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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 ilaledclgelina oy ;i gal) Jtad O
and develop an audience profile. &) seanl

(J Gather Information: Determine audience Jbaaly )seand) Glalialana scilaglral) zaa [
needs and obtain the information necessary . lalia¥lellia wbila o Bl Glagdeall le
to satisfy those needs.

O Choose Medium and Channel: Identify the a8 sall Jia¥) oz sl 2aa ;3LAN g Al gl) JLid) (]
best combination for the situation, message, . g—gaall g Al )i
and audience.

) Organize the Information: Define your main  (3Uai das 5 ¢Aui ) @l S8 daa sila glaal) a5% [
idea, limit your scope, select the direct or asy ¢ 8l e 5 Siludl el yidl s cellec
indirect approach, and outline your content. A giag
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(J Adapt to Your Audience: Be sensitive to audience  Glalia¥ Lilaa S odl ) sgan pa o<t [
needs by using a “you” attitude, politeness, «"cuil" iglul alasin) A e &) sgan
positive emphasis, and unbiased language. Build a = 45 aladd w5 ¢ alaay) 38 jill 5 A 8L
strong relationship with your audience by (=d)sgan avdy @ d8le (1) dpc sin g
establishing your credibility and projecting your 3 s—all 3 ) g Sl as 7w i JA
company’s preferred image. Control your style alaaiulyeliglul 8 a8as <liS ;a0 dliada)
with a conversational tone, plain English, and 3 ¢iaal g4 julai) dalg Ay ) g 3
appropriate voice. Aaulie G g

) Compose the Message: Choose strong words that — ¢laclui iy cilalS jual s dlla ) 4w [
will help you create effective sentences and ASlaie Cl yad g Adlad Jaa o) e
coherent paragraphs.
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(] Revise the Message: content and review 4axal ey s sinall daal jo tddw ) dnal O
readability; edit and rewrite for conciseness and el aUS salely o jad 6ol y8ll Al ge

O Produce the Message: Use effective design 41 aranai jualic alasiul ;dlla ) zL5) (O
elements and suitable layout for a clean, .= sisly 3=l yeladd v uliaday hadsy
professional appearance.

 Proofread the Message: Review for errors in kil 8 olkal) deal je s dlla )l @805 (]
layout, spelling, and mechanics. e gall 5 oSyl

) Distribute the Message: Deliver your message sl e il ) Josa i sl )l 2z g8 (O
using the chosen channel; make sure all i) asen am s G 25Ul 6 L)
documents and all relevant files distributed clad dlall cild el
successfully.
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Optimizing your writing time
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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 Jbsbaill sl o ai yaradd 0y a8 [

Lecture

seem excessive, careful planning usually _8ss e tale Gdall byhasll <] (L ik
saves time overall by focusing your writing (e &3S 3 JAA s ple JS5 G ]
and reducing rework. Of course, the ideal «alisy caahally Jaall sale) Jol& 5 3,0
time allocation varies from project to .AY & 58 e (Sl Gl yariads
project. Simpler and shorter messages Jd Unibas 5ad¥) g o) Jile )l Cllats
require less planning than long reports, L ne sl adlgagdlighll j &l e

websites, and other complex projects. Bimal) ay Ll (e
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O Also, the time required to produce and |e=sisdiu Il Zliy a0 <l of LS O

Lecture

distribute messages can vary widely, Lilugll e 13lde) ¢ 5uS BMA) Calia, 58
depending on the media, the size of the . al dulse s ) sganll anas ddley)
audience, and other factors. Start with the 4dic s Yo_Yo_o duuiy gl apudi |ay)
50-25-25 split, and adjust as needed for R BB 2 YE NEENEN JUEWEN

each project.
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(d As soon as the need to create a message appears, «aludelia Jdalsll joehyyaa O
inexperienced communicators are tempted to dive )& —all samrc sl al gl
directly into writing. However, skipping or (b b aay AU 85 pila (uleadY)
shortchanging the planning stage often creates extra e W jrali 5l yhaaill s yo ads
work and stress later in the process. BaY pdlia) 15565 13ga ansd L

 First, thoughtful planning is necessary to make sure (el 55 (s yrall ahadll N O
you provide the right information in the right format bl JSAL daaall Gl glaall agass
to the right people. Taking the time to understand  <ud gl (ariadd o) | Gualiall Gala 53
your readers or listeners and their needs helps you agilalials laai e o &l 3l 8 4 gl
find and assemble the facts they’re looking for and () sian A @laall slay) e daeliy
deliver that information in a concise and compelling 3 s 48 yhay Lean i (Lgmpand g Lgic
way. Aia s
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. Second, with careful planning, the

writing stage is faster, easier, and

much less stressful.

