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Describe the three-step writing process.

Explain why it's important to analyze a
communication situation in order to define
your purpose and profile your audience
before writing a message.

Discuss information-gathering options for
simple messages, and identify three
attributes of quality information.

List the factors to consider when choosing
the most appropriate medium for a
message.

Explain why good organization is important
to both you and your audience, and list the
tasks involved in organizing a message..
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O Analyze the Situation: Define your purpose i ailale 1efyclina aaa scidgal) Jolad [
and develop an audience profile. &) sgand

(] Gather Information: Determine audience Jeaaly jsganll Glalial 2aa iclaglrall zea [
needs and obtain the information necessary . lalda¥lelbia olila oS Glagdeall I
to satisfy those needs.

O Choose Medium and Channel: Identify the a8 sall JiaY) sl 22 s8LRY g Al l) LA [
best combination for the situation, message, . —ganll g Al )l g
and audience.

) Organize the Information: Define your main = (3Uai sas g cdpu Hl) <l S8 daa il glaal) anfa¥ ]
idea, limit your scope, select the direct or aasy ¢ il je o sdluall meill jials cellee
indirect approach, and outline your content. A gl
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) Adapt to Your Audience: Be sensitive to audience  <lalia¥ Lilua (S :dl ) ggan aa i [
needs by using a “you” attitude, politeness, ¢"cail" Coslud aladiu) A e &) sgan
positive emphasis, and unbiased language. Build a = 45 aladd w5 ¢ ala¥) 3S il 5 A 8Ll
strong relationship with your audience by (= dl)sean aeadn848e (1l Ao s 5a
establishing your credibility and projecting your 3 s—all 3 ) g Slidly an 7w i JOLA
company’s preferred image. Control your style alaaiul ¢lglul 8 a8 o€ 4l il caidl)
with a conversational tone, plain English, and 35 el 4_;):4;4} daly dn ) gn By
appropriate voice. Aaulic Gga

[ Compose the Message: Choose strong words that — <laclaud iy @ il jia) sl )l Aslwa [
will help you create effective sentences and At ) jad g Allad Jaa L) e
coherent paragraphs.
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] Revise the Message: content and review 4xal ey s sinall danl jo sddla ) dzal e O
readability; edit and rewrite for conciseness and el A WS sale)y 3oy 6ol yall Al g
clarity. sy Y

O Produce the Message: Use effective design aJad apesai yualic alaaiul sdllu )zl (O
elements and suitable layout for a clean, .3 ials 3=l yebdd v ulicday hadsy
professional appearance.

O Proofread the Message: Review for errors in  Jahaill 8 ¢lhal) daal jo sdlla ) 3805 [
layout, spelling, and mechanics. el sl 5 e 3y

) Distribute the Message: Deliver your message 3Ll ,ue Gl Josagi s )l 2z is8 [
using the chosen channel; make sure all laiiull &A,A&jjzd—ﬂﬁm\ ¢3 HL3all
documents and all relevant files distributed b dlall cld ekl
successfully.
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1 The more you use the three-step process,

the more intuitive and automatic it will
become. You will also get better at allotting
time for each task during a writing project.
As a general rule, set aside roughly 50
percent of that time for planning, 25
percent for writing, and 25 percent for

completing.
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O Reserving half your time for planning might Jaaill el o al jariadd oy a3 [
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seem excessive, careful planning usually _%s ledile B2l Jayhaadll o<l U s
saves time overall by focusing your writing e &3S 5 AR G ple S0 D8
and reducing rework. Of course, the ideal «alisy caahally Jaall sale) Jola5 5 4,1
time allocation varies from project to . &Y & 5 de (e S Gl Gariads
project. Simpler and shorter messages Jai Ua-im ¥ g Jaca) e ) allats
require less planning than long reports, & e sl adlgagddighll yolall oa

