduction presents the information the reader needs to nmaksesof the findings.
The actual topics and amount of detail presentetienintroductory section will depend
on the complexity of the report and the needs efréader.
The findings of the study represent the major contributionha& teport and make up the
largest section of the report. Don't just presemiryfindings; analyze and interpret them
for the reader. Use emphasis, subordination, pre\sammary, and transition to make the
report read clearly and smoothly. Keep the readertds and desires uppermost in mind
as you organize, present, and discuss the infoomati
Summary, conclusions, and recommendatiodsone- or two-page report may need only
a one-sentence or one-paragraph summary. Longenooe complex reports should
include a more extensive summary. To avoid monotehgn summarizing, use wording
that is different from the original presentatiohybur report includes both conclusions
and recommendations, ensure that the conclusiens directly from your findings and
that the recommendations stem directly from thecke@mons.
Drafting the supplementary sections
Title page.
Transmittal document conveys the report to the eead/rite the transmittal memo or
letter in a direct pattern. If the transmittal do®nt is a part of the report, it is placed
immediately after the title page but before thecexi®@e summary or table of contents.
Executive summary(also called arabstractor synopsiy is a condensed version of the
body of the report. Position the summary immedyabelfore the table of contents.
Table of contentsare used in long reports with many headings abdeadings. The table
of contents cannot be written until after the réptself has been typed.
An appendixmight include supplementary reference materialimpiortant enough to go
in the body of the report.
Referencescontain the complete record of any secondary gsuctded in the report. The
reference list is the very last section of the repo
Developing an effective writing style

 Tone.

* Pronouns.

* Verb tense.

« Emphasis and subordination.

» Coherence.
Paraphrasing versus direct quotatiorA paraphraseis a summary or restatement of a
passage in your own words.dkect quotationcontains the exact words of another. Most
of your references to secondary data should bearidrm of paraphrases.
Documenting your sourcesDocumentation is the identification of sources by giving
credit to another person, either in the text othe reference list, for using ha her
words or ideasPlagiarism is the use of another person’s words or ideasowttlgiving
proper credit. The use of two types of materiabbyers does not need to be documented.
(1) facts that are common knowledge to the reanlieysur report and (2) facts that can be
verified easily. Standard citation formats are fmtés, endnotes, and author-year
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citations. Ensure that the citations are accu@mplete, and consistently formatted. Do
not use quotations out of context.

3. Revising.Once you have produced a first draft of your repput it away for a few
days. Don't try to correct all problems in one mwi Instead, look at this process as
having three steps — revising first for contengntiior style, and finally for correctness.
Revising for content— amount of information; accuracy of the inforroati logical
sequence of the information presented in the report

Revising for style- clear writing; short, simple, vigorous, and dsecwords; variety of
sentence types; unity and coherence of the paragyapasonable length; overall tone;
nondiscriminatory language; appropriate emphagissabbordination.

Correctness— consider any problems with grammar, spellingngbuation, and word
usage. If possible, have a colleague review yoait tib edit and catch any errors you may
have overlooked.

4. Formatting. The physical format of your report (margins, spgeciand the like)
depends on the length and complexity of the repodt the format preferred by either the
organization or the reader. Consistency and reltjabie the hallmarks of an effective
format.

5. Proofreading.Do not risk destroying your credibility by failing proofread carefully.
Even before reading the first line of your repadne reader will have formed an initial
impression of the report — and pbu Make this impression a positive one. Check for
appearance. Have you arranged the pages in concit? Use every aid at your disposal
to ensure that your report reflects the highestdaeds of scholarship, critical thinking,
and care.

PLANNING THE BUSINESS PRESENTATION
PLAN.
1. The role of business presentations.
2. Planning the formal business presentation.
3. Organizing the presentation.
4. Work-team presentations.
5. Other business presentations.

1. The role of business presentation&lmost everyone in business is required to give a
presentation occasionally to customers, superguisordinates, or colleagues. The costs
of ineffective presentations are immense: sales lasg, vital information is not
communicated, policies are not implemented, anéltpriall.