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

hurt your company or your career.
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O Every communication effort takes place in a O = e cddna (i ge 8 Jual 53 dglee JS a3 [

particular situation, meaning you have a (2 23as jsean () Ldlary saaase Al el
specific message to send to a specific audience . Baaaa gyl Jha
under a specific set of circumstances.

O For example, describing your professional dzigall cliDla 50 Cain g aling (JUdl Jow Je O
qualifications in an email message to an (i Jypan (A Sy S pdlla 8
executive in your own company differs <lile 8ld g e )5 0S LA GBS, g
significantly from describing your qualifications LinkedIn e il

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:

sl jaad caagll Sliaa nasd aey [
s LS 1) La ai8 a8 ll (ya (3axill
Cna 3O dgall g B gl datin Caagll
LS 13 La g el ) g Al )l dlaey
Lol 3501 gl 3ty o e
zoh) Ledl g a5l Ll i
sdag N1 ALY a2
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v Will anything change as a result of your 33 8 aald ¥ Selillu ) a8 ol Laxis Ja v/

Lecture

message? Don’t contribute to information Juw e Gud 58 Y Jilay Jlu b Sla sleall
overload by sending messages that won’t <iS, il i idle) dlaa duaal olaad 21 13) (JLd)
change anything. For instance, if you don’t (k8 dlgile Ll el many puay 4 Cod LSl
like your company’s latest advertising | s OV Y1 e @bl 3 dpatan) Al Jla )
campaign but you’re not in a position to Jaal g ol e 8
influence it, sending a critical message to

your colleagues probably won’t change

anything or benefit anyone.
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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.

8l g ga ol oy S _adlgcliaa Ja v
5 a en el (e Gl 12y gl
2 Al ) udla 1Y) JU Jas (e ail
Al Ja 5 288 A0 lad Laiy sl )
lsa e gl pad e el Laslia

o o) i) a3 feulin cad ) Ja v
oD She J&I il Bl die () giisall
Ol e anaall (JUi) da (e L)
cJandl clel 85 ) S50 <l g0 Lgal aLudY)
L gl IR Al Al Jilas 1) Jalas 21y a8
55l

~

3

=¥



/‘

Defining your purpose

Lecture . "
Slaaa Aaad

MIDOCEA|

UNIVERSITYl

03

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.

alaal aaal 28 Sl e sl Jsite Slaaa Ja v/
ol o8l ia g Ay jlall Lalaln g SIS,
Cpah e J58 sae el o dadadl)
AS 5 o Jeend i3 (JUA Jara (e
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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:

lain¥) sl 3ol 58 aalaial ) sgandl o of J8
B yra At e O3S o) ay il
Al AN Gl iy o a4 e
850l (s ) sisShal o s cagilalialy
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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.

0553 B i ) ciagiaal) ) sgand) paai]
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O Determine audience size and geographic «allaiiai &) aalldayjgig jegand) ada aai[]
distribution. A message aimed at 10,000 slail aaes 8 Gadd GYT Ve ) dga g0 Al
people spread around the globe could require a  Juli aae ) dga 5o Al (e Laling Tags Allal)
different approach than one aimed at a dozen . el (i ol BV
people down the hall.

Lecture

O Determine audience composition. Look for 4uillasgl e diayl, ) sgand) pailad agaasi [
similarities and differences in culture, arlxilly yaallgd 2l g4 &) 8 CaDEAY
language, age, education, organizational rank ¢ il JSell 8 6 sl g Sk dll cuaiall
and status, attitudes, experience, motivations, <Glalai¥lg @m\j 3 Al 5 all gall ) ddlatyU
biases, beliefs, and any other factors that might L e 5i55 a8 5 Al Jalse (gl ccnlatinall
affect the success of your message. RE | I
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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.

s S a1 1Y) jgendl ag® g giaa a3 (]
) ZUinT 288 (¢ guin gally A8S 44 jaa ) sganll
& s gl Bl = -Sig Al laglaa b

(JUal Jas Ao Al grag ) ggand) Clad g agt O
JH(:\:\_‘ASJ.\MWJJ_@_AQ\JL.\_‘AJ_A
Jaal gl 8 cale J fai ) Llall yadls
ISl 8 A g sl (5 giase i LalS ¢ Aalal
Ec\)ﬁ\@ﬁg\@mw\ﬁcg#ﬂ\
Lele &3y
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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.