websites, and other complex projects. Badmal) ay L) (e
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O Also, the time required to produce and exsis dilu,ll ZUY o D0 cd gl of LS O
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distribute messages can vary widely, il e 1ilde) oS B Calidy 58
depending on the media, the size of the Al Jalse g ¢ sganll PECPRZEVS T
audience, and other factors. Start with the 4dic s «Yo_Yo_o. Ay gl avudiy oy
50-25-25 split, and adjust as needed for R BB 2 Y NEENEN JUEWEN

each project.
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(d As soon as the need to create a message appears, dlu)dcloa Jdalall jeedona O
inexperienced communicators are tempted to dive )5 —all samrc oslal gl
directly into writing. However, skipping or b elld pay AUSH 85 il (ulazs)
shortchanging the planning stage often creates extra LWl L jads s Japdaddll dls e dads
work and stress later in the process. LY bl 1568 13ea sl L

 First, thoughtful planning is necessary to make sure  Jleal (5 55 20 (sl Jasladsl) ‘\fgi d
you provide the right information in the right format  culiall JSEIL dsaiall e glaal) aass
to the right people. Taking the time to understand <8l (aradd o) | Gualiall ala s
your readers or listeners and their needs helps you aglalials cludi e ol el il 8 2 gdl
find and assemble the facts they’re looking for and  (siaw S @Flaal) alay) e dlae by
deliver that information in a concise and compelling 5 s 48 yhay lean 8 5 (Lgrrani g Leie
way. Al
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J Second, with careful planning, the

writing stage is faster, easier, and

much less stressful.

J Third, planning can save you from
embarrassing blunders that could

hurt your company or your career.
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 Every communication effort takes place in a

particular situation, meaning you have a
specific message to send to a specific audience
under a specific set of circumstances.

For example, describing your professional
qualifications in an email message to an
executive in your own company differs
significantly from describing your qualifications

in your LinkedIn profile.
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1 All business messages have a general purpose:
to inform, to persuade, or to collaborate with
the audience. This purpose helps define the
overall approach you’ll need to take. Within the
scope of its general purpose, each message also
has a specific purpose, which identifies what
you hope to accomplish with the message.
What do you want the audience to think or do
after receiving it? The more precisely you can
define your specific purpose, the better you'll
be able to fine-tune your message to achieve
your desired outcome.
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1 After you have defined your specific purpose,

take a moment for a reality check. Assess
whether that purpose merits the time and
effort required for you to prepare and send the
message—and for your audience to spend the
time required to read it, view it, or listen to it.

Ask these four questions:
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v Will anything change as a result of your 53 8 aaled ¥ Selille ) dag o i (ol i Ja v/
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message? Don’t contribute to information daw e Uid 5 Y Jiley Jlub Cilagladll
overload by sending messages that won’t <iS,al i ide) dles dhaaf elmad A 113 (JUL)

change anything. For instance, if you don’t (&8 <lgle JﬁmQﬂJHQ—z;&@JM;
like your company’s latest advertising | s O Y1 e el 3 Al Al Jls )
campaign but you’re not in a position to Jaal o) o i
influence it, sending a critical message to

your colleagues probably won’t change

anything or benefit anyone.




(‘

Defining your purpose

Lecture . o
. Sloay Aass

03

MIDOCEA

UNIVERSITY'

v’ |s your purpose realistic? Recognizing whether a

goal is realistic is an important part of having good
business sense. For example, if you request a raise
while the company is struggling, you might send
the message that you’re not tuned in to the
situation around you.

v’ |Is the time right? People who are busy or distracted

when they receive your message are less likely to
pay attention to it. Many professions and
departments have recurring cycles in their
workloads, for instance, and messages sent during
peak times may be ignored.
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v’ |s your purpose acceptable to your organization?