Written versus oral presentationsAn oral presentation may be made either in
conjunction with or in place of a written reportotYll need to weigh a number of factors
when you decide to communicate orally or in writitlge complexity of the material, the
size of the audience, the costs.
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Advantages of oral presentationsprovideimmediate feedback; allow speaker control;
require less work for the audiend@isadvantages of oral presentationsthey do not
provide a permanent record of the information afteinoare very expensive.
The process of making a business presentation

1) Planning — purpose, audience, timing, method af/ds};

2) Organizing — collecting and outlining the data;

3) Developing visual aids;

4) Practicing — rehearsing by simulating;

5) Delivering — dressing, eye contact, answering golest

2. Planning the formal business presentatiorPlanning tasks include activities which
involve determining the purpose of the presentatamalyzing the audience, planning the
timing of the presentation, and selecting a dejivarethod. The more formal the
presentation, the more time you’ll devote to thejqut.

Purpose— one of these: reporting (updating the audiencesane project); explaining
(how to operate a new piece of equipment); persgadconvincing to purchase
something); motivating (inspiring to take some @i

Audience analysis- size; age; organizational status; level of krealgle about the topic;
psychological needs (values, attitudes, belief§)es€ factors provide clues to overall
content, tone, and types of examples you shouldthsetypes of questions you expect,
and even the way you dress. Put yourself in youtieance's place so that you can
anticipate their questions and reactions. Apply‘fm” attitude. Meet with key people
before your presentation to predispose the audiengeur favor.

Timing — (1) allow yourself enough time to prepare; (2nsider the needs of your
audience. Early or midmorning presentations aréepable to late afternoon sessions. Try
to avoid giving a presentation immediately befanach, or, worse, immediately after
lunch.

Delivery method— will you memorize your speech, read it, or spdakn notes?
Memorizing an entire speech is risky, not to memttome-consuming. Memorized
presentations often sound mechanical, though memgra humorous story or quotation
may be extremely effective for presenting a keyt phryour talk. Reading speeches is
helpful if you're dealing with a highly complex dechnical topic, if the subject is
controversial, or if you have a lot of informatitmpresent in a short time. Speaking from
notes is the most common and generally the mostcefe method for business
presentations. The notes contain key phrases rétla@r complete sentences, and you
compose the exact wording as you speak. The netpshsure that you will cover all the
material and in a logical order; also you can agapir remarks in reaction to verbal and
nonverbal cues from the audience.

3. Organizing the presentation.Write down every point you can think of that midde
included in your presentation and then separate potes into three categories: opening,
body, and ending.

The opening should introduce the topic, identify the purpossd preview the
presentation. Capture the interest of your audiebeeause the first 90 seconds of your
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presentation are crucial. Begin immediately to ldsgth rapport and build a relationship

with your audience. Many professionals write o é&mtire opening and practice it word
for word until they almost know it by heart. Then#tiof opening depends on your topic,
how well you know the audience, and how well thepw you. For an effective opening

you can quote a well-known person, ask a questi@sent a hypothetical situation, relate
an appropriate joke or personal experience, gisgudling fact, and use a visual aid. Use
humor if it is appropriate and you are adept dingglhumorous stories. Do not use humor
too frequently.

The bodyconveys the real content. Organize the blodycally, according to you topic
and audience needs. Choose an organizational pktnstits your purpose and your
audience’s needs. Use frequent and clear transitoil pace your presentation of data.
Establish yourcredibility by convincing the listeners that you've done adkigh job of
collecting and analyzing the data and that youmisoiare reasonable. Use objective
language and credible evidence — statistics, a@upériences, and examples. Do not
ignore negative information. Presenting all pros and cons you should show ybat
recommendations are still valid, in spite of theadivantages and drawbacks.

The endingis your last opportunity to achieve your objectiBecause your audience will
remember best what they hear last, think of yodirenas one of the most important parts
of your presentation. Your closing should summaribe main points of your
presentation. Draw conclusions, make recommendgtmmoutline the next steps to take.
Leave the audience with a clear and simple message.