a8 sy daliin WS | jsgand) J2d 3 adsi O
il seanll Jad 3 s O caag (Juadll
lain) a8 g 13) Alu )l debua 45 )l e
Gl sill g Clalii WY S5 LSy cdpla)
Al Caad 1)) Ll AL A1) 2008 e B jilie
e Lyt Clalinn W) a5 ol i€ il

ALY el

~N
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O When you have a clear picture of your audience, U i Caagidl &l ) sgan 1paaiaey [

Lecture

your next step is to assemble the information to 4 Ul Cile slaall aan & 5 40Ul 3 gladll
include in your message. For simple messages, you (S5 28 cddayaal) Jila il 8 Bl )]
may already have all the information in hand, but  Jia )l Lal e 5201 Cila sladll e Gl
for more complex messages, you might need to do  (a= ¢l ) () ZUaS 28 | 38al Y

some research and analysis before you begin LS & cadl Jod cdbdall g culany)

writing., and processing information, but you can = (— 45 i A gana aladi ) ¢l iay
always use a variety of informal techniques to <l glxall aaal drau ) 8l

gather insights and guide your research efforts: rCaal) a g A s

3-95
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O Consider the audience’s perspective. Put  4¢a 5 agd Jsla L sggadd) (lsa dowdi aa [

Lecture

yourself in the audience’s position. What sl 4o (s e sl 43 (5,88 2l La aa ki
are these people thinking, feeling, or 13 flgisaliag Al Sl glaall Lo 94l () glalady
planning? What information do they J—alsill il e 1ilsais g S

need? If you are initiating a conversation _siiuw 8l Glagaall o Lad ¢ claial)

in a social media context, what fAdagion) clilaaiag A Jilail)
information will stimulate discussion in

your target communities?

3-95
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] Listen to the community. For almost any

subject related to business these days,
chances are there is at least one connected
community of  customers, product
enthusiasts, or other people who engage in
online discussions. Find them and listen to

what they have to say.

Md@g\@)}@d#\ ;’«\juij éA:h.ﬂ‘ H
U de gz ma Y] (e ot Ly 8
(an pb i o clatiall gl ) o laxll

2l ) a5 agra Jual i s Y
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O Read reports and other company documents. Annual  4—talall il g it o athi O

Lecture

reports, financial statements, news releases, blogs by s &l dalidl jaliaall Joii 4 all
industry experts, marketing reports, and customer <lalally Al ol Ll g iy il
surveys are just a few of the many potential sources. ¢l_—=a G Opigr e OYLEa g dia Al
Find out whether your company has a knowledge —<Uluiuly (gl y L@y (Jlall
management system or other system that collects the — <lliad Gli€ ) & GilS o) (38a3 o Dlaal)
experiences and insights of employees throughout —_—alaldai sl sf 44 yeall 5 lay LAl

the organization. RETO=PN G TRy PEN

3 -9S



Gathering Information

Sla glzall aan

Lecture

MIDOCEA|

UNIVERSITYl

s 03

\_

N

O Talk with supervisors, colleagues, or customers. .saadly edla iy (d piall aa diaad O
Fellow workers and customers may have information  stwall (a2 g D) 2l oS 2 8
you need, or they may have good insights into the s agdagaal sS85 (Bada Cila slea
needs of your target audience. (adgall &y gean laliay

O Ask your audience for input. If you're unsure what — -Si ad 13 agdl ) oee ) ggan Jlad [
audience members need from you, ask them, if .aej—w\é cagil—alia) 1<l
possible. Admitting you don’t know but want to meet ¢l ) e ALl &l jao a2ey il yicY)
their needs will impress an audience more than ilayl ekl ¢l ji cagilalia) 400 8
guessing and getting it wrong. el el e (il y

3 =4S
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O In many situations, your audience’s information &) sgan Glalial <8 VS g0 S 4
needs will be obvious, or readers will be able to (e ¢ &l Saiy a8 o dacal g il glaal) o
tell you what they need. In other situations, @Yla 8l an 4 galiag Lay & jlaa)
though, people may be unable to articulate lec 48y juaill e Gulall (Saty Y 08 o Al
exactly what they want. If someone makes a «ale ol Liasle Uilk anaaf a8 13) 4 5
vague or broad request, ask questions to narrow b 13} sl Gllad Guaail Al ~ ks
the focus. If your boss says, “Find out everything — <liSa L JS o 35S" 1 Janl) 8 el ) ¢lia
you can about Naxos Records,” narrow the (i "32)sS ) (eenSUAS 0 e 498 g
investigation by asking which aspect of the il (e caila (ol o sl canl) gl
company and its business is most important. b xdu LUl PUSY IV RIP DYS PR T
Asking a question or two often prompts the ULl nSaill ) (ad il ol ol J) s
person to think through the request and define ST Ay o sllaall daas g callal)
more precisely what is required.