Your company’s business objectives and policies,
and even laws that apply to your industry, may
dictate whether a particular purpose s
acceptable. For example, if you work for a
discount stock brokerage (one that doesn’t offer
investing advice), it would be inappropriate to
write a newsletter article on the pros and cons of

investing in a specific company.
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Before audience members will take the time to read or

listen to your messages, they must be interested in
what you’re saying. They need to know that the
message is relevant to their needs—even if they don’t
necessarily want to read or see it. The more you know
about your audience members and their needs and
expectations, the more effectively you’ll be able to
communicate with them. Conducting such an analysis

involves the following steps:
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dlidentify your primary audience. For

some messages, certain audience
members may be more important
than others. Don’t ignore the needs
of less influential members, but make
sure you address the concerns of the

key decision-makers.
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J Determine audience size and geographic

distribution. A message aimed at 10,000
people spread around the globe could require a
different approach than one aimed at a dozen
people down the hall.

 Determine audience composition. Look for

similarities and differences in culture,
language, age, education, organizational rank
and status, attitudes, experience, motivations,
biases, beliefs, and any other factors that might
affect the success of your message.
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J Gauge audience members’ level of
understanding. If audience members are not
well versed in the topic, you may need to
provide some background and context.

O Understand audience expectations and
preferences. For example, will members of your
audience expect complete details or just a
summary of the main points? In general, for
internal communication, the higher up the
organization your message goes, the fewer
details people want to see.
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[ Forecast probable audience reaction. As you’ll

read later in the chapter, the reaction you are
likely to get from the audience should influence
the way you organize a message. If you expect a
favorable response, you can state conclusions
and recommendations up front and offer minimal
supporting evidence. If you expect to encounter

skepticism, you can introduce conclusions

gradually and with more proof.
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d  When you have a clear picture of your audience,

your next step is to assemble the information to
include in your message. For simple messages, you
may already have all the information in hand, but
for more complex messages, you might need to do
some research and analysis before you begin
writing., and processing information, but you can
always use a variety of informal techniques to

gather insights and guide your research efforts:
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[ Consider the audience’s perspective. Put  4¢a 5 agd Jsla ,sogadd) (lsa duwdi aoa [
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yourself in the audience’s position. What sl 43 Osomdy sl 48 (55,88 3 Le aa ks
are these people thinking, feeling, or 13 fLgisaling Al Cilasladll Lo S () slalas,
planning? What information do they Jd—alsill Bl e 1)isais g S

need? If you are initiating a conversation  _siiw 8l Glaslaall & Lad ¢ elaial)
in a social media context, what fhdrgiuall cliladiaag & Cilal)
information will stimulate discussion in

your target communities?




|
Gathering Information UMNIRQRQI.EA L

Sila plrall zax
a 03 \

O Listen to the community. For almost any Jwe Jaw sl 8 . sgead) 210 () aaicd (O
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subject related to business these days, (— e sanama ¥l e aati by &

chances are there is at least one connected (e at e s Claiiadly (puaigall sl ¢ Slazll

community of  customers, product _—= Al Gl dle ¢ia gl s d8ly

enthusiasts, or other people who engage in 2l ) a5 agre Jial 58 i iyl
online discussions. Find them and listen to

what they have to say.
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(J Read reports and other company documents. Annual

reports, financial statements, news releases, blogs by
industry experts, marketing reports, and customer
surveys are just a few of the many potential sources.
Find out whether your company has a knowledge
management system or other system that collects the
experiences and insights of employees throughout

the organization.

AR il Asl g i e ath) O
bl Aalial aliadl) Jads A4S Al
el Ll el i i)
el 3R e g2 e YL a4 g cAiin all
Lt al 5 (o yaill g )85 (U pal
S IS 5 5 G ials o) (38ad oDl el
oAl ol gl 51 da gl 5 oy Lol
(Ondha sall Ol jaA many

~N




Gathering Information

Sila plrall zax

Lecture

MIDOCEA

UNIVERSITYl

a 03

\_

~N

O Talk with supervisors, colleagues, or customers. .saadlg e3la g (nd mdial) ama Ciaad (]
Fellow workers and customers may have information el (o= s i) ol (555 28
you need, or they may have good insights into the 2 agd agad (S 8 ) (Bada Cila glaa
needs of your target audience. agiuall & seen Gilalialy