4. Work-team presentations.require extensive planning, close coordination, and
measure of maturity and goodwill. Your major ciiber for making assignments is the
division of duties that will result in the most edtive presentation. Individual
assignments for a team presentation should be basedhdividual strengths and
preferences. The team leader should be organizenyledgeable about the topic, well
liked and respected by the rest of the team. Tagelemust assume overall responsibility
for the project. The overall presentation shoulgdehaoherence and unity as though it
were prepared by a single person. Thus, the gramlrars should decide beforehand the
most appropriate tone, format, and organizatione dor visual aids, and manner of dress,
method of handling questions, and similar factdérat twill help the presentation flow
smoothly from topic to topic and from speaker teafer.Video presentationsare such
which must be given many times (for example, aargdation program for new employees,
a new product announcement to be sent to impoctastomers, etc.).

5. Other business presentationsOccasionally you can participate in the types of
presentations in which you act as a supportinggrlaguch situations include giving
impromptu remarks, making introductions, and maldngeceiving special recognitions.
Impromptu remarks— when you may unexpectedly be asked to comeea@dtdium to
“say a few words about” or “bring us to date on’m®otopic. During the course of a
meeting or in conjunction with another person’sspraation you can often predict that
you may be called on and you should prepare aaugiidi You have no need to
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apologize. Keep to the topic, limiting your remat&ghose areas in which you have some
real expertise or insight, and speak for no moaa thfew minutes.

Introductions — when introducing someone, remember that the gpedkhe presentation
is the main event — not you, the host of the priediem. All of you remarks should be
directed at welcoming the speaker and establishiagr her qualifications to speak on
the topic being addressed. Avoid inserting your @pmions about the topic or speaking
for too long, thereby cutting into the speakeriadi After the presentation, return to the
podium and extend your appreciation to the perswe again with another handshake
and some brief remarks about the importance amyaate of the speaker's comments.
Lead the question-and-answer session if one is\ptan

Special recognitions— when presenting an award or recognizing somdonepecial
achievement. First provide some background abaugttard — its history and criteria for
selection. Then discuss the awardee’s accomplistsmemphasizing those most relevant
to the award. When accepting an honor, show gemappeeciation and graciously thank
those responsible for the award. You may briefignth people who helped you in your
accomplishments.

Presentation feedback

Aspects Points to Consider Grade
Planning Evidence of careful preparation
Objectives Clarity; appropriacy to audience / subject
Content Extent; relevance; appropriacy; subject knowledge;
research
Approach Message support and reinforcement; variety; humor

Organization Coherence; clarity; appropriacy
Visual aids Appropriacy; clarity; handling

Delivery Pace; enthusiasm; rapport/eye contact; audibility;
intonation; confidence; body language

Language Clarity; accuracy; fluency; appropriacy; pronunicat
signaling

Overall Clarity of message; achievement of objectives;

interesting? informative? motivating?

Other

ILLUSTRATING AND DELIVERING THE BUSINESS PRESENTATI ON
PLAN.

Developing appropriate visual aids.

Developing appropriate audience handouts.

Practicing the presentation.

Delivering the presentation.

Post-presentation activities.

arONE
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1. Developing appropriate visual aids.Presentation visuals add interest, value, anc
impact to oral presentations. Visual aids enhanmieace interest and comprehension
and help to tell your story, especially if it indes complex or statistical material. For
example, one study found that the use of graphiceased a presenter’s persuasivenes:
by 43%. Presenters who use visual aids are pet@iseeing more professional, better
prepared, and more interesting than those who d@tsuch aids. Visual aids should be
used only when needed and should be simple, readatd of high quality. The quality of
your visual aids sends a nonverbal message aboutcgmpetence and your respect for
your audience.

Visual aids for business presentations may bedah@aing:
Transparencies and slides — inexpensive, easyottupe, simple to update. As a general
rule, each slide or transparency should contaimoeoe than 40 characters per line, no
more than six or seven lines per visual, and noentban a large, simple typeface and
plenty of white (empty) space. Use bulleted listsifems that have no specific order and
numbered lists to show related items in a speoifier.
Visuals need:

* attractive appearance

» perfect spelling

» adequate size and readability

* logical order

e strong impact
Handle your visuals as follows:

» keep them simple;

* have them in correct order and ready to use;

 use visuals smoothly;

» give the audience enough time to read each visual,

* remove a visual when you are finished using it;

» don’'t simply read a visual. Discuss it;

» avoid letting your body block the audience’s vielaany audiovisual.
Practice using your visual aids smoothly and effett. Confirm that yourequipmentis
in top working order and that you know how to operd. Try to avoid problems. Be
prepared to give your presentation without visudé & that should become necessary.