Lecture




: : MIDOCEA \
Uncovering audience needs univers Ty

sl clalial) cads

g 03 | D

O In addition, try to think of relevant information lagaall & Sall Jgla el ) ddlayL (O
needs that your audience may not have .&sgeaalygic ¥ asd L5._\5\ Al cld
expressed. Suppose you’ve been asked to (s (A 4 jlaa elia s Ua_yail
compare two health insurance plans for your (e i€ &liay oSheeliS )5 ok el aa
firm’s employees, but vyour research has sl cliSay il 05 a8 EB Juy
uncovered a third alternative that might be even syl iias &, 5 Je il e,y
better. You could then expand your report to  (uiaalls LW jlae g 4AAIEN 4 bal) & Lol
include a brief explanation of why the third plan a8 GaSall aadiul @l aa ilal)
should be considered and compare it with the ) sganll 428 ¢ L ansi clile Ciay « QYA
two original plans. Use judgment, however; in ST Y Lok
some situations, you should provide only what
the audience expects and nothing more.

Lecture
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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.

\

Jaati el slaall (@l ) sgan Claliial apaad 2ey
G alSIL Cilaliia ¥l oda 4l & 4,00l el glas
é,\ AT ) Sl Gy A ga S LAY 3 sl 5y all
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The most common media and channel options
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d 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.

i) Jual gl g ghEN hailugh O
doal sill 5 (488l Joal sill (e g el 128 Gpaialy
2) s (LSl i & (alal] ae Coaal) adldl)
La e o Glad ol elaall te dua 8 Ealas ollh <
el LSl (i 8 aa) gl 3a) Les ) Gaga s
laliny Bl e Jeal sl it 43y Lol 50

) gill/ il ol e AT 2 e sl e ST A28

\
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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.

dad ) ol gial) (gl il gl O
Ja5 ol A )l ol gl e dagd il Jail gl Jad
1580 LS B g g S Jilagll e (S sea
e Jlaiy) Cilaad 5 il Gl Jia Slaus
o small 2l Sl ) clSs Jie s Y
Jali 3 pilall il clialaall i o il
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J 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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Most of your business communication <Uleei 8 Jualsill 3gga alira Gasalin
efforts will involve written digital 2 Bl Je dd oiSa Al ) il
messages. Such as email to workgroup J—all Gl c gana Sy g 5TV
messaging to social networks. (seWiay) Jaal gl Gl
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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
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Richness Formality

Audience
preferences

Dsgandl CDlucads

Urgency

Izt

Security and privacy
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The ability to organize messages effectively isa 28 5 jlga dllady Jilows Jl) aplas e 5 508
skill that helps audiences and writers alike. adaiill aelid ol s aa o il ) geanll

Good organization helps the receivers of your :3—b &G elill ) Aat sl

message in three ways:

v" It helps them understand your message. il ) agd e aaxeliy v
v" It helps them accept your message. illi ) J b e aaxeliy v/
v' It saves your audience time. A ysgen KBy g vV
\_ J
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O The topic of your message is the overall subject, <li S8 calall & guia gall g Glilli ) & ga 90
and your main idea is a specific statement about 13 Js= 23aa Gl e 3 e oo )l
that topic. & s sall
O consider a variety of techniques to define your <Ll e de gl de gana & jlide) 8 aa (]
main idea: »An Hl) el <E sl
v Brainstorming. (2 Cauanll v
v’ Journalistic approach. (sl mall v
v' Question-and-answer chain. Aealgabd ALy v
v’ Storyteller’s tour. S s v
v" Mind mapping. Aaiadll Il Al v
/
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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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Outlining your content

03

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.
Ola (g Joadl i) o aay
Lihia KV 48 ) 48 jadl il
A N ISl (5 ] e
Aactall Jaaladll

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 -
C. Third subpoint

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.

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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