[ Ask your audience for input. If you're unsure what =S5 ad 13} agdl ) (e &) sgan Ja) O
audience members need from you, ask them, if () .aellould cagil alial o 13 Slis
possible. Admitting you don’t know but want to meet <l ) e ALK &l 20 222 ) yic V)
their needs will impress an audience more than Lilay leblail o fu cagilalial duli
guessing and getting it wrong. bl el e Jazadl y
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O In many situations, your audience’s information &) sgan Glalia) <8 WS e 0S4
needs will be obvious, or readers will be able to (1« &/_al (Saiy 28 ol daal g Claslaall (1
tell you what they need. In other situations, ¥la 8 elld an 4 galiag Loy & jlaa)
though, people may be unable to articulate e 48y il e Gulal) Sy Y 38 o5 Al
exactly what they want. If someone makes a «dle sl Liasle Uilk anaalf and 13 45 5
vague or broad request, ask questions to narrow b 13 sl Gllad Gl Al ~ kil
the focus. If your boss says, “Find out everything <li€a Le JS i€l ;Jaall & eli ) elia
you can about Naxos Records,” narrow the (G "3)50 ) (ueuSEAS 30 e 408 2a
investigation by asking which aspect of the «uils (e ila sl e Jlgadly )
company and its business is most important. 7 b &y lLUlle ,e.«“j\ s Ldlacd 4 48,40
Asking a question or two often prompts the ULl pSaill ) (ad il ol s of J) s
person to think through the request and define ST Ay O glhaall paas g callall
more precisely what is required.
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O In addition, try to think of relevant information lagaall & pSaill Jola oclly ) ddlayl (O
needs that your audience may not have .&ysganlgic =YW ad er\ Al &Gl
expressed. Suppose you’'ve been asked to (U (A 4 jlaa elia uJJa ail a yual
compare two health insurance plans for your (e i€ &liay oS8 eliS )4 ok el aua
firm’s employees, but vyour research has o silgin liay Juil (oS a8 b Joo,
uncovered a third alternative that might be even wsascunad)iase X8 Jadal &, s
better. You could then expand your report to  (ihally Lgi jlaa g 400 4 dadl) &, dail)
include a brief explanation of why the third plan (a8 GaSall aadin) @l e pila)
should be considered and compare it with the ) sgenll 428 gh Lo @i clile Caay (YW
two original plans. Use judgment, however; in ST Y Lasa
some situations, you should provide only what
the audience expects and nothing more.
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After you have defined your audience’s information

needs, your next step is to satisfy those needs
completely. One good way to test the thoroughness
of your message is to use the journalistic approach:
Check to see whether your message answers who,
what, when, where, why, and how.

v Be Sure the Information Is Accurate.

v Be Sure the Information Is Ethical.

v" Be Sure the Information Is Pertinent.
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 Oral Medium, In-Person Channel

The oral medium, in-person channel combination
involves talking with people who are in the same
location, whether it’s a one-on-one conversation
over lunch or a more formal speech or
presentation. Being in the same physical space is a
key distinction because it enables the nuances of
nonverbal communication more than any other

medium/channel combination.
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O Oral Medium, Digital Channel

Oral media via digital channels include any transmission
of voice via electronic means, both live and recorded,
such as telephone calls, internet telephony (VolP)
services such as Skype, voicemail messages, and
podcasts. Live phone conversations offer the give and-
take of in-person conversations and can be the best
alternative to talking in person, although voice-only

channels don’t support all the nuances of nonverbal

\ communication.
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1 Written Medium, Print Channel

Written, printed documents are the classic
format of business communication. Memos
are brief printed documents traditionally used
for the routine, day-to-day exchange of
information within an organization. Letters are
brief written messages sent to customers and
other recipients outside the organization.
Reports and proposals are usually longer than
memos and letters, although both can be
created in memo or letter format.
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O Written Medium, Digital Channel Aad ) <l 5i8Y) (A gial) Jailu gl O