2. Developing appropriate audience handoutssupplement your oral information,
provide space for note taking, and represent a geent record of your presentation.
Handouts are especially helpful when you are dgahith complex information such as
detailed statistical tables, which would be ineifex if projected as a slide or
transparency.

What to include.Include additional information that would not fih ¢he projected slide —
details, background data, summaries, more compbitarts, or sources of extra
information. Keep the content simple, concise, amthe point. Organize your handout
topics in the sequence in which you present thelso,Aprovide plenty of white space —
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both as a design element for readability and asespar note taking. Provide good
photocopies. Use a legible font — at least 12 gointsize — to facilitate reading in a
darkened room.

When to distribute The content and purpose of your handout determhrenvit should be
distributed: before — if handouts contain compleatad or extensive information;
immediately before the presentation — if you intémdefer to material in it as you speak;
immediately after the presentation — if your hartdmgrely summarizes your message.
Handouts provide a tangible, permanent record @ftéimporal presentation. In addition,
they give a nonverbal message about you and yganaration.

3. Practicing the presentation.The language of the presentation must be simpleidAv
long sentences with complex vocabulary. Use a aoinweal style. Use frequent preview,
summary, transition, and repetition to help youdiance follow your presentation: tell
them what you'’re going to tell them, tell them, ahen tell them what you told them.
Remember that 55% of your credibility with an aundie comes from your body language,
38% comes from your voice qualities, and only 7%tmes from the actual words you use,
as it was proved by the psychologist Albert Mehaal(1968).

Videotaping your rehearsal or recording it on dy@etrecorder.

Speak at a slightly slower rate than normally usetbnversation. Vary both your volume
and your rate of speaking. Use periodic pausescaméct diction. Occasional hand and
arm gestures are important for adding interest@nghasis. Position your body on the
left side of the room (from the audience’s pointvagw). For most of your presentation,
you should stand at a 45-degree angle to the acgliétractice smiling occasionally with
the body balanced on both feet. Rest your handsymatural, quiet position. Your voice
and demeanor should reflect professionalism, erdbirs and self-confidence.

4. Delivering the presentation.Your clothing is a part of the message you commateic
to your audience, so dress appropriately — in combbe and businesslike attire. Take
several deep breaths to clear your mind, walk cemtfily to the front of the room, take
enough time to arrange yourself and your notesk klowly around you, establish eye
contact with several members of the audience, laed, in a loud, clear voice, begin your
presentation. You should know your presentation e@bugh. If your mind actually does
go blank, try to keep talking — even if you repedtat you've just said. If you can’t jog
your memory, simply skip ahead to another part otirypresentation that you do
remember; then come back later to the part youtedit

Stage fright.For some people making a presentation is accomgpdnjiesuch symptoms
as gasping for air, feeling faint, having shakinandis or legs, feeling the heart beat
rapidly, speaking too rapidly and in a high-pitchaxice. The best way to minimize such
anxieties is to overprepare. The more familiar gogiwith the content of your speech and
the more trial runs you've made, the better yoodlable to concentrate on your delivery.
As you begin to speak, look for friendly faces Ire tcrowd, and concentrate on them
initially.

Answering questions.The question-and-answer session is a vital partyodr
presentation. Normally, you should announce atbiginning of your presentation that
you will be happy to answer any questions when rgotlirough. Also, there is always the
possibility that the listener’'s question will besarered in the course of your presentation.
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As you prepare your presentati@nticipate what questions you might expect from the
audience. Always listen carefully to the questiapeat it, if necessary, for the benefit of
the entire audience; and look at the entire audiescyou answer. If you don’t know the
answer to a question, freely say so and promiskaie the answer within a specific
period. Do not risk embarrassing another membethef audience by referring the
guestion to him or her.

5. Post-presentation activitiesAfter the presentation is over, evaluate your penénce
so that you can benefit from the experience. Arelgach aspect of your performance —
from initial research through delivery. Evaluatiggur performance can improve your
presentation skills with each opportunity to speak.

QUESTIONS FOR CONTROL

What are some typical characteristics of busineasaunication?

What are the parts of a communication model? Er@aid analyze each part.

Analyze cultural differences and other barriersaonmunication.

What are strategic steps to communicate informanost effectively?

What is the structure of direct messages? Whatsssépuld you follow in the

writing process?

What are advantages and disadvantages of electomnrespondence? Rules of

etiquette in electronic correspondence.

7. Are there any problems with using phone commurocatn business? Etiquette
points to be used in communicating by phone.

8. How do you understand a “you attitude” in businessmunication?

9. What must you consider when choosing a writingestyHow can business writers
become mature stylists?

10. Enumerate the main characteristics of efficiensitesslike messages.

11. The ability to write effective short reports wikkla key to success in your business
career. How can you prove this statement?

12. What should you take into consideration when plagniour report? What's the
difference between a memo report and a letter teépor

13. Describe the difference between a justificatiororepnd a feasibility report. What
other types of reports do you know?

14. What is the definition of a business report? Expléhe distinction between
primary and secondary business research.

15. Carefully define ‘paraphrase’ and ‘plagiarize’. \émdvhat circumstances are you
permitted to use information without citing the smifrom which you obtained it?

16. What distinguishes observational research fromesurgsearch?

17. Describe the difference between open-ended anckalesded questions in the
qguestionnaires. By what means can survey researamenease the willingness of
respondents to respond?

18. Name the four pieces of information that appeaaqmoperly prepared title page.

Explain when you would use a preface in your report

A

o
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19. Explain when you will use a letter of transmittadavhen you will use a memo of
transmittal. What is the primary difference betwésm?

20. Which three parts of your report will tell the readhe purpose of your report?
Why is this information repeated?

21. Explain the difference between conclusions andmegendations in the report.

22. Describe a typical business audience’s attitudeatdywand expectations of, a
business speaker. What audience analysis mustdsssapeakers perform?
23. What are some ways business presentations difien bther kinds of speeches,
such as after-dinner speeches, political speeahnés;lass assignment speech?
24. Give several reasons why typical business presensaare seldom memorized or
read from a manuscript.

25. In your experience, what nonverbals are hardedtéginning speakers to control?
Why? What suggestions can you make to help cotitevh?

26. Distinguish between speaking to inform and speakingersuade. Is there always
a firm dividing line between the two kinds of taks

27. Discuss the advantages and disadvantages of paésentisuals.

28. In what cases do we need to convey negative infoonfa Why should we give
priority to the human considerations when conveyiagative information?

29. What are the steps in writing indirect messages® o they differ from those for
direct business messages”?

30. How can you say ‘no’ without really saying the war@ive examples to back up
your points.

31. What are some common negative or sensitive sitosttbat occur in business?
What are the ways of handling them?

32. What are the ways of conveying negative informatidhat should you bear in
mind when creating effective negative messages?

33. What information will you need to collect in ordtr find a job that suits your
qualifications?

34. How can you describe your ideal job? Give enougiaideo show what the job
entails and why you are well suited for it.

35. What kinds of résumé are there in business practimy do they differ? What are
the basic requirements to write a good résumeé?

36. List three sources you will use to identify progpee employers. How will you
find more information on the companies?

37. What kinds of job interview questions do you knowhat kinds of interviewers
do you know? What kinds of interviews do you know?

38. What is it necessary to know if you want succe$sfokgotiate salary? What
standard benefits do some companies offer?

39. Who is the best/the worst listener you know? Listdr her behaviors as a listener.
What are your own typical listening behaviors?

40. Explain the differences between formal and inforec@inmunication networks in
organizations.

41. What is information overload in some organizatiohB®ler what conditions do
you become overloaded? In what different ways dongspond to overload?
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42. What are the causes of conflicts? What are diffetgpes of conflicts? Who
usually has to handle a conflict? How does thelazirget resolved? Who benefits
of a conflict? What are the consequences of thélicth
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