Most of your business communication <Ulecl 8 Jucalsill 3gga alira Gasialin
efforts will involve written digital 2l Jla ) Je cd 0iSa Andd ) Jila
messages. Such as email to workgroup J—eall Slc gane Jlwjyy g I

messaging to social networks. (selia ) Jeal gl Gilad
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[ Visual Medium, Print Channel

Photographs and diagrams can be effective
communication tools for conveying emotional content,
spatial relationships, technical processes, and other
content that can be difficult to describe using words
alone. You may occasionally create visual, printed
messages as standalone items, but most will be used as

supporting material in printed documents.
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d Visual Medium, Digital Channel

Business messages can really come alive when
conveyed by visual media in digital channels.
Infographics, interactive diagrams, animation, and
digital video have the potential to engage audiences
in ways that other formats can’t, which is why the
use of visual elements in business communication

continues to grow.
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Media and channel

limitations

Richness Formality
e il e il g Jailas sl 3 8

Audience
preferences

Dsgeall Giluads

Urgency

Izl

Security and privacy
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The ability to organize messages effectively isa i 5 jlga Al Jilu Il aydaii e 5 a3l
skill that helps audiences and writers alike. il selay ol g aa e &l 5 ) sgaall

- 2

Good organization helps the receivers of your :30—b &3 el )y dat sl

message in three ways:

v" It helps them understand your message. L ) agd Ao atreliy v
v It helps them accept your message. il ) Jsd Ao adreliy v
v' It saves your audience time. sean S8y Bg vV
g )
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 The topic of your message is the overall subject, <li S8 calall & guia gall ga Sl ) & ga g0 O
and your main idea is a specific statement about 13 Js= 2aaa Gl e 3 lae & A )l
that topic. & s sall
1 consider a variety of techniques to define your <l e de s de gana & jlide) 8 aaa [
main idea: ‘A Hl) Sl S8 naal
v' Brainstorming. (2 Cuanll v
v" Journalistic approach. (saaall mill v
v' Question-and-answer chain. Aol g dlid Al v
v’ Storyteller’s tour. G Ml v
v" Mind mapping. Al Ll jall v
Y,
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The scope of your message is the range of information

you present, the overall length, and the level of detail—
all of which need to correspond to your main idea. The
length of some business messages has a preset limit,
whether from a boss’s instructions, the medium/channel
you’re using, or a time frame (such as speaker slots
during a seminar). Even if you don’t have a preset length,
always limit yourself to the scope needed to convey your
main idea and whatever supporting information it

requires.
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After you’ve defined your main idea and
supporting points, you’re ready to decide on the
sequence you will use to present vyour
information. You have two basic options:

v' The direct approach starts with the main
idea (such as a recommendation, a
conclusion, or a request) and follows that
with supporting points and evidence.

v' The indirect approach starts with reasoning,
evidence, and background information and
builds up to the main idea.
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After you have chosen the

best approach, it's time to
figure out the most logical
and effective way to
present your major points
and supporting details.
Ol ‘Gh@d_géia)_&\ O Az
Lahia iKY 45y Hall 43 jeal )
A N LSl iy ] Al
el Joalatll

The particular
message is
divided into
two major
points (I and II).

— |. First major point
A. First subpoint

B. Second subpoint «——
1. Examples and evidence
2. Examples and evidence
a. Detail
b. Detail

3. Examples and evidence -

Subpoint B is
supported with
three sets of
examples and
evidence (1, 2,
and 3), the second
of which is further
subdivided with

two detail sections.

C. Third subpoint

A

— ||. Second major point
A. First subpoint
1. Examples and evidence
2. Examples and evidence
B. Second subpoint

The first major
point is divided
into three sub-
points (A, B,
and C).
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Whichever outlining or organizing scheme you

use, be sure to identify your main idea, major
supporting points, and the evidence and
examples that will help you express the main
idea in a compelling way. (Keep in mind that
the order in which you present these elements
in your message depends on whether you are

using the direct or indirect approach.)
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